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EFFECTS OF RURAL WOMEN ASSOCIATIONS’ ACTIVITIES ON MARKETING OF CASSAVA BY-PRODUCTS IN OYIGBO LOCAL GOVERNMENT AREA, RIVERS STATE, NIGERIA



ABSTRACT
The study assessed the effects of rural women associations’ activities on marketing of cassava by products in Oyigbo Local Government area, Rivers State, Nigeria. Two stage sampling procedure was employed for the selection of ninety (90) respondents for the research study. The data for the research was collected using a structured questionnaire and was analysed using frequency, mean and percentages. The findings in the study revealed that selling high-quality goods (86.7%), adding little profit (84.5%), using attractive packaging (76.7%), and giving a discount to steady customers (60.8%) were the major strategies used by rural women to market cassava by-products in the study area. While the major effects of rural women association activities on cassava by-product marketing were building capital for their marketing activities through daily/weekly/monthly contribution (M = 3.13), experiencing more sales with the help of their association (M = 2.94) and learning of available marketing opportunities from their association (M = 2.94). Also, the study found out that the major challenges faced by rural women in marketing cassava by-products were high cost of transportation (M = 3.26); poor state of the roads causing much loss on transit (M = 3.20); limited access to capital or credit (M = 2.72); exorbitant dues by market association (M = 2.61) and inadequate storage facilities (M = 2.56).  From the study, it was recommended that formal training should be organized for women to participate and learn more about cassava byproducts. Credit facilities and capital should be made available for the women for them to be able to carry out their marketing activities. A good road network should be provided for the women for easy transportation of their products. 
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INTRODUCTION
Cassava byproducts are being increasingly utilized in various ways. Garri is a by-product of cassava and a popular food made from cassava in Nigeria. It is widely consumed in Nigeria and other West African countries. The demand for garri has increased due to the growing population in Nigeria. Organizations such as the Cassava Adding Value for Africa (CAVA) project have supported the production and marketing of garri in Nigeria (Saka et al., 2024), with supports from the International Fund for Agricultural Development (IFAD) and development of improved cassava varieties suitable for HQCF production by the National Root Crops Research Institute (NRCRI) (Amadi et al., 2023). While, the Nigerian National Petroleum Corporation (NNPC) has encouraged the use of cassava chips, apart from sugarcane, as a raw material in ethanol production as part of its proposed 84 million litres per day ethanol plant in Kebbi State and Kogi State (Onyediako & Adiele, 2022). Cassava starch is used in various industrial applications, including food, paper, and textile industries. The Raw Materials Research and Development Council (RMRDC) in Nigeria has also provided technical support to cassava starch producers (Udebuani & Ukachukwu, 2024). 
Marketing of cassava by-products can be effective if marketers, especially rural women, can identify their market target. Cassava by-products, such as cassava flour, starch, and chips, possess unique qualities, including a high fiber content, gluten-free status, and a low glycemic index (Udoro et al., 2021; Najjingo et al., 2024). These qualities need to be emphasized when marketing these products to attract potential customers. High-quality cassava by-products need to be delivered consistently to build customer loyalty and satisfaction (Eze et al., 2023). This involves monitoring the quality of the raw materials, production process, and packaging (Nwachukwu & Eme, 2020). Soetan et al., (2021) noted that customers need to be satisfied and this can be achieved by providing excellent customer service. This includes timely delivery, handling customer complaints and inquiries, and providing after-sales support. Excellent customer service is one of the things lacking in our marketing system these days.
Rural Women Associations is an organization that strives to achieve equality and progress for women who live and work in rural areas (FAO, 2026). Rural women associations play a critical role in facilitating agricultural activities of rural women. Rural women associations facilitate access to credit facilities, and also provide training and capacity building to rural women farmers. Marketing support for these rural women farmers can be provided through these associations. This can include establishing markets, linking farmers to markets, and providing access to market information. For example, the National Association of Women in Agriculture (NAWIA) in Nigeria has established markets for rural women farmers to sell their agricultural products (Beyond Farming Collective, 2026). 
Tajudeen et al., (2025) stated that rural women's associations can advocate for policies and programs that benefit rural women farmers. They can do this by representing the interests of rural women farmers, these associations can influence policy decisions and allocate resources to support rural women farmers. For example, in Nigeria, the Women Farmers Advancement Network (WOFAN) advocates for policies and programs that benefit rural women farmers, including access to credit, land, and technology. Rural women associations have enormous potentials in facilitating agricultural activities of rural women. They can provide access to credit, training, marketing support, collective bargaining power, and advocacy. These potentials can enable rural women to participate fully in agricultural activities and contribute to the development of their communities.
Marketing of cassava by-products in Oyigbo Local Government Area will have a great turnover and significant effect in the economy when rural women associations partake actively in these activities. This can be achieved when these rural women associations support or aid the rural women in the study area to participate actively in agricultural activities. These rural women's associations can provide financial assistance to these rural women as most of these rural women have little or no access to any financial institution or service. Hence, these rural women's associations can help to source financial aid either from any agricultural firm in Rivers State like Ojemai Farms Limited or from the Ministry of Agriculture, Rivers State or the Ministry of Women Affairs Rivers State. A good road network and sophisticated transportation equipment can be made available for easy transportation of cassava by-products from a particular community to another. All these are being done to help facilitate the participation of rural women in agricultural activities.
Statement of the Problem 
Several factors are responsible for poor marketing of agricultural products across states in Nigeria. For rural communities in Oyigbo Local Government Area, one of the outstanding factors militating against the efficient marketing of agricultural products is poor means of transportation. This hindered farmers in the area in taking their cassava by-products to the markets, hence leading to huge losses experienced by the farmers. Some of these farmers in the bid to quickly sell off their products to avoid deterioration, sell them at a loss. Freshly prepared cassava by-products tend to spoil when they are not properly stored. Some cassava by-products, such as cassava chips and flour have a short shelf life and can deteriorate quickly if not stored properly (Udoro et al., 2021). This can lead to spoilage and loss for farmers (Anyoha et al., 2023). This exerts pressure on handling, packaging, transportation and sales with a negative effect on market prices. Most cassava by-products are poor in quality, which may not meet market standards, leading to rejection by buyers (Graffham et al., 2019). For any product to be able to meet market standards, the quality of that product must be very good and appealing. While some farmers lack information about market prices, buyers, and consumer preferences, which can affect their ability to sell their cassava by-products at a profitable price (Oteh et al., 2023b), and some may that lack of access to credit which can also limit farmers' ability to invest in the marketing activities of their cassava by-products, such as processing and packaging (Agbaeze et al., 2020). While rural women's associations could be of great help in solving the problems experienced in marketing of cassava by-products by women in Oyigbo Local Government Area. There could be a means for rural women to pool their resources together to overcome the marketing challenges they are facing. Therefore, it is important to study the roles these associations play in the marketing of cassava by-products with the intent of better understanding their roles and strategizing for more impactful activities. 
Objectives of the Study 
The broad objective of this research study was to assess the effects of rural women associations activities on marketing of cassava by products in Oyigbo Local Government Area of Rivers State.
The specific objectives of the research were to:
i. identify the marketing strategies utilized by rural women in marketing of cassava by products
ii. determine the level of utilization of the identified marketing strategies by rural women in marketing cassava by-products 
iii. determine the effects of rural women association activities on cassava by-products marketing 
iv. determine the challenges faced by rural women in marketing of cassava by-products 


METHODOLOGY
This study was conducted in Oyigbo Local Government Area, one of the upland areas of Rivers State in Nigeria, where agriculture is predominant and constitutes the mainstay of the economy of the local government area, employing the inhabitants. Oyigbo local government area with coordinates of 4°52′41.02″N and 7°7′41.99″E and a weather of 21°C, is made up of a total of nineteen (19) villages which are divided into two parts namely Asa district and Ndoki district which share boundaries with Abia and Cross River States, respectively. The population of this study consists all rural women's associations members in Oyigbo Local Governemnt Area registered with the Agricultural Development Programme in Rivers State.Two-stage sampling procedure was used for this research study. The first stage comprised random selection of 60% of the rural women's association from the total number of 25 rural women associations registered with the Agricultural Development Programme in Rivers State. This gave a total number of 15 rural women associations used for the study. The second stage comprised the purposive selection of six women from each selected women association giving a total of ninety respondents which was used for the study. Data collection was done using questionnaire administration and interview schedule.  Data collected for this study was analyzed using percentages, mean and frequency count. 
RESULTS AND DISCUSSION
Table 1: Marketing Strategies Utilized by Rural Women in Marketing Cassava By-products in Oyigbo Local Government Area
	Marketing Strategies
	*Frequency
	Percentage

	Use of attractive packaging to make goods attractive to customers
	69
	76.7

	Use of sales promotions in form of discounts to steady customers to retain them
	63
	70.0

	Sell with little profit to make the cost of goods attractive to customers
	76
	84.5

	Use of online platform/social media to increase my market share
	37
	41.1

	Give discount to people buying in bulk to encourage more buying
	55
	60.8

	I ensure my goods are very good quality to retain my customers 
	78
	86.7

	Give little credit facilities to steady customers
	57
	63.3

	I educative my customers on the trend of market helping them buy at good seasons
	47
	52.2


*Multiple responses recorded
Marketing strategies utilized by rural women in marketing of cassava by-products
Table 1 shows the marketing strategies utilized by the rural women in marketing casava by-products. Results show that selling of high-quality goods (86.7%), adding little profit (84.5%), using attractive packaging (76%) and giving discount to steady customers (70.0%) were the major strategies used by rural women to market cassava by-products in the study area. According to Kurosh et al. (2019), products sold by these rural women should be supplied which are considered as certain and unique products and services and are offered to customers who are not very sensitive to the price. Grading and standardisation allow the consumer to be more confident of the quality of the good being purchased. A product is made up of a series of named benefits. These benefits include product variety, quality, etc before it goes to the market. Astiti et al. (2023), noted that packaging no longer functions as a container for wrapping food or beverage products to protect them from dirt, dust, air, impact, and sunlight. It is also a promotional tool to attract buyers' interest. 
Table 2: Level of utilization of the identified marketing strategies by rural women in marketing cassava by-products 
	[bookmark: _Hlk151102951]Marketing Strategies
	Low
Utilization
	Moderate 
Utilization
	High
Utilization
	Mean

	Use of attractive packaging to make goods attractive to customers
	16(23.3)
	46(66.7)
	7(10.0)
	2.13**

	Use of sales promotions in form of discounts to steady customers to retain them
	19(30.0)
	36(56.7)
	8(13.3)
	2.17**

	Sell with little profit to make the cost of goods attractive to customers
	12(15.6)
	57(75.6)
	7(8.9)
	2.07**

	Use of online platform/social media to increase my market share
	21(58.9)
	10(27.8)
	5(13.3)
	1.54*

	Give discount to people buying in bulk to encourage more buying
	21(38.9)
	32(57.8)
	2(3.3)
	2.36**

	I ensure my goods are very good quality to retain my customers 
	3(3.3)
	29(37.8)
	46(58.9)
	2.56**

	Give little credit facilities to steady customers
	21(36.7)
	30(52.2)
	6(11.1)
	2.26**

	I educative my customers on the trend of market helping them buy at good seasons
	22(47.8)
	21(45.6)
	3.1(6.6)
	2.41**

	Grand mean
	
	
	
	2.18


*Low, **High
The results on table 2 reveal the level of utilization of the identified marketing strategies by rural women in marketing cassava by-products in Oyigbo local government area. From the result, the respondent's utilization was high on the following marketing strategies: Ensuring their goods are in very good quality to retain their customers (M = 2.56); Educating their customers on marketing trends to help them buy at good seasons (M = 2.41); Giving discount to people buying in bulk to encourage more buying (M = 2.36); Giving little credit facilities to faithful customers (2.26); Doing little promotions in form of discounts to steady customers to retain them (M = 2.17); Use of attractive packaging to make their goods attractive to customers (M =2.13) and Selling with very little profit to make the cost of their goods attractive to customers (M = 2.07). From the result, the respondent’s utilization was low on using online platform/social media to increase their market share (M = 1.54).  According to Technavio (2023) the market is changing as a result of trends in the market this provides new opportunities for cassava byproduct producers, processors, and exporters to meet the changing tastes and needs of consumers. Going forward, this trend is expected to drive the growth of the market during the forecast period. The value chain operations improve cassava byproduct pricing and marketing effectiveness and help to educate their customers on these trends. The effectiveness of cassava byproducts marketing systems encourages cassava value chain activities and inspires effective pricing systems and policies free of artificially inflated cassava byproduct prices (Eze et. al 2023).
Table 3: Effects of rural women association activities on cassava by-product marketing
	[bookmark: _Hlk151104072]Effects of rural women association activities on cassava by-product marketing 	
	Strongly
Agree
	Agree
	Disagree
	Strongly
Disagree
	Mean

	My association helps me connect to buyers from within and outside my immediate environment
	13(14.4)
	54(60.0)
	21(23.3)
	2(2.2)
	2.87**

	I experience more sales with the help of my association 
	16(17.8)
	55(61.1)
	17(18.9)
	2(2.2)
	2.94**

	I access marketing information easily through my association
	12(13.3)
	58(64.4)
	18(20.0)
	2(2.2)
	2.89**

	The association help me buy my goods in bulk hence reducing the cost incurred in purchasing products 
	4(4.4)
	33(36.7)
	45(50.0)
	8(8.9)
	2.37*

	My association helps me in transportation of my goods to major markets outside my community
	1(1.1)
	16(17.8)
	59(65.6)
	14(15.6)
	2.04*

	I access credit facilities to boost my marketing activities easily with the help of my association
	11(12.2)
	59(65.6)
	14(15.6)
	6(6.7)
	2.83**

	I have easier access to available marketing opportunities through my association
	16(17.8)
	53(58.9)
	21(23.3)
	0(0)
	2.94**

	Training opportunities are easily accessed through my association
	7(7.8)
	53(58.9)
	29(32.2)
	1(1.1)
	2.73**

	I further develop my knowledge and skill on cassava value chain through my association
	10(11.1)
	41(45.6)
	35(38.9)
	4(4.4)
	2.63**

	My association helps me to connect to other marketers outside my community
	14(15.6)
	54(60.0)
	21(23.3)
	1(1.1)
	2.90**

	The association helps to avoid excessive revenue collection by tax force 
	5(5.6)
	44(48.9)
	39(43.3)
	2(2.2)
	2.58**

	My association helps to reduce conflict among cassava by products sellers
	14(15.6)
	60(66.7)
	12(13.3)
	4(4.4)
	2.93**

	The association helps us to build capital for our marketing activities through daily/weekly/monthly contribution
	19(21.1)
	66(73.3)
	3(3.3)
	2(2.2)
	3.13**

	Grand Mean
	
	
	
	
	2.75**


**Agree, *Disagree.
The effects of rural women's association activities on cassava by products marketing 
Table 3 shows the effects of rural women associations activities on cassava by-products marketing in Oyigbo local government area, Rivers state. Specifically, the respondents agreed to the following as the most effects of rural women association activities on cassava by-product marketing in the study area: Building capital for their marketing activities through daily/weekly/monthly contribution (M = 3.13); Experiencing more sales with the help of their association (M = 2.94); Learning of available marketing opportunities from their association (M = 2.94); Reducing conflict among cassava by-products sellers (M = 2.93); Connecting to other marketers outside their community (M = 2.90); and Accessing marketing information easily through their association (M = 2.89). The results also shows that the respondents disagreed that the association helping them to buy their goods in bulk hence reducing the cost incurred in purchasing products (M = 2.37) and the association helping them in transporting their goods to major markets outside their community (M = 2.04). Associations play a significant role in training, building capital for their members' marketing activities through various mechanisms, including knowledge sharing, networking, and collective advocacy. Training opportunities enhance members' marketing capabilities and contribute to their marketing capital (Oteh et al., 2023a). Members of rural associations can experience increased sales through several mechanisms that leverage the collective power of the association. According to McCartan (2022), through networking within the association, members can access new markets and customers. 
Table 4: Challenges faced by Rural Women in Marketing Cassava By-products in Oyigbo Local Government Area
	Challenges
	Not a 
Challenge
	Moderate
Challenge
	Challenge
	Serious
Challenge
	Mean

	Limited access to capital or credit
	4(4.4)
	28(31.1)
	47(52.2)
	11(12.2)
	2.72**

	Quality packaging issues
	25(27.8)
	40(44.4)
	22(24.4)
	3(3.3)
	2.03*

	Inadequate storage facilities
	14(15.6)
	24(26.7)
	40(44.4)
	12(13.3)
	2.56**

	Poor state of the roads causing much loss on transit
	10(11.1)
	3(3.3)
	36(40.0)
	41(45.6)
	3.20**

	Weather fluctuations altering marketing activities
	16(17.8)
	44(48.9)
	22(24.4)
	8(8.9)
	2.24*

	Lack of access to marketing information
	11(12.2)
	48(53.3)
	28(31.1)
	3(3.3)
	2.26*

	High cost of transportation
	3(3.3)
	11(12.2)
	36(40.0)
	40(44.4)
	3.26**

	Lack of improved technology
	10(11.1)
	44(48.9)
	25(27.8)
	11(12.2)
	2.41*

	Inadequate processing facilities
	19(21.1)
	45(50.0)
	21(23.3)
	5(5.6)
	2.13*

	Theft
	14(15.6)
	41(45.6)
	29(32.2)
	6(6.7)
	2.30*

	High cost of processing implements
	15(16.2)
	48(53.3)
	18(20.0)
	9(10.0)
	2.23*

	Excessive revenue collection from tax force
	11(12.2)
	32(35.6)
	45(50.0)
	2(2.2)
	2.42*

	Exorbitant dues by market associations
	4(4.4)
	32(35.6)
	49(54.4)
	5(5.6)
	2.61**

	Grand Mean
	
	
	
	
	2.5


**Challenge, *Not a challenge	
[bookmark: _Hlk199683877][bookmark: _Hlk151105811]Challenges faced by rural women in marketing cassava by-products 
[bookmark: _Hlk199683806]The results here show the challenges faced by rural women in marketing cassava by-products in Oyigbo local government area, Rivers state. Specifically, the respondents indicated that they do face the following challenges: High cost of transportation (M = 3.26); Poor state of the roads causing much loss on transit (M = 3.20); Limited access to capital or credit (M = 2.72); Exorbitant dues by market association (M = 2.61) and Inadequate storage facilities (M = 2.56). From the results presented, it shows that high cost of transportation and poor state of the roads causing much loss on transit has the highest mean score indicating that these are the most faced challenges by the respondents. Stephen (2024) noted that inefficient transportation systems and traffic congestion in major places result in longer transit times and higher operational costs for marketers. It was also noted that the state of roads places a heavy burden on vehicle maintenance (Stephen, 2024; Ugwu et al., 2025). Thus, marketers spend more on transportation due to vehicle repairs and maintenance which is caused by the wear and tear caused by rough road conditions. Limited access to capital or credit is a significant challenge faced by marketers in Nigeria, particularly small and medium-sized enterprises (SMEs). According to Awoyemi & Makanju (2020), many enterprise in Nigeria, especially those in rural or underserved areas, face financial exclusion, making it difficult to access formal financial services. 
CONCLUSION 
From the study, it can be concluded that rural women associations impacts marketing of cassava byproducts in the study area. The effects of these rural women associations include, connecting members to buyers from within and outside their immediate environment, helping their members to make more sales, access marketing information easily, access credit facilities to boost their marketing activities, learn of available marketing opportunities, access training opportunities, connecting to other marketers outside their community, reduce conflict among cassava byproducts sellers and build capital for their members for their marketing activities through daily/weekly/monthly contribution.
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