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Introduction

Beans are third most popular food after rice and cassava in
Nigeria, grown throughout sub-Saharan Africa commonly in the
dry savanna regions of West Africa. A warm climate and drought
tolerant crop grown throughout the tropics particularly in the
semi-arid and low rainfall regions [1], it is a pulse with high protein
content, affordable and also a staple food crop. Its forage is used
in animal feed especially during dry season when animal feed is
scarce and demand for feed is very high. Beans play a key role in the
diet of rural and urban dwellers especially the poor and vulnerable
group as an affordable source of protein and a substitute for animal
protein. This is in line with Ayinde and Adejobi [2], who reported
that beans provide the most affordable protein supplement to
the urban and rural poor. This is as a result of its ability to serve
in different forms such as Moimoi, Akara (bean cake) etc. it can
also be cooked alongside with other cereals and tubers such as
rice, maize, yam, plantain etc. which is very affordable and helps
to reduce high rate of starchy food consumption in the developing
countries. In Nigeria Beans production is appreciating, having its

The study is on net revenue determination of beans marketers in Imo state, Nigeria. Specifically, it examines the socioeconomic
characteristics of the respondents, determines the factors influencing the selling price and marketing margin of beans and identifies
the marketing constraint for beans in the study area. Purposive and simple random sampling techniques were employed to select
eighteen (18) wholesalers and forty-eight (48) retailers. Descriptive statistics and multiple regression models were used to analyze
the data collected. Results showed that majority of the beans traders were males, within the age range of 41-50 years, well educated,
have high marketing experience, married and belong to trade/cooperative association. The regression analysis shows that the
purchase price of beans favored the selling price of wholesale and retail marketing however it has negative effect on variables
such on their marketing margins and seasonality. The constraints to beans marketing in the study area are problem of insurgency
(91.94%), high transportation cost (95.16%) and high purchase price (87.10%).The results suggest that policies that could impact

on transportation and insurgencies in the north should be adopted to ameliorate the challenges of Bean marketers.
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major producing states in the north. Singh et al. [3] as reported by
[4] revealed that Nigeria is the major producer and consumer of
beans in the world with production estimate of 1.7million metric
tons from about 4million hectares. Futuless et al. [5] also reported
that about 14million hectares are under beans cultivation with
about 5million of the total being in Nigeria. In 2013 it was revealed
that Nigeria produces an average of 2.5 million metric tons of beans
[6]. The high production rate of beans in Nigeria can be attributed
to high population growth, poverty and the demand for low-cost
food. According to Nathan et al. [7] the economic importance of
beans in Nigeria is on the increase particularly in the southern
states where its demand is increasingly high due to population
growth. This is as a result of its aptitude in boosting their protein
intake thereby covering the gap created by insufficient supply of
animal protein in the diets of many households [8]. However,
beans production in Nigeria has declined in the past few years as
a result of insurgency in the northern region of the country which
is the main producer of beans, it is reported that most of the beans
consumed in Nigeria is imported from neighboring countries such
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as Niger republic and Burkina Faso (African agricultural technology
foundation [9]. Beans have emerged with the potentiality of
bridging the protein-carbohydrate imbalance prevailing in Nigeria
through its wide range of acceptability and its nutritional value
which aims towards sustainability and food and nutrition security
Thus, improving the revenue generation of both the producers and
the marketers. However, Gieri et al. [4] reported that some of the
major problems associated with beans production and marketing
is inadequate capital, pest and disease, poor logistics marketing
outlets and management difficulties which have adverse effect
on their net revenue [10]. Also, according to Bakoji [11] farmers
socioeconomic factors such as farm size, level of education, years
of farming experience, institutional and technological factors
influence their net revenue on beans production and marketing
activities [12,13]. Despite this limitations on beans production,
there is a rapid population growth with increasing demand for
staple food crops therefore there is a need to make advancements
in coping with the challenges surrounding beans production and
marketing in order to meet the demand for food to achieve food
sufficiency and eradicate malnutrition in the study area. This study
aims to examine net revenue determination of beans marketers in
Imo state, Nigeria. Specifically; it intends to achieve the following

a) Examine the socioeconomic characteristics of beans
marketers

b) Determine the factors influencing the net revenue of
beans marketers in the study area.

c) Identify the marketing constraints for beans marketers in
the study area.

Methodology

This study was conducted in Imo State. The state lies in the
south east geopolitical zone of Nigeria with Owerri as its capital
and largest city. The State also lies within latitudes 40451N and
70151N, and longitude 60501E and 70251E with an area of around
5,100sq.km. Imo State is composed of three Agricultural zones,
namely; Owerri, Okigwe and Orlu and it is subdivided into 27 Local
Government Areas (LGAs). The State has a total population of
3,934,899 persons with a population density that varies from 230
persons per square kilometer in the densely populated areas [14].
Agriculture is assumed to be one of the major sources of income of
most occupants of the area though they are largely civil servants.
Purposive and random sampling techniques were used in selecting
the respondents. A main market from the three agricultural zones
namely owerri, okigwe and orlu was purposively selected due to
high concentration of marketing activities in these markets. One
rural local government area was randomly selected from each of
the three agricultural zones. A major market was selected from
the three rural LGAs. Thus, three urban and three rural markets
making a total of six markets were randomly selected for the study:.
Six beans wholesalers and six retailers were selected from the three
urban markets and from the rural market; ten beans retailers were
randomly selected. This gives 18 wholesalers and 48 retailers (18
urban and 30 rural retailers) and a total of 66 respondents for the
study. Data for this study were collected from primary source and
was obtained using a well-structured questionnaire. Data collected

were analyzed using descriptive statistics and multiple regression
techniques.

Results and Discussion

Table 1: Socio-economic characteristics of beans marketer.

Variables ‘ Frequency Percentage (%)
Gender

Male 52 78

Female 14 22
Age(years)

21-30 8 12

31-40 18 27

41-50 30 45

51-60 7 11

61-70 3 5

Number of Years Spent in School (Years)

None 1 2
6-Jan 11 18
12-Jul 7 11
13-18 41 66
>18 2 3

Marketing Experience(years)

<10 16 26
20-Nov 18 16
21-30 28 45
>30 8 13

Marital status
Married 46 74
Single 16 26

Source: Field survey data, 2019

The result of the socioeconomics of beans marketers as shown
in the Table 1 above discloses that majority of beans marketers
were male (Tables 2 & 3). This points to the fact thatitis a strenuous
business, which often requires activities such loading and off-
loading, movement of product from the long distance of production
to areas of sale may be a challenge to the female counterparts. It
further shows that the marketers have a mean age of 46 which
indicates that majority of them are active and energetic enough to
carry outthe workassociated with transferringbeans from one place
to another. The educational attainment of the marketers shows that
majority of the marketers spent 13-18 years in school, which implies
that the marketers has gained a high level of education and are
innovative enough to maximize the limited resources and generate
profit. The table further highlights that majority of the bean’s
marketers have marketing experience range from 21-30 years, this
implies that the marketers have been in the marketing business for
a reasonable number of years and have acquired experience and
skills needed to cope with the complexities of marketing. Majority
of the marketers were married and belongs to trade/cooperative
association, this implies that they may have availability of labor
and access to credit, extension/business strategist which will boost
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their marketing activities. The estimated functions were evaluated
in terms of the statistical significance and coefficient of magnitude.
Using the coefficient of multiple determinations (R~) and (F) value
coefficient which defines the magnitude of t-values and based on
a priori expectation. The regression result of factors influencing

Table 2: Factors influencing Retailers selling price of beans.

wholesaler’s selling price of Beans as presented. Based on these
statistical and economic criteria, the Linear functional form was
selected as the lead equation since it has the highest significant of
coefficient of R at 0.7737 indicated by F-value of 5.8594.

Variable Exponential Linear Semi-log Double-log
4.7144 .44.0249 -521.61 3.1504
Constant
-36.556 (-0.9349) (-2.1949) -4.8762
4.658 0.01341 67.2433 0.21479
Purchase price (X!)
(7.1748)*** (6.79301)*** (3.0286)*** (3.5583)***
-1.694 -0.35 -1.6306 -0.0032
Marketing cost (X?)
(-0.2842) (-0.4513) (-0.1508) (-0.1103)
3.467 11.2467 10.6252 0.03295
Seasonality (X?)
-0.8445 -0.66135 -0.4675 -0.5332
7.0263 10.6443 24.7577 0.06175
M/ship of assoc.(X*)
-1.4733 -0.52495 -0.9085 -0.8335
2.6367 -2.46177 -45.2702 0.12016
Number of buyers (X°)
(3.0136)*** (-5.3169)*** (-2.9050)** (2.8362)%**
Major source of purchase (X°) -8.0237 -10.4419 -2.1057 -0.00747
-1.5223 -0.5086 -0.0781 -0.1019
Market location( X’) ( ) ( ) ( ) ( )
8.8575 42.8118 45.954 0.12778
R2 (2.5670)** 0.6647 (2.5345)** 0.6488 (1.9089)* 0.3699 (1.9524)* 0.4072
Adjusted R 0.5956 0.5764 0.2401 0.2852
F-value 9.6281 8.971 2.8511 3.3367

**Sig@ 1%; **sig@ 5%, *sig@ 10%, + Lead equation. Source: Computed Results 2019

This implies that 77.37% variability in selling price was
explained by the variables considered in the model, while the
remaining 22.63% was unexplained which could be attributed
to errors and omitted variables. The F-statistics value of 5.8594
was significant which implies that the model is the best fit for
the expression and an indication of overall significance of the
regression. Out of the seven independent variables, three variables
namely purchase price (X!), marketing cost (X?) and seasonality
(X®) were statistically significant at 5% level of probability. The
regression result of the factors influencing the retailer’s selling
price for beans in the Table 3 above shows the four functional
forms, and based on the values of R~, F-statistics and the a
priori expectation, the exponential function was chosen as the

Table 3: Factors influencing Retailers selling price of beans.

lead equation as it has the highest significant R2 as indicated by
F-statistics (9.6281). Results show that the coefficient of multiple
determinations (R~) was 0.6647.This implies that 68.78% of the
variability in retailer’s selling price was explained by the exogenous
variables included in the model while the remaining 33.53% was
unexplained variables attributed to omitted variables captured
by the error term. The F-statistics value of 5.8594 (p<0.00) was
significant implied the model is best fit for the expression and an
indication of overall significance of the regression. Results show
that the purchase price (X!), number of buyers (X*) and market
location (7) were statistically significant at 5% respectively. This
implies that purchase price, number of buyers and market location
significantly affects the retailers selling price of beans.

Variable Exponential Linear Semi-log Double-log
4.7144 44.0249 -521.61 3.1504
Constant
-36.556 (-0.9349) (-2.1949) -4.8762
4.658 0.01341 67.2433 0.21479
Purchase price (X!)
(7.1748)%* (6.79301)%** (3.0286)*** (3.5583)%**
-1.694 -0.35 -1.6306 -0.0032
Marketing cost (X?)
(-0.2842) (-0.4513) (-0.1508) (-0.1103)
3.467 11.2467 10.6252 0.03295
Seasonality (X*)
-0.8445 -0.66135 -0.4675 -0.5332
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7.0263 10.6443 24.7577 0.06175
M/ship of assoc.(X*)
-1.4733 -0.52495 -0.9085 -0.8335
2.6367 -2.46177 -45.2702 0.12016
Number of buyers (X°)
(3.0136)*** (-5.3169)*** (-2.9050)*** (2.8362)%**
Major source of purchase -8.0237 -10.4419 -2.1057 -0.00747
X9 (-1.5223) (-0.5086) (-0.0781) (-0.1019)
Market location( X7) 8.8575 42.8118 45.954 0.12778
R2 (2.5670)** 0.6647 (2.5345)** 0.6488 (1.9089)* 0.3699 (1.9524)* 0.4072
Adjusted R 0.5956 0.5764 0.2401 0.2852
F-value 9.6281 8.971 2.8511 3.3367

***sig at 1%; ** sig at 5%, * sig at 10% + Lead Equation Source: Computed Results, 2019

Factors Influencing the Marketing Margins for Beans

Table 4 shows the regression result of the factors influencing
the wholesaler’s marketing margins for beans in the study area. It
shows the four functional forms, and based on the values of R~, I:
-statistics and the a priori expectation, the double log function was
chosen as the lead equation. Results showed that the coefficient of
multiple determinations (R~) was 0.7441. This implies that 74.41%
of the variability in wholesaler’s marketing margins was explained
by theindependentvariablesincluded in the regression model, while
the remaining 25.59% was unexplained due to omitted variables in
the model as captured by the errors term of the regression model.
The F-statistics value of 2.6166 (p<0.01) was significant implied

the model is best fit for the expression and an indication of overall
significance of the regression. Results show that the purchase price
(XY, transportation cost (X®), handling cost (X®) and seasonality
(X'%) were statistically significant at 5% which implies that the
marketing margin of the beans marketers are greatly influenced by
the impact of purchase price, transportation cost, handling cost and
seasonality nature of beans. The above results in Table 5 shows the
regression result of the factors influencing the retailer’s marketing
margins for beans in the study area. It shows the four functional
forms and based on the values of R and F-statistics the linear
function was chosen as the lead equation. Results showed that the
coefficient of multiple determinations (R) was 0.8401.

Table 4: Shows factors that influence wholesalers marketing margin.

Variable Exponential Linear Semi-log Double-log+
1.79003 11.2468 -246.091 -25.0989
Constant
-0.7439 -0.3877 (-1.4587) (-1.7376)
-2.70E-05 -0.00024 26.1093 -2.9461
Purchase price
(-0.2864) (-0.2090) -1.57149 (-2.0710)**
0.01183 0.06093 -5.6975 -0.30707
Cost of Packaging
-0.3751 -0.16029 (-1.08927) (-0.6856)
-0.00046 -0.00483 6.38698 -0.63746
Transportation cost
(-0.5767) (-0.5078) (2.68625)** (-2.7716)***
0.000326 0.01897 2.32425 0.17092
Cost of capital
-0.17975 -0.867 -1.1682 -1.0033
0.00217 0.0059 -8.8458 -1.0072
Handling cost
-0.2028 -0.0457 (-1.9582)*** (-2.6041)***
-0.00014 -0.00128 -2.5523 -0.1725
Rent per month
(-2.0922)** (-1.5531) (-1.9562)*** (-1.5442)
-0.00011 -0.00487 -1.6087 -0.0922
Market charges
(-0.24854) (-0.9034) (-1.1941) (-0.7990)
0.17577 1.50559 16.7678 0.4813
Education
-0.77864 -0.55318 -0.90202 -0.3024
-0.05096 0.35088 2.03866 0.0894
Household size
(-0.3049) -0.17412 -0.38963 -0.19965
-0.2693 6.87568 -10.2911 -1.9517
Seasonally
(-0.26841) -0.56839 (-1.2360) (-2.7377)***
R2 0.5701 0.4792 0.7091 0.7441
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Adjusted R” 0.0925 0.0995 0.3858 0.4597
K-value 1.1937 0.828 2.1934 2.6166
*** Significant at 1%; ** significant at 5%, "significant at 10% + Lead equation Source: Computed Results, 2019.
Table 5: Factors Influencing the Retailers Marketing Margin.
Variable Exponential Linear+ Semi-log Double-log
Constant 9.4212 209.353 783.716 19.1623
(7.8708) (9.264) (9.2583) (3.4431)
Purchase price -0.00036 -0.0095 -77.4905 -1.7672
(-7.1834)* (-10.1913)* (-9.4664)* (-3.2836)*
Cost of Packaging -0.01402 -0.22024 -2.4395 0.1555
(-1.4840) (-1.2352) (-0.5385) (0.522)
Transportation cost 0.00072 0.01504 4.64422 0.26511
(1.17695) (1.2962) (-3.1196)* (2.70858)**
Cost of capital 0.03346 -0.0782 -5.8449 -0.1837
(0.14103) (-0.0175) (-0.4104) (-0.1962)
Handling cost 0.001812 0.07926 2.5264 0.00948
(0.6852) (1.5829) (0.8904) (0.0508)
Rent per month -5.50E-06 -0.00124 0.54294 0.02418
(-0.0773) (-0.9169) (0.45233) (0.3064)
Market charges -0.00038 -0.01185 -2.20556 -0.14762
(-1.3133) (-2.1955)** (-1.7966)*** (-1.8291)%**
Education -0.0435 0.20844 -8.5401 -0.34949
(-0.8304) (2.02152)** (-1.1215) (-0.6981)
Household size 0.17834 -2.94123 9.1941 0.41459
(3.0353)* (-2.6514)** (2.15898)** (1.4808)
Seasonally 0.17612 3.9106 -7.4202 -0.31191
R? (0.4607) 0.7215 (0.5418) 0.8401 (-1.0302) 0.8309 (0.6587) 0.5464
Adjusted R: 0.6317 0.7885 0.7764 0.4002
F-value 8.0318 16.282 15.236 3.7352

*k%,

significant at 1%; ** significant at 5%, *significant at 10% + = Lead equation Source: Computed Results, 2019.

Results of the Factor Influencing Retailer's Marketing Margins for Beans

This implies that 84.01% of the variability in retailer’s
marketing margins was explained by the included variables in the
model, while the remaining 15.99% was unexplained and could
be attributed to omitted variables in the regression which are
captured as error term. The F-statistics value of 1.6282 (p<0.00)
was significant implied the model is best fit for the expression
and an indication of overall significance of the regression results
show that the (X?), (X7), (X®) and (X°) were significant at 5% which
means that purchase price, market charges, level of education and
household size have tremendous impact on the retailers marketing
margins. Results in Table 6, indicates that the insurgencies in the
northern part of country, high transportation cost to and from the
major purchase sources and high purchase price are the constraints
militating against efficient marketing of beans in the area. The high
prices of beans may be due the unrest experienced from point of
production. High price could equally be as resulting in low yields
and consequently scarcity. NPC [15] linked the high prices to the
sale of beans to urban markets thus decreasing supply in source

markets, and hence results in high prices. Abate also confirmed that
prices for beans are generally higher in a season especially in the
months between January and April [16,17].

Table 6: Multiple Response and Distribution of Market
intermediaries by Constraints to beans marketing.

Constraints Frequency | % Distribution
Seasonality of beans production 14 22.58
Problem of insurgency in the North 57 91.94*
High transportation cost 59 95.16*
Inadequate credit access 23 37.10
High purchase price 54 87.10*
High market charges 12 19.35
Complicated distribution channel 14 22.58
Exploitative prices by local assemblers 17 27.42

*Major constraints. Source: Field Survey Data, 2019.
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Conclusion

The study shows that the beans marketers were mostly men
with majority on wholesaling than in retailing, still in their youthful
age and are energetic to carry out their marketing activities
efficiently. Purchase price of beans favored the selling price of
wholesalers and retail marketing however; it is a major disincentive
to their marketing margins and marketing costs particularly during
bumper period when the selling price is lower than purchase price.
Seasonality of beans has a negative effect on wholesalers selling
price and marketing margins during harvest periods when sellers’
price is at the lowest and distinctive to wholesale marketing. High
marketing charges and handling costs have negative impact on the
marketing margins on both traders. Problem of insurgencies from
the north is the major constraint faced by beans marketers in the
study area.

References

1. Ayanwuyi E, Akintonde JO (2013) Effect of climate change on cowpea
production in Kuje council, Abuja, Nigeria.

2. Ayinde 1A, AO Adejobi (2002) Marketing Institutions for Cowpea in
Maiduguri and Abeokuta, Investigations on Building a Food Marketing
Policy in Nigeria.

3. Singh BB, M] Mortimore, F Harris, SF Blade (1997) Cowpea in Traditional
Cropping System. In: BB Singh, DR. Mohan Raj, KE Dashiell and LEN
Jackai (Eds.), Advances in Cowpea Research. Copublication of IITA/
JIRCAS, 1ITA, Ibadan, Nigeria, pp. 99-113.

4. Gieri AA, Salihu M, Salamatu U (2015) Determination of Conduct,
Performance and Structure of Cowpea Marketing in Yola North and
South Local Government Areas of Adamawa State, Nigeria. American
Research Journal of Agriculture 1(2): 23-31.

5. Futuless K N, Bake I D, Tizhe W (2010) Effect of Sowing Date on Yield
and Yield Components of Cowpea (Vigna unguiculata (1.) walp) in Mubi
North Local Government Area, Adamawa State, Nigeria. New York
Science Journal 3(11): 98-102.

6. Food and agriculture organization statistical database, FAOSTAT. (2013)
FAOSTAT. Statistical Database of Food and Agriculture Organization of
the United Nations, Rome, Italy.

This work is licensed under Creative
BY Commons Attribution 4.0 License

To Submit Your Article Click Here:

DOI: 10.32474/SJFN.2019.02.000131

10.
11.

12.

13.

14.

15.

16.

17.

Nathan Simon, Moses ]D, Jimjel Zalkuwi, Altine ] Medugu (2015)
Profitability Analsis of Cowpea Production in Gombi Local Government
Area of Adamawa State. International Journal of Advances in Agricultural
Science and Technology 2(11): 1-8.

Usman Shaba Mohammed, FatunaKilani Mohammed (2014) Profitability
Analysis of cowpea production in rural area of Zaria local government
Of Kaduna State Nigeria. International journal of Development and
Sustainability 3(9): 1919-1926.

(2012) African Agricultural Technology Foundation (AATF) Baseline
Study for Impact Assessment of High Insect Resistant Cowpea in West
Africa. Nairobi, kenya.

Government (2006). Ministry of Information, Lafia annual report.

Modu Y, Putai AJ], Petu Ibikunle AM (2010) An Economic Analysis
of Cowpea Production among Women Farmers in Askira-Uba Local
Government Area of Borno State, Nigeria. African Journal of General
Agriculture. 6(1): 7-17.

Bakoji I (2014) Economic Analysis of Maize-Cowpea Intercrops in Akko
Local Government Area, Gombe State, Nigeria. Journal of the Bangladesh
Association of Young Researchers (JBAYR): 2.

Enete AA, Okum UE (2010). Economics of water leaf production,
Talinum Triangulare in Akwa Ibom state Nigeria Field action science
Reports 4(1).

Fasoranti 00 (2008) Determinant of agricultural production and its
profitability Akoko-land Ondo state, Nigeria. Journal of Social Science
4(1): 37-41.

NPC (2006) National Population Commission 2006 Figure Nasarawa
State.

Mayaka VK (2013) An Assessment of Dry Beans Market Integration in
Selected Markets in Kenya. A Thesis Submitted to the Graduate School
in Partial Fulfillment of Requirements of the Award of Master of Science
in Agricultural and Applied Economics (CMAAE) of Egerton University.

Katanga Y N, Hussain I, Wudil A H, Haruna U (2016) Analysis of cowpea
marketing channel in Kiyawa Local Government Area of Jigawa State,
Nigeria. International Journal of Agricultural Policy and Research 4(9):
157-201.

Scholarly Journal of Food and
Nutrition

Assets of Publishing with us

¢ Global archiving of articles

¢ Immediate, unrestricted online access
e Rigorous Peer Review Process

¢ Authors Retain Copyrights

e Unique DOI for all articles

Citation: Osuji MN. Net Revenue Determination of Beans Marketers in Imo State, Nigeria.

MS.ID.000131. DOI: 10.32474/SJFN.2019.02.000131.

Scho ] Food & Nutr. 2(2)-2019. SJFN.


http://dx.doi.org/10.32474/SJFN.2019.02.000131
https://www.academia.edu/5450747/EFFECT_OF_CLIMATE_CHANGE_ON_COWPEA_PRODUCTION_IN_KUJE_AREA_COUNCIL_ABUJA_NIGERIA_INTRODUCTION
https://www.academia.edu/5450747/EFFECT_OF_CLIMATE_CHANGE_ON_COWPEA_PRODUCTION_IN_KUJE_AREA_COUNCIL_ABUJA_NIGERIA_INTRODUCTION
https://community.dur.ac.uk/nigerian.marketing/Chapter%208.%20MARKET%20INSTITUTIONS%20FOR%20COWPEA%20IN%20MAIDUGURI%20AND%20ABEOKUTA.pdf
https://community.dur.ac.uk/nigerian.marketing/Chapter%208.%20MARKET%20INSTITUTIONS%20FOR%20COWPEA%20IN%20MAIDUGURI%20AND%20ABEOKUTA.pdf
https://community.dur.ac.uk/nigerian.marketing/Chapter%208.%20MARKET%20INSTITUTIONS%20FOR%20COWPEA%20IN%20MAIDUGURI%20AND%20ABEOKUTA.pdf
https://www.arjonline.org/papers/arja/v1-i2/5.pdf
https://www.arjonline.org/papers/arja/v1-i2/5.pdf
https://www.arjonline.org/papers/arja/v1-i2/5.pdf
https://www.arjonline.org/papers/arja/v1-i2/5.pdf
http://ijaast.com/publications/vol2issue11/V2I1101.pdf
http://ijaast.com/publications/vol2issue11/V2I1101.pdf
http://ijaast.com/publications/vol2issue11/V2I1101.pdf
http://ijaast.com/publications/vol2issue11/V2I1101.pdf
https://isdsnet.com/ijds-v3n9-10.pdf
https://isdsnet.com/ijds-v3n9-10.pdf
https://isdsnet.com/ijds-v3n9-10.pdf
https://isdsnet.com/ijds-v3n9-10.pdf
http://www.iphandbook.org/handbook/chPDFs/ch17/ipHandbook-Ch%2017%2018%20Boadi-Bokanga%20AATF.pdf
http://www.iphandbook.org/handbook/chPDFs/ch17/ipHandbook-Ch%2017%2018%20Boadi-Bokanga%20AATF.pdf
http://www.iphandbook.org/handbook/chPDFs/ch17/ipHandbook-Ch%2017%2018%20Boadi-Bokanga%20AATF.pdf
https://www.cabdirect.org/cabdirect/abstract/20133149953
https://www.cabdirect.org/cabdirect/abstract/20133149953
https://www.cabdirect.org/cabdirect/abstract/20133149953
https://www.cabdirect.org/cabdirect/abstract/20133149953
https://www.researchgate.net/publication/286757994_Economic_Analysis_of_Maize-Cowpea_Intercrops_in_Akko_Local_Government_Area_Gombe_State_Nigeria
https://www.researchgate.net/publication/286757994_Economic_Analysis_of_Maize-Cowpea_Intercrops_in_Akko_Local_Government_Area_Gombe_State_Nigeria
https://www.researchgate.net/publication/286757994_Economic_Analysis_of_Maize-Cowpea_Intercrops_in_Akko_Local_Government_Area_Gombe_State_Nigeria
https://journals.openedition.org/factsreports/438?file=1
https://journals.openedition.org/factsreports/438?file=1
https://journals.openedition.org/factsreports/438?file=1
https://www.researchgate.net/publication/26619227_The_Determinants_of_Agricultural_Production_and_Profitability_in_Akoko_Land_Ondo-State_Nigeria
https://www.researchgate.net/publication/26619227_The_Determinants_of_Agricultural_Production_and_Profitability_in_Akoko_Land_Ondo-State_Nigeria
https://www.researchgate.net/publication/26619227_The_Determinants_of_Agricultural_Production_and_Profitability_in_Akoko_Land_Ondo-State_Nigeria
https://tind-customer-agecon.s3.amazonaws.com/b334178d-5c23-4dcb-9e86-07e51e045cf2?response-content-disposition=inline%3B%20filename%2A%3DUTF-8%27%27Venny%2520Mayaka%2520Thesis.pdf&response-content-type=application%2Fpdf&AWSAccessKeyId=AKIAXL7W7Q3XHXDVDQYS&Expires=1563951864&Signature=2%2BNdp15yc3oUoAgg9Mowcj55uSg%3D
https://tind-customer-agecon.s3.amazonaws.com/b334178d-5c23-4dcb-9e86-07e51e045cf2?response-content-disposition=inline%3B%20filename%2A%3DUTF-8%27%27Venny%2520Mayaka%2520Thesis.pdf&response-content-type=application%2Fpdf&AWSAccessKeyId=AKIAXL7W7Q3XHXDVDQYS&Expires=1563951864&Signature=2%2BNdp15yc3oUoAgg9Mowcj55uSg%3D
https://tind-customer-agecon.s3.amazonaws.com/b334178d-5c23-4dcb-9e86-07e51e045cf2?response-content-disposition=inline%3B%20filename%2A%3DUTF-8%27%27Venny%2520Mayaka%2520Thesis.pdf&response-content-type=application%2Fpdf&AWSAccessKeyId=AKIAXL7W7Q3XHXDVDQYS&Expires=1563951864&Signature=2%2BNdp15yc3oUoAgg9Mowcj55uSg%3D
https://tind-customer-agecon.s3.amazonaws.com/b334178d-5c23-4dcb-9e86-07e51e045cf2?response-content-disposition=inline%3B%20filename%2A%3DUTF-8%27%27Venny%2520Mayaka%2520Thesis.pdf&response-content-type=application%2Fpdf&AWSAccessKeyId=AKIAXL7W7Q3XHXDVDQYS&Expires=1563951864&Signature=2%2BNdp15yc3oUoAgg9Mowcj55uSg%3D
https://journalissues.org/wp-content/uploads/2016/09/Katanga-et-al.pdf
https://journalissues.org/wp-content/uploads/2016/09/Katanga-et-al.pdf
https://journalissues.org/wp-content/uploads/2016/09/Katanga-et-al.pdf
https://journalissues.org/wp-content/uploads/2016/09/Katanga-et-al.pdf
http://www.lupinepublishers.com/submit-manuscript.php

http://www.lupinepublishers.com/sjfn/
http://dx.doi.org/10.32474/SJFN.2019.02.000131

	Net Revenue Determination of Beans Marketers in Imo State, Nigeria 
	Abstract
	Keywords
	JEL Classification
	Introduction
	Methodology
	Results and Discussion 
	Factors Influencing the Marketing Margins for Beans 

	Conclusion
	References
	Table 1
	Table 2
	Table 3
	Table 4
	Table 5
	Table 6

