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Abstract: As one of the oldest forms of farming in Nigeriadathe most rarely understood by both the rural and
urban farming population, apiculture business séhhains one of the areas of agriculture that &sgly under
explored. This study attempted to assess the ttiagkefficiency of honeybees’ products in Niger@cdising on
Ganye domain for its role as the most producing émethe locality. Primary data were purposely ectiéd from
140 respondents using structured questionnairesapgorted by oral interviews and group discussiémalysis
using Descriptive Statistics and Marketing Effiggr(ME) revealed that males constituted majorit).(96) of the
marketers, with a larger proportion (41.4%) accimgnfor individuals within the age range of 30-38ays. While
about 78.6% of the marketers were married, 37.1%eweid to have had primary school certificate. Tiest
experienced honey marketers had between 6-10 yetrs field. Most (58.6%) of the marketers sourtesr funds
through \personal savings. Of the containers usdté sales of beehive crops, one-litre bottle neexb the larger
chunk (47.1%). Even at the local level of saleg ME indicated a very efficient market (1862.3%)thwthe
traditional producers serving as the major (68.68Ugpliers of the products. Prominent of the comssaecorded
were poor road linkage and lack of government sttpfitois therefore, recommended that the goverrinséould
intensify efforts toward formulating policies thabuld address these inadequacies with the hopaadugaging
more participants in the business.

Keywords: Beehive, efficiency, honeybees, marketing, Nigegraducts,
Introduction

animal husbandry, Tsutsuret al. (2011) reported that people recognised some thougaars ago that certain

types of bees were associated with high priced Wwaneome parts of Africa, Asia and South America\West
Africa and Nigeria in particular, thApis mellifera adansonihas been found to be dominantth a very high
stinging propensity and equally known to be highiglific. Ayansola (2003) documented that about migducts
which possess extraordinary therapeutic and coniateralues are produced by these bees. These hips are
honey, beeswax, bee venom, probolis, royal jelly pollen grains. All these are in high demand mititernational
market.

I n an attempt to establish that apiculture or beggkgehas been an aged long branch of agricultudeagiorm of

Ayansola (2003) reported that about 1500-2000 terofehoney are used annually in commercial cordaeties
world-wide. In Africa, it is mainly used for brewgrbeer and occasionally as sweetener. The autmoiuzied that
of the estimated world consumption of honey, 90i9%aten directly, while the remaining 10.0% iscusevarious
commercial and domesticated productions. Withtadl trend of development, beekeeping as a comniemure

is still largely unexplored and the demand for hostl keeps on increasing. Nigeria still impott® beehive crop
from producer nations in order to meet up its deindihile Tsutsumet al. (2011) noted that nations like China,
USA and Argentina have been advanced in the beetrnops business because of the application of moder
technologies in the production and marketing o§éhproducts, Nigeria and many African countrid estnploy the
use of traditional methods in beekeeping. Ja'ataeR2006) reported that there are no well-orgahisarketing
outlets for the beehive crops, and the productsnateprocessed or packaged well in attractive éoeta before
sales. This has lowered the price of the prodwdslting in low income generation among the markete
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Therefore, drawing from the aforesaid, this studgrapted to describe the socio-economic charaofdtse beehive
marketers in the area, determine the marketingieffcy of the hive crops, describe the marketingndels, and
identify constraints associated with marketing eé lproducts with the aim of proffering remedied twuld be of
benefit to the policymakers and researchers alike.

Methodology

The Study Area

The Study was undertaken in Ganye Region of AdanBtat, Nigeria. It is located on the Latitud@6' 0” north
of the Equator and Longitude %4 0” East of the Greenwich Meridian. The area coeel@ndmass of 147,450 ¥m
with total population of 169,948 (NPC, 2006).

Majority of the people are farmers, and major crgpswn are yam, maize, rice and sugarcane. Otloefirse
economic activities include petty trading, traditi beekeeping and marketing of beehive crops.

Sampling Technique and Data Collection

Data were collected mainly from primary sourcesyéeer, some information were also gathered fronoseéary
sources which include Journals, internet, beekgepaoks and bulletins, among others. As there waegistered
association for the honeybee products marketetBdrarea, respondents were purposely selectednseniewed
through contact on market days of the major marketese are Ganye, Sugu, Gurumpawo, Timdore, Gargb,
Yebbi. Similarly, for marketers who sell at homes) indigene who served as a guide assisted inngaci
respondents. At the end of the exercise, a totahefhundred and fourty (140) marketers were irealv

Structured questionnaires were used. Trained eraiorerapplied interview method in retrieving infation from
respondents. In some instances, group discussgsioss were followed to gather useful informatipatticularly,
on the socio-economic variables of the marketedsgemeral marketing expenses and receipts.

Data Analysis

Descriptive statistics were used to achieve thee@spf socio-economic characteristics of the redpats,
constraints to honeybee products marketing andntimd&eting channels. The aspect of profitabilitytted marketing
of the beehive crops was realised using the Margeificiency tool. Olukosi and Ogunbile (2005) taed it as:

ME =VO
Vi

Where:
ME = Marketing Efficiency
VO = Value of Marketing Output
VI = Value of Marketing Input

Results and Discussion

Socio-Economic Characteristics of the Honeybee &ctslMarketers (HPM) in the Study Area

The role of socio-economic variables in signifidgrinfluencing both production and marketing of iagttural
crops has been widely reported in the literatuig. iRstance, while enhancing these variables, ndsa-ud-din
(2011) and Ugwujat al.(2011), could improve the small-scale farmers’ amwopof new agricultural technologies
in Pakistan and Nigeria, respectively, which in #re increase output, Higuchkt al. (2012), Palet al(2013),
Ismaiel et al. (2014) and Adewuyi and Adekun(@015) all reiterated how improvement of the sa@i@nomic
characteristics of marketers could boost marketfigagricultural produce. These studies were inddestty
conducted in Peru, Jharkhand, Saudi Arabia andriigeespectively.

Taking into cognisance of the above, some selesbeib-economic characters of the HPM were repoifégse
include age, gender, marital status, experiencdevad of education. Others are family size, octigpeand sources
of credit. These variables are reflected in tahl&s

The result in table 1 shows that a larger propor{iil.43%) of the HPM were within the age rang8®{39 years,
and this was closely followed by HPM within the agege of 40-49 years with a proportion of 32.8&%hile the
HPM between 20 and 29 years accounted for 11.43®tabof 8.57% fell within the age range of 50y&&rs. Only
5.71% was accounted for by HPM within 60 years ainolve.
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The above findings implied that while the aged werend in the business, a larger chunk of the nedpots were
youths within their active age and in the rang@®to 49 years, cumulatively recording 85.72%. Thiult agrees
with Ajayi et al.(2006) whose survey on fish marketing in Lokoja &madorikarfi Local Government Areas (LGAS)
in Kogi State, Nigeria, revealed that majority betfish and orange sellers were youth, and assocthe huge
participation to the propensity of being more dyiaand willingness of taking risk with the hopeiofproving
their income and living standard.

Table 1 also indicates results on gender and rhatiddus of the HPM. Ninety percent of the responslevere
males, with only 10.00% as females. Similarly, mi&o(78.57%) of the HPM was married and just a onin
(21.43%) segment of them remained single. The latgaber of males as participants could be linkethéofact
that this gender attends more to domestic econaesiponsibilities than females. Saminu (2009) akwmorted
similar finding in a study conducted on marketiridgnoney in Mubi-North LGA of Adamawa State, Nigeria

Table 1: Distribution of the HPM Based on Age, Gendr and Marital Status in the Study

Area.
ltem Frequency Percentage (%)
Age range (years)
20-29 16 11.43
30-39 58 41.43
40 - 49 46 32.86
50 - 59 12 8.57
60 and above 08 5.71
Total 140 100.00
Gender
Male 126 90.00
Female 14 10.00
Total 140 100.00
Marital status
Married 110 78.57
Single 30 21.43
Total 140 100.00

Source: Field Survey (2012).

Findings on experience in marketing, level of ediooaand family size of the HPM are shown in taBleA larger
chunk (48.57%) of the marketers had experience dmtvé and 10 years in the sales of honey produdtseiarea.
While about 20.00% had been selling beehive crapslfi-15 years, 14.29% for 1-5 years, a total o0Q%
accounted for those respondents that were invalveshles of honey products for 21 years and abWieat this
result entails is that majority ((85.57%) of theMilRave had experiences from 6 years upward, anidl dmusaid to
be in the business for reasonable duration. Sitpjlarformation on the respondents’ level of edimais shown in
table 2. From the latter, it could be seen thatonij (68.57%) of the HPM have had western educatBmging
from primary school to tertiary education, indicgtitheir level of enlightenment, whereas about 3% 4were
classified as illiterates. These two variables wexpressed by Ajayet al. (2006) as the most important factors
(intelligence and education) in marketing, couphéth adequate information.
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Table 2:

Yohanna and Ja’afar-Furo / OIDA Internationauinal of Sustainable Development 08:10 (2015)

Distribution of the

Respondents
Education and Family in the Area.

According to

Marketing Experience,

ltem Frequency Percegta (%)
Years of Experience

1-5 20 14.29
6- 10 16 48.57
11- 15 28 20.00
16- 20 10 7.14
21 and above 14 10.00
Total 140 100.00
Level of Education

llliterates 44 31.43
Primary school 52 37.14
Secondary school 40 28.57
Tertiary education 04 2.86
Total 140 100.00
Family Size

1-5 58 41.43
6- 10 70 50.00
11- 15 06 4.28
16- 20 02 1.43
21 and above 04 2.86
Total 140 100.00

Source: Field Survey (2012).

Level

of

The result in table 2 shows that most (50.00%hefHHiPM have had family size of 6-10, followed b$% taembers

of family with a proportion of 41.43%. Those wittinily size of 11-15, 16-20, and 20 and above wesghificant.

The family size is considered very vital in farnrmiies of developing economies, as they serve §srgehands in
both agricultural production and marketing of agltigral produce.

In order to determine the major occupation andcesiof fund of the HPM in the study area, the figgiin table 3
were documented. It could be observed that 64.2B8eorespondents were full-time honey marketaioived by

21.43% who were into farming and honey marketingexondary occupation. About 5.71% were into trgdither

unidentified occupations accounted for 4.29%, aB6% were civil servants.

Table 3: Distribution of the HPM Based on Major Ocapation and Sources of Funds in the

Study Area.

Criterion Frequency Percentage (%)
Major Occupation

Honey marketing 90 64.29
Farming 30 213
Petty trading 08 5.71
Civil service 04 2.86
Others 08 5.71
Total 140 100.00
Source of credit

Personal savings 82 58.57
Friends 26 18.57
Inheritance 14 10.00
Co-operatives 12 8.57
Banks 06 4.29
Total 140 100.00

Source: Field Survey (2012).
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The implication of the finding is that majority tife marketers (table 3) rely solely on marketindnafiey products
for sustaining their families. Also, 58.57% of tH®M sourced funds to start business from persanahgs. While

18.57% borrowed from friends and 10.00% got thapital through inheritance, about 8.57% and 4.29%he

respondents raised funds from cooperative sociatidsbanks, respectively. This implied that honeykaters from
Ganye region had little access to loans from fifenastitutions. The finding is compatible with i8au (2009) and
Dakyong (2010) who independently reported poor s€te loan from banks and government as one giribl@ems

of agriculture activities in Adamawa and Kano Statespectively.

The marketing channels are shown in figure 1. $tdbes the marketing channels of honeybee prodlutite study
area. In the figure 1, beehive products move froengroducers to the wholesalers and from the whigesto the
retailers and flows down to the final consumerahother situation, a consumer buys his honey dyréatm the
producer. In the study area, it was also discovtratretailers buy beehive crops directly from phaeducer.

Producer

A
Wholesaler

A 4
Retailer

v

Consumer <

Figure 1: Marketing Channelgref Honeybee Products in the Study Area.
Source: Field Survey (2012).

Based on the participants in the market, the tdblevealed that a larger proportion (40.00%) ofrttegketers were
wholesalers, since they buy in bulk from the |lgeadducers and sale to middlemen, retailers and esasumers.
This aligns with the opinion of Olukosi and Erhab(#999) that wholesalers perform the various manget
operations, and therefore, widely distributed ia tharket. Retailers accounted for 32.86% of thekatars who

buy from the apiarists and numerous wholesaler©ufl27.14% of the marketers were producers of ihreeh

products.
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Table 4: Distribution of the Responghts According to Participants in the Markets.

Participants Frequency Percentage (%)
Producers 38 27.14
Wholesalers 56 40.00
Retailers 46 32.86
Total 140 100.00

Source: Field Survey (2012).

The table 5 revealed that the marketing of beebiops was efficient and profitable in the studyaaraith a
Marketing Efficiency value of 1862.30%. Similar dimg was earlier reported in the State by Ja’afaofet al
(2006). However, the trading components show tbael accounted for the bulk (66.67%) of the gres=ipts of
the HPM, with beeswax recording 33.33%. Of theltatarketing expenses, cost of transportation, pasehof
Jerrycans as containers used in sales of honeyliegrise or permit for sales of products showed i@ant
proportions with 32.45%, 27.40% and 16.45%, re$pelgt

What the above results implied is that although ketémg of honey products has been profitable in dhea
surveyed, the HPM still possessed inadequate krigelef the extraction of the remaining of beehiveps or
ignorant of the market values of products like ity bee venom and royal jelly which have bothritiohal and
therapeutic/industrial uses on the internationahsc

Table 5: Marketing Efficiency of the Beehive CropsSellers in the Study Area

Item Average unit Quantity Total cost Percentage
cody) ™) of total

Gross Receipts (GR)

Honey 13,582,600 66.67

Beeswax 6,791,000 33.33

Total GR (TGR) 20,3610 100.00

Marketing Expenses
Containers Used in Marketing

20-litre jerrycan 250 1199 280 27.40
4-litre gallon 120 752 90,120 8.24
2-litre dish 350 140 49,000 4.48
1-litre bottle 20 1619 32,380 2.96
20-litre bucket 230 125 28,750 2.63
Cost of transportation 355,000 32.45
Tax 59,000 5.35
License/permit 180,000 16.45
Total Marketing Expenses (TME) 1,094,000 100.00
TGR 20,373,600
TME 1,094,000
ME 1862.30%

Source: Field Survey (2012).

In order to understand the predicaments of the HBWards achieving the maximum in utilisation of ceses,
opinions of the respondents on the limitations wareght and are documented in table 6. The lafiews that a
larger proportion (21.43%) indicated poor road digk as the most worrisome constraint. This findingher
ascertains the reason for transportation as sdugheést cost (32.35%) in the components of variabkis. Lack of
government support (18.57%), lack of processing ackaging/insufficiency of capital (both 14.29%cleaand
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high cost of transportation (10.00%) are the negsging problems of the HPM in descending ordecklad market
association (4.29%) and excessive price fluctuat{d@mi29%) were least in the opinion of the respatgie

Going by the opinions of the HPM, it could be olserthat with the numerous constraints experienbedeybee
products marketing is still profitable in the aseaveyed.

Table 6: Distribution of Beehive Crops Marketers Ba&ed on Constraints Experienced in the

Study Area.

Constraint Frequency Percentage
Poor Road Linkage 30 21.43
High Cost of Transportation 18 12.86
Insufficient Capital 20 14.29
Excessive Price Fluctuation 06 4.29
Lack of Market Association 06 4.29
Lack of Processing and Packaging 20 14.29
Adulteration 14 10.00
Lack of Government Support 26 18.57

Multiple responses were recdrde
Source: Field survey (2012).

Conclusion and Policy Implication

Based on the findings of this survey, it's concldidieat marketing of honeybee products is efficeamd therefore,
very profitable in the study area. The major caists reported in the industry by the HPM, amortger, include
poor road linkage, lack of government support aack lof knowledge of processing and packaging amntbeg
marketers.

Authorities that intend to improve in the businebsuld introduce intensive skills acquisition inpimved methods
of apiculture in the region, embark on developmeiinfrastructure of which roads should be promineand

provide soft loans to marketers to expand theddrahs a result of this development, the governncentd use the
beehive crops marketing business as an avenue mowing the livelihoods of many people in the fanmi
communities.
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