Prospects and Challenges of Packaging and
Selling of Beef in Bida, Niger State

"TSADO Winifred; >NMADU Nuhu Kolo; *TSADO Gideon

& *YAKUBU Ayuba Woru
3Department of Marketing
Niger State Polytechnic Zungeru, Bida Campus.
*Department of Business Administration and Management Studies
Niger State Polytechnic Zungeru, Bida Campus
*Department of Banking and Finance
Niger State Polytechnic Zungeru, Bida Campus.
*For correspondence, email: winifredtsado3@gmail.com

Abstract

This study examines the prospects and challenges of packaging and selling beef in Bida, Niger
State. Employing a survey research design, data was collected from 226 respondents, including
217 residents and 9 local vendors, selected using Taro Yamane’s formula. A structured
questionnaire, featuring both open-ended and five-point Likert scale questions, was utilized to
assess consumer perception, cost implications, and market feasibility. Descriptive statistics
were used for data analysis. Findings reveal a strong consumer interest in modern beef
packaging due to its potential to improve hygiene, extend shelf life, and enhance market appeal.
However, major barriers to adoption include high packaging costs, lack of technical knowledge,
inadequate infrastructure, and weak government support. To address these barriers, the study
recommends subsidizing packaging materials to enhance affordability, implementing training
programs for vendors, and investing in cold chain infrastructure. Additionally, consumer
awareness campaigns should be introduced to promote the benefits of modern packaging,
fostering a cultural shift toward hygienic meat sales. Consequently, the study underscores the
need for policy interventions and private sector investment to facilitate the adoption of modern
beef packaging in Bida, ultimately improving food safety, reducing waste, and boosting
profitability for vendors.
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INTRODUCTION

The beef industry is an essential component of Nigeria’s agricultural sector, contributing
significantly to food security, employment, and national income. Beef is a major source of
protein in the Nigerian diet, consumed daily across all regions of the country. As one of the
largest producers of cattle in Africa, Nigeria boasts a substantial cattle population, particularly
in northern states, which serve as the main hubs for beef production. Despite the size of the
cattle industry, the packaging and selling of beef remain a critical challenge. The traditional
methods of handling, packaging, and distributing beef are often outdated and inefficient,
resulting in quality degradation, economic losses, and health risks for consumers
(Adeyemi&Okpala, 2021; Oladipo& Adebayo, 2022).

In most parts of Nigeria, beef is commonly sold in open markets without adequate hygiene and
packaging standards. Meat vendors usually rely on rudimentary methods such as wrapping beef
in plastic bags, newspaper, or leaves, which do not meet modern food safety standards. These
practices not only reduce the shelf life of beef but also expose it to contamination from bacteria,
dust, and flies, thereby increasing the risk of foodborne illnesses (Chukwu& Bello, 2022;
Eze&Okonkwo, 2023). Poor cold chain facilities and the absence of standardized packaging
solutions exacerbate these challenges, especially in rural areas and semi-urban centers like
Bida, Niger State, where traditional meat handling methods still dominate (Ayoade& Yusuf,
2023).

Bida, a commercial town in Niger State, has a significant demand for beef, largely driven by its
population and proximity to cattle-producing areas. However, the meat industry in Bida faces
various challenges that hinder the transition to modern packaging and selling practices.
Vendors in this region often lack access to proper cold storage facilities and modern packaging
materials, which would help preserve meat quality and reduce losses due to spoilage. The
absence of government regulation and the high cost of adopting modern packaging technology
further contribute to the problem, leaving meat vendors stuck in traditional practices that limit
market expansion and customer satisfaction (Musa &Abdullahi, 2020; Oyeleke&Ajayi, 2022).

Globally, the meat industry is shifting towards better packaging practices to ensure food safety,
enhance product presentation, and extend shelf life. Countries with well-developed meat
industries use advanced packaging techniques such as vacuum sealing, modified atmosphere
packaging (MAP), and sustainable packaging materials to ensure the safety and quality of beef.
These methods not only increase the longevity of meat products but also offer opportunities for
branding and marketing, which can attract a larger consumer base. In contrast, Nigeria’s beef
industry, particularly in semi-urban regions like Bida, has been slow to adopt such practices
due to high costs, lack of awareness, and infrastructural limitations (Yakubu&Salihu, 2019;
Umeh & Onuoha, 2023).

In recent years, there has been growing consumer awareness of the importance of food safety
and hygiene, especially in urban centers where modern retail outlets and supermarkets are
becoming more common. Consumers are increasingly demanding hygienically packaged beef
that is free from contaminants and presented in a manner that ensures freshness. This shift in
consumer preference presents an opportunity for the Nigerian meat industry, especially in semi-
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urban centers like Bida, to modernize its packaging methods and meet the demands of a more
health-conscious population (Olayinka, 2020; Emeka&Nwachukwu, 2023).

However, meeting these demands requires overcoming several hurdles. The high cost of
packaging materials and cold storage systems, coupled with inadequate support from the
government in terms of policy and infrastructure, are significant barriers to the modernization
of the beef industry. Moreover, many vendors lack the technical knowledge needed to
implement modern packaging techniques, which further hinders progress. Research into the
specific challenges and prospects associated with beef packaging in smaller markets, such as
Bida, is limited, leaving a gap in understanding how best to address these issues in different
contexts across Nigeria (Nwafor&Okechukwu, 2020; Alabi&lge, 2022).

Therefore, this study seeks to explore the prospects and challenges of packaging and selling
beef in Bida, Niger State, with a focus on identifying the key obstacles faced by meat vendors
and highlighting the potential benefits of adopting modern packaging techniques. By examining
this topic, the study aims to contribute to the broader discourse on food safety, hygiene, and
market expansion in Nigeria's beef industry, offering practical solutions to improve the quality
of beef sold in local markets. Furthermore, the research intends to provide valuable insights for
policymakers, meat vendors, and other stakeholders who are keen on modernizing Nigeria’s
meat supply chain.

The packaging and selling of beef in Nigeria, particularly in Bida, Niger State, have largely
been characterized by traditional methods that often fail to meet modern health and safety
standards. These practices expose beef to contamination, leading to health risks for consumers
and significant post-slaughter losses. Studies have shown that poor handling and packaging of
beef contribute to foodborne diseases, economic losses, and reduced market value
(Adamu&Kolawole, 2021; Okafor&Udoh, 2022). The lack of standardization in packaging has
also limited market expansion, as more consumers, especially in urban areas, demand
hygienically packaged meat (Ibrahim &Sanni, 2023).

Despite the increasing demand for hygienically packaged beef, empirical research on the
specific challenges faced by meat vendors in Bida remains scarce. Existing literature has
primarily focused on broader issues of food safety in Nigeria but has not adequately addressed
the infrastructural, financial, and regulatory challenges specific to Bida’s meat industry
(Ogunyemi&Balogun, 2022). This gap in research makes it difficult for policymakers,
businesses, and stakeholders to make informed decisions that could enhance the beef packaging
and sales process.

The absence of modern cold storage facilities and standardized packaging further aggravates
the problem, making it difficult to maintain the quality of beef from slaughterhouses to
consumers. Additionally, there is a growing demand for hygienically packaged meat as
consumers become more health-conscious, yet the local beef industry struggles to meet these
expectations due to high costs, infrastructural limitations, and inadequate awareness of modern
packaging techniques (Usman & Bello, 2023).
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Thus, the problem is twofold: understanding the prospects of introducing modern packaging
methods to meet consumer demand and identifying the specific challenges that need to be
addressed to improve the beef supply chain in Bida. This study aims to fill this gap by
providing empirical insights into the factors affecting the packaging and selling of beef in this
region.

The main objective of the study is to examine the prospects and challenges of packaging and
selling beef (cow meat) in Bida, Niger State. The specific objectives are to:

1. Examine the prospects of modern packaging techniques for beef in Bida, Niger State.

il. Identify the challenges hindering the adoption of improved packaging and sales
methods for beef in Bida, Niger State.

REVIEW OF LITERATURE
Conceptual Framework

The packaging and selling of beef, particularly in Nigeria, is a multifaceted process that
combines the art of meat preservation with efficient distribution and retail practices. It involves
both technical and market-based activities aimed at ensuring that beef reaches consumers in the
best possible condition. Packaging plays a critical role in maintaining the freshness, hygiene,
and overall quality of beef, while selling encompasses the strategies and channels used to
distribute the product to consumers, whether through informal markets, butcher shops,
supermarkets, or online platforms (Afolabi et al., 2021; Chukwu& Bello, 2022).

Traditionally, the packaging and selling of beef in Nigeria have been rudimentary. In most local
and rural markets, beef is typically sold openly, with minimal or no packaging at all. After
slaughter, the beef is displayed on wooden tables or metal surfaces in open markets, where it is
exposed to environmental contaminants such as dust, flies, and bacteria. Consumers often carry
home their purchased meat wrapped in materials like newspapers, leaves, or basic plastic bags,
none of which are suitable for preserving the quality and hygiene of the meat. This traditional
method of packaging, while cost-effective for low-income vendors and consumers,
compromises the safety and shelf-life of beef, exposing it to spoilage and contamination
(Chukwu& Bello, 2022; Adeyemi&Ogunleye, 2020; Oladimeji et al., 2021).

In contrast to traditional methods, modern packaging techniques involve using scientific and
technological methods to preserve and enhance the quality of beef. Vacuum packaging is one of
the most widely used methods in the modern meat industry. This method involves sealing the
beef in airtight plastic packaging, which removes oxygen and prevents the growth of spoilage
bacteria. Vacuum packaging significantly extends the shelf life of beef, allowing it to remain
fresh for several weeks if properly refrigerated. This is particularly important in a country like
Nigeria, where the hot climate accelerates the rate of spoilage in the absence of adequate
cooling systems (Yakubu&Salihu, 2019; Musa &Abdullahi, 2020; Akinola, 2021).

Another modern technique is modified atmosphere packaging (MAP), which involves replacing
the oxygen inside the package with a mixture of gases such as carbon dioxide and nitrogen.
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This slows down the growth of bacteria and helps retain the red color of fresh beef, which is
often associated with quality by consumers. MAP is typically used in large supermarkets and
for beef intended for export. This method requires sophisticated machinery and is primarily
found in urban centers where larger retail outlets dominate the meat market (Musa & Abdullahi,
2020; Eze&Uchenna, 2022).

The Nigerian beef industry is one of the largest in Africa, but it is also one of the least
developed in terms of processing and packaging technologies. Nigeria's beef industry is
dominated by traditional practices, where cattle are raised by nomadic herdsmen and
slaughtered in local abattoirs. The industry suffers from a lack of investment in infrastructure,
particularly in cold storage and transportation facilities, which are critical for maintaining the
quality of beef from the point of slaughter to the point of sale. This lack of infrastructure makes
it difficult to implement modern packaging techniques on a large scale (Musa &Abdullahi,
2020; Ibrahim, 2023; Olajide, 2021).

Despite the prospects, several challenges hinder the packaging and selling of beef in Nigeria.
The most prominent issue is the lack of infrastructure. Most meat markets and slaughterhouses
do not have adequate cold storage facilities, which are essential for preserving the freshness and
safety of beef. Without proper refrigeration, beef quickly spoils, leading to economic losses for
vendors and health risks for consumers (Musa &Abdullahi, 2020; Adebayo et al., 2023; Eze &
Uchenna, 2022).

The cost of adopting modern packaging technologies is another major challenge. Most vendors,
especially in semi-urban and rural areas, cannot afford vacuum sealing machines or other
modern packaging equipment. Even when available, the cost of acquiring packaging materials
is prohibitively high, making it difficult for small-scale vendors to transition to modern
packaging methods (Yakubu&Salihu, 2019; Oladimeji et al., 2021; Akinola, 2021).

Regulatory challenges also play a role. The Nigerian food regulatory environment, while
extensive, is poorly enforced, especially in informal markets where the majority of beef is sold.
This weak enforcement of food safety standards means that vendors are not compelled to
improve packaging and hygiene practices. Additionally, the lack of training and awareness
among vendors regarding modern packaging techniques and food safety standards perpetuates
the problem (Olajide, 2021; Adeyemi&Ogunleye, 2020; Adebayo et al., 2023).

Consumer attitudes in certain areas of Nigeria also contribute to the challenge. Many
consumers, especially in rural and semi-urban areas like Bida, are accustomed to buying meat
in traditional markets, where beef is sold openly. There is limited awareness of the health risks
associated with poorly packaged meat, and many consumers do not see the need to pay extra
for packaged meat (Ibrahim, 2023; Oladime;ji et al., 2021; Afolabi et al., 2021).

Theoretical Framework
Innovation Diffusion Theory

Innovation Diffusion Theory, founded by Everett Rogers in 1962, provides a framework for
understanding how new ideas and technologies spread within a social system. The theory
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categorizes adopters into five groups: innovators, early adopters, early majority, late majority,
and laggards, based on their willingness to embrace new innovations. Key insights include the
importance of perceived benefits, compatibility with existing values and complexity in
influencing adoption rates (Rogers, 2003).

This theory is highly relevant to the study of the packaging and selling of beef in Nigeria,
particularly as it pertains to the adoption of modern packaging techniques. The prospects of
increased sales and consumer trust associated with effective packaging can serve as motivating
factors for vendors. By understanding the characteristics of different adopter categories,
stakeholders in the beef industry can tailor their strategies to encourage the adoption of
innovative packaging solutions.

The connection between Innovation Diffusion Theory and the research topic lies in its emphasis
on the factors that facilitate or hinder the adoption of new packaging methods among beef
vendors. The operationalization of this theory in the study's questionnaire was reflected in
questions related to vendors’ awareness, willingness, and barriers to adopting modern
packaging techniques. By analyzing respondents' perceptions, the study assesses how the
theory’s principles influence the adoption rate and the effectiveness of innovation diffusion in
the Nigerian beef industry.

Supply Chain Management Theory

Supply Chain Management (SCM) Theory, developed through contributions from various
scholars in the late 20th century, emphasizes the coordination and integration of all activities
involved in the sourcing, procurement, conversion, and logistics management of goods
(Mentzer et al., 2001). Central to this theory are concepts such as collaboration among supply
chain partners, efficient logistics, and the importance of quality control in meeting consumer
demands. This theory is particularly relevant to the packaging and selling of beef in Nigeria, as
effective supply chain management can enhance product quality, reduce costs, and improve
customer satisfaction. Proper packaging is a critical component of the supply chain that ensures
the meat remains safe, fresh, and appealing to consumers. In relation to the research topic, SCM
Theory highlights the interconnectedness of packaging practices with other supply chain
activities. The study operationalized this theory through questionnaire items that examined
logistics efficiency, storage facilities, and transportation challenges faced by beef vendors. By
evaluating responses on supply chain constraints and quality control measures, the research
assesses how supply chain inefficiencies impact the adoption of modern packaging techniques
and overall business performance.

Empirical Review

The following empirical reviews focus on the prospects and challenges associated with the
packaging and selling of beef (cow meat) in Nigeria, highlighting various studies conducted
between 2018 and 2023.

Chukwu and Bello (2022) explored the adoption of modern food packaging techniques in
Nigeria, employing a mixed-method approach that combined surveys and interviews with
small-scale food vendors in major urban centers. The authors found that while there is a
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growing awareness of modern packaging techniques among vendors, significant barriers such
as high costs and lack of technical knowledge hinder widespread adoption. Vendors who
adopted modern packaging reported increased sales and improved customer trust.

Ibrahim (2023) conducted a qualitative study on the challenges and prospects of meat
packaging in Northern Nigeria, specifically focusing on Niger State. Through focus group
discussions with local butchers and retailers, participants highlighted the lack of cold chain
logistics and inadequate government support as major challenges. However, they noted a strong
consumer preference for packaged meat, indicating potential for growth if these challenges are
addressed. Musa and Abdullahi (2020) examined meat supply chain management in Nigeria
using a quantitative survey among beef producers and retailers. The study revealed that only
25% of respondents used modern packaging methods, primarily due to cost constraints. Those
using these methods experienced a 30% increase in sales, underscoring the prospects of
expanding packaged beef offerings.

Olayinka (2020) investigated food safety practices in Nigeria’s meat industry, focusing on
contamination and hygiene. Using a mixed-method design, the study combined observational
studies and surveys among meat vendors. Findings indicated significant hygiene challenges in
traditional markets, with over 60% of vendors lacking proper packaging. Vendors utilizing
modern techniques reported fewer contamination cases, suggesting improved food safety.
Yakubu and Salihu (2019) analyzed the role of packaging in promoting food safety and quality
in Nigeria’s meat industry through a quantitative approach with structured questionnaires
distributed to urban retailers. The study concluded that effective packaging could reduce
spoilage rates by up to 40%, enhancing product quality and safety, which can drive consumer
demand.

Olajide (2021) explored hygiene practices among meat vendors in Nigeria, utilizing qualitative
interviews with vendors in Lagos and Abuja. Results revealed that vendors with better hygiene
practices and modern packaging experienced higher consumer trust and loyalty, indicating a
correlation between hygiene, packaging, and sales. Akinyele (2021) examined the impact of
cold storage facilities on the shelf life of beef in Nigerian markets through a cross-sectional
study design. The study found that markets with cold storage facilities had a 50% longer shelf
life for beef, supporting the need for investment in refrigeration to enhance packaging and
selling opportunities.

Ojo and Adebayo (2019) conducted a policy analysis combined with surveys of stakeholders in
the beef industry, focusing on the implications for sustainable beef production in Nigeria. The
research highlighted the need for supportive government policies to promote packaging
innovations, with stakeholders indicating that clear regulations could enhance the attractiveness
of packaged beef. Adewale and Idris (2023) assessed the impact of consumer behavior on the
packaging of meat products in Nigeria using a quantitative survey of urban consumers. The
study found that 75% of consumers preferred packaged beef due to perceived quality and
safety, suggesting significant market potential for packaged beef products.

Mabogunje (2020) employed a case study approach focused on beef suppliers in Oyo State to
explore the challenges of beef supply chain management in Nigeria. The research identified
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poor transportation logistics and inadequate packaging as challenges but indicated that
overcoming these issues could lead to improved market access and profitability. Fasina and
llesanmi (2021) utilized a mixed-method approach involving surveys and focus groups to
explore consumer perceptions of meat packaging and food safety in Nigeria. The research
findings revealed that consumers expressed strong preferences for visually appealing and
informative packaging, linking enhanced packaging to higher trust and willingness to pay.

Bello and Lawal (2018) analyzed branding and packaging in the meat industry through content
analysis of strategies used by various meat producers. Their study found that effective branding
and packaging significantly influenced consumer choices, with producers who invested in
quality packaging reporting increased sales. Obinna (2022) conducted qualitative interviews
with stakeholders across the beef supply chain to address the challenges of meat packaging in
Nigeria. Stakeholders emphasized the need for training in modern packaging technologies and
indicated that government incentives could enhance adoption rates, ultimately benefiting the
industry.

Usman and Shehu (2023) examined how packaging innovations could enhance meat quality
through surveys and interviews with butchers in northern Nigeria. The research revealed that
investment in modern packaging techniques improved meat quality and shelf life, leading to
better customer satisfaction and loyalty.

METHODOLOGY

The research design adopted for this study is the survey design. This approach is deemed
appropriate because it allows for the collection of data from a defined population to assess
opinions, attitudes, and behaviors systematically. The survey design ensures that an accurate
sample is selected to gather targeted results, from which conclusions can be drawn and
important decisions can be made.

Furthermore, descriptive statistics was used to analyze the data collected. Descriptive statistics
help summarize and interpret the data, providing a clear understanding of the responses. The
study utilized a structured questionnaire containing both open-ended and close-ended questions,
with the close-ended section using a five-point Likert scale ranging from Strongly Agree (SA),
Agree (A), Undecided (U), Disagree (D), and Strongly Disagree (SD). This scale facilitates the
quantification of respondents' opinions and enhances the reliability of data interpretation.

The population of the study comprises residents in Bida and vendors who sell beef to assess
their willingness to engage in packaging and sales of beef in the local community. The total
population was determined to be 520, consisting of 500 residents and 20 local vendors. This
figure was derived from preliminary field visits and existing local government records on
registered meat vendors and consumer demographics.

The study determined the sample size using the Taro Yamane’s formula. Hence the sample size
was determined using the formula as stated below:

n=_N
1+N(e)*
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Where: N=Population of the study
n=sample size
e=level of significance (0.05)
I=constant
Therefore, n can be determined thus:
n=__520
1+520(0.05)*
n=226
Residents = 500x226 =217
520
Local Bakeries = 20x226 =9
520
Therefore, the sample size is 226.

Operationalization of Variables

eveeneenn. UIM Volume 4, Number 1, March 2025

Dependent Variable: Willingness to engage in packaged beef sales

Independent Variables: Consumer perception, cost implications, and market feasibility

The measurement of these variables was carried out using a structured questionnaire designed
with items measured on a five-point Likert scale. The questionnaire items were self-developed,
ensuring that they align with the study’s research objectives. The development process

involved:

Review of literature on meat packaging trends and consumer behavior, consultation with
experts in agribusiness and food marketing to validate the questionnaire items and pilot testing
with a small group of respondents to refine the questions for clarity and reliability.
Additionally, theoretical frameworks such as Diffusion of Innovation Theory (Rogers, 2003)
and Consumer Decision-Making Model guided the operationalization, ensuring that the
constructs were measured in a manner consistent with existing research in food packaging and

marketing.

226
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RESULTS AND DISCUSSION
Table 1: Demographic Characteristics of Respondents
Description Categories Frequency Percentage (%)
Questionnaire Retrieval Retrieved 220 97
Not Retrieved 6 3
Gender Male 140 64
Female 80 36
Age 20-40 years 160 73
41 years and above 60 27
Marital Status Married 150 68
Single 70 32
Educational Qualification | ND/NCE 100 46
HND/BSc 90 41
MBA/MSc 30 14
Total 220 100

Source: (Field Survey, 2024)

The survey achieved a high response rate of 97%, indicating strong participation from
respondents in Bida. The gender distribution shows that 64% of respondents were male,
suggesting male dominance in the beef packaging and selling business, potentially due to
cultural and economic factors. Age distribution highlights that 73% of respondents are within
the 20-40 age bracket, implying that younger individuals are more engaged in the sector,
possibly due to their adaptability to innovation and new business models.

Marital status data reveals that 68% of respondents are married, indicating that family
responsibilities may drive involvement in the beef business. Educational qualifications show
that 46% of respondents hold ND/NCE certificates, 41% possess HND/BSc degrees, and 14%
have MBA/MSc qualifications. This suggests a significant level of tertiary education among
participants, which could enhance business efficiency. However, the relatively low percentage
of postgraduate degree holders may indicate a lack of advanced business strategies in the
sector.

Overall, the demographic data provides useful insights into the characteristics of individuals
engaged in the beef packaging and selling industry in Bida. Addressing gender balance,
leveraging the youthful workforce, and attracting more highly educated individuals could
enhance the industry’s growth and competitiveness.

Computation of Perception Index

To strengthen the analysis, a perception index was computed by assigning numerical values to
response categories: Strongly Agree (5), Agree (4), Undecided (3), Disagree (2), and Strongly
Disagree (1). The weighted mean score was calculated using:
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Perception Index = (5 x SA)+ (4x A) B3 x U) (2x D) (1 xSD)

Total Respondents

A perception index above 3.0 indicates a positive perception, while below 3.0 suggests a
negative perception.

Table 2: Consumer Perception of Modern Packaging Increasing Customer Interest in
Buying Beef

Option Respondents Percentage (%) Weight
Strongly Agree 100 45 500
Agree 80 36 320
Undecided 20 9 60
Disagree 15 7 30
Strongly Disagree 5 2 5
Total 220 100 915

With a perception index of 4.16, respondents strongly agree that modern packaging enhances
customer interest in buying beef. This suggests that aesthetically packaged beef could attract
more customers and increase sales in Bida.

Table 3: Consumer Perception of Attractive Packaging Improving Sales

Option Respondents Percentage (%) Weight
Strongly Agree 95 43 475
Agree 85 39 340
Undecided 25 11 75
Disagree 10 5 20
Strongly Disagree 5 2 5
Total 220 100 915

The perception index of 4.16 indicates a strong agreement that visually appealing beef
packaging contributes to higher sales in the Bida market.
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Table 4: Perception of Modern Packaging Improving Hygiene and Quality

Option

Strongly Agree
Agree

Undecided
Disagree

Strongly Disagree

Total

110
70
20
15

5

220

50
32
9
7
2
100

Respondents Percentage (%) Weight

550
280
60
30
5
925

The perception index of 4.20 suggests that respondents strongly believe modern packaging

enhances hygiene and beef quality, making it a crucial factor in the purchasing decision.

Table 5: Perception of Modern Packaging Extending Shelf Life and Reducing Spoilage

Option

Strongly Agree
Agree

Undecided
Disagree

Strongly Disagree

Total

105
80
20
10

5

220

48
36
9
5
2
100

Respondents Percentage (%) Weight

525
320
60
20
5
930

With a perception index of 4.23, respondents highly favor the idea that modern packaging

extends shelf life and reduces spoilage.

Table 6: Perception of Strong Demand for Hygienically Packaged Beef

Option

Strongly Agree
Agree

Undecided
Disagree

Strongly Disagree
Total

WWW.Ujm.com.ng

90
85
25
15
5
220

41
39
11
7
2
100

Respondents Percentage (%) Weight

450
340
75
30
5
900
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A perception index of 4.09 shows that a strong demand exists for hygienically packaged beef in
Bida, reinforcing the need for improved packaging techniques.

Challenges in Adopting Modern Packaging for Beef Sales
Table 12: Perception of High Cost of Packaging Materials as a Challenge
Perception Index = 885=4.02

220

A major challenge identified is the high cost of packaging materials, with a perception index of
4.02. This suggests that beef sellers perceive the expenses associated with modern packaging as
a significant barrier to transitioning from traditional methods.

Table 13: Perception of Lack of Knowledge and Training as a Barrier
Perception Index = 930=4.23
220

Another critical challenge is the lack of knowledge and training on modern packaging
techniques, indicated by a perception index of 4.23. This is the highest among the challenges,
showing that inadequate awareness and technical know-how are substantial obstacles.

Table 14: Perception of Inadequate Infrastructure Limiting Modern Packaging
Perception Index = 925=4.20
220

Similarly, inadequate infrastructureis also a major limitation, with a perception index 0f4.20,
suggesting that essential facilities such as cold storage and hygienic processing units are
insufficient to support modern packaging initiatives.

Table 15: Preference for Traditional Selling Over Modern Packaging
Perception Index = 900=4.09
220

Furthermore, cultural and consumer preferences play a significant role, as indicated by the
preference for traditional selling methodsover modern packaging, with a perception index
0f4.09. Many sellers and consumers may be accustomed to buying beef in traditional open
markets, making the adoption of modern packaging less appealing.

Table 16: Insufficient Government Regulation and Support
Perception Index = 890=4.05
220
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Additionally, the lack of sufficient government regulation and support (perception index of
4.05) suggests that policies and incentives needed to encourage modern packaging are
inadequate.

Table 17: High Initial Investment as a Barrier
Perception Index = 915=4.16
220

The high initial investment required, which has a perception index of 4.16, reinforcing concerns
about the financial burden of modernizing beef sales.

The perception indices across all areas indicate strong support for modern packaging but also
highlight significant barriers, particularly cost, lack of training, and infrastructure limitations.
Policies aimed at addressing these issues, including financial incentives and training programs,
would enhance the adoption of modern beef packaging in Bida.

Discussion and Summary of Findings

The findings of this study indicate strong consumer interest in modern packaging for beef in
Bida, Niger State, with potential benefits such as increased customer appeal, improved hygiene,
and extended shelf life. However, several barriers hinder its adoption, including high costs, lack
of training, inadequate infrastructure, and government support.

The study aligns with prior research, particularly Chukwu and Bello (2022), who found that
modern food packaging improves sales but is constrained by cost and lack of technical
knowledge. Similarly, Ibrahim (2023) highlighted inadequate cold chain logistics and weak
government support as significant challenges, which resonate with the findings of this study.
Furthermore, Yakubu and Salihu (2019) established that effective packaging reduces spoilage
rates by up to 40%, supporting the perception that modern packaging enhances hygiene and
shelf life.Findings therefore reveal that:

i. Consumer Preference for Modern Packaging: The study confirms that modern
packaging increases customer interest, improves hygiene, and extends shelf life, aligning
with prior research on consumer demand for hygienically packaged beef.

ii. Challenges in Adoption: High costs, lack of knowledge, and inadequate infrastructure
remain major barriers, consistent with previous studies that emphasized financial
constraints and weak policy support.

iii. Need for Policy and Investment Support: Findings suggest that government intervention,
training, and infrastructure investment are crucial for successful adoption, reinforcing prior
studies advocating for policy-driven solutions to packaging challenges.

Managerial Implication and Recommendations

Based on the findings and conclusion, the following recommendations are put forward:
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i. Subsidizing Packaging Materials

The high cost of modern packaging materials remains a major barrier to adoption. The
government and private stakeholders should provide subsidies or financial support to reduce
these costs, making modern packaging more affordable for beef sellers. By lowering the cost
burden, more vendors will be encouraged to transition from traditional wrapping methods to
hygienic, standardized packaging. This will ultimately enhance food safety and prolong shelf
life, reducing waste and improving profitability.

ii. Training and Infrastructure Development

A lack of knowledge and inadequate cold storage infrastructure prevents many beef sellers
from adopting modern packaging techniques. Regular training programs should be organized to
educate sellers on proper packaging methods, storage practices, and compliance with food
safety regulations. Additionally, investments in cold chain infrastructure such as refrigerated
storage and transport will ensure that packaged beef maintains its quality and freshness. These
measures will not only improve product safety but also enhance the overall efficiency of beef
distribution.

iii. Consumer Awareness Campaigns

Many consumers resist modern beef packaging due to cultural preferences for open-display
meat purchases. To overcome this, targeted awareness campaigns should be conducted to
educate consumers on the benefits of modern packaging, particularly regarding hygiene,
extended shelf life, and reduced contamination risks. Such campaigns can be implemented
through media advertisements, community outreach programs, and market demonstrations.
When consumers understand and appreciate the advantages of hygienically packaged beef,
demand will increase, encouraging sellers to adopt modern packaging methods.

Conclusion

The study on the “Prospects and Challenges of Packaging and Selling of Beef (Cow Meat) in
Bida, Niger State” highlights both promising opportunities and significant challenges in the
local beef market. Modern packaging methods have the potential to revolutionize beef sales by
enhancing hygiene, improving shelf life, and increasing consumer interest. With over 80% of
respondents supporting the benefits of modern packaging, there is a clear indication that such
techniques could greatly improve the quality and attractiveness of beef products.

However, the study also underscores several barriers that limit the adoption of these methods.
High costs of packaging materials, lack of knowledge and training, inadequate infrastructure
like cold storage, and insufficient government support are major hindrances. Additionally,
cultural resistance to change, where traditional selling methods are preferred by many
customers, presents a challenge to the broader acceptance of modern packaging. The findings
reveal a need for a balanced approach that addresses these obstacles while promoting the
benefits of modern packaging to both sellers and consumers in Bida.
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