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ABSTRACT
The study examined economics of sheep marketing in Dambam Local Government Area of
Bauchi State, Nigeria. Multi-stage sampling technique, which consists of purposive and
random sampling, was used to collect data from 1890 respondents for the period of 37 weeks.
Data were analyzed using descriptive statistics, linear multiple regression and marketing margin
techniques. The marketing margins were N 3,142 (mean), N 3,000 (minimum) and N 13,000
(maximum) per head. The respective traders net income were N 1,453(mean), N
2,650(minimum) and N 10,380(maximum) per head. The result of linear multiple regression
analysis revealed that 65% variation in the selling price of sheep was accounted for by the
included independent variables. The major constraints to sheep marketing in the study area were
insecurity, poor road, lack of access to credit and lack of standard unit of measurement. The
study concluded that sheep marketing was profitable in the study area. The study recommended
that government should encourage youth to venture into the business. This should be seen as a
policy option for combating unemployment among youth in Nigeria.
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INTRODUCTION
The importance of livestock sector in Nigeria is recognized in its contribution to human
welfare and improvement of agriculture in general. The goal of livestock sector development
policy is to attain efficiency in the production of livestock and livestock products, such as meat,
wool, manure, traction, and savings (Hooft et al., 2008). West Africa accounted for 25% of
cattle, 33% of sheep, and 40% of goats that are available in Africa (Kamuanga et al., 2004). In
Nigeria, livestock rearing is one of the main economic activities on which the populations
depend for food and income in both rural and urban areas. Hooft et al. (2008) reported that, in
Nigeria, the contributions of livestock include food security, family income, risk mitigation, and
social roles.
Small ruminants play important role as source of income to rural and urban dwellers.
At macro level, meat, hide and skin are important sources of foreign exchange (CSA, 2004).
Agricultural marketing in the tropics is one of the most important sectors of the economy in
which small ruminant marketing have a substantial impact on the economy in which it operates.
The importance of livestock marketing cannot be overestimated since it brings about specialized
production for better skill and efficiency thereby providing opportunities for exchange of goods
and services (Mubi et al., 2012). Despite the increasing demand for small ruminants, marketing
of sheep in Nigeria is still faced with a number of impediments. Potential production and market
opportunities for sheep have not been exploited because of inadequate knowledge of sheep
demand patterns. To shift production from subsistence to a more commercial outlook, it is
especially important to improve the profitability of the enterprise. Sheep marketing is the
performance of business activities that direct the forward flow of sheep from the producer to the
ultimate consumer. In developing countries sheep marketing is entirely in the hands of
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traditional middlemen (Bose et al., 2010). According to Mohammed et al. (2013), production
alone is not enough if products are not extended to ultimate consumers through the process of
marketing and distribution. Majority of rural dwellers depend on the production, marketing and
consumption of small ruminants for their livelihood. Nwokoye (1981) argued that, marketing is
a motivating force in promoting specialization and capital accumulation as well as instrument
for income generation to individuals and foreign exchange earnings.
Marketing of sheep is one of the major activities in Dambam LGA. A study on the
economics of sheep marketing can provide important information on how the markets work. In
fact, the availability of this kind of information may help a government to decide on the extent
to which it should promote market development. This necessitates a comprehensive study on
the economics of sheep marketing in the study area. Thus, this study was conducted to answer
the following questions:
i. What are the costs and return involved in marketing of sheep in the study area?
ii. What are the factors that influence selling price of sheep in the study area?
iii. What are the constraints associated with marketing sheep in the study area?
MATERIALS AND METHODS
The study covers Dambam Local Government Area of Bauchi State. The area is located
in the Northern guinea savannah between Latitude 80 42' to 100 30' North of the Equator. It is
bounded to the North by Pokistum L.G.A of Yobe State, and to the South by Katagum L.G.A,
to the East by Gamawa LGA and to the West by Misau and Darazo L.G.As of Bauchi state. It
covers an estimated land area of 1,077 km² (BSADP, 2004) and has a total population of
150,922 persons (NPC, 2006). It has mean maximum and mean minimum temperature of
42.8OC and 18.3OC, respectively. Furthermore, annual rainfall in the area ranges from 800900mm with a mean of 879mm; the rain falls from the month of June to October. Most of the
inhabitants of the area are predominantly farmers and traders with well-established regional
market predominantly occupied by small ruminants - Goats and sheep.
Multi-stage sampling technique was employed to identify respondents for the
study. In the first stage, three markets were purposively selected from each of the districts
of the L. G. A. viz: Dambam, Dagauda, and Jalam based on preponderance of production
and marketing of sheep. Finally, simple random sampling was carried out to select sheep
traders for the study.
Primary data used were collected from 1,890 respondents using a semi-structured
questionnaire. The types of data were those related to the research questions. Descriptive
statistics (frequency distribution, percentages, mean, range, standard deviation and standard
errors) and regression analysis, using SPSS statistical package, were used in analyzing the data.
Marketing margin analysis was used to measure market performance of the sheep trading.
Iheanacho (2005) defined marketing margin as the difference between the price consumers pay
and that obtained by producers. In this circumstance, the market margin is the difference
between prices at two market levels.
Marketing Margin = selling price - supply price
… (1)
where;
Selling price = retail price
Supply price = purchase price
Regression analysis was used to identify factors influencing the selling price of sheep in
the study area. Maxa et al. (2009) suggested that multiple regression based on hedonic price
model is an appropriate technique to use in determining factors influencing selling price of
small ruminants. Before then, Williams et al. (2003) used multiple regression models to
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analyze the determinants of selling price of sheep and goats.
The model specification is as shown below:
Y = a + b1X1 + b2X2 + b3X3 + b4X4 + b5X5 + b6X6 + e
where;
Y = Selling price of sheep (N)
a = Constant
X1 =Live weight (kg)
X2 =Age of animal (years)
X3 = trader’s capital (N)
X4 = Number of animals handled
X5 = Handling cost (N)
X6 = Cost of transportation (N)
e = Error term

…(2)

RESULTS AND DISCUSSION
Costs and Returns of Sheep Marketing
Table 1 shows the mean (N 24,548.08), minimum (N10,500) and maximum (N 47,000)
purchase costs of a sheep while the respective marketing costs were N 1,689 (mean), N 350
(minimum)and N 2,620(maximum). These resulted to total costs of N 26, 237.2, N 10,850 and
N 49,620 as mean, minimum and maximum. On the other hand, the mean, minimum and
maximum selling price or gross income of a sheep was found to be N 27,686, N 13,500 and N
60,000 respectively. Marketing margin according to Funke (2006) is the different between the
sale price of the animal and cost incurred in the selling including purchase price of the animal
including buying, transports etc. The marketing margins of 3,142 (mean), 3,000 (minimum)
and 13,000 (maximum) was realized, while the respective net income of traders were N
1,453(mean), N 2,650 (minimum) and N 10,38013,000 (maximum). This is in line with the
findings of Maikasuwa and Jabo (2014) who reported a Net profit of N 5, 704.6 per head in
Sokoto metropolis of Sokoto State, Nigeria.
Table 1: Average Cost and Returns of Sheep Marketing in Danbam LGA (N/sheep)
Item
Mean
Minimum
Maximum
Purchase price
24,548.08
10,500
47,000
Government tax
20
20
20
Commission fee
945
200
1,500
Transport cost
35.56
10
100
Facilitating cost
688.56
120
1000
Total marketing cost 1,689.12
350
2,620
Total cost
26,237.2
10,850
49,620
Selling price
27,685.92
13,500
60,000
Marketing margin
3,141.84
3,000
13,000
Net income (profit)
1,452.72
2,650
10,380
Source: Field survey, 2014
Factors influencing selling price of sheep
The results in Table 2 reveals that number of sheep handled by a trader, the age of the
animals and the weights of the animals at the times of sales were the statistically significant (p
< 0.001) factors determining the selling price of sheep in Dambam LGA. This means that an
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increase in any of these variables leads to an increase in the selling price of sheep. For example,
generally the older a sheep is, the higher the selling price it attracts. On the other hand all other
variables (capital, cost of transport per sheep and handling cost), exerted positive but
insignificant influences on selling price of sheep. Meaning that even though, increases in each
of these variables can result into additional increases in selling price per sheep but the increases
were not statistically significant. Further, the coefficient of determination (R2) was 0.65
implying that 65% of the variations in selling price of sheep were caused by the included
independent variables (X1 – X6). Finally, the F – ratio of 1764.47 was also significant (p <
0.001). This implies that data fit the model used for the analysis.
Table 2: Factors influencing selling price of sheep
Variables
Coefficient
Standard
error
Constant
3798.554
357.592
Capital (N)
Number of animals sold
Cost of transport per sheep(N)
Age of animal (years)

0.001
181.668

0.001
23.319

4.793
1205.546

3.464
62.742

t-value
10.623***
0.199NS
7.790***
1.384NS
19.214***

Weight(kg)

499.840

7.423

Handling cost (N)
0.019
0.172
2
R
0.652
Adj- R2
0.651
F-statistic
1764.471***
Note: *** = Significant at p<0.001; NS = Non significant
Source: Field survey, 2014.

67.338***
0.113NS

Constraints Associated With Sheep Marketing
The constraints associated with sheep marketing in the study area were investigated and
results are presented in Table 3. Analysis of the constraints as experienced by the traders in the
study area revealed that 68% of the respondents indicated insecurity as their major problem.
This was probably associated with the general security threats in the north-east sub-region of
the country particularly in the neighboring areas of Azare, Ngalda and Potiskum livestock
markets. The second most important problem was poor road network mentioned by 51% of
the total respondents. The traders sometimes transport their sheep on hooves to the closer main
road before moving them to the markets. Other most serious problems were poor access to
credit (42%), lack of standard unit of measurement (36%) and problem of haggling (34%).
According to Maianguwa (2013), insufficient access to capital forces the poor to engage in less
marketing activities. This suggests that, with availability of capital and its accessibility a good
number of people would enter into sheep marketing activities and thus perform more
efficiently. Further, observations showed that animals were being sold based on physical
assessments of buyers and sellers which in most cases do not reflect the true value of the
animals. However, less important constraints identified included inadequate capital, high cost
of transportation, inadequate market infrastructure and inadequate market information.
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Table 3: Distribution of Respondents according to Constraints to Sheep Marketing________
Market constraints
Frequency
Percentage
Rank _______________________________________________________________
Inadequate of information
302
16
9th
Poor of access to credit
794
42
3rd
Poor road Network
964
51
2nd
Inadequate capital
605
32
6th
High Transportation cost
529
28
7th
Lack of standard unit of measurement
680
36
4th
Dishonesty of middlemen
227
12
10th
Inadequate market infrastructure
340
18
8th
Insecurity
1285
68
1st
Problem of haggling
643
34
5th
Total
6425
185*
*Multiple responses
Source: Field survey, 2014.
CONCLUSION AND RECOMMENDATION
The study concluded that sheep marketing was profitable in the study area. It recommends
that government should encourage youth to venture into the business. This should be seen as a
policy option for combating unemployment among youth in Nigeria.
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