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Abstract: The study examines the efficiency of marketing of livestock feeds in Maiduguri Metropolitan Area of Borno
State Nigeria. The specific objectives were to determine the socioeconomic characteristics of the livestock marketers, their
efficiency and possible constraints confronting livestock feeds marketing. A sample of 60 respondents was selected for the
study using purposive sampling technique. Data were collected from primary source using questionnaires. Descriptive
statistics and gross margin analysis were used for the analysis. The results revealed that 100% of the marketers were male
with 78.3% of then being married and 30% of them within the age group of 31-40 years. 66.6% of the respondents had
Quranic education. 43.3% of the respondents had a household size ranging 1-5 persons. Also 36.7% had annual income
above N40,000. 71.7% of the respondents are traders and are engaged in full time basis. 50% of the respondents have 15years of experience in marketing with 83.3% purchasing feeds from farmers for marketing. 81.7% have profit
maximization as their goal of marketing. The analysis further reveals that livestock feeds marketing is both profitable and
efficient with a gross margin of N 49,396.65 for cowpea husk, N 341,893.25 for sorghum husk, N549,277.61 for groundnut
haulms and finally N 240,540 for millet husk annually. It is observed that inadequate finance is the major constraint faced
by the livestock feed marketers; government should intervene through the provision of loan facilities and make them easily
accessible. Livestock feeds marketing in the study area is satisfactorily efficient.
Key words: Efficiency,Processed Livestock Feeds, Marketing, Nigeria

.
INTRODUCTION
Efficiency in the agricultural industry is the most
frequently used measure of marketing performance
[1]. Improved marketing efficiency is an objective of
farmers, food marketing firms, consumers and the
society at large. Thus, marketing inputs are the cost
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of providing marketing services whereas marketing
outputs are the benefits or satisfaction created or the
value added to the commodity as it passes through
the marketing system.
Livestock accounts for one third of Nigeria’s
agricultural GDP, providing income, employment,
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food, farm energy, manure, fuel and transport. They
are also a major source of government revenue. He
expressed further that traditional livestock
production in Nigeria is varied and complex.
Livestock, especially ruminants are the most
efficient users of un-cultivated land and can
contribute substantially to crop production. [2],
reported that, Nigeria is endowed with estimated
19.5 million cattle, 72.5 million goats, 41.3 million
sheep, 7.1 million pigs, 278,840 camels and 145
million chickens, 11.6 ducks, 2.1 million turkeys,
and 974,499 donkeys making the nation the topmost
Livestock producer in West Africa. Despite this
huge and robust population of Nigeria livestock
enterprise, majority of livestock in Nigeria is kept by
subsistence farmers. The gap between actual and
expected protein intake among Nigerians continue to
widen. He further stated that the livestock sub-sector
contributes only 5.1% to the country’s GDP making
Nigeria, a net importer of protein food from animal
origin.
Livestock production plays a vital role in the
economy of Sub-Saharan Africa, providing source
of sustenance such as milk, meat, animal traction
and transportation, manure for crop production, cash
income from sales of animal product. Livestock
production is an integral part of farming in Nigerian
agriculture. The country has the potential to produce
a wide range of livestock based on its climatic and
agro-ecological condition. Livestock production
serves as a subsidiary occupation to supplement the
income of small and marginal farm families [3].
Feeding livestock well is of fundamental
importance to the success of the livestock enterprise.
Good nutrition is a precursor to good health, good
production, high milk, fast growth rate and a
successful livestock production system. Farmers
keeping livestock in the tropics make use of the
natural grazing and crop-by products to feed their
livestock’s as best as they can, this might be termed
supply-driven feeding as the livestock are fed
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according to the supply of various feed available
over which the farmer has little control.
Among all the livestock that makes up the
farm animals in Nigeria, ruminants, comprising
cattle, sheep and goats, constitute the farm animals
largely reared by pastoralist as well as farm families
in the country’s agricultural system [4]. Larger
proportions of these animals’ population are largely
concentrated in the Northern part of the country [5].
This is due to the fact that the drier tropics or the
semi-arid region are more favourable to all
categories of ruminants. As reported by [6], the
major challenges in ruminants’ production in the
tropics are the scarcity of energy and protein
feedstuffs experienced during the dry season period.
They further reported that during this period,
available forage are dry, the protein content is
relatively low and there is remarkable decrease in
the voluntary intake o and digestibility and this is
further associated with the animals losing weight.
This situation has generally led to the search of
complementary and cheap sources of energy and
protein feedstuffs to supplement the low quality
forages available during the dry season period [6].
Furthermore, there is competition between ruminant
species with humans for the utilization of cereals,
legumes and their by-products as feed resources [4].
This condition has further escalated by the
limitations posed in the availability of arable lands
and inadequate production and availability of animal
feeds to meet the yearly needs of the animals [7].
Crop by-products are available in large
quantities in most parts of the Northern region,
especially in the rural areas. Furthermore, wide
variety of feed resources derived from farm harvest
and processing abound in Borno State which are not
fully tapped by crops, livestock farmers and
feedstuffs marketers [8] in their study further
revealed that despites the availability of these
varieties of the by-products, little is known about
their availability in almost all parts of the country.
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Similarly, they have found out a number of
constraints to the utilization of these feed materials
which may include; the lack of knowledge of where
the crops by-products could be gathered in
reasonable quantities for utilization by ruminants,
the seasonality of their production, their alternative
uses as composting and mulching materials by most
crop farmers, the difficulty and expense of
collecting, handling and storing large quantities of
these bulky crop by-products and the lack of
knowledge of the nutritive value of the materials as
feed resources for the ruminant livestock.
The predominant crop by-products in their
order of availability and utilization and revenue
generated in the study area includes, groundnut
haulms, sorghum husk, and millet and cowpea husk.
The use of these crop by-product are highly
recommended in the study area for the development
of the livestock industry especially in areas where
livestock feeds such as pasture grass and other
grazing needs of the animals are irregular in supply
or are not even available especially in extreme
northern part of Nigeria including the study area.
The advantage of utilizing such by-products cannot
be over-emphasized; as they are available and within
the reach of the crop and livestock farmers. Besides,
the feeds are also acceptable by variety of livestock.
Also, The availability and affordability of the
various by-products may help in solving the
problems feeds shortages being frequently
experienced in not only the study area but the state
at large and the country in general.
Ranchers can be helped to make more
efficient use of the available feed and to increase
supply of those feed by growing forage crops.
Generally, feeding cost for ruminant animal such as
cattle, sheep and goat in the last decade accounted
for 60 -70% of the total recurrent cost of production
[8]. This is because the major ingredient used for
compounding livestock feed are highly competitive
Sep-Nov 2016
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between industries, animals and man. The
productivity of flocks in most cases is not positively
correlated with the high cost of feed. The situation is
likely to get worst if unconventional sources of
ingredient are not evaluated in an attempt to improve
the economy of the production at all stages of the
animal life. As such, there arises the need for the
utilization of by-products (crop residue) which are
obtained from plant materials after the vegetative
productive parts have been extracted [3]. These crop
residues include groundnut haulms, coffee haulms,
cowpea husk, millet husk sorghum husk, maize bran,
groundnut shell among others. The relative
importance of the locally processed livestock feed
has given birth to an increasing number of persons
involved in its marketing. The increase in marketing
of the processed livestock feed can therefore be seen
to contribute to the income of those involved in its
marketing and subsequently the overall success of
the livestock production [4].
Natural pastures are the most important
source of feed for most sheep and goats in the tropics
which consist of treeless areas, level grass land with
woody plants and true grassland. Improved pastures
consist of mixture of grass and legumes which
provide fodder with higher protein content than
grass alone, and it requires less nitrogenous
fertilizer. Some species of fodder tree are legumes
and their leaves have high level of protein.
Therefore, a little foliage will make an excellent
supplement to a poor quality diet. Supplements are
fed to the livestock in only small quantities to
provide nutrient such as energy concentrates like
cereals and rice bran, protein concentrates like
decorticated groundnut cake, molasses, non-protein
nitrogen like urea and minerals [3]. In livestock
industry, feeding is probably the most important
aspect of day to day management. At least eight
hours is needed for grazing depending on the type of
vegetation. Areas with poison plants and snails
which affect livestock are avoided while flocks are
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taken to graze with good quality vegetation. The
surplus feed should be removed each day when
fodder is given to avoid contamination in the feed
which can cause infection to the animal [3].
It has been established that feeding livestock
well is of fundamental important to the success of
the whole livestock enterprise. Considering the
strategic role of feeding in the overall livestock
production process, farmers keeping livestock
mostly adopt the semi-intensive and extensive
system of livestock management. The rate of
fluctuation in the availability of animal feeds
basically crop residue is a major challenge due to the
seasonality nature of the crops where these byproducts are obtained. Hence there arises the need to
carry out this research with a view to answering the
following research questions;
i.
What are the socio economic characteristics
of the marketers?
ii.
What are the types of livestock feeds sold in
the study area?
iii. What is the level of efficiency in the
marketing of these livestock feeds?
iv.
What are the constraints faced by the
livestock feed marketers?
Objectives of the Study: The broad objective of this
study was to determine the efficiency of processed
livestock feed marketing in Maiduguri Metropolis of
Borno State, Nigeria. The specific objectives were
to:
i.
examine
the
socio-economic
characteristics of livestock feed marketer
in the study area.
ii.
identify the types of livestock feed sold.
iii. determine the marketing efficiency of
livestock feeds.
iv. identify the constraints faced by the
livestock feed marketers
Hypothesis : The hypothesis for the study includes:
Sep-Nov 2016
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i.
ii.

There is no significant relationship
between input cost and revenue of the
processed livestock feeds, and
There is no significant return per naira
invested in processed livestock feed
marketing.

METHODOLOGY
The Study Area : This study was carried out in
Maiduguri Metropolitan Council (MMC) of Borno
State, Nigeria. The Council is located between
latitudes 11ºE and 30 ºE and longitudes 12ºN and
15ºN. It has a land mass of about 137.36 Km2 and
shares borders with Jere and Konduga Local
Government Areas to the East and West
respectively.
The area has a population of 556,803 people
(National Population Commission [10]. The primary
occupation of the people included farming, fishing,
and carpentry, marketing and trading. The livestock
production engaged by the respondents include;
rearing of livestock such a; cattle, sheep, goat and
poultry production and fattening of cattle. Main crop
produced includes groundnut, cotton, guinea corn,
millet, sorghum and cowpea.
The crop residues gotten from farms include;
Cowpea husk, Groundnut haulms, Millet husk and
Sorghum husk and normally marketed in different
quantities depending on the buyer, but mostly in
bags (50kg).
Method of Data Collection: The study was based
on primary data collected for a period of one year
from Kasuwan Shanu (livestock market), livestock
feed market, Gwange, and Monday markets
respectively, within the study area. This is due to the
close proximity and easy access to the feed
marketers. Data was collected through the use of a
comprehensive and well-structured questionnaire
which were administered in person by the
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researchers assisted by trained enumerators from
Borno State Agricultural Development Programme
(BOSADP); Data collection technique employed
and utilized included; personal interviews where
respondent are non-educated as well as review of
sales records where available. In all cases, probe
style was employed to checkmate vague and
irrelevant responses.

2016

Where;
GM = Gross Margin (N)
P1 = Price of Output (N)
Q1 = Quantity of Output (kg)
C1= Cost of Input (N)
X1 = Quantity of Input (kg)
M. E = Value of output/Value of input × 100
RESULT AND DISCUSSIONS

Sampling Procedure: The sampling technique used
for the study was purposive to select livestock feed
marketers in the study area. A total of one third (1/3)
representing one sixty (60) out of the one hundred
and eighty (180) livestock feed marketers were
selected for assessment and these markets were
assumed to be a good representative of the entire
livestock feed marketers in the study area.
Analytical Technique: To accomplish the
objectives of the study, specific analytic techniques
were used. The analytic techniques are; descriptive
statistics such as frequency tables and percentages;
likert scale to analyze the socio-economic
characteristics and constraints associated to
livestock feeds marketing and gross margin analysis
to determine the profitability.
Gross Margin Analysis: Gross margin analysis was
used to analyze the profitability of the livestock feed
marketing and return per naira invested in livestock
feed marketing. Gross margin of livestock feed
marketing is the difference between the total revenue
(TR) and the total variable cost (TVC) per unit of
input required to produce/purchase the livestock
feed and this is mathematically represented as
follows;
GM= TR-TVC
=∑P1Q1-∑C1X1…………………………(1)
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Socio-Economic Characteristics of Livestock Feed
Marketers: The results in Table 1a showed that all
the sixty (60) respondents are male. This implies that,
marketing of livestock feeds in Maiduguri
Metropolitan Area is dominated by males. The
females may be involved in threshing of the primary
product from which the feeds are obtained and not
directly involved in the marketing activities. This
scenario may possibly be due to the fact that women
are to some extent not allowed to be mingling with
males especially in the livestock markets where
majority of the players are male. Also due to the
religion affiliation of Maiduguri, where majority of
the inhabitant are predominantly Muslims and
majority if not all, of the marketers are males and
indigenes.
The analysis of age distribution of respondents is
also presented in the Table 1a.The result showed that
the majority of the respondents were between the age
group of 21-50 years which accounted for 30% of the
respondent. While 28.3% represent 41-50 years, 25%
represent 50 years and above, 13.3% represent 21-30
years and only two respondents were below the ages
of 20years. The mean age of the respondents was 40
years. This means that, the respondents are within the
working class age group. This enables them to
dedicate more of their time to feeds marketing.
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Table 1a: Distribution of the respondents according to socio-economic characteristics
Variables
Gender
Male
Female
Total
Age (years)
<20
21-30
31-40
41 -50
>50
Marital Status
Married
Single
Total
Household size
<5
6 – 10
11 – 15
>15
Educational level
Primary
Secondary
Religious
Total
Years of experience
<10
10 - 15
>15
Total
Primary occupation
Farming
Marketing
Civil servants
Nature of Marketing
Full time
Part time
Total
Source: Field Survey, 2015
Sep-Nov 2016

Frequency

Percentage

60
60

100
100

2
8

3.3
13.3

17
15

28.3
25.0

47
13
60

78.3
21.7
100

26
16
13
5

43.3
26.7
21.7
8.3

10
10
40
60

16.7
16.7
66.6
100

30
25
5
60

50
41.7
8.5
100

60
34
43

100
56.7
71.7*

41
19
60

68.3
31.7
100
* Multiple responses
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The result from analysis indicated the marital status
of respondent as represented in Table 1a and
revealed that majority of the respondents were
married, this constitute 78.3% while 21.7% are
single. The result also shows that none of the
respondents is divorced or widowed. Since most of
the livestock feed marketers are married, the
necessity to carter for the need of their families
serves as a major factor in putting more time in
marketing in order to realize a profitable goal.
Household size of the respondent generally
referred to as the number of persons living under the
custody of one household head and from the results
of the analysis in Table 1a, majority of respondents
had household size of below 5 persons and this
accounted for the majority of the marketers
representing 43.3% of respondents. Those with
household size of between 6 and 10 persons
accounted for 26.7% of respondent, while
respondents with household sizes of 11-15 and
above 15 persons represented 21.7% and 8.3%
respectively. The average household size of the
respondents was estimated at 7 persons and this
indicates optimum household size in the study area.
Table 1a further shows the educational
background of respondent. This result indicated that
majority of the respondents had Quranic education,
basically Arabic education which accounts for
66.6% of respondents. While those that acquired
primary and secondary education accounted for
16.7% each. None of the respondent had tertiary
education or informal education. The low level of
education may serve as dis-incentives to the
respondent’s participation in any activity, especially
as they may lack the technical knowledge and
expertise associated with modern marketing
strategies and hence, may tends to miss alot of
opportunities that may likely unveil possibly arising
from supports and associated assistance from
various promoters of small scale businesses that
could help in improving the family livelihood and
socio-economic improvement in the household
Sep-Nov 2016
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means of decent live and achievement of basic
family obligations. Education is generally regarded
as a catalyst for human advancement and
development and hence, the more one is educated,
the higher would be his opportunity to identify and
grasp any advantage available to him. With these
results obtained from the above analysis, the
marketers in the study area are far away from it and
so much need to be done to achieve improve
condition of living.
Years of experience in any activity deals
with how long the respondent is into practicing a
particular activity. In agriculture, year of farming
plays an important role in improving the
productivity and management of farm enterprises.
This is even more promising if combined with high
level of educational attainment. For this study, the
years of experience in livestock feed marketing has
been captured in Table 1(a) and the results reveals
that respondents with less than 5 years constituted
half of the total respondents sampled for the study
(30) and accounted for 50%, while 41.7% had feeds
marketing experience of between 6 and 10 years
with the remaining 8.3% of the respondents had
experience ranging from 11 to 15 years. This
indicates that there are possibilities that, the
respondents will continue to have more experience
in feed marketing and also there might be more
opportunities for them to get the younger ones
engage in marketing but in an improved and
organized form that they may likely obtained with
such incentives of being educated before joining the
profession.
The results of the analysis based on major
occupation is as well captured in Table 1aThe result
showed that the greater proportion of the
respondents (71.7%) were involved in full-time
trading of various livestock feeds and some of them
also integrated forward by involving in both large
and small ruminant (cattle, sheep and goat) sales.
25% were engaged in farming which is also a form
of backward integration as the by-product obtained
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is marketed so as to maximize their utility or to
minimize cost. Only 3.3% of the respondents were
civil servants and they are involved in part time
marketing of livestock feeds due to the nature of
their occupation. Generally and in order to cope with
vagaries of life, respondents has to look out for
various and possible coping strategies so as to
complement whatever that is coming from one or
two (2) major sources of income. These strategies of
diversification normally help the farmers in meeting
some of their overheads especially if one or the
major source of their livelihood is threatened.
Hence, human beings have wider means of
developing survival strategies in the events of
uncertainties.
The nature of feed marketing of the
respondents is also contained in Table 1a. The result

2016

of analysis revealed that 68.3% of the respondents
were involved in full-time livestock feeds
marketing. This indicated that it is their major source
of income. While, 31.7% of the respondent are
involved in other forms of activities such as farming,
civil service and other business ventures. The major
occupation of the respondents has a great influence
on the nature of marketing as any other marketing or
occupational activities are just to complement the
major occupation. The secondary occupation in
some cases are more prominent in small scale
businesses where farmers are not sure of the
continuity and positive performance of their
business and hence resorted to diversifying as a
means of survival in case of risk and uncertainties.

Table 1b: Distribution of the respondents according to socio-economic characteristics
Variables

Frequency

Distribution based on Income
< 11,000
11,000-20,000
21,000-30,000
31,000-40,000
>40,000
Total
Distribution Based on Marketing Goals
Profit maximization
Cost minimization
Utility maximization
Total
Based on Source of feeds
Purchased from farmers
By-products from owned farms
Total
Source: Field Survey, 2015
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Percentage

5
12
6
15
20
60

8.3
20
10
25
36.7
100

49
4
7
60

81.7
6.7
11.6
100

50
10
60

83.3
16.7
100

* Multiple responses
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The distribution of the respondents based on Income
is presented in Table 1b. The analysis reveals that
majority of the respondents earned above N40,000
as monthly income and this accounted for 36.7%
of total respondents that the respondents. The results
also shows that the number of respondents that
earned between N31,000 and N40,000 represented
the 25%,. Those respondents that are within the
monthly income of from N21,000 to N30,000
accounted for 10%, while respondents that earned
N11,000 to N20,000 and less than N11,000
constituted 20% and 8.3% respectively. The
monthly income earned by these livestock feed
marketers differ largely based on their scale of
marketing. Those that market in large quantities
enjoy more benefits accruing from economy of
scale.
Respondents based on marketing goals as
their aims were represented in Table 1b: The result
showed that majority 81.7% of the respondents had
profit maximization as their main goal, while 11.6%
had utility maximization as their primary goal and
6.7% of the respondent markets their feeds with a
sole aim of cost minimization. It should be noted
that, the marketers with the goal of profit
maximization purchase these livestock feeds while
those that market for cost minimization and utility
maximization are in one way or the other, the
producers themselves. The analysis based on source
of livestock feeds is further captured in Table 1b and
it indicates that 83.3% of the respondents purchase
their feeds from farmers located in different parts of
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the state and usually in the rural farming
communities, while 16.7% of the marketers are
involved in farming activities, as such, they are the
sources of the feeds marketed. Accordingly, most of
the marketers that purchase these feeds in order to
sale have the major goal of profit maximization in
mind, while those that produce the raw materials
themselves have the major goal of either utility
maximization or cost minimization.
Types of livestock feed Sold, Quantity per 100 kg
bag, Total Revenue and percentage of Total
Revenue.:The Table 2 below captured the above
and the analysis revealed that four (4) different types
of livestock feed was sold in the markets and the
various feeds include; cowpea husk, groundnut
haulms, Millet husk, and Sorghum husk. The table
further shows that the totals volume of feeds sold in
the market during the period under review was
estimated at 866,443 bags of 100kg each. Also, the
table indicated that the total volume of feeds sold
generated the sum of One Billion and Sixty one
million, Five Hundred and Sixty One Million, Nine
Hundred and Sixty Thousand Naira Only
(N1,061,561,960.). From the analysis, the table
clearly indicated that the percentage of revenue
contribution by the cowpea husk feed was the
highest attracting 36.2%, followed by the
contribution made by groundnut haulms which
accounted for 31.2%. Sorghum and millet husk
attracted 22.4 and 10.2% respectively with millet
husk share been the least.

Table 2: Types of Livestock feeds Sold
S/N

Type of Feeds

1.
2.

Cowpea husk
Groundnut
haulms
Millet husk
Sorghum husk
Total

3.
4.

Quantity Sold in Unit Price Total Revenue
100Kg/bag
(N)
(N)
128,102
3000
384,306,000
414,018
800
331,214,400

Percentage
of Ranking
Total Revenue
36.2
1st
31.2
2nd

216,005
108,318
866,443

10.2
22.4
100

500
2200

107,761,960
238,299,600
1,061,561,960

4th
3rd

Source: Field survey, 2015.
Sep-Nov 2016
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was highest for Cowpea husk (N384,306,000),
followed by returns from Sorghum husk

Gross Margin and Marketing Efficiency of
Livestock Feeds: The profitability of any business
can be deduced from the relationship between the
cost incurred in running the farm business and the
returns accruing to it [15]. The gross margin and
Efficiency of the respondents are represented in
Table 3: This shows the total revenue from the sales
of four different kinds of livestock feeds. The
revenue is gotten by multiplying the number of bags
for each category of livestock feed by their unit price
i.e for Cowpea each bag is N3000 multiplied by
128,102 bags, for Millet husk we have N500/bag
multiplied by 216,005 bags, for Groundnut haulms
we have N800/bag multiplied by 414,018 bags and
that for sorghum husk we had N2200/bag multiplied
by 108,318 bags. The Gross Margin is gotten by
subtracting the Total Variable Cost from the Total
Revenue and the Efficiency is gotten by dividing the
Total Revenue by the Total Variable Cost. Looking
at the table, it can be said from necessary
computations of Total Revenue and Total Variable
Cost that the marketing of the four different
livestock feeds are efficient.
The analysis of the cost and returns from the
various enterprises revealed that, the total revenue

(N238,299,600), Groundnut haulms (N331,214,400)
and Millet husk (N108,002,500). The corresponding
variable cost for each of the enterprises were also
estimated at N384,256,603 (Cowpea husk),
N330,665,172 (Groundnut haulms), N237,957,707
(Sorghum husk) and N107,761,960 (Millet husk).
Also from the analysis, Groundnut haulms enterprise
yield the highest gross margin of N549,278,
followed by, Sorghum hush, Millet husk and lastly,
Cowpea husk with gross margins of N341,893,
N240,540 and N49,397 respectively. The analysis of
all the enterprises further shows that all the
categories of the product were all efficient,
indicating that the business is profitable and with
good returns, all yielded almost 100 percent
efficiency. The gross margin per Naira invested in
each of the enterprises which were obtained by
dividing the gross margin by the total variable cost
and it was determined to be N0.013, N0.166, N
0.223
and N0.144 for cowpea husk, groundnut
haulms, millet husk and sorghum husk respectively.

Table 3: Gross Margin and Efficiency from Marketing Livestock Feeds
Cost, Return
Cowpea
Groundnut
Millet husk
Sorghum husk
and
husk
haulms
Efficiency (N)
Total Revenue
384,306,000
331,214,400
108,002,500
238,299,600
Total variable
cost
Gross Margin
Efficiency

384,256,603

330,665,172

107,761,960

237,957,707

49,397

549,278

240,540

341,893

100

100

100

100

Source: Field survey, 2015.
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Constraints Faced in Livestock Feeds Marketing
The constraints faced by livestock feed marketers
are represented in table 4. The results of the analysis
shows that, inadequate finance ranked highest
amongst the various constraints with a mean value
of 4.9, next is inadequate storage facilities with
mean value of 3.9, then seasonality in supply with
mean value of 3.6. other constraints includes; high

Constraints

2016

cost of transportation, high cost of rent, low market
price, unavailable market, high cost of labor and
competition with conventional feeds with mean
values: 2.7, 2.3, 2.0 1.9, 1.8 and 1.7 respectively.
Those constraints with mean value less than 3.0
indicate minor problems while those with mean
values greater than 3.0 indicate serious problems.

Table 4: Constraints Faced by Respondents
Mean value

Ranking

Inadequate finance

4.9

1

Inadequate market

2.0

6

High transport cost

2.7

4

Inadequate storage facility

3.9

2

High cost of labour

1.8

8

High cost of rent

2.3

5

Seasonality in supply

3.6

3

Competition with conventional feed

1.7

9

Source: Field survey, 2015.
CONCLUSION AND RECOMMENDATIONS
The study has revealed that livestock feed marketing
is a profitable venture despite the constraints faced
by the respondents in the study area. However,
profitability could be improved when the problems
are adequately addressed. Majority of the
respondents engaged in trading as their major
occupation on full time basis and earning more than
N40,000 annually. The results also shows that,
among the four categories of livestock feeds
Sep-Nov 2016

considered, groundnut haulms had the highest gross
margin of N549,277.61 followed by sorghum husk
with gross margin of N341,893.65, then millet husk
with gross margin of N240,540 and lastly cowpea
husk having a gross margin of N49,396.65 thus, the
overall result from the analysis estimated for
efficiency indicates that livestock feed marketing in
the study area is satisfactorily efficient despite the
constraints faced by the marketers. Inadequate
finance ranked highest, while competition with
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conventional feeds ranked lowest among the
constraints faced by these livestock feed marketers,
Based
on the
findings,
the
following
recommendation are advanced towards ameliorating
the constraints encountered by these livestock feed
marketers and also to increase their efficiency.
i.
It is observed that inadequate finance is the
major constraint faced by the marketers,
government
and
non-governmental
organizations should intervene through the
provision of accessible and affordable loan
facilities so as to enable the marketers expand
their holding and as such take advantage of the
economy of scale.
ii.
The problem of inadequate storage facilities
can be curbed by government building storage

2016

iii.

iv.

facilities in the form of warehouses, to help in
checkmating the challenges of seasonality in
supply by making the livestock feed available
to the marketers all year round.
The livestock feed marketers should on their
own part form cooperative associations. This
will enable them possess greater marketing
power and a formidable unit to be recognized
by relevant institutions. This will help in
increasing the marketing efficiency of the
livestock feed market.
There should be adequately trained veterinary
medical personnel and more veterinary clinics
need be established by the government in the
rural areas to address the increasing diseases
prevalence.
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