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ABSTRACT:

Aims:
There has been a continuous problem of price and sales volume fluctuation over the years as a result of
marketing inefficiencies which has led to short supply of beef and beef products as well as a threat to the
livelihood of families that depend on beef business for survival. The short fall in supply of cattle has often
been linked to the high cost of cattle marketing. This study therefore focused on the analysis of factors
that determine the marketing margin realizable from beef marketing in Benin City Metropolis.
Study design: A simple random sampling method was used in selecting 120 respondents from the
sampling frame of the registered butchers in Benin. Half of this (60) were selected from the main abattoir
while the remaining (60) were selected from the other slaughtering slabs and markets to give a total of
120 respondents.
Place and Duration of Study: Benin City Metropolis, South-South Nigeria, between March and July
2011.
Methodology: The primary data used in this study were generated from the random sampling of 120
respondents, through the administration of well structured questionnaire. Data collected were analyzed
using descriptive statistics, tables and multiple regression analysis.
Results: Results from the study showed that majority of the marketers were married (85%), fairly
educated with good marketing experience and still in their active age of production (87.5% were within the
age bracket of 30-39 years). Result of the regression analysis indicated that marketing cost (packaging,
handling, processing, and transportation costs) explained about 91% of the systematic variation in the
marketing margin realized from beef marketing in the study area. It was also shown that unavailability of
credit facilities, high cost of transportation, high marketing charges and perishability of beef were the most
serious constraints faced by the marketers.
Conclusion: The study concluded that steps must be taken to ensure the survival of the beef marketing
sub-sector of the economy. It therefore recommended the provision of mobile cold rooms at rentable
costs for improved transportation and hence, reduced perishability of beef. This would go a long way in
sustaining the business of beef marketing in the study area.
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INTRODUCTION

THE FLESH OF BOVINE ANIMAL THAT IS IN BUTCHERY IS CALLED BEEF.  IT IS USED
GENERALLY TO REFER TO THE MEAT OF A HEIFER, COW, BULL, YOUNG BULL,
BULLOCK OR STEER, EVEN IF THE TENDERNESS AND FLAVOUR MAY VARY GREATLY
(1). IN NIGERIA, THERE IS HIGH RATE OF SPOILAGE OF AGRICULTURAL PRODUCTS
(INCLUDING BEEF), ARISING FROM POOR STORAGE AND TRANSPORTATION
FACILITIES THEREBY HAMPERING THE TOTAL SUPPLY OF FOOD REACHING THE
CONSUMERS’ TABLE (2). ACCORDING TO THE NATIONAL LIVESTOCK PROJECT
DIVISION (3), THE SUPPLY OF CATTLE AND ITS PRODUCT HAS BEEN DECLINING
WHILE THE DEMAND HAS BEEN INCREASING.

THE SHORT FALL IN SUPPLY OF CATTLE HAS OFTEN BEEN LINKED TO THE HIGH
COST OF CATTLE MARKETING. THIS IS BECAUSE, THE CATTLE ARE BROUGHT FROM
THE NORTHERN PART OF THE COUNTRY TO THE SOUTH. THERE IS USUALLY A HIGH
COST OF TRANSPORTING THE CATTLE, CONSIDERING THE LONG DISTANCE THAT
THE TRADERS HAVE TO TRAVEL WITH THEM. (4), ATTRIBUTED SUCH SHORT FALL TO
THE PHENOMENAL RISE IN THE PRICE OF ANIMAL FEED, WHICH ACCOUNTS FOR
ABOUT 60-80% OF THE COST OF INTENSIVE PRODUCTION, PARTICULARLY FOR
RUMINANTS. THE RESEARCHER FURTHER OPINED THAT THIS HAS THE EFFECT OF
ESCALATING THE PRICES OF ANIMAL PRODUCTS BEYOND THE REACH OF THE
AVERAGE NIGERIAN. OTHER FACTORS THAT CAN ALSO AFFECT THE MARKETING OF
BEEF INCLUDE, MARKET POLICY, MARKETING DEVELOPMENT, MARKET
INFRASTRUCTURE, MARKET INFORMATION, AND ENABLING ENVIRONMENTS.
MARKETING MARGIN ALSO CONSTITUTE A MAJOR COMPONENT OF THE HIGH PRICES
OF THESE PRODUCTS. IT IS ALLEGED THAT THE INVOLVEMENT OF TOO MANY
MIDDLEMEN IN THE MARKETING OF ANIMAL PRODUCTS AND BY-PRODUCTS LEADS
TO AN INEFFICIENT DISTRIBUTION SYSTEM, HIGH MARKETING COSTS AND MARGINS
(3).

THERE HAS BEEN A CONTINUOUS PROBLEM OF PRICE AND SALES VOLUME
FLUCTUATION OVER THE YEARS (5) AS A RESULT OF MARKETING INEFFICIENCIES (6)
WHICH HAS LED TO SHORT SUPPLY OF BEEF AND BEEF PRODUCTS. ALSO, IT IS
KNOWN FACT THAT MOST AGRICULTURAL PRODUCT ARE BULKY, PERISHABLE AND
HIGHLY PRONE TO MICROBIAL ATTACK WHICH LEADS TO THEIR DETERIORATION IN
QUALITY AND FINALLY RESULTS IN THE SPOILAGE AND WASTAGE OF THESE
PRODUCTS.

A LOT OF FAMILIES DEPEND ON THE BUSINESS OF BEEF MARKETING FOR
SUSTENANCE (7,6). ALTHOUGH THERE ARE MANY SOURCES OF ANIMAL PROTEIN,
STUDIES HAVE SHOWN THAT PRODUCTS FROM CATTLE ARE THE MOST COMMONLY
CONSUMED IN NIGERIA. BEEF CATTLE TRADE PROVIDES THE LARGEST LIVESTOCK
MARKET IN THE COUNTRY. THE INDUSTRY PROVIDES EMPLOYMENT FOR A LARGE
NUMBER OF THE POPULATION, INCLUDING BUTCHERS, ABATTOIR OWNERS, MEAT
SHOP OWNERS, TRANSPORTERS AND OTHER MARKETERS (7). THIS IS ASIDE THE
MILLIONS OF NIGERIANS WHO MAKE THEIR LIVELIHOOD FROM BEEF ENTERPRISES
AS CATTLE GRAZERS/NOMADS, BUTCHERS, BEEF PRODUCERS/PROCESSORS,
VETERINARY SERVICES PROVIDERS, MARKETERS, TRANSPORTERS AND PROVIDERS
OF SEVERAL ANCILLARY SERVICES. GOVERNMENT AGENCIES ALSO REALIZE A LOT
OF REVENUE FROM THE BEEF INDUSTRY THROUGH VARIOUS FORMS OF LEVIES,
MARKET CHARGES AND DIRECT TAXATION (8,9).
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THERE IS THEREFORE A VERY SERIOUS NEED TO ENSURE THE SURVIVAL AND
SUSTAINABILITY OF THIS IMPORTANT INDUSTRY SO AS TO AVOID ANY SUBTLE
THREAT TO THE LIVELIHOOD OF THE NUMEROUS FAMILIES THAT DEPEND ON BEEF
BUSINESS FOR SURVIVAL. THE KEY RESEARCH QUESTIONS THAT COME TO MIND
ARE: WHAT ARE THOSE COST COMPONENTS THAT DETERMINE THE MARGIN
REALIZABLE FROM BEEF MARKETING BY THE AVERAGE BEEF MARKETER IN BENIN
CITY? ARE THERE SERIOUS CONSTRAINTS THAT COULD THREATEN THE SURVIVAL
OF THE AVERAGE MARKETER IN THE BUSINESS OF BEEF MARKETING IN BENIN
METROPOLIS? THE SPECIFIC OBJECTIVES OF THIS STUDY WERE THUS TO EXAMINE
THE SOCIO-ECONOMIC CHARACTERISTICS OF BEEF MARKETERS IN BENIN
METROPOLIS, DETERMINE THE EFFECT OF MARKETING COSTS ON MARKETING
MARGIN REALIZABLE FROM BEEF SALES AND TO EXAMINE THE VARIOUS
CONSTRAINTS FACED BY MARKETERS OF BEEF IN THE STUDY AREA.

BEEF FORMS AN IMPORTANT ASPECT IN THE DIET OF PEOPLE LIVING IN BENIN CITY
AND THOSE MARKETING IT ALSO DEPEND ON IT AS A SOURCE OF LIVELIHOOD. AN
ANALYSIS OF THE EFFECT OF BEEF MARKETING COST ON MARKETING MARGIN OF
THIS NATURE IS INTENDED TO IDENTIFY POSSIBLE GAPS THAT COULD HELP
IMPROVE THE LIVELIHOOD OF THE PERSONS INVOLVED IN BEEF MARKETING, AND
AS SUCH ENSURE THE SUSTAINABILITY OF THE BUSINESS.

2. METHODOLOGY

AREA AND SCOPE OF THE STUDY: THE AREA FOR THIS STUDY IS BENIN CITY, EDO
STATE. THE STUDY WAS CARRIED OUT AT THE MAIN ABATTOIR IN BENIN CITY, AS
WELL AS OTHER SLAUGHTERING SLABS AND SOME MAJOR MARKETS IN THE CITY
BETWEEN JUNE AND AUGUST 2011. EDO STATE IS ONE OF THE 36 STATES OF
NIGERIA AND IT LIES WITHIN THE GEOGRAPHICAL CO-ORDINATES OF LONGITUDE 050

04` EAST AND 060 43` EAST AND LATITUDE 050 44` NORTH AND 070 34` NORTH OF THE
GREENWICH. IT IS BOUNDED IN THE NORTH BY KOGI STATE, IN THE SOUTH BY
DELTA STATE, IN THE WEST BY ONDO STATE AND IN THE EAST BY KOGI AND
ANAMBRA STATES. THE LOCAL  GOVERNMENT  AREAS (LGAS)  IN  BENIN
METROPOLIS ARE  OREDO, EGOR, IKPOBA-OKHA  AND  OVIA NORTH-EAST.

THE CITY IS CHARACTERIZED BY TWO CLIMATIC SEASONS: THE RAINY SEASON
BETWEEN APRIL AND OCTOBER, AND THE DRY SEASON BETWEEN NOVEMBER AND
MARCH. THE VEGETATIONS IDENTIFIED IN THE STATE ARE MANGROVE FOREST,
FRESH SWAMP AND SAVANNAH VEGETATIONS. THE MEAN ANNUAL RAINFALL IN THE
SOUTHERN PART OF THE STATE IS ABOUT 252MM-254MM, WITH AVERAGE
TEMPERATURE RANGING FROM A MINIMUM OF 240C TO A MAXIMUM OF ABOUT 330C.

THE MAIN OCCUPATION OF THE PEOPLE IS FARMING AND CARVING. THEY ALSO
ENGAGE IN OTHER OCCUPATIONS LIKE LIVESTOCK FARMING, SMALL AND MEDIUM
SCALE BUSINESS AND ENGAGE IN JOBS DONE BY ARTISANS. MANY OF THE CIVIL
SERVANT WORKERS ENGAGE IN FARMING ON PART-TIME BASIS.

SAMPLING PROCEDURE/METHOD OF DATA COLLECTION: PRIMARY DATA THAT
WERE USED FOR THIS STUDY WERE COLLECTED THROUGH THE USE OF WELL-
STRUCTURED QUESTIONNAIRE ADMINISTERED TO RESPONDENTS AND THROUGH
PERSONAL INTERVIEWS. THE SAMPLING FRAME WAS DRAWN FROM THE LIST OF
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REGISTERED BUTCHERS IN BENIN MAIN ABATTOIR, OTHER SLAUGHTERING SLABS
AND SOME MARKETS (OBA, NEW BENIN AND USELU) IN BENIN CITY. THIS LIST WAS
OBTAINED FROM THE REGISTERED BUTCHERS’ ASSOCIATION IN BENIN CITY.
INFORMATION GATHERED FROM RECONNAISSANCE SURVEY INDICATED THAT
THERE ARE ABOUT 300 REGISTERED BUTCHERS IN BENIN MAIN ABATTOIR AND
ABOUT 100 OTHERS SCATTERED AROUND THE TEN SLAUGHTERING SLABS IN BENIN.

A SIMPLE RANDOM SAMPLING METHOD WAS USED IN SELECTING 120
RESPONDENTS FROM THE SAMPLING FRAME OF THE REGISTERED BUTCHERS IN
BENIN. HALF OF THIS (60) WERE SELECTED FROM THE MAIN ABATTOIR WHILE THE
REMAINING (60) WERE SELECTED FROM THE OTHER SLAUGHTERING SLABS AND
MARKETS TO GIVE A TOTAL OF 120 RESPONDENTS.

DATA ANALYSIS: THE SOCIOECONOMIC CHARACTERISTICS OF RESPONDENTS IN
THE STUDY AREA WERE ANALYZED USING A TABLE AND DESCRIPTIVE STATISTICS.
THE LINEAR REGRESSION MODEL WAS USED TO DETERMINE THE EFFECT OF
MARKETING COSTS ON THE MARKETING MARGIN REALIZABLE FROM THE
MARKETING OF BEEF IN BENIN CITY. THE MODEL IN EXPLICIT FORM WAS STATED AS:
MMI = Β0 + Β1HCI + Β2PCI + Β3PRCI + Β4TRCI + µI …………………….. [2]

WHERE: MM = MARKETING MARGIN; PC = PACKAGING COST; HC = HANDLING
COST; PRC=PROCESSING COST

TRC = TRANSPORTATION COST; µI = STOCHASTIC ERROR TERM.

THE VARIOUS CONSTRAINTS FACED BY MARKETERS OF BEEF IN THE STUDY AREA
WERE RANKED IN A FIVE-POINT LIKERT-TYPE SCALE (WHICH IS AN ORDINAL LEVEL
OF MEASUREMENT), AS ADOPTED FROM (10). RESPONSES TO THE VARIOUS
CONSTRAINTS WERE SCORED IN A WAY THAT THE RESPONSE INDICATING THE
MOST SERIOUS CONSTRAINT WAS GIVEN THE HIGHEST SCORE OF FIVE. THESE
RESPONSES WERE GROUPED INTO FIVE THUS: VERY SERIOUS (VS) = 5; SERIOUS (S)
= 4; MODERATELY SERIOUS (MS) = 3; LEAST SERIOUS LS = 2; NOT SERIOUS (NS) = 1.
FOR A GIVEN CONSTRAINT, THE MEAN WAS COMPUTED BY SUMMING THE SCORE ON
EACH ITEM AND THEN DIVIDING BY THE TOTAL NUMBER OF RESPONSES. ANY MEAN
WAS LESS THAN THREE (X < 3) INDICATES THAT THE PARTICULAR CONSTRAINT IS
NOT VERY SERIOUS WHILE ANY MEAN EQUAL TO OR GREATER THAN THREE ( X ≥ 3),
INDICATES THAT THE CONSTRAINT IS A SERIOUS.

3. RESULTS AND DISCUSSION

3.1 Socioeconomic Characteristics of Respondent

Data analysis shows that 52.5% of the respondents were female beef marketers while 47.5%
were male (Table 1). This suggests that beef marketing in Benin metropolis is both male
and female oriented business The result also shows that 87.5% of the beef marketers fell
within the age of 30-39 years and 11.7% were in the age bracket of 20-29 years while only 0.8%
of them were in the range of 40-49 years of age. This implies and that majority of beef
marketers in Benin metropolis were between the ages of 30-39 years, which is an
indication that most of the respondents were still in their active age.



* Tel.: +xx xx 265xxxxx; fax: +xx aa 462xxxxx.
E-mail address: xyz@abc.com.

The result presented in Table1 also shows that 85% of the respondents were married while
only 15% of them were single. There was no respondent for the, widowed, and divorced
categories. This suggests that majority of beef marketers were men and women with
wives and husbands respectively. This is in agreement with the study carried out by (11),
an indication that beef marketing can be a source of livelihood for households. The result
also shows that 88.3% of the respondents were in the 1-5 and 6-10 categories of family size
represented by 53.3% and 35.0% respectively. Only 11.7% of the respondents were in the HH
family size category of above 10. This implies that most of the beef marketers in Benin had
large small HH household (House Hold) sizes. The result contrasts with findings by (12), in
a study of mutton marketing in Kano Metropolis, Nigeria, who reported HH sizes of 6-10
for 41 percent of marketers. Again (13), in a study on the economic analysis of fresh
tomato marketers in Bauchi metropolis, Nigeria, reported HH size of 1-5 for 32 percent of
the marketers with the majority of 46 percent accounting for 6-10. The HHs were
categorised as small and medium sizes respectively.

The result in Table1 also shows that beef marketers with secondary education had the
highest proportion (62.5%) and 25.8% had primary education. This suggests that most of
the beef marketers in Benin metropolis had primary education and could access formal
sources of information that could improve their business. This is so because education
improves the ability of farmers (and marketers) to make accurate agricultural (marketing)
decisions and to innovate (14 Omoregbee, 1996 and 15). According to World Bank report, the
output of an educated farmer is about 13% higher than that of the uneducated. The obvious
reason for this is that, the educated and literate farmer has the added advantage of knowing
with little promptings, the rules of application of production inputs in order to achieve optimum
result.Literate traders have also been reported to be faster in adopting new marketing
ideas than their illiterate counterparts, and would find it relatively easier to deal with
clientele in the exchange process (16). This result is similar to the findings (17). Again
the result presented in Table 1 shows that 31.7% of the marketers had been in the business for
6-10nyears. This was closely followed by those with marketing experience of 26-30 years
(23.3%) and those with marketing experience of 11-15 years (21.7%). This suggests that the
beef marketers scarcely leave the business, an indication of stability.

Table 1: Socioeconomic Characteristics of Beef Marketers in Benin Metropolis

Items Frequency Percentage
Gender: Males

Females
57
63

47.5 47.50
57.5 23.30

Total 120 100
Age (Yrs.): 20-29

30-39
40-49

14
105
1

11.7 11.70
87.5 87.50
0.8 0.80

Total 120 100
Marital status: Married

Single
102
18

85.0 85.00
15.0 15.00

Total 120 100
Family Size (Persons): 1-5

6-10
>10

64
42
14

53.3 53.30
35.0 35.00
11.7 11.70

Total 120 100
Level of Education:
No formal education 12 10 10.00
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Primary education
Secondary education
Tertiary education

31
75
2

25.8 25.80
62.5 62.50
1.7 1.70

Total 120 100
Marketing Experience (Yrs):
1-5
6-10
11-15
16-20
20-25
26-30

5
38
26
10
13
28

4.2 4.20
31.7 31.70
21.7 21.70
8.3 8.30
10.8 10.80
23.3 23.30

Total 120 100
Source: Field Survey 2011.

Effect of marketing cost on marketing margin realizable from beef sales in the study
Area: Results presented in Table 2 shows the relationship between marketing margin and
marketing cost incurred by respondents in the beef marketing effort. A critical
examination of the result shows that marketing cost (packaging, handling, processing,
and transportation costs) explained about 91% of the systematic variation in marketers’
margin. This implies that only about 9% of the variations in marketing margin were
unexplained by the marketing cost incurred. The F-statistics which shows the overall
“goodness of fit” of the model shows that there is a significant linear relationship
between the marketing margin and marketing cost taken together at 5% level of
significance. Also, all the independent variables were significant at 1% level of
significance. The coefficients of the packaging and processing costs were 12.34 and 7.64
respectively while those of handling and transportation costs were -1.00 and -0.32,
respectively. These are in line with a priori expectation. The results showed that a unit
increase in handling and packaging costs will respectively increase marketing margin by
N7.64 and N 12.34 while a unit increase in the handling and transportation costs will
decrease marketing margin by N 1.00 and N 0.32 respectively. The result of the
regression of marketing costs on the marketing margin of wholesalers in the study area
is also indicated in Table 2. The result shows that the packaging cost, handling cost,
processing cost and transportation cost explained over 81% of the variations in the
marketing margin for beef in the study area. The linear model fit the variable well as
indicated by the F-statistic significant level (1%). However, only the packaging and
handling costs were statistically significant at 1% level. The coefficients of the packaging
and handling costs were 15.37 and -0.98 respectively. The result shows that a unit
increase in packaging and processing costs will increase marketing margin by N 15.37
and N 1.65 while a unit increase in the handling and transportation costs will decrease
marketing margin by N 0.98 and N 0.41, respectively. The result of the regression of
marketing costs on the marketing margin realized by retailers in the study area is also
presented in Table 2. The result shows that packaging cost, handling cost, processing
cost and transportation cost explained over 89.7% of the variations in the marketing
margin realized by beef marketers in the study area. Again, the linear model fit the
variable well as indicated by the F-statistic significant level (1%). Also, all the
independent variables were significant at 1% level of significance. The coefficients of
packaging and processing costs were 15.92 and -2.86 respectively while those of
handling and transportation cost were respectively -1.02 and -0.24. The result is an
indication that a unit increase in packaging cost will increase marketing margin by
N15.92 while a unit increase in the handling, processing and transportation costs will
decrease marketing margin by N 1.02, N 2.86 and N 0.24 respectively. Again, these
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findings are in consonance with the report by (6), that transportation cost, cost of
packaging, marketing and processing charges were the main cost components of beef
marketing in Edo State and (18), who reported that transportation cost and other
variables were major determinants of income realizable from snail marketing in Benin
City.

Table 2: Parameter Estimates of the Marketing Models
Variable Coefficient Std. Error t-Statistic Prob.

Entire sample
PACKAGING 12.34 1.08 11.42 .000

HANDLING -1.00 0.04 -23.80 .000

TRANSPORT -0.32 0.11 -2.90 .008

PROCESSING 7.64 1.84 4.15 .000

Constant 35.04 19.57 1.79 .076

R-squared 0.91

Adjusted R-squared 0.83

F-statistic 311.00 .000

Wholesalers
PACKAGING 15.36 5.17 2.97 .009

HANDLING -0.97 0.26 -3.73 .002

TRANSPORT -0.40 0.56 -0.71 .483

PROCESSING 1.65 6.28 0.26 .795

Constant 8.67 107.02 0.08 .936

R-squared 0.81

Adjusted R-squared 0.76

F-statistic 18.52 .000

Retailers

PACKAGING 15.92 1.08 14.74 .000

HANDLING -1.01 0.05 -20.20 .000

TRANSPORT -0.24 0.14 -1.71 .091

PROCESSING -2.86 0.38 -7.52 .000

Constant 21.07 249.41 0.84 .400

R-squared 0.89

Adjusted R-squared 0.72

F-statistic 204.38 .000

Source: Computed from Field Survey Data, 2011.

Constraints Faced by Marketers in the Marketing of Beef in the Study Area



* Tel.: +xx xx 265xxxxx; fax: +xx aa 462xxxxx.
E-mail address: xyz@abc.com.

A summary of constraints faced by beef marketers in the study area is presented in Table
3. From the Table, unavailability of credit facilities, high cost of transportation, high
marketing charges and perishability of beef were the most serious constraints faced by
the marketers, since these variables had means of at least three ( x ≥ 3) while, the
constraints of high processing cost and poor storage facilities had means less than
three, and as such, were not regarded as major constraints to beef marketing in the
study area. These findings corroborate earlier finding from the regression analysis on
the significant effect of marketing costs on marketing margin realizable from beef sales.
It is however curious to note that, despite these constraints, the marketers keep at this
activity, as corroborated by the stability in the sector (as discussed under the
socioeconomic sector). This may not be unconnected with the high unemployment rate
in the region, which leaves the marketers with very limited alternative sources of income
for sustenance. The implication is that serious attention must be paid to these
constraints if the business of beef marketing must be sustained in the study area.

Table 3: Constraints Faced by Marketers in the Study Area
Constraints Mean value (x) Standard deviation

Unavailability of Credit

High Cost of Transportation

High Marketing Charges

Perishability of Beef

High Processing Cost

Poor Storage Facilities

3.5889 3.59

3.5856 3.59

3.5075 3.51

3.0976 3.10

2.7941 2.79

2.3944 2.39

1.41337 1.41

1.39137 1.39

1.71776 1.72

1.70007 1.70

1.47143 1.50

1.52577 1.53

Source: Field Survey, 2011.

4. CONCLUSION

It has been shown in this study that beef is mainly marketed in Benin City by predominantly married, fairly
educated and experienced female respondents still in their active age of production. The major factors
that determined the marketing margin realizable from beef sales were shown to be packaging, handling,
processing and transportation costs. It was also shown that unavailability of credit facilities, high cost of
transportation, high marketing charges and perishability of beef were the most serious constraints faced
by the marketers. This is an indication that, to a large extent, improvement in the livelihood of beef
marketers in the metropolis could be achieved by helping to ameliorate these constraints. Also, the
amount of funds the marketers are willing to commit to these aspects of marketing cost would go a long
way in determining what they would realize in terms of profit margin. These findings have policy
implications with respect to age and gender perspectives, since this aspect of the economy is critical to
the economic base of the individual family unit, predominantly run by the female folk (19). The economic
security of women (through increased income generation) have been advocated, based on the critical role
they play in the household economy (20). The government must therefore encourage the its survival of
the beef marketing subsector which, as shown in this study, is dominated by young educated females.
Based on this, it is safe to recommend that:
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- Government and Community Based Organizations (CBOs) as well as other Non-Governmental
Organizations (NGOs) should help in the provision of mobile cold rooms at rentable costs for improved
transportation and hence, reduced perishability.

- Efforts should be made to make credit facilities available and sensitize marketers of beef on the
need to invest wisely on critical aspects of beef marketing cost so as to ensure increased profitability and
by extension, improved livelihood and sustainability of the business.
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