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Abstract: Thestudy,analysisofbeefmarketingwasconductedinJalingoLocalGovernmentAreaofTarabaState,Nigeria
.Thespecificobjectivesofthisstudywereto: Describethesocio—
economiccharacteristicsofbeefmarketers,determinecostsandreturnsofbeefmarketingandidentifytheconstraintsofb
eefmarketinginthestudyarea.Primarydatawerecollectedfrom75beefmarketersusingstructuredquestionnaire.Apurp
osivesamplingtechniquewasusedtoselectSwardsoutofthel0wardsinJalingoLocalGovernmentbaseontherelevantof
beefmarketingandbeefmarketerswererandomlyselected. Theresultsonthesocio—
economiccharacteristicsofbeefmarketersrevealedthat,(100%) marketersweremale,(80%)
wereyoungadultofbelow46yearsofage,(74.7%)weremarriedwithlargefamilysize. Theresultalsoshowsthat(61.33%)
oftherespondentsdependontheirpersonalsavingforfinance.Resultsoncostandreturnsofbeefmarketingusinggrossma
rginanalysisrevealedthattotalaveragecostsperweekofbeefmarginas:#285,483.69,whileGrossincome,Grossmargi
n,netincomeandreturnonNairainvestedof:%320,662.72,%43,556.86%35,179.03and

A0. 1 2krespectivelywhich showsthatbeefmarketingisa
profitableventureinthestudyarea.lnadequatefunds,pricefluctuation,highcostoftransportation,inadequatestoragean
dpreservationfacilitieswereamongthemajorconstraintsconfrontingbeefmarketinginthestudyarea.Basedonthefindi
ngsthefollowingrecommendationsweremadethat,beefmarketersshouldjoinorformcooperativesinordertoaccesscre
ditfacilitiesfrom banks. Also, Governmentshouldsite abattoirnearthe beefmarketto reduce transportation
costsaswellprovidebasicamenitiesinthearea.
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I. Introduction

Beefisthethirdmostwidelyconsumedmeatintheworld,accountingforabout25%ofmeatproductionworldwid
e,afterporkandpoultryat38%and30%respectively.Inabsolutenumbers,theUnitedStates,Brazil,andthepeoplesofRep
ublicofChinaaretheworld’sthreelargestconsumersofbeef.Onapercapitalbasisin2009, Argentineeatthemostbeefat64.
6kgperperson;peopleintheUnitedStateeat40.2kg,whilethoseintheEuate16.9kg. Theworld’slargestexportersofbeefar
eBrazil,India,AustraliaandtheUnitedStateinthatorder(Ebewore&Idoge,2013).

Theimportanceofthelivestocksub—
sectortotheNigerianeconomyderivesnotonlyfromitssubstantialcontributiontothe
GrossDomesticProduct(GDP),butalsofromitsupplyofanimalproteinofvalueinhumannutrition(Njoku,1998ascitedE
beworeandldoge,2013).

BeefisanexcellentsourceofcompleteproteinandmineralssuchasZinc,Selenium,Phosphorusandiron andB-
Vitamins.Redmeatis themost significant dietarysourceof Creatineandlikeanyothermeat
(pork,fish,veal,lamb),isasourceofcreatinine.Creatineisconvertedtocretinineduringcooking. Theimportanceofanimal
proteininmandietassourceofessentialaminoacidcannotbeover—
emphasized.Animalsourcessupplyvaluableamountofproteintomanforhiswell—-
being.TheFoodandAgricultureOrganization(FAO)recommendedthatdailyproteinintakeforanindividualshouldbe65
gofwhich35gshouldbeobtainedfromanimalsource. Theeconomicimportanceofbeefincreasesassocietiesevolvefroms
ubsistenceagriculturetocashbasedeconomy.Theyareasourceofemployment,collateralandinsuranceagainstnaturalcal
amities.Somefarmerskeepcattleforprestigeandpleasure(Shackletonetal,1999). Moreimportantly,indigenouscattlear
evaluablereservoirsofgenesforadaptiveandeconomictraits,providingdiversifiedgeneticpool,whichcanhelpinmeetin
gfuturechallengesresultingfromchangesinproductionsourcesandmarketrequirements(FAQ,2007).
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Socio-
culturalfunctionofcattleinclude:useasbridepriceandtosettledisputes(asfine)incommunalareas(Chimonyoetal.,1999

Theyarereservedforspecialceremonial gatheringssuchasmarriage feasts,wedding,
funerals,namingceremoniesandcircumcision(Bayeretal;2004).
Pricesofbeefandmeatproducts,availability,culturalfactors,religiousprohibitsoftimetrend,andlevelofeducat
ionalarethemajorfactorsdeterminingthedemandforvariouslivestockproductsinNigeria.lthasbeenobservedfromalarg
enumberoffailures,thattheentrepreneursapproachedtheirbusinesswithmoreenthusiasmthanactualknowledgeoftheb
usiness(Nwosu,1990).
Beefpurchasingpatternsvarysubstantiallyamongthepeople.Factorslikecharacteristicsoftheconsumer,chara
cteristicsofproducts,buyingpracticesandtradepracticesmotivatespeopleinmakingpurchasingdecision.Consumerpre
ferencesandconsumptionpatternarethemaindeterminantsofthedemandforthevariousquantitiesandqualitiesofmeatpr
oducts.Suchpreferencesandconsumptionpatternchangestime,geographicallocationandtheageoftheconsumer.Thish
oweverdependsonthereturnstomanagementanalysisinthemarketingofbeef. Notmuchhasbeenknownaboutthepricing
efficiencyinthemarketingofbeefinthestudyarea.Moreovernotmuchresearchworkhasbeendoneonthedeterminingthe
costofmarketingofbeefandtheconsequentbenefittothe marketersinthestudyarea.
Despiteherbetterendowedecologicalzonewithabundanceofgreenpasturenearlyalltheyearroundas agift
tothenation.TarabaState is reportedtoholdahigh populationofcattlecomparedwithsomeStates
inNigeria.ltisthereforeimportanttoinvestigatetheprofitabilityofbeefmarketinginthestudyarea. Thisisbecause
marketingstimulateproductionandconsumptionofagriculturalproduct. Themajoraimofmarketingisprofitmaking.Pro
fitabilityofanyproductdependsonitsacceptability. Thestudyspecifically:
i. Describethesocio—economiccharacteristicsofmarketersinthestudyarea.
ii. Determinethecostandreturnsofbeefmarketinginthestudyarea.
iii. ldentifyconstraintsofbeefmarketinginthestudyarea.

1. Methodology

ThestudywascarriedoutinJalingoL.G.AthecapitalcityofTarabaState. Theareaislocatedbetweenlatitude9°
00'Nand9°30°Nandlongitude11°00°E. ThelocalgovernmentsharescommonboundarieswithLaulocalgovernmenttoth
eNorth,totheEastwithYorroL.G.A,andtotheSouth—westwithArdo-kola
L.G.AJalingoL.G.Ahaspopulationof144,180people(NPC2006).

Beefmarketersconstitutethepopulation,thestudyemployedtheusedofpurposivesamplingfortheselectionoft
hestudyinstagel,five(5)wardswerepurposivelyselectedbasedontheirrelevanceinbeefmarketing,theyareKona,Mayo-
Gwoi,Barade,Kachallasembe, TurakiB,instagell,15beefmarketerswererandomlyselectedfromeachoftheb
wardstogivethetotalof75respondentsforthestudy.

Dataforthestudywascollectedfromprimaryandsecondarysources.Primarydatawascollectedwiththeaidofw
ellstructuredquestionnairesandinterviewschedule. Thesecondarysourcesweretextbooks, internet,journalandreports.

Thedatacollectedwereanalyzedusingdescriptivestatisticsandgrossmarginanalysis,descriptivestatisticswhi
chincludes:frequency,percentageandmeanwereusedtoanalyzeobjectiveoneandthreeofthestudy.Grossmarginanalys
iswasusedtoanalyze objectivetwoofthestudy. Thegrossmarginanalysismodelisspecifybelow:

GM=GI -TVC- - - - Q)
NI=GM-TFC - - - - (i)
Where:

GM=GrossMarginGl=
Grosslncome
NI=Netlncome
TFC=TotalFixedCost

I11. ResultsAnd Discussion

Socio—EconomicCharacteristicsoftheRespondents

Thesocio—
economiccharacteristicofBeefmarketersinthestudyareaasshownintheTablelindicatesthatthemajorityofthemarketer
s(80%)fallwithintheageoflessthan46years,thisimpliesthat,mostoftheBeefmarketersarestillintheireconomicallyacti
veagegroupwhichcansustainbeefmarketinginthe
studyarea.TheresultinTablelfurtherrevealedthat(100%)oftherespondentwere
males. Thisimpliesthatbeefmarketingispredominatedbymale. Thismightbeduetosomesocio—
culturalfactorsrestrictingwomenfromengaginginsuchventures.

Tablelalsoindicatedthatmajorityoftherespondents(74.67%)weremarriedand(68%)hadfamilysizeofbetwee
n0-5personsperhousehold,while21.33%hadfamilysizeofbetween6—-10persons. This
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result impliesthat,beef marketershavefamilyresponsibilitiesthat willmakethemtake
theirbusinessseriousinordertocaterfortheirfamilies. Theresultintablelalsorevealedthat57.33%oftherespondentshadf
ormaleducationrangingfromprimarytotertiarylevelwhile42.67%hadnon—
formaleducationthisisanindicationofsomelevelofliteracyamongbeefmarketerswhichcouldpositivelyenhancetheira
doptionofmarketinginnovationsaswellascommunicationinthemarkets.
TheanalysisinTablelfurthershowsthatmajorityoftherespondents(61.33%)dependontheirpersonalsavingfor
fundsthisimpliesthatbeefmarketersinthestudyareaarenotaccessibletocreditfacilitiesfrombanks. Thiswillnegativelya
ffecttheirbusinessexpansion.Inthesameveinmajorityoftherespondents(84%)hadmorethan5yearsofmarketingexperi
ence. Thiswillpositivelyenhancetheirmanagementofthebusiness.Grossincome,grossmargin,netincomeandreturnon
NairainvestedofiN320,662,43,556.86,
N35,179.03 and ¥}0.12krespectively. Thisresults indicatesthatineveryonenaira invested, beef
marketerswillrealizedaprofitof0.12kwhichisaprofitableventure.

IV. ConstraintsToBeefMarketing
Theresultsintable3revealedthemajorconstraintstobeefmarketingas:inadequatefunds(93.33%),inadequates
torage preservationfacilities (30.67%), poor conditionofabattoir and poor pricingof beef products(21.33%).

V. ConclusionAnd Recommendations
Themajorfindingsofthisstudyshowthatbeefmarketinginthestudyareaisprofitable. Themajorconstraintstobe
efmarketinginthestudyareaare:inadequatefunds, pricefluctuationsandinadequatebasicamenitiesitisalsodiscovered
that,thebusinessofbeefmarketinginthestudyareaispredominatedbymen.
Basedonthefindings,thefollowingrecommendationsaremade:
i. Beefmarketersareencouragetojoinorformcooperativesocietyinordertoaccesscreditfacilitiesfromformalfinancia
linstitutions,governmentandNGO’stoexpandtheirbusiness.
ii. Governmentshouldsitemoreabattoirsclosetomajorbeefmarketstoreducetransportationcostsandconsumerprice.
Itwillalsoprovidequickerandmoreefficientserviceatreasonablecost.
iii. Effortsshouldbemadeby GovernmentandNGOstoprovidebasicamenitiessuch
asstoragefacilitiesandstableelectricityinordertoincreasethebeeflifeofbeefand reducebeefspoilage.

Tablel:Socio—EconomicCharacteristicsofBeefMarketers(n=75)

Variable Frequency Percentage %
Age

15-30 28 37.33
31-45 32 42.67
46 and above 15 20.00
Total 75 100
Gender

Male 75 100.00
Female - -
Total 75 100
Marital Status

Single 19 25.33
Married 56 74.67
Widow/Widower - -
Total 75 100
Family Size

0-5 51 68.00
6-10 16 21.33
11 and above 08 10.67
Total 75 100
Educational Level

Non-formal Education 32 42.67
Primary Education 17 22.67
Secondary Education 15 20.00
Tertiary Education 11 14.67
Total 75 100
Source of Finance

Personal Savings 46 61.33
Friends & relatives 14 18.67
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Banks 15
Total 75
Years of marketing experience

1-5 12
6-10 21
11 and above 42
Total 75

20.00
100

16.00
28.00
56.00
100

Source: Field Survey, 2016.

Table 2: Average Cost and Returns per Week of Beef Marketers

Variable Costs Amount (M)
Acquisition Cost 267,045.33
Transportation 2,553.75
Storage Preservation 2,942.80
Other Expenses 4,564.00
Total Variable Costs (TVC) 277,105.86
Fixed Costs
Utilities (Water/electricity) 4,458.53
Rent on Shop 3,262.67
Depreciation on fixed assets 656.63
Total Fixed Cost (TFC) 8,377.83
Total Costs (A + B) 285,483.69
Returns
Quantity of Beef (Kgs) 309.52kgs/kw
Price/kg 1,036
Gross Income 320,662.72
Gross Margin 43,556.86
Net Income 35,179.03
Returns on Naira Invested 0.12k
Source: Field Survey, 2016.
Table 3: Constraints to Beef Marketers
Constraints Frequency Percentage %
Inadequate Funds 70 93.33
Inadequate Storage Facilities 23 30.67
High Transportation Cost 15 20.00
Price Fluctuation Cost 66 88.00
Inadequate basic amenities 49 65.33
Poor Condition of Abattoir 12 16.00
Poor pricing of Beef Product 16 21.33
Source: Field Survey, 2016.
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