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Abstract
The study examined a comparative study of tea marketing in Benue and Kano states, Nigeria. A purposely sampling technique was used to select Otukpo, Gboko, Makurdi, & Feggae LGA areas respectively because they are big markets for tea trade in the study areas. A random sampling technique was used to select 241 respondents from Otukpo, Main, Nwukuru and Singa markets respectively. Primary data was used through a structured questionnaire, data were analysed with the use of descriptive statistics and Policy Analysis Matrix (PAM). The study reveals that the total cost incurred was ₦ 7,010 per ton, revenue per ton was ₦185,588.88 and a net profit of ₦ 178,578.88 per ton was derived at private prices in Kano state. Also, in Benue state, the total cost incurred was ₦ 5,295 per ton, estimated revenue per ton was ₦ 3,553,031 per ton and a net profit of ₦ 3,547,736 per ton was derived at private prices. High percentages (85.89) of the marketers in Kano source their materials for sales from the packagers while (55.19) of marketers in Benue source theirs from processors. The result shows that the majority (41.49%) of tea marketers in Kano sell to Niger Republic, Chad, and Cameroun, nevertheless, (36.10%) of these marketers sell their products directly to the consumers. However, in Benue, the majority (57.68%) of marketers sell to retailers while 37.34 are sold to consumers.  Equally, the result shows that insufficient tea (65.98 %) and insecurity (20.75%) are major difficulties in marketing activities in Kano. Similarly, in Benue state, the non-availability of tea (37.34%) for sales as well as insecurity (29.46%) is hindering tea sales.
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Introduction
Tea has become the world’s first most popular beverage after water, it is the cheapest beverage in the world and is consumed by over 3 million people across religions and cultures. It represents one of the major components of the world’s beverage market (Oluyole et al 2022, IISD, 2019). It is a commodity of high value with extensive value-addition capacity for the economics of scale (Olaladokun et al, 2021). Tea has contributed largely to the Gross Domestic Product (GDP) and Gross National Product (GNP) of growing countries and has a growing international market in the health and food industries (Dogeje & Ngaruko, 2023). Tea is manufactured from tender shoots of plant Camellia  sinensis (L.)  O.  Kuntze with diverse processing methods to produce various types of teas.  In the  global market,  tea can generally be broadly classified according to the production method as unfermented tea  (green tea),  semi-fermented tea  (Oolong tea),  fully fermented tea (black tea), and post-fermented tea  (pu-erh tea)” (Zhao et al., 2006; Nair & Nair, 2021). “The most popular types are black tea  (aerated)  and green tea  (unaerated). There are other types of tea produced, including white,   yellow, and reprocessed teas,  which include flower-scented tea,   compressed tea, instant tea, and herbal teas” (Bora et al., 2025). The demand for tea is increasing and continues to increase across the world. Global Tea sales recorded a good performance attributed largely to urban population growth (FAO, 2021, 2022). The tea sector is projected to experience continued and increasing growth due to increasing demand primarily from Asian and Pacific countries. Increased demand for tea is attributed to increasing income, growing clientele among young urban consumers, interest in the health benefit of drinking tea, expansion of new products and flavouring such as ready-to-drink/instant tea, premium tea, herbal and fruit fusion, encouraging marketing mix approaches comprising product design, pricing policy, distribution channels, and promotion, which enhances the interest of buying (Baig et al., 2020, FAO, 2021, 2022). Tea  was  first  consumed  in  China,  with  the  first  records  of  tea  consumption dating to the 10th century. Portuguese missionaries brought  tea  to  Great  Britain  in  the  16th  century,  and  it  was  first  popularly  consumed  there  in  the  18th  century  (Oluyole  et  al., 2019; Yetunde, 2022). Nigeria’s  tea  journey  began  in  1952  when  it  was  introduced  by  De  Bouley  from West Cameroon (Oluyole et al., 2022; Oladokun et al., 2023). Nigeria is one of the Tea producing countries in the World; Nigeria, tea production was estimated at an average of 82,234 tons per year (NBPC, 2011) and it increased to 167,324 metric tons in 2018, an average consumption level of 100kg/ person/ year (NBPC, 2019, Oluyole, et al, 2022). Tea production in Nigeria is a significant economic activity; approximately 10,000 people depend on Tea as a source of livelihood. In Nigeria, Tea is a source of raw materials for industry producing value-added products in many parts of the country and is a vital part of the beverages market in Nigeria (Oluyole et al., 2021, 2022, 2023). Consumption of tea is done across religions and cultures in Nigeria but predominantly in the Northern part (Oluyole et al., 2023).
Objective
The study examined marketing activities in tea across three LGAs each, in Kano and Benue states of Nigeria.
1. Market outlook and volume of tea trade in each region for comparative advantage and competitiveness of tea trade in Nigeria. 
2. The various stages and actors in tea marketing in Nigeria.  
3. Analyze the constraints to tea marketing in this region.

Materials & Methods: 
The study was carried out in Benue and Kano states (Otukpo, Gboko, Makurdi, & Feggae LGA of LGA) respectively. A multistage sampling technique was used to select Otukpo (55), Main (55), Nwukuru (60) and Singa (70) markets respectively. The third stage was the selection of respondents for the study, which involved the selection of 241 respondents from the selected markets. Information was collected with the use of a structured questionnaire, which seeks information on the cost incurred on inputs and output, the volume of sales, and constraints to marketing among others. Data were analysed with the use of descriptive statistics and a Policy Analysis Matrix (PAM). The indicator of competitiveness in PAM was employed. 
Results and Discussion: 
The results of the socioeconomic characteristics of the respondents are presented in Table 1. The result showed that the majority (65.56% and 67.22%) of the respondents are between 40-50 years in the study areas. This indicates that the marketers are in their active and productive years Youth are more meticulous in carrying out their activities and they easily embrace new technology and enhance their efficiency. The result in the table also revealed that in Kano, larger percentages (96.27%) of men are into tea marketing. Males are more involved in buying and selling, while their female counterparts are into managing family activities owing to religious reasons. On the other hand, more females (69.98%) are into tea marketing in Benue alongside their male counterparts (34.02%). This indicates that both males and females are actively involved in tea marketing in Benue. Equally, in relation to the level of education, results for Kano show that the majority of the respondents (70.54%) had no formal education at all while (23.65%) had only basic education. This informed their method of business dealings in the areas. Nevertheless, a larger number (85.89%) of the respondents in Benue had secondary school education and (5.81%) had primary education, while (8.30%) of them had no education at all. This informs efficiency in their business dealings in the areas.


 Table 1 : Distribution of Respondents by Social Economic Characteristics
	Variable
	                       Kano
	
	                    Benue
	

	
	Frequency
	Percentage
	Frequency
	Percentage

	Age
	
	
	
	

	 40
	         13
	       5.39
	         57
	      23.62

	40-50
	        158
	     65.56
	        162
	      67.22

	51-60
	          68
	     22.22
	         19
	         7.88

	60
	            2
	       0.83
	           3
	         1.24

	Total
	        241
	       100
	        241
	          100

	Gender
	
	
	
	

	Male
	        232
	      96.27
	          82
	      34.02

	Female
	            9
	       3.73
	        159
	      65.98

	Total
	        241
	       100
	        241
	         100

	Educational Level
	
	
	
	

	No formal
	        170
	      70.54
	          20
	        8.30

	Primary
	           57
	      23.65
	          14
	        5.81

	Secondary
	           14
	        5.81
	        207
	      85.89

	Total
	         241
	        100
	        241
	        100


Source: Field Survey, 2022

Table 2 shows the cost and returns of tea marketing in the study areas using the policy analysis (PAM). The estimated private budget for tea marketing in Kano and Benue states are presented respectively. Table 1 shows that in Kano state, the estimated total cost incurred was ₦ 7,010 per ton. The component of the cost includes input cost of (Generator cost, building cost, vehicle cost), factor cost (such as cost of  renting, transportation cost, electricity cost, cost of fueling, and interest on a loan) as well as labour cost. The estimated input cost was ₦ 273,284. The value of factor cost was ₦383,488 while that of labour cost was ₦500,000 at private cost. The estimated revenue per ton was ₦185,588.88 per ton at private prices; hence, a net profit of ₦ 178,578.88 per ton was derived at private prices. 
Table 2 also showed that in Benue state, the estimated total cost incurred was ₦ 5,295 per ton. The component of the cost includes input cost (Generator cost, building cost, Vehicle cost), factor cost (such as cost of  renting, transportation cost, electricity cost, and cost of fueling, and interest on loan) as well as labour cost. The estimated input cost was ₦ 150,000. The value of factor cost was ₦220,000 while that of labour cost was ₦689,188 at private cost. The estimated revenue per ton was ₦ 3,553,031 per ton at private prices; hence, a net profit of ₦ 3,547,736 per ton was derived at private prices. 

Table 2:  Estimated Budget for Tea Marketers 
	Variable
	                        Price (₦)
	                  

	
	                 Kano
	                   Benue

	Tradable inputs
	                 273,284
	                150,000

	Domestic Factors
	                 393,488
	                 220,000

	Labour
	                 500,000
	                  689,188

	Total cost
	               1,156,772                 
	               1,059,188

	Cost/ton
	                   7010
	                      5,295        

	Revenue /ton
	                  185,588
	               3,547,736       

	Profit/ton
	                  178,578        
	                178,578.88     


Field Survey, 2022 

Table 3 shows the sources of tea market open to traders dealing in tea in Kano and Benue states respectively. From the table, high percentages (85.89) of the marketers in Kano source their materials for sales from the packagers while (55.19) marketers in Benue source theirs from processors. It’s however worthy of note that marketers in the study areas do not have access to business relationships with tea farmers but they purchase their goods from packagers and processors. This implied that they traded in finished tea products.
Table 3:  Distribution of Respondents by Sources of Material Sold
	Sources
	                       Kano
	
	                    
Benue
	

	
	Frequency
	Percentage
	Frequency
	Percentage

	Farmers
	             0
	            0
	           0
	           0 

	Processors
	            34
	         14.11
	         133
	       55.19

	Packagers
	           207
	         85.89
	         108
	       44.81

	Total
	           241
	          100
	         241
	         100


Field Survey, 2022

Table 4 shows the buyers of tea from marketers in Kano and Benue state respectively. The table shows that in Kano majority (41.49%) of tea marketers sell their goods to countries like Niger Republic, Chad, and Cameroun. This is a unique feature of tea marketing in these areas. Also, the table also shows that (36.10%) of marketers sell their products directly to consumers. However, in Benue, the majority (57.68%) of marketers sell to retailers while 37.34 are sold to consumers.  The implication of sale activities in Kano is that the bulk is teas are sold to export and local consumers. However, in Benue bulks of sales are taken by the retailers who resell to local consumers. This result supports Raj, (2020) who found that Market networks and practices strengthen sales.
Table 4:     Distribution of Respondents by their Buyers
	Buyers
	                       Kano
	
	                    Benue
	

	
	Frequency
	Percentage
	Frequency
	Percentage

	Local consumers
	      87
	   36.10
	     90
	   37.34

	Export (Niger Republic, Chad, Cameroun)
	     100
	   41.49
	      0
	      0

	Retailers
	       34
	   14.11
	    139
	    57.68

	Distributors
	       20
	     8.30
	      12
	      4.98

	Total
	     241
	      100
	     241
	     100


Source: Field Survey, 2022
                  
Table 5 shows the constraints militating against tea marketing in Kano and Benue states respectively. The results from the table show that major problems with tea sales in Kano and Benue states respectively are not getting sufficient tea for sales and insecurity in the land. The table shows that in Kano (65.98 %) of the marketers complained they did not have enough tea to sell while (20.75%) claimed insecurity constituted another major problem to their marketing activities. Similarly, in Benue state, the majority (37.34%) also complained of a lack of enough tea materials for sales. Tea marketing in Benue is also affected by insecurity as 29.46 per cent of the marketers complained. This is a big sales gap and an indication of marketing opportunities open for small holders’ farmers and processors in Mambilla, Taraba States who complain of a lack of markets to sell their products to. 

 Table 5:      Distribution by Constraint Hindering Marketing
	
Constraints
	                       Kano
	
	                    Benue
	

	
	Frequency
	Percentage
	Frequency
	Percentage

	High Tax
	       0
	      0   
	        50
	    20.75

	High Prices of Inputs
	       2
	   0.83
	       10
	       4.15

	Non-availability of tea for sales
	   159
	   65.98
	       90 
	      37.34 

	Proximity to source of materials
	      5
	     2.07
	        0
	         0

	Lack of adequate storage facilities
	      0
	      0
	         0
	         0

	Lack of credit accessibility
	    25
	   10.37
	        20
	        8.30

	Non-support from Government
	      0
	       0
	         0
	          0

	Non-Existence of Tea Policy
	      0
	       0
	         0
	          0

	Insecurity
	    50
	   20.75
	        71
	        29.46

	Total
	   241
	    100
	      241
	         100


Source: Field Survey, 2022
 
Conclusion and Recommendations:
Tea marketing is done majorly by youth in their active working years in the study areas. Tea sales are competitive given the net profit derived by marketers in the study areas. The supply chain of tea in the areas is such that tea is sourced from packagers and processors who sell to marketers who in turn sell to consumers, retailers or sell to neighbouring countries. The major problems with tea marketing in the study areas are the inability to get enough tea materials for sales and the insecurity ravaging the land. This study thereby recommends a link between small-holders farmers and cottage processors in Mambilla Taraba state who yearn for a market to sell their produce to improve their livelihoods. 
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