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Abstract
This study was conducted in Abia State in 2019. It was undertaken to investigate the determinants of marketing
efﬁciency of bee honey enterprise. A purposive sampling technique was used to select 120 bee honey farmers/
marketers from two Local Government Areas; Umuahia- North and South in Umuahia Agricultural Zone of Abia
State. Data were collected from primary and secondary sources. The primary data were collected using a
structured questionnaire administered to the respondents, and were analyzed using descriptive and inferential
statistics. The results indicate that majority (60%) of the respondents was males, many (41.77%) were middle
aged and 46.67% attained tertiary education. Results also show that many of the respondents (50%) used personal
savings as source capital and honey for medicinal use each, 66.67% revealed that they do not belong to any
farmers' association. The ﬁndings from the study also showed that some of the factors that affect honey
consumption were color (25%), taste (45%) and low quality of honey (45.83%). Furthermore, the study showed
that many of the respondents (37.5%) sold honey to retail shops. The result of the regression analysis showed that
coefﬁcients of household size, Marketing Experience, Depreciation value, Transportation, Education, Purchase
price, Interest rate and labor costs were all signiﬁcant at varied levels and magnitudes. Decrease in output,
increase in cost of production, seasonality of honey were major constraints identiﬁed. It is advocated that there
should be a collective action among beekeepers/marketers to enhance honey marketing competitiveness,
development of a honey market information system that provides up to date information to both beekeepers and
honey traders. Bee honey Keepers and marketers should also avail themselves of opportunities of trainings to
keep abreast of technologies and strategies of modern beekeeping enterprise. There is also need for rehabilitation
of rural road networks to reduce the transactions cost of transportation, as well as provision of soft loans to honey
farmers at little or no interest rates for enhanced marketing efﬁciency.
Keywords: Marketing experience, transportation cost, education, efﬁciency and bee honey

Introduction
The marketing of honey involves exchange points, and
the number of exchange point depends on the distance
between area of honey production and that of
consumption. A well develop marketing system
compliments farm production effort and helps it to
realize its desired goal through the provision of time,
place and form. Olukosi et al. (2005) reported that a
well-developed marketing system enhances the pace of
economic development by encouraging specialization,
generation of foreign exchange, development of
exchange economy, and provision of income and
employment opportunities for marketing agents. In
order to successfully market honey and other honey
product, producers, processors and other entrepreneurs
in honey industry in the country must have knowledge
on state of consumption and the behavior of the
consumers. Moreover, designing appropriate

production and marketing polices in beekeeping sector
requires an understanding of the major factors that
inﬂuences the consumption of bee products at large. The
need to tackle unemployment and improve the standard
of living by increasing the income of the populace has
led to the promotion of various types of small-scale
income generating activities, one of which is
beekeeping. Modern bee honey production, commonly
and scientiﬁcally known as Beekeeping and Apiculture
respectively can be deﬁned as the practice and
management of bees in a Hive in such a way that it can be
observed at its developmental stages and manipulation
(Ojeleye, 2003). In order to promote diversiﬁcation in
agriculture and reduce poverty, beekeeping is one of the
major agricultural activities being upheld by the
government programmers' of poverty Alleviation
(MAAIF, 2000). It offers a great potential for income
generation, poverty alleviation, sustainable use of forest
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resources and diversifying the export base. Beekeeping
is a non-polluting agricultural activity which does not
occupy cultivated land (Conarad, 2007). There is
availability of market for bee products both locally and
internationally, and it is important to note that
pharmaceutical and cosmetic industries utilize bee
products such as honey, royal jelly, beeswax and
propolis (UEPB 2005). In Uganda, honey, beeswax,
propolis, royal jelly and bee venom are the major
ﬁnancial products (Kamatara, 2006), with pollination as
the major biodiversity beneﬁt (Delaplane, 2008).
Beekeeping is emerging as a very successful
agricultural practice for rural area based people in less
developed countries mainly due to its economic beneﬁts
from the products of this practice (Kugonza, 2009).
The most important service the honeybees render to
mankind is pollination of agricultural and forestry crops
(FAO, 1990; Common Wealth, 2002). In contrast with
other agricultural projects such as livestock, poultry and
ﬁsh farming, beekeeping is a relatively low investment
venture that can be undertaken by most people (women,
youths, elderly and the disabled). With beekeeping,
there is no competition for resources used by other
forms of agriculture. Additionally, it is environmentally
friendly and can be productive even in semi-arid areas
that are unsuitable for other agricultural use (FAO
1990). The consumption of honey worldwide has
increased tremendously due to consumers' awareness of
its nutritious values in maintaining good health and in
treatment of various diseases (Ismaiel et al., 2014;
Cosmina et al., 2016). As food, honey is a natural source
of energy with the following major nutritional
components; fructose and glucose (80–85%), proteins
and amino acids(0.1–0.4%), and trace amounts of
enzymes, vitamins, minerals and about 200 other
substances, such as phenolic compounds (James et al.,
2009; White and Doner, 1980; Jeffrey and Echazarreta
1996; Gheldof and Engeseth, 200). Fructose, glucose
and dextrose are directly absorbed into the blood and
provide energy to the body. Honey also contain tiny
amount of several compounds which act as antioxidant
such as: crysin, pinobanksin, vitamin-c, catalase and
pinocembrin. It is used as ingredients in various food
preparations, in both alcoholic and non-alcoholic
beverages as sweeteners and in confectionaries as
ﬂavoring agents (Durrani et al., 2011; Eleazu et al.,
2013).Among bee products, honey represents the most
important in terms of quantity, consumption and
proﬁtability in the beekeeping sector.
Since food security cannot be achieved without income
security, beekeeping could be a useful tool for
improving rural economy; however, people are reluctant
in taking up this enterprise. Adopting improved
technologies and improved management practices
would greatly improve the yields and quality of honey
(Mujuni et al., 2012). Even though considerable
attention is given in reports and documents to the
signiﬁcance of beekeeping, little research and
development in beekeeping has been conducted. Efforts
to increase production would require proper assessment
of marketing efﬁciency. The study was therefore

designed to identify the determinants of marketing
efﬁciency of bee honey enterprise in the study area.
Methodology
The study was conducted in Abia State in 2019. Abia
State is located in South-East geographical zone of
Nigeria, with seventeen Local Government Areas
(LGAs), and great potential for Bee farming. The study
adopted a ﬁeld survey method. Purposive sampling
method was used in the selection of respondents to
ensure that actual bee honey farmers/marketers were
captured for the study. A total of 120 honey farmers were
purposively selected from Umuahia North and South
LGAs because of intensity of natural resources in the
area (60 respondents were selected from each LGA).
Information from the respondents was collected using
structured questionnaire. Data were analyzed by the use
of inferential and descriptive statistics such as frequency
distribution, mean, percentages and ranking (in
descending order) and ordinary least square regression
procedure.
The function is implicitly expressed thus:
Y = F(X1,X, X3………X10) + e
Where,
Y = Marketing efﬁciency (ME=value added by
marketing activities x100)
X1= Gender (male =1, female=0)
X2 = Household size (number of persons living in the
same house)
X3= Experience (years)
X4= Depreciation in marketing tools (N)
X5= Transportation cost (N)
X6= Educational level (years)
X7 = Age (years)
X8= Purchase price (N)
X9 = Interest rate (%)
X10= Labor cost (N)
e = Error term
The explanatory variables X1-X10 chosen were important
variables expected to have direct or indirect relationship
with the dependent variable and also in conformity with
a priori expectation.
Results and Discussion
Table 1 shows the distribution of the respondents
according to socioeconomic characteristics. Many
(41.67%) of the respondents in the study area are middle
aged; this indicates that people in their productive years
are actively engaged in beekeeping activities in the
study area. This ﬁnding conforms with that of Mbah
(2012) who found out that many beekeepers in Nigeria
were within the productive age ranging from 20 to 50
years. Similar ﬁndings were also reported by Abdullahi
et al. (2014), and Onwumere et al. (2012) who also
found a large proportion of beekeepers in Nigeria within
the productive working age category. Majority (60%) of
the respondents was male, while (40%) were female;
this implies that men are more involved in the bee
keeping activities than their female counterparts. About
46.67% acquired tertiary level of education. Education
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creates a favorable mental attitude for the acceptance of
new ideas and practices. It enables a farmer to seek for
useful information and utilize full information from
both print and electronic media, thereby accelerating the
rate of adoption of technologies (Ozor and Madukwe,
2005; Agbamu, 2006). Results also show that only 10%
of the beekeeper had one to ﬁve years experience in
beekeeping. This implies that modern beekeeping is not
at its infant stage in the study area with very small
farmers having little experience. This could mean that

the farmers have the relevant skill in management of bee
farms. Majority (66.67%) of the respondents do not
belong to farmers association. This implies that bee
farmers in the area have not organized themselves into
any association. Fifty percent of the respondents used
personal savings as capital for bee farming, implying
that most of the respondents did not have access to credit
facilities for the enterprise. This ﬁnding agrees with that
of (Adebiyi, 2008), who observed that the cocoa farmers
in Oyo State sourced their capital from personal savings.

Table 1: Distribution of respondents according to Socioeconomic characteristics of the respondent
Variable
Age
21-30
31-40
41-50
51-60
Above 60
Gender
Male
Female
Educational level
No formal education
Primary
Post primary
Tertiary
Years of experience in honey marketing
1-5
6-10
11-15
16-20
Above 20
Household size
1-5
6-10
11-15
16-20
Membership of association
None
Yes
Source of Capital
Bank loan
Corporative loan
Personal savings
Gratuity/pension beneﬁt
Government grant
Membership of association
Yes
No
Total
Source: Field survey data, 2019

Table 2 shows that many of the farmers (25%) sourced
information on honey production and marketing mainly
from fellow farmers, probably because of the trust they
have in each other. This ﬁnding agrees with Adereti et al.
(2006), who indicated that majority of the farmer rely on
group discussions/meetings with fellow farmers as their
major source of technical information. About 19.17% of
the respondents obtained information from personal
observation. The result also shows that 13.33% of the
honey farmers sourced information from extension
agents. The result indicates that most of the farmers use

Frequency

Percentage

50
25
22
15
8

41.67
20.83
18.3
12.5
6.7

72
48

60
40

15
17
32
56

12.5
14.17
26.66
46.67

12
15
16
21
56

10.00
12.50
13.33
17.50
46.70

17
15
47
41

14.17
12.5
39.17
34.17

80
40

66.67
33.33

12
15
60
10
23

10
12.5
50
8.33
19.17

40
80
120

33.33
66.67
100

conventional source of information, other than the
electronic, such as: radio, internet and television. The
very low level of patronage of the electronic media as a
source of beekeeping information might be due to low
exposure in computer literacy among the bee farmers.
This result conformed to the ﬁndings of Agbamu (2006)
who reported that the source of information mostly used
by farmers in developing country is mostly inﬂuenced
by the farmer's available source of innovation and the
extent of modernization in the locality.
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Table 2: Sources of information on Honey production and Marketing
Source of Information
Fellow farmers
Personal observation
Extension agents
Seminar/workshop
Radio
Television
Internet
Total
Source: Field survey Data, 2019

Frequency
30
23
16
15
12
18
6
120

The result in Table 3 shows that many ( 50%) of the
respondents used honey for medicinal purposes, this
agrees with the ﬁndings of Anineme (2007), who
reported that honey is so much in use and consequently
in demand that it can be termed a money spinner. Also
Meda et al. (2004) reported that honey is becoming
acceptable as a reputable and effective therapeutic
agent. The ﬁndings further revealed that 33.33% of the
respondents use honey as an additive in food processing.
This could be due to their belief that honey is more
nutritious than other sweeteners.
About 16.67% of the respondents reported that they buy
honey for personal consumption. This agrees with the
ﬁndings of Ball, (2007) that honey is an important
source of carbohydrates and the only widely available
sweetener and food suitable for humans of every age
(Balsa et al., 2006). The study shows that the
respondents are aware of the beneﬁts of honey. Some of

Percentage
25
19.17
13.33
12.5
10
15
5
100

the traits inﬂuencing consumption of honey as indicated
by the respondents in the study area are color (25%) and
taste (29.17%). Color of honey deﬁnes the natural
situation of its production. The information gathered
from oral interview showed that the respondents
preferred dark and gold color because they believe that
dark and golden color honey is more nutritious and
unadulterated. This could be as a result of adulteration of
honey commonly available in the market. About 45.83%
of the respondents reported low quality of honey as one
of the factors inﬂuencing honey consumption in the
study area. Poor post-harvest handling system often
results in poor honey quality. This agrees with the
ﬁndings of Nuru, (1999), that low productivity and
quality of bee products are the major economic
impediments for beekeepers.

Table 3: Utilization and Traits affecting Honey Consumption
Utilization
Medicine and therapy
Food processing
Individual consumption
Trait Preference
Color
Taste
Low quality of honey
Total
Sources: Field survey data, 2019

Frequency
60
40
20

Percentage
50.00
33.33
16.67

30
55
35
120

25.00
29.17
45.83
100

The result in Table 4 shows various distribution
channels and sources of bee honey available to the
respondents in the study area. Many of the respondents
(37.5%) sell their honey in the shops and 33.33% rely on
retailers in honey distribution. This result suggests that
the respondents engage in large volume of sales.
Furthermore, 12.5% of the respondents rely on online
transaction in honey distribution. This implies that the
respondents' level of patronage of the electronic media
as a source of marketing channel is low (12.50%). The
respondents indicated that the use of marketing channel
is convenient for them, particularly when they do not
have the time or ﬁnancial means to carry out direct
marketing. Intermediaries are usually able to make the

product widely available and accessible because they
have specialized and experienced contacts.
Intermediaries take the risks involved in marketing, and
also pay for the produce immediately (Boundless,
2015). About 14.67% of the respondents sourced bee
honey from the roadside, and 10% from stores. The
study further revealed that majority of the respondents
sourced from the supermarkets (53.33%), while 22.5%
sourced from hawkers. This indicates that the
respondents in the study area sale their honey at different
places and have different level of customers.
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Table 4: Distribution of Respondents according to Distribution Channels and Sources of Bee honey
Channel of Distribution
Online /Electronic media
Shops
Retailers
Local market
Total
Sources of Bee honey
Road side
Honey store
Super market
Hawkers
Total
Source: Field survey, 2019

Frequency
15
45
40
20
120
Frequency
17
12
64
27
120

The result in Table 5 shows the linear regression
estimates of the factors inﬂuencing marketing efﬁciency
of bee enterprise in the study area. The R2 value (0.767)
implies that 76.7% of variability in marketing efﬁciency
was explained by the explanatory variables in the model.
The F value (35.94) was signiﬁcant at 1% level, which
indicates goodness of ﬁt of the regression line. The
coefﬁcient of household size was positively related to
marketing efﬁciency at 1% level; this conforms to an a
prori expectation as larger house hold size will form part
of labour thereby reducing hired labour cost. Marketing
experience was related to marketing efﬁciency directly,
at 10 % and 1%. This expected because marketing
experience affords the marketers the opportunity of skill
acquisition in the business. The results are in agreement
with Anyaegbunam and Nwosu, (2012). The results also
showed that education was positively related to
marketing efﬁciency at 1%. This implies that an increase

Percentage
12.50
37.50
33.33
16.67
100
Percentage
14.67
10.00
53.33
22.50
100

in education will lead to increase in marketing
efﬁciency. Education makes farmers receptive to new
ideas (Anyaegbunam et al., 2006). Transportation cost,
interest rate, depreciation and labor cost were negatively
related to marketing efﬁciency at 1% each. This implies
that increase in transportation cost, interest rate,
depreciation and labour cost will lead to a corresponding
decrease in marketing efﬁciency. Goods that are
produced need to be moved from its point of production
to sale, as a result of this; transportation has become one
of the largest costs in marketing system. The ﬁnding is in
tandem with Anyaegbunam and Nwosu, (2012). High
interest rate is a strong disincentive to marketing
efﬁciency, and the more the labor cost incurred by a
marketer the less efﬁcient he/she tends to be. Increase in
cost of depreciation implies the use of crude
implements, which negates efﬁciency of marketing.

Table 5: Regression Estimates of Determinants of Marketing Efﬁciency among Bee Honey
Entrepreneurs in the Study Area
Variable
Coefﬁcient
Standard error
Constant
368.5757
56.58928
Gender
17.48603
13.29274
House hold size
20659.69
4089.76
Experience
5671.78
3277.45
Depreciation(naira)
-0.00196
-4.85e-06
Transportation cost
-0.0042324
-0.0007308
Education
4634.48
1331.54
Age
-17.56
-202.55
Purchase price`
0.0053145
0.0016088
Interest rate%
-0.0054145
-0.0016088
Labor cost
-0.0042324
-0.007308
R2
0.7673***
F-ratio
35.94***
Adj R2
0.7459
Source: Field survey, 2019
*** is signiﬁcant at 1%, ** is signiﬁcant at 5%, * is signiﬁcant at 10%

Table 6 shows the constraints militating against honey
marketing in the study area. Decrease in output, increase
in cost of production, seasonality of honey were the
major constraints indicated by the respondents hence
they were ranked ﬁrst. Shortage of bee forage which
necessitates migration to other areas where forage is
available ranked second. Yirga et al., (2012) reported
that shortage of bee forage is the major constraint
affecting the honey sub-sector. Attack of honey bee by

t-ratio
6.51***
1.32
5.05***
1.73*
-4.04***
-5.79***
3.48***
-0.09
3.30***
-3.37***
-5.79***

pest and diseases was also a major constraint, due to
heavy infestation, colonies are being destroyed and it
becomes difﬁcult for the bees to replenish the colonies
that were affected to a level that is economically viable,
this was ranked third. The result agrees with the report of
Kerealem, (2005), who indicated that bee honey, badger,
bee eater bird, wax moth, spider and beetles were the
most harmful pests and predators that attack bee hives.
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Table 6 Constraints to Bee honey marketing in the study area
Constraints
Decrease in output
Increase in cost of production
Seasonality of honey
Shortage of bee forage
Migration
Honeybee pest/diseases
Marketing experience
Total
Source: Field survey, 2019

Frequency
25
24
22
18
17
10
4
120

Conclusion
The results of the study revealed that more males are
involved in bee honey enterprise. Honey is used mainly
for medicinal purposes and is sold mainly in shops.
Household size, marketing experience, depreciation
value, cost of transportation, education, purchase price,
interest rate and labour costs were signiﬁcant factors
inﬂuencing marketing efﬁciency. Decrease in output,
increase in cost of production and seasonality of honey
were major constraints identiﬁed. It is advocated that
there should be a collective action among
beekeepers/marketers to enhance honey marketing
competitiveness, development of a honey market
information system that provides up to date information
to both beekeepers and honey traders. Bee honey
Keepers and marketers should also avail themselves of
opportunities of trainings by Research institutions and
Local Government Areas to keep abreast of
technologies and strategies in beekeeping enterprise.
There is also need for rehabilitation of rural road
networks to reduce the transactions cost of
transportation, as well as provision of soft loans to
honey farmers at little or no interest rates for enhanced
marketing efﬁciency.
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