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ABSTRACT The study was carried out to analyze the profitability of honey marketing in Ibadan metropolis dat@yo S
The study examines the socio-economic characteristics of honey marketers, estimate the cost and quantify the returns and
determine the factors that influence the level of profitabiRyrposive sampling technique was used to select 100 honey
marketers and 98 questionnaires were valid for analjsisdata were analyzed with percentage, frequency distribution,
gross magin analysis and regression modehe findings revealed that 76.5% of the marketers were male. 82.7% are
literate and 61.2% had marketing experience of less than 10 &srs84.7% of the respondents obtained their capital
from informal source and 75.5% of the respondents used hired labour in their marketing. ddtevistudy further
revealed that the business could be profitable with average gragis midé33,852.40 per montfhe regression analysis
shows that variables such as age, gemarketing experience and cost of starting the honey marketing business contributed
significantly to the profitability of the businedswas recommended that the government should provide credit facility
while the honey marketers shouldyanize themselves to cooperative society so as to access such loans.

INTRODUCTION As reported by Fabunmi (2010), the releva-
nce of honey to both the local, national and glo-
Honey can be described as the stigkicy  bal economies cannot be oxamphasizedAc-
and sweet like substances obtained from the scsording to him, honey bees contribute $15bn to
cial and colonial insect called Honey beesthe value of US crops annuallyhe use of bees
(Aspismellifera) (Issa 1990). Honey bees are ain biological (non- pesticide) control of agricul-
subset of bees which fall into the order of tural pests is also an industry generating $20m
hymenoroptera and sub-order aprociitee sci-  in the US per yeaAbout $200m worth of honey
ence and practice of exploiting bees’ productsis produced in the US annually while over $30m
and services known apiculture has been in IS made byAmerican beekeepers from renting
existence for thousands of years (Keystonedut bees for crop pollinatiothe market for
2001). honey beverages in the US is worth about $195m
Men have been harvesting honey from wild Per year aside the processing and packaging of
nest for several years and it was discovered tha{rﬂc?;;i'/étl)l)); g;of%%%tss 33&2 rarl1$e ﬁglwﬁi%‘)gggg r‘:":[‘g
honey crop can be obtained in a more conve- ' .
nient and easier way if bees are encouraged tg;ore than $1bn annualljloreoveythe benefi-

nestin hvesThs et o the orig of eskeep- 2 O1 1 bee wealt n the US are not i
ing and management in hives. Itis widely prac-c o farmers. Many non-beekeepers also gen-
ticed in Nigeria and other countries of the world ¢4t 'income from other bee based businesses
as a result of extensive and magnificent impor ike honey packaging, production of honey-based
tance of honey in the areas of food and medicin@osmetic, candle making, medical pracfice pre-
(Ojeleye 1990). Honey being a biological sub- gicated on bees and honey (bee therapy), bee-
stance and intended for fOIOd and pharmaceu“keeping equipment manufacturing, research,
cal use need greater attention in quality and hanfood service industry such as baking with honey
dling. _ ) production, honey sports beverages and honey
The quality of honey produced is of more wine. Beekeeping is also a veritable means of
concern to consumer and producers to attain areating jobs particularly for the unemployed
good quality product. Edctive handling of ho-  youth and poor rural population.
ney crop can be best achieved through &n ef  Ojeleye (1999) reported that some industries
cient marketing system (Dandant1967). such as food, pharmaceutical and cosmetics as
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well brewery industries depend on honey as pariust at least be better after the process than be-
of their raw materials in production of their com- fore.
modities, for example, drugs, body creams, lip The definition of marketing given by Rach-
balm, confectionaries etc. Honey is a sweetenenanan and Mescan (1985) is in line with that of
in food, alternative to sugar whose consump-Kotler andAmstrong (1997), which is of the opin-
tion can be detrimental to human health. It canion that marketing occurs when people decide
be used as food supplement since it contains mosb satisfy needs and wants through exchange in
of the nutrients needed for body metabolism;the area of needs and wants satisfaction. Ex-
thereby combating malnutrition. change is the act of obtaining a desired object
Bianchi (1979) claimed that honey contains afrom someone by &ring something in return.
diversity of substance which are indispensablé/Nhereas exchange is the core concept of mar
of all living things.This claim is confirmed by keting, a transaction in turn, is marketsghit
the fact that honey is used in the treatment obf measurementransaction is a trade between
various ailments such as cough, constipationfwo parties that involves at least two things of
diabetes, sore, burns, indigestion, arthritis, usedalue, agreed upon conditions, a time of agree-
as elixir to relieve sore throat (Keystone 2001).ment, and a place of agreemeérd.Kotler and
Honey is useful in the treatment of acetomeniaArmstrong (1997), transaction marketing is part
(a disease of cow) in veterinary medicine of relationship marketing; relationship market-
(Adejare 1990)According to RO (1980), honey ing is the process of creating, maintaining and
is very useful in preventing infections, reducing enhancing strong value-laden relationship with
inflation and promotes rapid healing. Coggin customers and other stakeholdeFhey then
(1975) submitted that honey brings about an in-concluded that marketing means managing mar
crease in hemoglobin when taken as food. kets to bring about exchanges and relationship
Kale (1977) stated that honey and bee waxor the purpose of creating value and satisfying
which are the main products are in great demandeeds and wants.
in local markets of many third world countries  McCarty (1996) viewed marketing as the
and the international markets. Unfortunately performance of business activities which direct
there is a shortage of these products amidst athe flow of goods and services from producer to
ever increasing demand. consumers and accomplish the compargb-
The production of any commaodity is said to jectives.
be incomplete until the commodity concerned  According to Olufokunbi (1982), the defini-
reaches the ultimate consumdiiserefore, mar  tion that is most succinct and all embracing is
keting is very important aspect of the productionthe one given by the British Institute of Market-

system. ing, which runs thus: “Marketing is the manage-
ment process for anticipating, identifying, and
Concept of Marketing satisfying customer requirements profitably”.

From the definition, it can be inferred that:
Marketing means diérent things to dierent  a. Marketing concerns itself with a clear defi-
people.The diference in meaning is as a result nition of business objectives, for example,
of differences in view point; not from &fen- profitability, marketing share, prospect,
ces in the activity itself. Some observers view  corporate image etc.
marketing broadly while others view it narrow- b. A clear definition of the compars/5uppli-
ly. Some individual recognizing the many varied ers and customers.
viewpoints that can be taken of marketing pre-c. Proactive and consistent anticipation of
fer not to attempt to define it (Olufokunbi 1993). customers needs, wants, perception and
According to Rachman and Mescon (1985), preferences throughgenized dbrts.
marketing is finding out what buyers want or d. Continuously sourcing or designing need
need and then getting it to them for the profit or  satisfying products that are appropriately
benefit of everyone involved in the transaction. priced and distributed.
Sellers must search for buyers, identify their One of the major themes that run through the
needs, design good products and services, selefinitions is that marketing philosophy regards
reasonable prices for them to the benefit of boththe customer as the king and the main focus in
buyers and sellers, that is, the parties involvedhe entire business processébhe definitions
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equally emphasize on balancing company pros- Adegeye and Dittoh (1985) posited that
pects and customer satisfactiddso the defini-  maiketing stimulates research into techniques of
tions underline the essence of continuous planfood and meat preservation and preparation of
ning environmental scanning and adaptation. various food items to meet theféifent taste of
All of the above are contained in the four in- the consumers through market survey#uyi-
gredients of marketing usually referred to as thecultural marketing serve as an indicator or con-
marketing mix which are identified as the four sumer preference through the price they are ready
Ps in marketing via product, price, promotion to pay which helps in studying the economic
and place. problems of how much to produce as farmers
In line with the definitions of marketingde- ~ are ready to produce product that have high de-
geye (1985) defined agricultural marketing as themand.
stages of operation which helps the movement
of agricultural product from the farms to the con- Problem Satement

sumers in the proper form and at the proper time L . .
and place. Despite high demand for honey in our soci-

From the definition of marketing as given by €t itwas discovered that the supply of the honey
various authors, agricultural marketing accord- @nd its products seem not enough to meet the
ing to Folayan (2005) can be defined as com-démand in the market in the area of stude
prising all the operations involved in the move- INherent problems of honey marketing could be
ment of food and raw materials from the farm to traced to poor transportation and logistics, inef-
the final consumer It, therefore, includes the

ficient processing of honggoor packaging and
assemblypreparation for consumption, and fi-

handling.
nal distribution. In order to achieve the aim; ser

Poor transportation is a conspicuous problem
vices such as transportation, storage, gradingff any marketing activities in Nigeria as most of
and packaging, financing, risk bearing, price de-

he road Iinks fro_m rural to urban center are in
termination, generation and distribution of mar bad stageshis discourages markets from dis-
ket information are all needed.

tributing the product to big cities due to rigours
As regard marketing and in conformity with it entails in reaching the urban centers from ru-
its definition and its relevance to this study in

ral areas. More so, most motorists in the fear of
Y ; damaging their vehicles avoid such horrible road
respect to hon‘?y marketlng, it is salient to St.ate(Adegeye and Dittoh 1985). Irfigfient process-
that marketing is applicable to honey marketing g of honey and its products for sale constitute
E”q as It |sbto most businesses, since honey matpe problem faced by marketing. Some apiarist
et|ng_|sz|a oult cusl'iomersh. iolierfet do not understand the techniques involve in pro-
Agricultural marketing has a multiplierfe€t  cassing of honey after harvesting such as strain-

on the storage, processing, packaging etc. rejng floati i trifuging to attai d
quires the establishment of industries to handIeg]l?é|ig,aplrnc?dl?éﬁélggiggg)r'l uging to afiain goo

these activitiesThis leads to increase in employ- Poor packaging and harvesting of honey
ment and stimulate local production (Adegeye products result in rapid deterioration of the
and Dittoh 1985). Hicient marketing pavesway  productsAdulteration of honey is also another
for increase in volume that consequently moti- major problem experienced in its marketing
vates government to prOVIdQ necessary |nfraStrUC'(Oje|eye _’]_999) Some marketer in order to of-
ture such as good roads, pipe borne water  fer lamge quantity of the product for sale add su-
age facilities, provision of agricultural credit etc. gar water and saccharine to honey which ev-
in order to develop the economy and create conentually alters its qualifynutrient composition
venience to the masses. and moisture content$his is the reason why
Marketing ensures that seasonal goods essome individual desist from the purchase of the
pecially in agriculture are available throughout product as the unadulterated product is so sca-
the year with slight fluctuation in pricéhis cre-  rce.This causes inéi€iency in marketing of hon-
ates a sort of assurance in the producer of sellingy.
all the producers and consumers are also assured The aforementioned problems no doubt ac-
of obtaining the product throughout the year count for slackness in the marketing of honey
through an ééctive storage system (Adegeye and and its products. For these reasons, one needs to
Dittoh 1985). be categorical as to the factors thdeetf mar
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keting of honey as well as to whether honey-mar  The gross main can be represented thus:

keting is profitable or otherwise the category of GM = TR -TVC

people involved, the experience, attraction,Where

sources of inputs, level of demand and problem$sM

faced by honey marketers in the area of study TR
TVC

Gross Magin
Total Revenue
Total Variable Cost

RESEARCH METHODOLOGY
RegressionAnalysis
This study was carried out in Ibadan North
West Local Government. It was created out of  The implicit function relating to marketsr

the defunct Ibadan Municipal Government regression analysis can be expressed thus
(IMG) in 1991.The town and villages in the vy F(X,, X, X, X5 X,y Xy X, -.€)

ity in the Local Government is very lucrative with
the markets in Ibadan metropolis on daily basisy °
while that of other towns and settlement are on, °
periodic basisThe economy of the area revol- '

ves round trading, agriculture, civil service; ar RESULTS AND DISCUSSION
tisans, sawmilling etc.

Marketing experience
Cost of starting the business
error term

Local Governmenhrea are Dugbe, Onireke, y = Gross Magin
Eleyele, Jericho and Mokolaccordingtocen- x = Age

sus 2006 figure, the population of the Localx' = Gender
Government was 327,250. It consists of peoplex® = Family size

from different ethnic groups. Commercial activ- Xj = Educational level

Table 1 shows age, genderarital status, fa-
mily size and level of education of the respon-
. . . dents.
Purposive sampling technique was used to L
select?ive (5) marl?etsgnamelyt?gbe Onireke Majority (74.5%) of the respondents were
Eleyele, Jericho and Mokola on the basis of'in—beIOW the age of 46 yearshis implies that most
tensity of honey marketingwenty respondents of the respondents are in their active age because
were purposively selected from each market torr;oa?r%tmgrls(teig?ggirgzsimirt]r\]lﬂi\éehLljg\l/r:e? g}?ﬁ;ﬁstﬁ;’te
make a total of one hundred respondents. can be undertaken only by the youtinout 51.1
Method of Data Collection percent of the respondents were married with
87.7 percent having a family size of less than
Well-structured questionnaire was used to/-meémbers. Most of the respondents had sec-

collect data used in this studine questionnaire ©ndary education (29.6%) while primary educa-
elicited information on age, gendenarital sta- tion, adult literacy /non-formal education and
tus, level of education, sex and years of experiiert'ary education accounted for 20.4, 19.4 and
ence in bee keeping as demographic charactef3-3 percent respectivelycould be inferred that
istics of the respondents while further informa- Mmost of the honey marketers in Ibadan metropo-
tion was collected on cost and returns, factordis were married with moderate family siZée
affecting the level of profit, problem encountered moderate family size might enhance their ability

Sampling Techniques

and other relevant information. to invest earnings in the busineBisough a lage
percentage were literate, their educational level
Method of DataAnalysis is very low The literacy level of the respondents

might influence their operationalfeiency and
Data were analyzed with the use of descrip-marketing strategie#\lso, majority (82.7 per
tive statistics such as frequency distribution andcent) of the respondents had formal education.
percentages white inferential statistics such as Table 2 shows that above 61.2 percent of the
gross magin and regression. respondents had been in the business for less than
Gross magin analysis was used to estimate 10 years, while 38.8 percent had been in the busi-
cost and returns and to determine the level ohess for over 10 yeaiBhis may imply that honey
profitability of operation of the marketers. marketing can be successfully combined with
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Table 1: Demographic characteristics of honey marketers ~ Table 2: Socio-economic characteristics
in the study area

Characteristics Frequency Percent

Characteristics Frequency Percent Years of Experience

Age Less than 10 years 60 61.20
18 - 25 17 17.30 11 — 20 years 23 23.50
28 - 35 17 17.30 21 — 30 years 13 13.30
36 — 45 39 39.80 31 - 40 years 2 2.00
46 — 55 25 25.50 Total 98 100.0
Total 98 100.0 Secondary Occupation

Gender Civil servants 23 23.50
Male 75 76.50 Trading 46 46.90
Female 23 23.50 g?rr]mlng iy 2; 2;.80
Total 98 100.0 ers speci .

Marital Satus Total 98 100.00
Married 54 55.10 Attraction into the Business
Sing|e 21 21.40 Profit 70 71.40
Widowed 1 15.30 Unemployment 27 27.60
Divorce 8 8.20 Government policy 1 1.0
Total 98 100.0 Total 98 100.0

Family Size ' Membership of Trade Union
P 20 1080  Yes 17 17.30
1-6 46 46.90 No 81 82.70
7_9 10 10'20 Total 98 100.0
10-12 2 2.00 Source: Market survey 2007
Total ' 98 100.0

Lel\',% ?;ridﬁcggﬁgaﬁon 17 17.30 ate between the original and fake honey thus
Primary education 20 20.40  considering investing a huge amount on the pur
Secondary education 29 29.60 chase as a waste of money
Tertiary institution 13 13.30
?ggf literacy ég 18830 Table 3: Source of input and level of demand and

problems encounteed

Source: Marketing survey 2007

Characteristics Frequency Percent
other vocations to ensure continuous and stabléog;ﬁig:‘;iggc?ﬁ s 27 27 60
flow of income to the household. Cooperative g 15 1530
Majority, (70 percent) of the respondents Commercial bank 15 15.30
were attracted into the business by profit, while Friends and relation 41 41.80
27.6 percent joined due to lack of employment.. 1%/ Purchasing 98 100.0
The main factor of attraction is expected as pro-" rarmer 80 81.60
fit making is the major goal of business inves- Wholesalers 9 9.20
tors. Retailers 9 9.20
Table 3 shows that majority (84.7%) of the 10 . 98 100.0
respondents finance their activities through cre-" ramily labour 54 55.10
dit from informal sourceThis may imply that Self labour 20 20.40
honey marketers do not have access to institu- ?"te‘lj labour gg 133-(5)8
tional source of credif\lso, majority (81.6%) | oo of Demand :
of the marketers obtained their supply of honey High 19 19.40
from farmersThis may be because they wantto Average 11 11.20
avoid the exploitative tendencies of the middle- oW 68 69.40
Total 98 100.00

men. 75.5 percent of the respondents make use
of family labour for the marketing activities. Source: Market survey 2007

While 69.4 percent of the respondents submit-

ted that the level of demand for honey is.low  Table 4 shows that 40.82 percent of the ho-
The low demand for honey might be due to lowney marketers in the study area faced the prob-
knowledge. Lack of awareness of the impor lem of inadequate finance; 37.75 percent faced
tance of honey to human health, availability of problem of adulteration while 21.43 percent
substitutes as well as the inability tofdienti-  faced problem of poor processing.
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Table 4: Problems encounteed by respondents

Problems encountered Frequency Percent (%)
Inadequate finance 40 40.82
Adulteration 37 37.76
Poor processing 21 21.42
Total 98 100.00

Source: Market survey 2007
Gross MarginAnalysis Result

TheTotalVariable Cost (TVC) i8t184,167.50
while the Total Revenue (TR) i844,204,400.
The number of respondents (N) is 98.

The gross main analysis of the respondents
per month is calculated thus.

GM =TR-TVC
GM = Gross Magin
TR =Total Revenue
TVC =Total Variable Cost
TR =N4,204,400
From the abovelR per month is
TR = N4,204,400 = 350,366.6
12 12

AverageTotal Revenue (AR) = 350,366.6
98

ATR =N35,731.70

Variable Cost =N15,513.3
Cost of Labour =N90,325
Cost of Packaging =N74,100
Cost of Purchase =N4,229.20

Total Variable Cost (TVG) N184,167.50
AVC (AverageVariable Cost) #4184,167.50
98

N1,879.30
Therefore
GM per month -ATR —AVC
=17N35,131.70 -N1,879.30
=N33,852.4
The average gross nggm per marketer per
month isN33,852.4.This implies that honey
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equation based on econometric and statistics, F-
test, and coéitient of determination criteria.

Table 5: Outcome of egression analysis

Linear Semi-Log
Constant 310.748 5.966
(252.188) (0.191)
Age X 24.839 0.027968
(44.576) (0.34)
Gender X 239.922 0.153
(109.781) (0.083)
Family size X -85.306 -0.07914
(63.265) (0.045)
Educational level X -16.40 -0.00564
(35.124) (0.045)
Marketing experience X -31.000 0.01682
(59.736) (0.045)
Cost of starting the businesg X 35.154 0.02896
(32.240) (0.024)
R — Square (B 8.7% 8.7%
Adjusted R Square (R 2.6% 2.7%
F-Statistics 1.438 1.45

* Significant @ 5% level
Computed from data analysis 2007

From the result, it could be seen that the coef-
ficient of variability of R = 2.7 percent.This
shows that the specified explanatory variable
explained 2.7% of the total variations in the re-
spondents’ income from honey marketing. It
could be seen that the variables)(¢ender and
(X,) family size were significant at 5% level.
However variables such as (Xeducational
level, (X)) marketing experience and cost of start-
ing the business (Xwere not significant at 5%
level.

The positive sign associated with age)(X
gender (X), marketing experience (Xand cost
of starting the business implies that the higher
these variables are the higher the income earned
by the marketers.

CONCLUSION

marketing could be profitable, if the earning is  Findings from the study shows that honey
compared with minimum wage of Federal Civil marketers in the study area were dominated by
Service of abouiN11,200 per month. Honey young, married and literate men who derived their
marketing could therefore be said to be a worth-capital from the informal source and used mainly
while venture in the area of study family labour for marketing operation¥hey
were attracted into the business by profit and lack
of employment.The challenges faced by the
marketers include, inadequate finance, adultera-
The outcome of linear and semi-log regres-tion of honey and poor processinhe prob-
sion models is as shown Tiable 5. The semi-  lems faced by the marketers include, inadequate
log regression model was selected as the leafinance, adulteration of honey and poor pro-

Result of RegessionAnalysis
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