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ABSTRACT 

 

The main objective of this study was to critically analyze livestock markets for 

sheep, goats and cattle in Tanzania, with a view to enable livestock keepers and the 

nation at large benefit from the sale of livestock and livestock products. Specifically, 

the study examined the structure and operation system of livestock markets as well as 

procedures and pricing systems used in selling and buying livestock. This study 

adopted a descriptive research design of which its results were based on the 

questionnaires outcomes, interviews, observation, literature reviews and past 

research findings in drawing up conclusions. The sample of the study was 50. 

Quantitative data from the questionnaire was analyzed by using Excel spreadsheets. 

Data from interview was transcribed to form notes. This was combined with data 

from document analysis. All the data from interview, self administered questionnaire 

and document analysis was organized to form codes by relating with research 

questions and literature review. 

 

The study found that livestock market structures in Tanzania follow a four tier 

system, farm gate sales, primary markets, secondary markets and tertiary markets 

and key players in these markets were government, traders, pastoralists and 

stakeholders. The study also found there were no proper procedures being used at 

these livestock market as a standard for buying and selling cattle and shoats, and that 

prices were largely influenced by the demand and supply of animals and seasons in a 

year, but more animals were brought in the market than the demand. Revolution in 

communication has been a driving force behind the revolution in livestock marketing 

information in the country. The study recommended more research on livestock 

markets, embrace more communication technology, more training to market 

supervisors, developing better policies for livestock system, improve infrastructure, 

build zonal markets and abattoir and improve revenue collection in livestock 

markets.  
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CHAPTER ONE 

INTRODUCTION AND BACKGROUND TO THE STUDY 

1.1 Background of the Study 

 

Tanzania is endowed with abundant natural resources, which include land, water, 

forage and a large livestock resource base. Out of the total 94 million hectares of 

land resource, 60 million hectares are rangelands utilized for grazing 21.3 million 

cattle; 15.2 million goats and 6.4 million sheep. Other livestock kept in the country 

include 1.9 million pigs, 35.1 million indigenous and 23 million exotic (Mashindano 

et al, 2011). The country has the third largest cattle population in Africa after 

Ethiopia and Sudan. About 90% of the livestock population is of indigenous types, 

which are known for their low genetic potential in milk and meat production (LSDP, 

2011). 

 

Livestock production is one of the major agricultural activities in Tanzania.  The sub 

sector contributes to national food supply, converts rangelands resources into 

products suitable for human consumption and is a source of cash incomes.  It 

provides about 30 per cent of the Agricultural GDP.  Out of the subsector’s 

contribution to GDP, about 40 percent originates from beef production, 30 percent 

from Milk production and another 30 percent from poultry and small stock 

production (Pauw and Thurlow, 2011). Livestock production originates from a large 

resource base composed of the different livestock species, breeds and types whose 

ownership and distribution differ from region to region.  Three livestock production 

systems are commonly distinguished in the rangeland areas; commercial ranching, 

pastoralism and agro-pastoralism.   

 

Common sources of meat in this country include beef cattle, sheep and goats, 

poultry, pigs, game and non-conventional animals. Cattle produce most of the meat 

contributing 53% of total meat production whereas sheep and goats contribute about 



2 

 

22% and reminder is from pigs, poultry and non conventional animals (Mashindano 

et al, 2011). Meat produced in the country is mainly for the domestic market 

although part of the annual off-take of cattle, sheep and goats are exported mainly to 

neighboring and the Middle East countries. 

 

Reliable, timely and consistent livestock marketing information is essential for 

efficient, effective and transparent marketing operations. Currently, there is limited 

available information on traded live animals from 53 out of 400 markets in the 

country and are accessible electronically (Chilonda and Otte, 2006). Other sources of 

information include mass media and routine data available from Local Government 

Authorities. However, there is no information on livestock products and by products. 

In addition, there is a need to have a comprehensive Livestock marketing information 

system to facilitate market intelligence for efficient and effective functions of 

livestock marketing. 

 

Presently there is some information on live animals, collected from a few selected 

markets which are accessible through mass media and electronic means (website, 

email, cell phones) but none for livestock products and by products and in addition 

market intelligence is inexistent, which renders the marketing functions ineffective 

and inefficient (LSDP, 2011). The challenge facing livestock marketing information 

is to have consistent, reliable and timely livestock marketing information, to have a 

well coordinated system of data collection, analysis and dissemination which is 

harmonized between institutions and availability of trained technical staff in data 

management. One of the main objectives of LSDP in this area is to facilitate the 

availability of adequate so that marketing of livestock and livestock products can be 

improved. 

 

Despite the contribution of livestock to the economy and to smallholders’ livelihood, 

the production system is not adequately market-oriented. There is little evidence of 

strategic production of livestock for marketing except some sales targeted to 
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traditional religious and traditional festivals (Mashindano et al, 2011). The primary 

reason for selling livestock is to generate income to meet unforeseen expenses. Sales 

of live animals are taken as a last resort and large ruminants are generally sold when 

they are old, culled, or barren. In the highlands, large numbers of cattle are kept to 

supply draft power for crop production whereas prestige and social security are the 

predominant factors in the lowland pastoral areas (like the Maasai pastoralists). 

 

Generally, the livestock marketing structure follows a four-tier system. The main 

actors of the first tier are local farmers and rural traders who transact at farm level 

with very minimal volume, 1–2 animals per transaction irrespective of species 

involved. Some traders may specialize in either small or large animals. Those small 

traders from different corners bring their livestock to the local market (second tire). 

Traders purchase a few large animals or a fairly large number of small animals for 

selling to the secondary markets. In the secondary market (third tier), both smaller 

and larger traders operate and traders and butchers from terminal markets come to 

buy animals. In the terminal market (fourth tire), big traders and butchers transact 

larger number of mainly slaughter type animals (Pauw and Thurlow, 2011).  

 

From the terminal markets, slaughterhouses, and slabs, meat reaches consumers 

through a different channel and a different set of traders/businesses. Consumers get 

meat through one of the three channels. They may purchase live animals directly 

from the terminal market and slaughter by themselves or they may get meat from 

markets, which by-pass the formal procedures through abattoirs; or they may access 

from butchers who process the meat via abattoirs. In the former two cases, 

consumers’ health may be at risk of zoonotic diseases and the government is also 

denied revenue from service charge from abattoirs (Njuki et al, 2011).  

 

Livestock markets are generally under the control of local authorities. Livestock 

market locations in primary and secondary markets are typically not fenced; there are 
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no permanent animal routes and no feed and watering infrastructures. Yet buyers and 

sellers are subjected to various service charges by the local authorities. 
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1.2  Statement of the Problem 

 

Marketing of live animals in the country takes place in primary, secondary and 

tertiary livestock markets. The primary markets are managed by Local Government 

Authorities (LGAs) while secondary, tertiary and border markets are under the 

management of the Central Government. The trading is done on negotiation between 

buyers and sellers with less consideration of grade. Currently, livestock production is 

mainly subsistence whereby livestock and livestock products produced in the country 

is largely for the domestic market and only a small amount is exported. For example, 

in the year 2009/10 a total of 857,208 cattle and 682,992 goats and 122,035 sheep 

were sold of which 2,970 cattle and 302 goats were exported to neighboring 

countries and Middle East (LSDP, 2011). 

 

In order to facilitate the marketing of livestock and livestock products Tanzania has 

developed strategically domestic and export trade-facilitating infrastructure. These 

include primary, secondary and border markets, holding grounds, veterinary 

checkpoints and slaughter facilities including abattoirs. Currently there are over 400 

primary, 12 secondary and 10 border livestock markets for cattle, sheep and goats 

(LSDP, 2011). Primary markets, which are under the jurisdiction of the LGAs, 

though functioning most of them, are with limited requisite marketing infrastructure. 

Most of the secondary and border markets which are managed by the Central 

Government lack essential marketing facilities to facilitate auctioning and grading. In 

addition, border markets are rarely utilized due to weak law enforcement. 

 

Since the livelihood of smallholders is highly dependent on the cash income from 

livestock and livestock products, alleviating constraints to the export market and 

domestic trade and marketing structure, improving market information, and 

upgrading marketing infrastructures including health and sanitary conditions will 

increase the welfare of smallholder producers, urban consumers and improve the 

national balance of payments. 
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However, current knowledge on livestock market structure, performance and prices 

is poor and inadequate for designing policies and institutions to overcome perceived 

problems in the marketing system. Knowledge on how marketing routes and systems 

could contribute to the spread of diseases and the implications of these for national 

and international trade in livestock is also highly inadequate to design any policy or 

institutional innovation to improve marketing for the benefit of the poor. Therefore,  

what improvement on the current  infrastructure and marketing system need to be put 

in place; in order to enable the livestock keepers and the nation benefit from the vast 

livestock population?.  

1.3  Objectives of the Study 

1.3.1  Main Objective 

 

The main objective of this study was to critically analyze livestock markets for 

sheep, goats and cattle in Tanzania, with a view to enable livestock keepers and the 

nation at large benefit from the sale of livestock and livestock products. 

 

1.3.2 Specific Objectives 

 

Specifically the study intended; 

• To examine the structure and operation system of cattle, sheep and goats 

markets in Tanzania 

• To investigate the procedures and pricing systems used in selling and buying 

livestock in Pugu and Vingunguti markets 

1.4  Research Questions 

  



7 

 

The study was guided by the following research questions; 

 

• How is the structure of livestock markets and how are they being operated in 

Tanzania? 

• What are the procedures and pricing systems used in selling and buying 

livestock in Pugu and Vingunguti markets? 

1.5  Significance of the Study 

 

This study is important because currently in Tanzania, there is little information 

concerning cattle, sheep and goats markets in the country.  Therefore this study 

helped bridging the gap by contributing to the body of knowledge concerning 

livestock markets and livestock markets information systems. Furthermore, this study 

provides an opportunity to other students and researchers to undertake similar work 

using other livestock markets available in the country or covering a wider area and 

more markets in the country. During the course of preparing this research paper, the 

researcher definitely benefited from this exercise, increased her knowledge on 

research work and making executive presentations in her daily professional work. 

 

Additionally, the study would assist government as policy makers to have policies in 

place that would be able to support and guide livestock traders (from the farmer to 

the secondary markets) in their business development and address the promotion of 

livestock marketing sector in Tanzania. The study also serves to assist entrepreneurs 

(existing and new comers) to acquire more opportunities available in the livestock 

sector and hence broaden their business undertakings in this sector. Therefore, this 

should act as a guideline to new entrepreneurs who are aspiring to get involved in 

livestock marketing.  
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1.6 Limitations of the Study 

 

This study was constrained by time especially during data collection and report 

writing, as there was too much to cover in a limited timeframe. Additionally, 

availability of secondary material on livestock markets in Tanzania had been a 

hindrance because most studies conducted have not been published and reports were 

not easily accessible to new researchers. Research funds was another factor which 

limited the study due to the cost of researcher’s movement from one market to 

another, communications and materials needed for the study. 

1.7 Scope and Delimitations of the Study 

 

This study was conducted under the following conditions: 

1. This study only covered two livestock markets (Pugu market for cattle and 

Vingunguti market for goats and sheep). Both these markets were found 

within Dar es Salaam City, so time and cost was saved due close proximity of 

these markets. 

2. The respondents of this study were government officials directly dealing with 

livestock and livestock matters, livestock traders, livestock market officials 

and other livestock stakeholders who helped in the gathering of both primary 

and secondary data. 
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CHAPTER TWO 

 LITERATURE REVIEW 

2.1  Introduction 

 

This chapter reviews the literature on the subject of markets, livestock marketing and 

the entire livestock industry in Tanzania. It presents review on conceptual framework 

in which different concepts and definitions are covered, theoretical framework in 

which different theories on marketing and marketing information are reviewed and 

empirical framework on which various research reports, papers and other 

publications were reviewed.  

2.2  Conceptual Review- 

2.2.1 Livestock Marketing 

 

The term marketing has been defined as the management process responsible for 

identifying, anticipating and satisfying customer requirements profitably or 

marketing can also be defined as satisfying needs and wants through an exchange 

process (www.learnmarketing.net). Marketing requires co-ordination, planning, 

implementation of campaigns and employees with the appropriate skills to ensure 

marketing success. Marketing objectives, goals and targets have to be monitored and 

met, competitor strategies analyzed, anticipated and exceeded. 

 

Marketing is an important aspect of any livestock system. It provides the mechanism 

whereby producers exchange their livestock and livestock products for cash. The 

cash is used for acquiring goods and services which they do not produce themselves, 

in order to satisfy a variety of needs ranging from food items, clothing, medication 

and schooling to the purchase of breeding stock and other production inputs and 

supplies (Njuki et al, 2011). 
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To the astute livestock producer/marketer, marketing means more than just selling. 

Astute marketing involves the entire planning process required to produce, promote 

or merchandise and price a commodity. The first step in the marketing process is 

producing the type of stock - hogs, beef cattle, or sheep - that the livestock producer 

wants to produce. The producer must produce the kind of animals that the market 

place wants. It is often a costly lesson to produce an animal that the market place 

doesn’t particularly want. Other essential components of the production and 

marketing process include: estimating production costs, calculating cash flow needs, 

knowing what type and quality of animal has been produced and which buyers will 

be interested in that type of animal. A final, and equally important, step in the plan is 

evaluating the pricing and delivery alternatives. Once the final sale has been made, 

it’s very important to review the marketing process to determine what worked well 

and what needs to be improved (Barrett, 2008). 

2.2.2 Marketing Structures 

 

The term marketing structures refers to the manner in which markets or industries are 

organized based largely on the number of participants in the market or industry and 

the extent of market control of each participant (www.amosweb.com). Perfect 

competition represents the benchmark market structure that contains a large number 

of participants on both sides of the market, and no market control by any firm. Three 

market structure models with varying degrees of market control on the supply side of 

the market are: monopoly, monopolistic competition, and oligopoly.  

 

According to Business Dictionary, market structure is defined as the interconnected 

characteristics of a market, such as the number and relative strength of buyers and 

sellers and degree of collusion among them, level and forms of competition, extent of 

product differentiation, and ease of entry into and exit from the market Four basic 

types of market structure are (1) Perfect competition: many buyers and sellers, none 

being able to influence prices. (2) Oligopoly: several large sellers who have some 

control over the prices. (3) Monopoly: single seller with considerable control over 
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supply and prices. (4) Monopsony: single buyer with considerable control over 

demand and prices (www.businessdictionary.com). 

 

The structure of a market primarily depends on the number of firms operating in the 

market. Perfect competition is the theoretical benchmark of efficiency achieved 

because the large number of participants in the market gives neither buyers nor 

sellers market control. Other market structures have different amounts of market 

control due to different numbers of competitors. In general, more competition means 

less market control (Barrett, 2008). 

 

Perfect competition is an ideal market structure characterized by a large number of 

participants on both sides of the market. The product sold by each firm in the market 

is identical to that sold by every other firm. Buyers and sellers have complete 

freedom of entry into and exit out of the industry, and perfect knowledge of prices 

and technology. Perfect competition is an idealized market structure that is not 

observed in its purest form in the real world. While unrealistic, its primary function 

is to provide a benchmark that can be used to analyze real world market. 

 

Ayele et al (2003) noted that despite the contribution of livestock to the economy and 

to smallholders’ livelihood, the production system is not adequately market-oriented. 

There is little evidence of strategic production of livestock for marketing except 

some sales targeted to traditional religious and traditional festivals. The primary 

reason for selling livestock is to generate income to meet unforeseen expenses. Sales 

of live animals are taken as a last resort and large ruminants are generally sold when 

they are old, culled, or barren. In the highlands, large numbers of cattle are kept to 

supply draft power for crop production whereas prestige and social security are the 

predominant factors in the lowland pastoral areas (like the Maasai pastoralists). 

 

According to Ayele, the livestock marketing structure follows a four-tier system. The 

main actors of the first tier are local farmers and rural traders who transact at farm 
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level with very minimal volume, 1–2 animals per transaction irrespective of species 

involved. Some traders may specialize in either small or large animals. Those small 

traders from different corners bring their livestock to the local market (second tire). 

Traders purchase a few large animals or a fairly large number of small animals for 

selling to the secondary markets. In the secondary market (third tier), both smaller 

and larger traders operate and traders and butchers from terminal markets come to 

buy animals. In the terminal market (fourth tire), big traders and butchers transact 

larger number of mainly slaughter type animals.  

 

This is shown in the figure below adopted from Ayele et al (2003) 
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Figure 2.1: Livestock Marketing Structure 

 

Source: Ayele et al (2003) 

  

FARM GATE SALES 

PLAYERS: Farmers and rural Traders 

ANIMALS: Cattle, Goat, Sheep 

VOLUME: Nominal, usually 1-2, typically 5 

LOCATION: Farms and rangelands 

 

LOCAL/PRIMARY MARKETS 

PLAYERS: Farmers and rural Traders 

ANIMALS: Heifers, Young Bulls, Culled Cattle, Goat, Sheep 

VOLUME: <500 herds/week 

LOCATION: Market centers in rural areas 

 

SECONDARY MARKETS 

PLAYERS: Farmers, Small and Big Traders, Butchers 

ANIMALS: Slaughter, breeding and craft stock 

VOLUME: 500 – 1000 herds / week 

LOCATION: Towns and regional markets 

 

 

TERMINAL MARKETS 

PLAYERS: Big traders (sellers), Butchers (Buyers) 

ANIMALS: Slaughter types, culled for age, oxen, barren cows 

VOLUME: >1000 herds / week 

LOCATION: Principal cities 
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2.3 Theoretical Framework 

 

There are a number of theories developed regarding the issue of marketing and 

communication links between different government agencies and the stakeholders in 

different sectors. This part reviews a number of theories and key ideas in marketing 

and communication between the government agencies and their stakeholders. 

2.3.1 Information  

 

Providing factual statements and explanations about the common enterprises and 

how the various stakeholders relate to it. Examples include: (i) how extension 

officers redeployment program will work, who will be affected, when and where it 

will be applied; (ii) livestock extension officers hiring by sex and region; (iii) the 

performance of local and regional livestock markets (iv) livestock unit cost by 

region; (v) extension workers-farmers ratios by region. Such information levels the 

playing field when it comes to information used in livestock marketing and other 

agricultural practices (Puryear, 1992). Information is very important in the livestock 

market chains. 

2.3.2 Dialogue and confidence-building 

 

Ensuring that all the various points of view are expressed, providing clarifications 

and addressing any hesitations about the issues concerned. For example, what do 

livestock keepers feel about small livestock traders visiting their farms? Will 

extension staff lose seniority if moved to other locations? Will government’s plan of 

returning management of primary livestock markets to local government authorities 

not mean unfair trading ground for some groups? Information and communication 

strategy will provide for group meetings, person-to-person discussions, workshops, 

newsletters, etc. to tackle the various aspects of these kinds of situation, and ensure 

that major misunderstandings are removed, so that stakeholders can be comfortable 

with their present and future roles (Baeyaert, 2005). 
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2.3.3 Consensus  

 

Once stakeholders are informed and have a chance to express their views, and their 

worries are addressed adequately, it may be possible to get agreement on lines of 

action, on schedules, on division of responsibility etc. For example, if targets have 

been set for checking livestock diseases and quarantining sick animals, who will 

ensure that this is actually done? If special resources are required for this, how will 

they be made available? What is the role of farmers, of trading groups, of extension 

officers and other government officials in meeting targets? Will they agree to 

undertake their roles? If sanctions for non-performance are to be invoked, are they 

understood and accepted by all? Information and communication strategy will seek 

ways of effectively managing these issues. It will keep track through monitoring 

feedback, of the evolution of understandings and the achievement of commonly-

decided objectives (Baeyaert, 2005). 

2.3.4 Efficient Market Theories 

 

Efficient markets theories suggest that small private investors who buy individual 

stocks based on their own hunches and analyses tend to be unsuccessful.  In finance, 

the efficient-market theory asserts that financial markets are "informationally 

efficient". In consequence of this, one cannot consistently achieve returns in excess 

of average market returns on a risk-adjusted basis, given the information available at 

the time the investment is made (Thornton, 2010). 
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Note among reasons why these private investors are usually below the market line in 

this graph would be: (a) lack of information. (b) Transaction costs. (c) Inadequate 

diversification. (d) Excessive laws and regulations in financial markets. 

 

One lone small private investor has managed to invest at point a, above the market 

line. Efficient markets theories suggest that this investor is likely to be: (a) extremely 

gifted at digesting market information. (b) a graduate in advanced business studies. 

(c) In accidental possession of insider information. (d) Far more willing to bear risk 

than other investors. (e) The manager of an indexed mutual fund. 

2.3.5 Participatory Communication Theory 

 

Participation communication which has proved to be effective in building confidence 

and ownership, involves frequent interchange among people and groups in 

communication situations. In other words, it is a mode of communicating in which 

all the parties concerned should feel able to initiate discussion and to respond freely 

when addressed, rather than be just passive receivers of other peoples’ monologues 

and commands. 

 

According to Alfonso Dagron (2003), the main elements that characterize 

participatory communication are related to its capacity to involve the human subjects 

of social change in the process of communicating. Dagron goes on to enumerate nine 

“issues that distinguish participatory communication from other development 

communication strategies.” Among these are: horizontal vs. vertical, process vs. 

campaign, long-term vs. short-term, collective vs. individual, with vs. for, specific 

vs. massive, people needs vs. donors’ musts, ownership vs. access, and 

consciousness vs. persuasion. These bi-polar opposite terms each describe various 

ways of communicating, the first in each pair being more favorable to participatory 

communication. 
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Some communication efforts use mass media: press releases, news bulletins, 

programs, announcements on radio and television, etc. Some involve group and 

interpersonal communication through meetings, parent-pupil-teacher conferences, 

workshops, seminars, rallies, demonstrations, etc. Other communication modalities 

use institutional channels such as the political/administrative, the school/educational 

system, development networks, NGOs. Also used increasingly are traditional or 

socio-cultural channels of communication, involving local opinion leaders, informal 

groups, indigenous and popular media, such as theatre and festivals, and places and 

events where people gather regularly, markets, worksites, marriages, naming 

ceremonies, wake-keepings (Dragon, 2003). 

2.4 Empirical Review 

 

2.4.1 Structure and Operation System 

 

Ayele et al (2003) conducted a study titled “Livestock marketing in Ethiopia: A 

review of structure, performance and development initiatives”. The aim of the paper 

was to review current knowledge on market structure, performance, export and 

related issues, livestock marketing development efforts and outcomes. It then 

identified information gaps and recommends research that may help to reduce 

inefficiencies in the domestic market and identify opportunities in the export market. 

 

The study found that the available research results for livestock marketing in 

Ethiopia were outdated. Current knowledge on livestock market structure, 

performance and prices was poor and inadequate for designing policies and 

institutions to overcome perceived problems in the domestic and export marketing 

systems. Import ban by importing countries due to the incidence of Rift Valley fever 

triggered the recent loss of the export market. However, the study noted that 

regaining the export market required a much wider range of sanitary and 

phytosanitary conditions and quality requirements.  
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The study recommended that for Ethiopia to re-enter the market, understanding 

importers’ perspectives and requirements, competitiveness of Ethiopia in relation to 

alternative suppliers to the same market and the benefits of required investment 

needed to be assessed. In the domestic market, knowledge on how marketing routes 

and systems contributed to spread of diseases and the implications of these for 

national and international trade in livestock was also insufficient to design any policy 

or institutional innovation to improve domestic and export marketing for the benefit 

of the poor.  

 

However, this study did not explain the issues of livestock market structures, 

involvement of government, livestock keepers, traders and other livestock 

stakeholders in the development of livestock marketing in that in that country. 

Furthermore, the paper did not explain how livestock marketing information were 

gathered and disseminated in Ethiopia. 

 

Kariuki and Kaitho (2007) conducted a study titled “Application of Information and 

Communication Technologies in Developing a National Livestock Marketing 

Information System for Kenya”. The main aim of this study was to examine the 

effect of incorporating Information and Communication Technologies as strategy to 

enhance livestock market information in Kenya. This was due to the fact that the 

Livestock Information Network and Knowledge System (LINKS) of the Global 

Livestock Collaborative Research Support Program (GL-CRSP) had responded to 

this need. It had developed a livestock marketing information system based on 

information communication technologies that had been adopted as the basis for 

developing a national livestock marketing information system for Kenya. 

 

The study found that basic communication technologies including information 

communication technologies can play a major role in improving connectivity among 

markets and this can help communities of livestock producers identify markets for 

their livestock and improve their knowledge on prices in those markets. Developing 
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the technical and human capacity to meet market information needs and decision 

support for livestock producers help to bridge the gap between markets on the one 

hand and producers on the other. This means that producers can make better choices 

on where to sell their animals and creates leeway to have better bargaining power 

with traders.  

 

To make this a reality, the study recommended that government support was required 

in terms of development and adoption of policies that guarantee access to 

information communication technologies to a wide clientele especially in the more 

remote areas where marketing of livestock is a major activity. 

 

However, this study only addressed the issue of adoption of information and 

communication technologies in enhancing livestock marketing information, leaving 

other issues like the market structures, key players in the livestock industry and other 

strategies in enhancing the development of livestock markets untouched. 

2.4.2 Procedures and Pricing Systems used in Selling and Buying Livestock 

 

In another study by Bizimana et al (2012) titled “Cattle Markets Integration and Price 

Discovery in Three Developing Countries of Mali, Kenya, and Tanzania”, the 

authors overall objective of the dissertation was to test for cattle markets integration 

in three African developing countries of Mali, Kenya, and Tanzania. The paper noted 

that one way of assessing the efficiency of market and the impacts of liberalization 

policies was to test for market integration and price transmission. They also analyzed 

price leadership among the markets in each of the three case studies. Autoregressive 

models (vector autoregressive models and error correction model) were used to 

determine the level of cattle market integration. 

 

The study results showed a low level of cattle markets integration in Mali. The cattle 

markets in Mali were more-or-less independent with regard to price transmission 

among markets. Kenya cattle markets showed a good level of integration among the 
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markets. Chepareria market in the Rift Valley region (west) seemed to lead other 

markets in price signal transmission. Tanzanian cattle markets exhibited a higher 

level of integration with Pugu market, in Dar es Salaam, leading other cattle markets 

in price signal transmission. 

 

The study concluded that the cattle markets in Tanzania and Kenya appeared to have 

a relatively higher level of market integration compared to the cattle markets in Mali. 

There is a reasonable belief that the time the livestock market information system has 

been in place, in each country, played a role in the market integration process. More 

time and better communications seem to have allowed the market actors to learn 

arbitrage skills and strengthen their trade relationships that ultimately led to the 

market integration. 

 

However, this paper did not show how livestock marketing information helped in 

creating good communication and proper information flow to the market actors. 

Furthermore, the study did explain how market structures influenced the livestock 

trading as well as how the government and livestock stakeholders enhanced livestock 

markets in those countries. 

 

2.5 Research Gap 

 

A number of studies have been conducted on the topic of livestock marketing in 

different parts of the world, including Tanzania and other African countries. 

However, most of these studies did not explain the issues of livestock market 

structures, involvement of government, livestock keepers, traders and other livestock 

stakeholders in the development of livestock marketing in that in that country. 

Furthermore, some studies did not explain how livestock marketing information were 

gathered and disseminated in different countries.  

 



21 

 

Additionally, they did not show how livestock marketing information helped in 

creating good communication and proper information flow to the market actors, how 

market structures influenced the livestock trading as well as how the government and 

livestock stakeholders enhanced livestock markets in those countries. Other studies 

only addressed the issue of adoption of information and communication technologies 

in enhancing livestock marketing information, leaving other issues like the market 

structures, key players in the livestock industry and other strategies in enhancing the 

development of livestock markets untouched. Therefore, there was a gap of 

knowledge here which needed to be addressed. 

 

2.6 Conceptual Framework 

 

This study adopted the Structure-Conduct-Performance (S-C-P) framework to gain 

an understanding of market structures, the behavior of market participants and 

market performance. The S-C-P is an analytical approach designed to investigate 

how the market environment influences the behavior of market participants, which in 

turn influences how markets perform (FEWS NET, 2008). 
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Source: FEWS NET (2008)  
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CHAPTER THREE 

 

RESEARCH METHODOLOGY 

3.1 Introduction 

 

This chapter presents the philosophical assumptions underpinning this study. The 

chapter includes research approach and techniques applied from sample and 

sampling technique, data collection, data analysis and interpretation. The research 

design covered the reasons for selecting respondents, data sources for the study and 

data analysis procedures used in the study. 

 

3.2 Research Design 

 

Research design is the conceptual structure within which research is conducted: it 

constitutes the blueprint for the collection, measurement and analysis of data. As 

such the design includes an outline of what the researcher will do from writing the 

hypothesis and its operational implication to final analysis of data (Saunders et al., 

2000). This study adopted a descriptive or survey design .This is the one in which the 

characteristics of a group, community or people are described .The methods used in 

this kind of study are in most cases qualitative in nature producing descriptive data 

(Kothari, 2004). The techniques used include participants’ observation, personal 

document and in structured questionnaire.  

 

This study adopted a descriptive or survey design because it is flexible; it allows the 

use of multiple methods of data collection and it can provide the information which 

is valued in policy formulation.  
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3.3 Study Area 

 

This study was conducted in Dar es Salaam, at Pugu and Vingunguti Livestock 

Markets. Pugu market had been selected because it is arguably the biggest cattle 

market in Tanzania and a number of livestock stakeholders from government 

officials, small traders, big traders, butchers and even final consumers can be found 

in the market. Vingunguti market had been selected because it is one of the 

secondary markets for goats and sheep in Tanzania.  

3.4  Sample Size and Sampling Procedure 

 

A sample is a finite part of a statistical population whose properties are studied to 

gain information about whom (Yin, 2009). When dealing with people, it can be 

defined as a set of respondents (people) selected from a large population for the 

purpose of a survey. Samples are always subset or small parts of the total number 

that could be studied (Creswell, 2004). This study interviewed 50 respondents in the 

study area. This included 10 government officials dealing with different matters at 

the markets (5 from each market), 20 livestock traders (10 from each market), 10 

pastoralist/livestock keepers (5 from each market), 4 members from NGOs dealing 

with livestock and livestock marketing and 6 members from livestock traders co-

operatives.  

 

The study used simple random sampling as well as purposive sampling methods. 

Purposive sampling helps to identify key persons who hold different leadership 

positions on the subject in question and can increase the utility of the findings. The 

study used purposive sampling in selecting government officials, members from 

NGOs dealing with livestock and livestock marketing and members from livestock 

traders’ co-operatives. The study used simple random sampling in selecting livestock 

traders and pastoralists/livestock keepers. The composition of the study sample is 

shown in the table below. 
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Table 3.1: Study Sample 

S/No RESPONDENTS NUMBER TECHNIQUE USED 

1 Government Officials 10 Purposive Sampling 

2 Livestock Traders 20 Simple Random 

Sampling 

3 Pastoralists/Livestock keepers 10 Simple Random 

Sampling 

4 Experts from NGOs 4 Purposive Sampling 

5 Livestock Traders Co-

operative Officials 

6 Purposive Sampling 

TOTAL 50 Respondents to be interviewed 

Source: The Author, 2013 

 

3.5 Sources of Data 

3.5.1 Primary Data Collection 

 

The primary data refers to the information which is collected afresh and for the first 

time, and thus happen to be original in character. They are named primary because 

are unsullied collected and have not been manipulated by any other person. Such 

data are provided by the subjects in the sample through the scheduled interactions by 

using the well prepared tools. Various tools or methods to obtain the primary data 

are; observation method, interview method, focused group discussion and through 

schedules (Kothari, 2004). In this study, primary data was collected through 

interviews, observation and questionnaire. 
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3.5.1.1 Questionnaire 

 

A questionnaire is a set of questions that are sent to the respondents concerned with a 

request to answer the questions and return the questionnaire. A questionnaire consists 

of a number of questions printed or typed in a definite order on a form or set of forms 

(Kothari, 2004). This technique is quite popular particularly in case of enquiries. The 

study expects to use the structured questionnaires in this study. Structured 

questionnaires are those questionnaires in which there are definite, concrete and pre-

determined questions. Questions are presented with exactly the same wording and in 

the same order to all respondents. The form of questions may be either closed or 

open and may also have fixed alternative questions in which the responses of 

informants are limited to the stated alternatives.  

 

This instrument was used in this study due the following merits; there is low cost 

even when the universe is large and is widely spread geographically, it is free from 

the bias of the interviewer; answers are in respondents’ own words, respondents have 

adequate time to give well thought out answers, respondents, who are not easily 

approachable, can also be reached conveniently and large samples can be made use 

of, and thus the results can be made more dependable and reliable. 

3.5.1.2 Interviews 

 

According to Kothari (2004), he defined interview method as a method of collecting 

data which involves presentation of oral-verbal stimuli and reply in terms of oral-

verbal responses. This method can be used through personal interviews and, if 

possible, through telephone interviews. It will be used to supplement the 

questionnaires to be distributed in order to obtain more information. This study used 

personal interview (face to face interview with the respondents). The personal 

interview refers to face to face contact between interviewer and interviewee. The 

researcher selected the respondents who had access to the information required and 

who understood the questions which were asked.  
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3.5.1.3 Observation 

Observations is an important method of collecting data in qualitative approach, as 

(Creswell, 2004) aptly put it ‘’qualitative research places emphasis on understanding 

through looking closely at peoples words, actions and records’’. The researcher is a 

silent observer, which is explained by Creswell (1994) that the researcher does not 

participate in activities in the setting. This method helped in establishing and 

verifying different practices at livestock markets like animal grading, trading style 

and record keeping, and witnessed how events occurred in the real context. 

3.5.2 Secondary Data Collection 

 

These are data obtained from literature sources or data collected by other people for 

some other purpose. These data provide second hand information and include both 

raw data and published ones. Some of data collected and stored by organizations 

include details on the payroll, income statements, and copies of letters and minutes of 

meetings, newspapers, journals and textbooks (Saunders et al, 2000). According to 

Kothari (2004), Secondary data means data that are already been collected and 

analyzed by someone else. Advantages of secondary data are that it is cheap and 

inexpensive. It is easily accessible. It is already available. It saves time and efforts. It 

is unobtrusive. It avoids data collection problems and it provides a basis for 

comparison. 

3.6 Data Presentation and Analysis 

 

Quantitative data from the questionnaire was analyzed by using Excel spreadsheets. 

Data from interview was transcribed to form notes. This was combined with data 

from document analysis. All the data from interview, self administered questionnaire 

and document analysis was organized to form codes by relating with research 

questions and literature review. Through re-reading and reflecting from codes and 

data collected the categories were formed and developed into themes. To make 

meaning, data was theorized before being written in narrative form. 
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CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS AND DISCUSSIONS  

4.1  Introduction 

 

This chapter presents the findings, analysis and discussion of the findings that were 

obtained through questionnaires, interviews and observation. The findings are based 

on the objectives of the study outlined in chapter one. The chapter starts by 

presenting the demographic and social-economic characteristics of the sample 

population, focusing on age, sex, education, marital status and occupation. The 

chapter also presents the structure and operational system of the livestock markets as 

well as the procedures and the pricing systems used in selling and buying livestock. 

Data is presented and discussed with the help of tables and figures as a means of 

summarizing and clarifying on the matter discussed for each finding with regard to 

the study objectives. 

 

4.2  Background Characteristics of the Respondents 

 

Demographers and other social scientists have special interest in the age structure of 

a population, not only because it is a fundamental measure of population growth, but 

also as an instrument that helps to understand the relationship within the community 

and the way various activities are undertaken. While the age structure has enormous 

implication on the management of various resources and administrative functions, 

sex has influence on the prioritization of the various services and participation in 

various activities in society (Burt, 2001). Education is also very important in 

different business undertakings. As such, age, sex, marital status and education were 

taken into consideration during this and the respondents who were included in this 

study were both grown-up and mature.  
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4.2.1  Age 

According to the study findings, the respondents who were aged 21-30 years were 

16%, those who were between 31-40 years were 34% and those who were between 

41-50 years were 26%. Furthermore, 18% of the total respondents interviewed were 

aged between 51-60 years and those who were above 60 years were 6% of the total 

respondents interviewed by the study. The study findings shows that majority of the 

participants in the livestock markets in Tanzania are middle aged people between the 

age of 31 to 50 years of age. This group constituted 60% of the total respondents. 

 

Table 4.1: Age of the respondents 

 

AGE GROUP FREQUENCY PERCENT 

21-30 8 16 

31-40 17 34 

41-50 13 26 

51-60 9 18 

Above 60 3 6 

 

Source: The Author, 2013 

4.2.2  Sex  

According to the study findings, the male respondents were 76% of the total 

respondents interviewed by the study and the female respondents were 24%. In other 

words, over three quarters of the respondents interviewed by the study were males. 

The major finding here is that more males are participating in livestock markets in 

Tanzania than females. This fact was also observed by the researcher in both Pugu 

and Vingunguti livestock markets. 

 

 

 



30 

 

Table 4.2: Sex of the respondents 

 

SEX FREQUENCY PERCENT 

Male 38 76 

Female 12 24 

      

Source: The Author, 2013 

4.2.3  Education Level of the Respondents 

 

With regard to education level of the respondents, many of the respondents had 

primary education (34%), secondary education (22%) and those who attended 

colleges and above (30%). However, a small but significant portion of the 

respondents (14%) were illiterates who never attended formal schooling. 

 

Table 4.3: Education level of the respondents 

 

EDUCATION LEVEL FREQUENCY PERCENT 

No formal education 7 14 

Primary education 17 34 

Secondary education 11 22 

College and above 15 30 

 

Source: The Author, 2013 

4.2.4  Marital Status of the Respondents 

According to the study findings, majority of the respondents interviewed by the study 

(58%) were married. Furthermore, 26% of the respondents were single, 10% of the 

respondents were divorced and 6% of the respondents interviewed were separated. 

Therefore, Vinginguti and Pugu livestock markets consist mainly of married people 
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and those are still single. These two groups constituted 86% of the total respondents 

interviewed by the study 

 

Figure 4.1 Marital Status of the Respondents 

 

 

 

Source: The Author, 2013 

4.2.5  Occupation of the Respondents 

 

The study finding shows that 20% of the respondents interviewed by the study were 

government officials for revenues, market leaders and supervisors, law enforcement 

officials and ministry officials in charge of the markets. Additionally, 40% were 

livestock traders and 20% of the respondents were livestock keepers (pastoralists 

who mostly bring cattle to the market from upcountry regions like Singida, Dodoma, 

Shinyanga and Mwanza). Other respondents included experts from NGOs (8%) and 
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Livestock Traders Co-operative Officials (12%). The distribution of respondents 

according to their occupations is shown in Table 4.4 below.  

 

Table 4.4 Occupation of the Respondents 

 

RESPONDENTS NUMBER PERCENT 

Government Officials 

Revenue Officials, Market Supervisors, 

Livestock Officers, Extension Officers 

10 20% 

Livestock Traders 

Big Traders, Small Traders 

20 40% 

Pastoralists/Livestock keepers 

(Mostly from rural areas from as far as Singida, 

Dodoma, Shinyanga and Mwanza) 

10 20% 

Experts from NGOs 

(Market analysts, Animal Welfare, Pastoralist 

Welfare, Researcher) 

4 8% 

Livestock Traders Co-operative Officials 6 12% 

 

Source: The Author, 2013 

4.3  Livestock Market Structure and Operation 

 

According to the study findings, market structures in Tanzania are mainly divided in 

four major parts: Farm gate sales, Primary markets, Secondary markets and Tertiary 

markets. According to the respondents interviewed by the study, market structures 

follow those four categories throughout Tanzania, with minor exceptions in some 

part of the country where the structure is farm gate sales, Local markets (Primary) 

and Secondary markets. Most of the government officials interviewed by the study 

and the stakeholders said that majority of the livestock markets in Tanzania follow 

those four tiers in their structure. The government officials and the stakeholders 
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consisted of 40% of the total respondents interviewed by the study, and 30% of them 

pointed out the used livestock market structure in Tanzania is the four tier system 

which consist of farm gate sales, Primary markets, Secondary markets and Tertiary 

markets. 

 

With regard to the pastoralists who were interviewed at Pugu and Vingunguti 

markets, over half of them said the buy and sell animals at four different markets 

namely farm gate sales/purchases, primary markets, secondary markets and tertiary 

markets. These pastoralists’ purchases animals from their fellow pastoralists at their 

farmyards, collect the animals as they move from one farm yard to another, from one 

market to another up to the secondary or tertiary markets were they sell all their 

animals to other traders, consumers, butchers and interested parties in the markets. 

Furthermore, some of these pastoralists said they only relied on farm gate sales for 

their purchases and sales, but get to the tertiary markets as herders for big livestock 

traders. 

 

Most of the livestock traders interviewed depended on tertiary livestock markets to 

sell their animals but relied heavily on farmyard sells, primary markets and some 

secondary markets in collecting their stock for selling in tertiary markets. 

Furthermore, 22% of the respondents (which is 55% of the livestock traders 

interviewed) believed the livestock markets in Tanzania to follow a four tier system. 
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Table 4.5: Market Structures 

MARKET STRUCTURE FREQUENCY PERCENT 

 

GOVERNMENT OFFICIALS 

Farm gate sales, Primary, Secondary and Tertiary 

markets 

Farm gate sales, Local markets (Primary) and 

Secondary 

 

 

8 

2 

 

 

16 

4 

 

STAKEHOLDERS 

Farm gate sales, Primary, Secondary and Tertiary 

markets 

Farm gate sales, Local markets (Primary) and 

Secondary 

 

 

7 

3 

 

 

14 

6 

 

PASTORALISTS 

Farm gate sales, Primary, Secondary and Tertiary 

markets 

Farm gate sales, Local markets (Primary) and 

Secondary 

Farm gate sells 

Farm gate sells and primary markets 

 

 

6 

2 

1 

1 

 

 

12 

4 

2 

2 

 

LIVESTOCK TRADERS 

Farm gate sales, Primary, Secondary and Tertiary 

markets 

Farm gate sales, Local markets (Primary) and 

Secondary 

Farm gate sells 

Farm gate sells and primary markets 

 

 

11 

3 

2 

4 

 

 

22 

6 

4 

8 
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Source: The Author, 2013 

Therefore, as the study findings showed, the most used market structure for livestock 

trading in Tanzania is a four tier system which consists of farmyard sells/purchases, 

primary market sells/ purchases, secondary markets and tertiary livestock markets. 

The level of participation at each structure of markets depends on the capabilities of 

the pastoralists who primary sellers or of the livestock traders who are purchasing 

and selling them at different levels of the market structure. Majority of small 

pastoralists sell their livestock in farmyards, but others take their few animals in 

large herds of bigger livestock traders were they get the opportunity to come and sell 

their animals at tertiary markets while as well getting paid for working as herders for 

livestock traders. Most of them come from as far Shinyanga, Mwanza, Dodoma and 

other regions of Tanzania to come and sell their cattle at Pugu or their shoats at 

Vingunguti market. 

 

The respondents were also asked how these markets are being run. The study finding 

shows that 30% of the respondents interviewed said most of these markets are being 

run by the government, including Local Government Authorities in different 

districts. Moreover, 22% of the respondents said these livestock markets were being 

run by the government in collaboration with stakeholders, 34% said they were run by 

traders and farmers and 14% of the respondents said the markets were being run by 

stakeholders only. 
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Table 4.6: Running of Livestock Markets 

 

RUNNING OF THE MARKET FREQUENCY PERCENT 

Run by the government (including LGAs) 15 30 

Run by the government in collaboration with 

stakeholders 

11 22 

Run by traders and farmers 17 34 

Run by stakeholders 7 14 

 

Source: The Author, 2013 

 

The important finding here is that most of the secondary and tertiary markets are 

being run by the central government or local government authorities in different 

districts of Tanzania. However, some of these markets are being run by the 

government in collaboration with stakeholders like investors running Dodoma 

abattoir or Arusha meat in Arusha. More important, farmyard sells/purchases are 

only controlled by the traders and farmers. Therefore most of this farmyard 

sells/purchases and dealings at local primary markets are largely controlled by the 

traders and farmers alone. This trade involves the selling of livestock from one 

goat/sheep or cattle to up to ten. Mostly here is a business between two people, 

farmers and traders. This goes duty free as no tax or duty is being paid. 

 

These trade dealings of animals can sometimes overlap to the neighboring countries. 

According to Legese et al (2008), the livestock marketing system in the Horn of 

Africa is founded upon a complex trading chain involving producers, intermediaries, 

traders and numerous other market participants. Animals move from bush, primary 

and secondary markets along key trading routes and corridors to terminal and export 

markets. This trading network spans the international borders of Tanzania, Kenya, 

Burundi, Rwanda and other nearby countries. Beyond major livestock market hubs 

such as Pugu, the cross-border livestock trade is an integral part of life among 
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communities living in remote pastoral areas. While proximity to the border can 

provide important benefits to adjacent communities, particularly in terms of drought 

coping mechanisms, communities can enjoy these benefits only during periods of 

peace. 

 

According to the respondents, the major/key participants in these markets were 

identified as being government (central government and local government 

authorities), traders, pastoralists and stakeholders like NGOs, investors and livestock 

keepers and livestock traders. Over half of the respondents interviewed by the study 

(56%) acknowledged the participation of the aforementioned participants in the 

livestock market system in Tanzania. This is shown on Table 4.7. 
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Table 4.7: Key Participants in Livestock Markets 

 

RUNNING OF THE MARKET FREQUENCY PERCENT 

Governments, Traders, Pastoralists and 

Stakeholders 

28 56 

Pastoralist and Traders 13 26 

Pastoralist, Traders and Stakeholders 9 18 

 

Source: The Author, 2013 

 

The study result shows that for the farmyard sells/purchases, the key participants at 

this level are pastoralists and traders. However, in some occasions the key 

participants are pastoralists, traders and stakeholders as there is involvement of one 

or more stakeholders like NGOs working on the welfare of pastoralists or an investor 

who purchases direct from the farmyard. However, from most primary markets to 

secondary and tertiary markets, the involvement of government is guaranteed. 

 

Almost all the respondents (92%) were in agreement that livestock market conditions 

fluctuate throughout the year due a number of factors. The factors mentioned by the 

respondents included rainfall conditions whereby during drought period a lot of 

animals are dying. During this period, to avoid losses, some pastoralists decide to sell 

their animals for very cheap prices, mainly because the animals are already in really 

bad shape to command a higher value. Traders, especially those who are purchasing 

from farmyards incur losses due to the fact that some animals die on the way to 

secondary and tertiary markets. Furthermore, big livestock traders in secondary and 

tertiary markets are so powerful and most of the time they command the prices set in 

the market, and they change from time to time. Therefore market conditions fluctuate 

throughout the year. 
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Therefore, the study results are in line with the literature reviewed from other studies 

conducted previously. As Pauw and Thurlow (2011) showed in their study, the 

livestock marketing structure follows a four-tier system. This four tier system is in 

line with what the study found out. The main actors of the first tier are local farmers 

and rural traders who transact at farm level with very minimal volume, 1–2 animals 

per transaction irrespective of species involved. Some traders may specialize in 

either small or large animals. Those small traders from different corners bring their 

livestock to the local market (second tire). Traders purchase a few large animals or a 

fairly large number of small animals for selling to the secondary markets. In the 

secondary market (third tier), both smaller and larger traders operate and traders and 

butchers from terminal markets come to buy animals. In the terminal market (fourth 

tire), big traders and butchers transact larger number of mainly slaughter type 

animals.  

As the study found out, from the terminal markets, slaughterhouses, and slabs, meat 

reaches consumers through a different channel and a different set of 

traders/businesses. Consumers get meat through one of the three channels. They may 

purchase live animals directly from the terminal market and slaughter by themselves 

or they may get meat from markets, which by-pass the formal procedures through 

abattoirs; or they may access from butchers who process the meat via abattoirs. In the 

former two cases, consumers’ health may be at risk of zoonotic diseases and the 

government is also denied revenue from service charge from abattoirs. This has also 

been shown to be the case in other studies conducted previously by Njuki et al, 

(2011). These researchers observed the same results as to how meat reaches 

consumers through different channels. 

 

The major reason for these results to correspond with results from the literature 

reviewed is the fact that most of these studies were conducted in Africa, and 

throughout Africa livestock production system is not adequately market-oriented. 

There is little evidence of strategic production of livestock for marketing except 

some sales targeted to traditional religious and traditional festivals. The primary 
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reason for selling livestock is to generate income to meet unforeseen expenses. Sales 

of live animals are taken as a last resort and large ruminants are generally sold when 

they are old, culled, or barren. This results in the same channel to be followed every 

time as the household will start selling one or two animals to meet their basic needs, 

local traders purchasing from households and the chain goes the same way to tertiary 

markets. 

4.4  Procedures in Trading Livestock 

 

According to the study findings, 72% of the respondents said there are no proper 

procedures being used at these livestock market as a standard for buying and selling 

cattle and shoats. However, 28% of the respondents said there are stipulated 

procedures for conducting livestock trading in secondary and tertiary markets but 

they are not being followed or adhered by traders and the stakeholders taking part in 

these markets. These respondents pointed to the fact that grading of livestock is one 

of the procedures stipulated and needs to be followed by it is not being done at all. 

 

Therefore, most of the procedure adopted at the markets like traders and sellers being 

free to roam around and select livestock freely from one point in the market to 

another, or grading livestock by using naked eyed with no professional procedure 

adhered to, are temporary but mostly used procedures in these markets. These 

procedures are formulated by traders and stakeholders right there in the market to 

allow for a smooth trading session between sellers and buyers. 

 

As the study finding showed, majority of the respondents interviewed by the study 

(52%) believed that these unofficial but most used procedures were set up by all 

stakeholders (the government, traders, pastoralists and unions). However, 40% of the 

respondents believed these procedures were set up by livestock traders while 8% said 

these procedures were set up by livestock producers (pastoralists). 
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Figure 4.2: Formulators of Procedures 

 

 

 

 Source: The Author, 2013 

By being mentioned by 40% of the respondents that they are the ones making 

procedures in the livestock markets, livestock traders have enormous influence in the 

structure and operation of these livestock markets. Additionally, there is no official 

mechanism to enforce procedures which have been put forward (like grading system 

for livestock as the main tool for trading live animals) in these markets, resulting to 

most of the official procedures to be abandoned and those which are not official to be 

implemented in the markets. This results in trading of live animals of unknown 

quality, a major setback in exportation livestock and livestock products from 

Tanzania. 

 

These results correspond to the literature reviewed because most of the livestock are 

produced by smallholder pastoralists and farmers and marketed by private 

entrepreneurs operating a marketing chain involving collection, regrouping and 

terminal markets. Although the marketing chain is well known, the economic and 

institutional barriers to livestock marketing are often underrated at considerable cost 
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to livestock sector development and with negative impact on the welfare of the large 

population of smallholder producers and others who depend on the livestock sector 

for their livelihoods. 

4.5  Livestock Prices 

 

With regard to livestock prices in livestock markets in Tanzania, the study found that 

prices are largely influenced by the demand of animals coupled with different 

seasons in a year. This fact was mentioned by 66% of the respondents interviewed by 

the study. Other respondents said traders and pastoralists influence the price (22%) 

and 12% said the government sets the prices. When the demand for animals is high, 

prices tend to rise and vice versa are true. Demand is always high during festive 

seasons like Christmas, New Year, Easter, Eid festivals and other local festivities. 

Therefore, in most cases the demand for livestock is driven by different festive 

seasons in a year. Furthermore, rain seasons or dry seasons influence the price of 

livestock in the market. 

Table 4.8: Set Up of Livestock Prices 

 

RESPONSIBLE FREQUENCY PERCENT 

The government sets the prices 6 12 

Traders and pastoralists influence the price  11 22 

Seasons and demand influence the price 33 66 

 

Source: The Author, 2013 

 

When asked specifically what factors were influencing the prices of livestock in 

Tanzania, majority of the respondents mentioned either demand and supply (36%) or 

season of the year (40%). Other respondents said livestock diseases outbreaks (10%) 

and 14% of the respondents mentioned untrustworthy traders. The major finding here 

is that demand and supply which comes as a results of different seasons in year is a 

major factor determining the prices of livestock in Tanzania. However, the study 
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notes that livestock traders maximize these demands for their advantages by 

increasing or lowering prices of live animals in the market place for their advantages. 

This gives them a key role in determining the prices of livestock throughout the year. 

Fig 4.3: Factors Influencing Livestock Prices 

 

 

 

Source: The Author, 2013 

 

According to the study finding, the government has been trying to control fluctuation 

of prices in livestock markets by putting grade prices, trying to control livestock 

auctions by increasing the number of officials to control these auctions and collect 

revenue as well as trying to enforce laws and regulation on pricing. The study 

findings showed that 24% of the respondent said that putting grade prices on 

livestock was a good move which aimed at putting constant prices on livestock based 

on their grades. The government has also tried to control prices by putting market 

supervisors and other government officials as overseers of the auction proceedings 
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(16%). This has not been effective because in the end prices are agreed upon by the 

seller and the buyer.  

 

However, the study noted that in these markets there is an average price of cattle, 

sheep and goats which fluctuate by a few thousands from time to time. But these 

prices skyrocket during festive season or when the demand is so high. Another way 

of controlling prices is through enforcing laws and regulations on pricing (42%). 

This has been said to be active in the markets which are controlled by local 

government authorities through formulation of by-laws which had been enacted and 

enforces. However, 18% of the respondents believed the government is doing 

nothing to control the prices in livestock markets. 

 

Table 4.9: Government Control on Prices 

 

RESPONSIBLE FREQUENCY PERCENT 

Putting Grade Prices 12 24 

Controlling Livestock Auctions  8 16 

Enforcing Laws and Regulations on Pricing 

(Especially by-laws in LGAs) 

21 42 

No serious efforts have been done to control 

the fluctuating prices 

9 18 

Source: The Author, 2013 

 

These findings illustrates that there are a number of factors which can influence 

marketing decisions which ultimately will result in uncontrollable prices. In non-

drought times, marketing decisions are largely driven by the type and magnitude of 

expenses that pastoralists need to cover with the cash obtained from livestock sales. 

The great majority of producers interviewed by the study noted that the main reason 

for selling shoats in non-drought times was to meet basic expenses. Cattle are sold 

only in exceptional cases, for example to cover wedding expenses. Cattle sales are 
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also infrequent, and used to obtain cash to also cover school fees, major medical 

costs and other major outgoings.  

 

All producers interviewed strongly favored the commercial off take of male, rather 

than female, animals. Respondents stated that, during non-drought years, only old 

and non-productive females were sold. These findings are in line with other studies 

conducted in East African region, which emphasized that unwanted animals were 

sold normally during non drought period and that selling productive females is a 

clear indication of stress in pastoralist households (Umar and Baulch, 2007; Bailey et 

al., 1999; Adugna, 2006).  

 

As other studies indicated, marketing decisions at the household level are also 

strongly influenced by environmental and climatic conditions (Bailey et al., 1999; 

Umar and Baulch, 2007; Awour, 2007). According to the respondents, livestock 

production depends almost solely on grazing, rather than industrial production (such 

as ranches or feedlot operations); rainfall patterns and climatic variations have a 

direct impact on the availability of water and pasture, which in turn influences 

livestock production, body weight and market value. 

 

As noted in other studies, financial needs, rather than profit-making opportunities, 

are the major trigger for livestock sales in pastoralist households (Awour, 2007). 

Although livestock producers will, if possible, aim to maximize their profit, 

speculative considerations can often become subordinated or sidelined by more 

pressing concerns. As discussed below, during drought the imperative to address 

urgent household food needs almost always leads to distress sales of livestock assets. 

 

As drought progressed, producers’ marketing decisions were increasingly linked to 

the need to purchase basic necessities in the household such as sugar and grain. 

Growing household food insecurity pushed producers to sell their livestock 

regardless of productivity, age or sex, before they became too weak to be trekked to 
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market. As drought progress and the body condition of animals worsened, livestock 

prices plummeted.  

 

This is the time when traders will get animals for very low prices or sometimes 

pastoralists exchange animals with grains. The terms of trade between livestock and 

grains (that is, how much of a food-grain can be purchased by the sale of a single 

animal) is widely used to assess the extent of food insecurity in pastoral areas. Both 

livestock and grain prices register high seasonal variations, and the two prices 

usually move in opposite directions. According to  Awuor, (2007): when livestock 

prices drop towards the end of the dry season, because of animals’ weight loss, grain 

prices tend to rise because of shortages and increased demand.  

4.6  Livestock Market Players                                                                                                                          

4.6.1 Pastoralists 

 

The study interviewed pastoralists/farmers who were participating in livestock 

markets in Pugu and Vingunguti. According to the study findings, majority of the 

pastoralists interviewed by the study (50%) said livestock keeping was their only 

income generating activity (IGA), 20% said they were doing both livestock keeping 

and crop farming, and another 20% said they were herding cattle for others to the 

market places. Furthermore, 10% of these respondents said they were keeping 

livestock and herding cattle for the livestock traders. 

Table 4.10: IGAs for Pastoralists 

 

RESPONSIBLE FREQUENCY PERCENT 

Livestock keeping 5 50 

Livestock keeping and crop farming 2 20 

Herding cattle for others to the market places 2 20 

Livestock keeping and herding cattle for others 1 10 
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Source: The Author, 2013 

 

All the pastoralists agreed that they were getting significant benefits from their 

business dealings. Some herders noted that through herding cattle for livestock 

traders to the markets, they were able to collect money for themselves and started 

buying livestock for their families to keep. Other respondents mentioned the fact that 

livestock keeping has enabled them to be able to start crop cultivation and hence 

diversify their income generating activities from just a single source to multiple 

sources. 

 

Despite the fact that they were getting significant benefits from their business 

dealings, 70% of the pastoralists said they were not getting fair prices at the livestock 

markets, despite having to bargain with the livestock traders and final consumers at 

the markets. However, 30% of the respondents said the prices were a bit fair because 

you have to bargain to get a better deal. But the major obstacle is that when they 

arrive from up country with their livestock, they find that there is an average price 

for cattle, goats and sheep which they cannot influence much in their favor, so they 

end up selling their animals around that average price. For the to get fair prices for 

their livestock, the pastoralists suggested that the government should be firm on 

traders (30%), the government should also eradicate pastoralist oppression by traders 

and other stakeholders (40%) and pastoralists should be given more power in price 

set up (30%). 
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Figure 4.4: Measures to get fair prices for Pastoralists 

 

Source: The Author, 2013 

With regards to revenues being collected in livestock markets, all the pastoralists 

agreed that the amount being charged per head is fair, and all other revenues 

collected were fair, despite having been raised sometimes without them being 

involved or given prior information. Currently in the markets, every traded head of 

cattle is charged Tanzanian shillings 3000, for goats and sheep is 1000. Other 

revenues collected include the livestock movement permit which charges Tshs 600 

per head of an animal moving within the same district, Tshs 1000 for animals 

moving from one district to another and Tshs 1500 for animals moving from one 

region to another. 

 

According to the respondents, most of these revenues are collected form primary 

markets to secondary and tertiary markets only because in farm yard sells or 

purchases is only two people involved and there is no involvement of the government 

at all. The charges will come into effect when the animals start to move from district 

to another or from one region to another, when the trader needs to get a permit from 
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the authorities, mostly in local government authorities. Some local government 

authorities have introduced extra revenues for traders and pastoralists for other 

services provided like water for livestock and security matters. 

 

The pastoralists were of the opinions that the market for livestock have been 

improving slowly compared to a few years. All the pastoralists agreed that the 

revolution in communication has made a lot matters easier compared to when there 

were no mobile phones. Now it is easier to get some basic information about the 

livestock markets through colleagues, government officials or other stakeholders 

available in different markets in Tanzania. 

 

The pastoralist also suggested some ways of helping the pastoralists in the livestock 

marketing structures. As the study findings showed, 20% of the pastoralists wanted 

to get more help from the government and 40% suggested that pastoralists should be 

given more voice in livestock marketing structures. Furthermore, 10% of the 

respondents wanted the government to formulate good policies protecting 

pastoralists’ interests in these markets and 30% said clear procedures for buying and 

selling livestock in these markets should be established. 
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Table 4.11: Help for Pastoralists 

 

HELP NEEDED FREQUENCY PERCENT 

Get more support from the government 2 20 

To be given more voice in livestock marketing 

structures 

4 40 

Good policies protecting pastoralists interests in 

these markets 

1 10 

Establishing clear procedures for buying and 

selling livestock in these markets 

3 30 

Source: The Author, 2013 

4.6.2 Livestock Traders 

 

All the livestock traders interviewed at the livestock marked came from three groups, 

those who were trading live animals (45%), those who were butchers (20%) and 

those who traded livestock and livestock by products. The respondents were solely 

dealing with trading live animals included those who traveled to the interior, bought 

the animals and brought them to secondary and tertiary markets in the country. Those 

who were trading livestock and livestock by products were mainly involved in 

selling live animals as well as running butchers and meat sell points in the country.  
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Figure 4.5: Livestock Traders 

 

 

 

Source: The Author, 2013 

 

The traders noted that they have been getting some significant benefits but noted that 

they were not always getting the benefits as markets fluctuate from time to time. All 

the livestock traders said that the price of animals will always rise as you go from 

one market to another, noting that it is more beneficial selling animals in secondary 

or tertiary markets than in primary markets or selling directly to individuals. 

 

With regard to what the government should do for livestock prices, more than half of 

the traders interviewed by the asked for some flexibility in prices depending on the 

season (55%). This shows that even traders are complaining about the prices just as 

pastoralists and other stakeholders, but their main concern is flexibility so that they 

can raise and lower prices, most likely for their advantage. Other suggestions given 
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were the government to be firm on traders, pastoralists and other stakeholders (20%), 

control pastoralist oppression by traders and other stakeholders (10%) and 

pastoralists should be given more power in price set up (15%). The respondents also 

pointed out that they don’t have more power than pastoralists as claimed by other 

stakeholders. 

 

Table 4.12: Suggestions on Livestock Prices 

 

SUGGESTION FREQUENCY PERCENT 

Flexibility in prices depending on the season 11 55 

The government to be firm on traders, 

pastoralists and other stakeholders 

4 20 

Control pastoralist oppression by traders and 

other stakeholders 

2 10 

Pastoralists should be given more power in 

price set up 

3 15 

 

Source: The Author, 2013 

 

Therefore, the study noted that markets are dispersed with remote markets lacking 

price information. Generally, the number of animals offered in a market is usually 

greater than the number demanded, so there is excess supply. This effectively 

suppresses producer prices since the more mobile trader is better informed on market 

prices, while better information combined with excess supply place the trader in a 

better position during price negotiation. In this view, the pastoralists and livestock 

traders bring more livestock than required in these markets, hence most of the time 

they will have to sell under the anticipated price, because traders in these markets 

will have the upperhand in negotiations. 
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4.6.3 Government Officials 

 

According to the study findings, the major roles of the government in the livestock 

markets are (a) Creating a conducive structure for livestock marketing to prosper (b) 

Infrastructure development and policy making (c) Supervision roles. These three 

major roles were mentioned by the government officials interviewed by the study. 

These government officials were also asked if the government was successful in 

collecting revenues from all the market structures existing in the country. Majority of 

these respondents (70%) said the government was successful in collecting revenues 

only in primary, secondary and tertiary markets. However, 10% of the government 

officials said the government was successful in all market levels and 20% said it was 

easy to collect revenues only in secondary and tertiary markets. 

 

Figure 4.6: Government Success in Revenue Collection 

 

 

Source: The Author, 2013 

All the government officials interviewed by the study said that there had been a 

notable improvement in the livestock markets compared to how things they were a 
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few years. Again, just like other respondents, the government officials mentioned the 

fact that revolution in communication has been a driving force behind the revolution 

in livestock marketing information in the country. All stakeholders in these markets 

have been observing the rules and regulations set out by the government, including 

paying revenues for each transaction done, paying for the movement permits and also 

observing by-laws set out in local government authorities. 

4.6.4 Stakeholders 

 

The study also found that there were no specific organizations helping pastoralists in 

livestock marketing. However, some international organizations have been 

participating in these markets for research purposes, implementing different 

interventions in these markets to ensure fair dealings between the trading parts, or 

ensuring quality and standards are being adhered to as a means of improving the 

quality of livestock and livestock products for international trade.  

 

Some of the mentioned organizations taking part in these markets were FAO, Galv 

Med (which is part of Bill and Melinda Gates Foundations) and Fro Stan Ltd which 

has been operating in these markets and helped purchasing carcass from livestock 

keepers. These stakeholders claimed they have been successful in fulfilling their 

objectives including collecting relevant information with regard to livestock 

marketing, awareness creation on livestock and livestock by products trading as well 

collecting and inseminating information on livestock marketing in Tanzania. 

 

Pastoralists and agro-pastoralists are the main producers of livestock in the region. 

They are often located in remote areas, at times in inaccessible terrain and far from 

town centers. In line with the seasonal market supply patterns, pastoralists 

interviewed said that they sold a limited number of animals – one or two cattle or 

four or five shoats at a time, either to livestock collectors or by trekking to bush or 

primary markets. Local independent agents collect livestock from producers in 

pastoralist settlements, central water points and bush markets, and resell animals in 
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primary markets or directly to traders. This is the trend of livestock markets in the 

whole of East Africa to the Horn of Africa (Legese et al, 2008). One trader in Pugu 

livestock market said that he regularly purchased small stock from local producers, 

reselling the animals in Pugu and Vingunguti markets. In some cases, traders place 

their orders with trusted collectors; once the animals are assembled, the collector 

delivers them to the buyer. This is also the trend in East and Central Africa (Bekele 

and Aklilu, 2008).  

 

Livestock collectors often operate in marketplaces as brokers (dalalis), acting as 

intermediaries between buyers and sellers. The brokers or dalalis operations are also 

common in almost all the markets in this East African region (Legese et al, 2008). 

Livestock traders operate at various levels of the trading chain. Large traders can 

usually count on high levels of capital, own their own trucks and have contracts with 

buyers, including meat processors such as Arusha Meat Ltd. Nonetheless, large 

traders can still count on regular orders, allowing them a certain level of planning 

and predictability in their business. Other participants in the livestock trading chain 

include trekkers hired by producers to move animals to market; feedlot operators, 

who fatten animals for sale in domestic or export markets; loaders, who operate at 

major market places and are in charge of loading animals onto trucks; lorry drivers, 

who are hired by traders to transport animals; and workers in market sales yards, who 

brand or mark animals after sale to prove new ownership. 

 

Over the past few years, local and international NGOs and government agencies have 

facilitated the formation of a number of pastoral livestock marketing groups and 

cooperatives in northern Tanzania. Organizations like Community Research and 

Development Services (CORDS) and KINNAPA in have been working in Maasai 

Pastoralists areas in northern Tanzania under the Belgian Survival Fund in enhancing 

livestock and livestock products, enhancing livestock markets, building necessary 

infrastructures for livestock markets and combating livestock diseases in the country. 

With the provision of basic training in small-business management, marketing skills, 
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grass-roots savings and start-up grants, producers have been encouraged to engage in 

small-scale livestock trading.  

 

Rather than relying on livestock collectors, producers themselves act as small-scale 

entrepreneurs, collecting, purchasing and selling livestock. Reducing the role of 

intermediaries in this way is designed to streamline the supply chain and lower 

transaction costs. Other countries in Africa have also being working towards 

organizing pastoralists in groups (Desta et al., 2006). The development of livestock 

marketing groups and cooperatives is also meant to increase the bargaining power of 

producers, build capacity in pastoral areas and facilitate livestock off-take during 

droughts, with the overall aim of reducing vulnerability. 

 

An important feature of the livestock marketing chain, both in the focus areas of this 

study and in the livestock trade in the Horn of Africa generally, is its strong reliance 

on personal and clan relationships based on trust (Mahmoud, 2008; Bailey et al., 

1999). In the absence of formal systems of credit enforcement, weak infrastructural 

and market support services and widespread insecurity in pastoral areas, the informal 

institution of livestock marketing is sustained by high levels of social capital among 

key market actors. In this uncertain business environment, the social ties based on 

clan affiliation and kinship that bind livestock marketing actors together become an 

important risk management mechanism. 

4.7 Marketing Information System 

 

According to the study finding, majority of the respondents said they rely entirely on 

marketing information provided by mobile phones. This is the most used method in 

getting livestock marketing information. As the government officials and some of the 

other respondents confirmed, there is some information on live animals, collected 

from a few selected markets which are accessible through mass media and electronic 

means (website, email, cell phones). But considering the fact that some market 

participants are illiterates (14%) or have only basic primary education (34%) and 
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cannot access these other methods used in information delivery for livestock 

markets, they end up using the only method they have access to and they can master, 

mobile phones.   

 

This is in line with the information provided by the government that livestock market 

are available, but they are limited to only a few markets and they are only for live 

animals, nothing on meat, milk or hides and skins and other livestock by products. 

One of the major problems at the livestock markets is the fact that livestock 

producers and small livestock traders are complaining that big livestock traders are 

regulating livestock prices in their favor. But according to livestock traders, this 

problem arises due to the fact that producers and traders bring livestock without 

considering the demand at that particular moment. This result in too many animals 

(compared to the demand) being brought to the market, and hence prices get lower 

considerably. The best way to solve this is to have proper livestock marketing 

information for all the market participants to access.   

 

The great majority of pastoralists interviewed noted that, in order to obtain livestock 

price information, they contacted brokers in relevant markets via mobile phones. 

While the majority of respondents said that they trusted brokers ethnically related to 

them to provide up-to-date and reliable information, some admitted that these 

brokers would at times act to further their own interests. Similarly, members of the 

trader cooperatives interviewed said that they acquired market information from 

brokers or other trusted market agents belonging to their clan. Some cooperatives 

deliberately placed members in key markets such as Mnayara, Shinyanga and 

Mwanza in order to provide regular, reliable and timely market information, in 

addition to managing administrative and financial matters. 

 

While trust-based relationships and clan controlled networks greatly facilitate 

livestock transactions, they can also be highly exclusive and can distort livestock 

supply and movement (Little, 2007). Clan-controlled networks strive to protect their 
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trade and favor market and financial transactions with members of the same clan or 

with other trusted people (ibid.). This tendency is exacerbated during periods of 

conflict or when livestock actors belong to rival clans. 

 

As the literature showed, the challenge facing livestock marketing information is to 

have consistent, reliable and timely livestock marketing information, to have a well 

coordinated system of data collection, analysis and dissemination which is 

harmonized between institutions and availability of trained technical staff in data 

management. 

4.8 Measures to Improve Livestock Marketing in Tanzania 

 

The study findings show that all the respondents interviewed by the study believed 

that changes and intervention are needed in order to improve livestock marketing in 

Tanzania. Among the suggested were to put better policies in place which will allow 

fair competition among all the participants in these livestock markets in Tanzania. 

These policies should aim from the producers to produce quality animals which can 

also be exported, good marketing information from the grassroots level to tertiary 

markets which help pastoralists and small scale traders to bring livestock in these 

markets according to the demand.  

 

Additionally, the respondents suggested that livestock marketing structures should be 

improved to give way for proper and formal primary markets with all the necessary 

equipments, structures and technical know-how. This will include construction of 

collection yards, watering points, weighing and grading units as well as trained 

personnel for different activities in the markets. Furthermore, the government should 

put a better and functional livestock trading system in place to allow smooth 

functioning from local primary markets to tertiary and export markets. 
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Table 4.13: Measures to Improve Livestock Marketing in Tanzania 

 

SUGGESTION FREQUENCY PERCENT 

Better policies to be put in place 6 12 

Improvement of Livestock Marketing 

Infrastructure 

11 22 

Put emphasis in establishing abattoirs in all 

pastoralist regions like Mwanza, Shinyanga and 

Manyara (Easy market for pastoralists) 

5 10 

Establishing tertiary livestock markets in each 

and every zonal in the country 

7 14 

Better and functional Livestock Trading system 6 12 

Emphasis in using proper grading methods in 

livestock markets 

7 14 

Pastoralists / livestock producers should be 

assisted in producing good animals 

8 16 

 

Source: The Author, 2013 

As the above table illustrates, other suggestions given included the government 

putting emphasis in establishing abattoirs in all pastoralist regions like Mwanza, 

Shinyanga and Manyara. This will give a ready market to all the livestock producers 

in those regions. Furthermore, the government should establish tertiary livestock 

markets in each and every zone in the country to avoid some traders travelling long 

distances or transporting and walking animals for very long, resulting in loss of 

weight, death or diseases. Additionally, the respondents suggested that proper 

grading system should be introduced in all livestock markets as the main pre-

requisite before trading. This will remove the current procedure of evaluating by 

using the eyes or just weighing the animals. 
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As the literature showed, a number of ways have been suggested as the means of 

enhancing livestock markets in Africa. Little (2007) suggested that countries should 

investigate the potential and relevance of livestock market development. The 

development of basic livestock market centers, with a minimum level of 

infrastructure and a fixed market day, merits exploration. Local and international 

NGOs could play an important role in this regard, particularly in relation to the 

promotion and support of dialogue and eventual partnerships between pastoral 

communities and local authorities to develop, manage and maintain livestock 

markets.  

 

In particular, an in-depth analysis of the benefits that would actually accrue to 

pastoralists is needed, particularly the poorest and most marginalized, and whether 

this work would indeed improve their access to markets. Poor road, communication 

and other infrastructure and services in pastoral areas is a clear constraint to trade. It 

is important therefore initiatives aiming at developing basic livestock market centers 

are accompanied by joint efforts with government authorities and long-term 

development actors to improve services, infrastructure and capacity in pastoral areas. 

 

Another measure suggested in the literature is facilitating links with traders’ 

cooperatives (Bekele and Aklilu, 2008). The establishment of linkages between 

traders’ cooperatives and other livestock actors along the value chain, in particular 

livestock and meat processing plants, exporters and private abattoirs, has not 

received adequate attention. Linking cooperatives with other key market participants 

is an important next step in supporting and developing the capacity of cooperatives. 

Strengthen producers’ bargaining power. More targeted efforts should be made to 

address the power imbalance at market sites between producers and traders and 

brokers. More in-depth analysis should be undertaken to assess how best to 

strengthen producers’ bargaining power at markets, and the steps required in 

achieving positive changes in market structures. This would entail understanding 

how to improve access to market information and its dissemination to producers, and 
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crucially how to strengthen their bargaining power through collective action and 

more structured organization in cooperatives or pastoral groups. 

 

Harmonize market information collection efforts (Little, 2007). The proliferation of 

initiatives aimed at collecting market prices in areas such as Pugu and Vingunguti 

could be harmonized in order to reduce duplication of effort. In addition, information 

should be consolidated, analyzed and made available in soft-copy, thereby providing 

a valuable data set for advocacy and policy-making. More efforts should be made to 

understand how to best disseminate timely and reliable information to redress 

bargaining power imbalances at market sites. 
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CHAPTER FIVE 

CONCLUSION AND RECOMMENDATIONS 

5.1  Introduction 

 

This chapter presents conclusions on key findings of the study on improvement of 

livestock markets in Tanzania. It includes summary of the key findings of the study 

and conclusion of the study. It also provides the recommendations and opportunity 

for future research. 

 

5.2  Summary 

 

The main objective of this study was to critically analyze livestock markets for 

sheep, goats and cattle in Tanzania, with a view to enable livestock keepers and the 

nation at large benefit from the sale of livestock and livestock products. Specifically, 

the study examined the structure and operation system of livestock markets as well as 

procedures and pricing systems used in selling and buying livestock. This study 

adopted a descriptive research design of which its results were based on the 

questionnaires outcomes, interviews, observation, literature reviews and past 

research findings in drawing up conclusions. The sample of the study was 50. 

Quantitative data from the questionnaire was analyzed by using Excel spreadsheets. 

Data from interview was transcribed to form notes. This was combined with data 

from document analysis. All the data from interview, self administered questionnaire 

and document analysis was organized to form codes by relating with research 

questions and literature review. 

 

With regard to the study respondents, demographers and other social scientists have 

special interest in the age structure of a population, not only because it is a 

fundamental measure of population growth, but also as an instrument that helps to 
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understand the relationship within the community and the way various activities are 

undertaken. The study findings shows that majority of the participants in the 

livestock markets in Tanzania are middle aged people between the age of 31 to 50 

years of age. Over three quarters of the respondents were males; hence more males 

are participating in livestock markets in Tanzania than females. Again, over three 

quarters of the respondents had at least primary school education to college and 

above, with a significant number of illiterates trading in these markets. Additionally, 

majority of the respondents were married, with others single or divorced. 

 

The study found that market structures in Tanzania are mainly divided in four major 

parts: Farm gate sales, primary markets, secondary markets and tertiary markets. 

Market structures follow those four categories throughout Tanzania, with minor 

exceptions in some part of the country where the structure is farm gate sales, primary 

markets and secondary markets. Pastoralists and livestock traders bought and sold 

animals at four different markets namely farm gate sales/purchases, primary markets, 

secondary markets and tertiary markets. The pastoralists’ purchased animals from 

their fellow pastoralists at their farmyards collected the animals as they move from 

one farm yard to another, from one market to another up to the secondary or tertiary 

markets were they sold all their animals to other traders, consumers, butchers and 

interested parties in the markets.  

 

Furthermore, some of these pastoralists said they only relied on farm gate sales for 

their purchases and sales, but get to the tertiary markets as herders for big livestock 

traders. Most of the livestock traders depended on tertiary livestock markets to sell 

their animals but relied heavily on farmyard sells, primary markets and some 

secondary markets in collecting their stock for selling in tertiary markets. Therefore, 

as the study findings showed, the most used market structure for livestock trading in 

Tanzania is a four tier system which consists of farmyard sells/purchases, primary 

market sells/ purchases, secondary markets and tertiary livestock markets.  



64 

 

The level of participation at each structure of markets depends on the capabilities of 

the pastoralists who primary sellers or of the livestock traders who are purchasing 

and selling them at different levels of the market structure. Majority of small 

pastoralists sell their livestock in farmyards, but others take their few animals in 

large herds of bigger livestock traders were they get the opportunity to come and sell 

their animals at tertiary markets while as well getting paid for working as herders for 

livestock traders.  

 

With regard to the operation of the market, the study found that most of the 

secondary and tertiary markets are being run by the central government or local 

government authorities in different districts of Tanzania. However, some of these 

markets are being run by the government in collaboration with stakeholders like 

investors running Dodoma abattoir or Arusha meat in Arusha. More important, 

farmyard sells/purchases are only controlled by the traders and farmers. Therefore 

most of this farmyard sells/purchases and dealings at local primary markets are 

largely controlled by the traders and farmers alone. This trade involves the selling of 

livestock from one goat/sheep or cattle to up to ten, and mostly involves two people, 

the seller and the buyer. 

 

The study further found out that the key players in these markets were identified as 

being government (central government and local government authorities), traders, 

pastoralists and stakeholders like NGOs, investors and livestock keepers and 

livestock traders. The key players changed from one market level to another. The 

study found that for the farmyard sells/purchases, the key participants at this level are 

pastoralists and traders. However, in some occasions the key participants are 

pastoralists, traders and stakeholders as there is involvement of one or more 

stakeholders like NGOs working on the welfare of pastoralists or an investor who 

purchases direct from the farmyard. However, from most primary markets to 

secondary and tertiary markets, the involvement of government is guaranteed. 
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The study further found that there were no proper procedures being used at these 

livestock market as a standard for buying and selling cattle and shoats. There were 

stipulated procedures for conducting livestock trading in secondary and tertiary 

markets but they are not being followed or adhered by traders and the stakeholders 

taking part in these markets. Grading of livestock is one of the procedures stipulated 

and needed to be followed but it was not being done at all. Therefore, most of the 

procedure adopted at the markets like traders and sellers being free to roam around 

and select livestock freely from one point in the market to another, or grading 

livestock by using naked eyed with no professional procedure adhered to, were not 

formal but mostly used procedures in these markets. These procedures were 

formulated by traders and stakeholders right there in the market to allow for a 

smooth trading session between sellers and buyers. 

 

Additionally, there is no official mechanism to enforce procedures which have been 

put forward (like grading system for livestock as the main tool for trading live 

animals) in these markets, resulting to most of the official procedures to be 

abandoned and those which are not official to be implemented in the markets. This 

results in trading of live animals of unknown quality, which is a major setback in 

exportation livestock and livestock products from Tanzania. 

 

With regard to livestock prices in livestock markets in Tanzania, the study found that 

prices are largely influenced by the demand of animals coupled with different 

seasons in a year. Demand is always high during festive seasons like Christmas, New 

Year, Easter, Eid festivals and other local festivities. Therefore, in most cases the 

demand for livestock is driven by different festive seasons in a year. The major 

finding here is that demand and supply which comes as a result of different seasons 

in year is a major factor determining the prices of livestock in Tanzania. However, 

the study notes that livestock traders maximize these demands for their advantages 

by increasing or lowering prices of live animals in the market place for their 



66 

 

advantages. This gives them a key role in determining the prices of livestock 

throughout the year. 

The study further found that the government has been trying to control fluctuation of 

prices in livestock markets by putting grade prices, trying to control livestock 

auctions by increasing the number of officials to control these auctions and collect 

revenue as well as trying to enforce laws and regulation on pricing. However, the 

study noted that in these markets there is an average price of cattle, sheep and goats 

which fluctuate by a few thousands from time to time. But these prices skyrocket 

during festive season or when the demand is so high. 

With regard to revenue collection, most of the revenues were collected form primary 

markets to secondary and tertiary markets only because in farm yard sells or 

purchases only two people were involved and there was no involvement of the 

government at all. The charges would come into effect when the animals start to 

move from district to another or from one region to another, when the trader needs to 

get a permit from the authorities, mostly in local government authorities. Some local 

government authorities have introduced extra revenues for traders and pastoralists for 

other services provided like water for livestock and security matters. 

 

With regard to the fact that traders control prices in these markets, the study learned 

that markets are dispersed with remote markets lacking price information. Generally, 

the number of animals offered in a market is usually greater than the number 

demanded, so there is excess supply. This effectively suppresses producer prices 

since the more mobile trader is better informed on market prices, while better 

information combined with excess supply place the trader in a better position during 

price negotiation. In this view, the pastoralists and livestock traders bring more 

livestock than required in these markets; hence most of the times they will have to 

sell lower than the anticipated price, because traders in these markets will have the 

upper hand in negotiations. 
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The study also found that there had been a notable improvement in the livestock 

markets compared to how things they were a few years back. Revolution in 

communication has been a driving force behind the revolution in livestock marketing 

information in the country. All stakeholders in these markets have been observing the 

rules and regulations set out by the government, including paying revenues for each 

transaction done, paying for the movement permits and also observing by-laws set 

out in local government authorities. 

 

With regard to stakeholders, the study found that there were no specific organizations 

helping pastoralists in livestock marketing. However, some international 

organizations have been participating in these markets for research purposes, 

implementing different interventions in these markets to ensure fair dealings between 

the trading parts, or ensuring quality and standards are being adhered to as a means 

of improving the quality of livestock and livestock products for international trade. 

Some of the mentioned organizations taking part in these markets were FAO, Galv 

Med and Fro Stan Ltd. 

5.3  Conclusion 

 

Based on the study findings as highlighted in chapter four, the study conclude that 

market structures in Tanzania are mainly divided in four major parts: Farm gate 

sales, primary markets, secondary markets and tertiary markets. This is also the case 

in some other African countries as highlighted by Ayele (2003) who observed 

livestock markets in Ethiopia. Primary markets are supervised by local government 

authorities while most of the secondary and tertiary markets are being run by the 

central government. Key players in these markets were identified as being 

government (central government and local government authorities), traders, 

pastoralists and stakeholders like NGOs, investors and livestock keepers and 

livestock traders. The key players changed from one market level to another.  
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The study also concludes that there were no proper procedures being used at these 

livestock market as a standard for buying and selling cattle and shoats. There were 

stipulated procedures for conducting livestock trading in secondary and tertiary 

markets but they were not being followed or adhered to by traders and the 

stakeholders taking part in these markets. Grading of livestock is one of the 

procedures stipulated and needed to be followed but it was not being done at all, 

grading was done by using naked eyes and weighing animals. Moreover, there was 

no official mechanism to enforce procedures which have been put forward in these 

markets. 

  

With regard to livestock prices in livestock markets in Tanzania, the study concludes 

that prices were largely influenced by the demand and supply of animals and seasons 

in a year. Demand is always high during festive seasons, but supply is high almost 

throughout the year. Livestock traders maximize these demands for their advantages 

by increasing or lowering prices of live animals in the market place for their 

advantages. This gives them a key role in determining the prices of livestock 

throughout the year. The government control prices in livestock markets by putting 

grade prices, control livestock auctions, collect revenue and enforce laws and 

regulation on pricing.  

 

The study also noted that one of the major problems at the livestock markets is the 

fact that livestock producers and small livestock traders are complaining that big 

livestock traders are regulating livestock prices in their favor. But according to 

livestock traders, this problem arises due to the fact that producers and traders bring 

livestock without considering the demand at that particular moment. This result in 

too many animals (compared to the demand) being brought to the market, and hence 

prices get lower considerably 

 

The study also concludes that there had been a notable improvement in the livestock 

markets compared to how things they were a few years back. Revolution in 
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communication has been a driving force behind the revolution in livestock marketing 

information in the country. All stakeholders in these markets have been observing the 

rules and regulations set out by the government, including paying revenues for each 

transaction done, paying for the movement permits and also observing by-laws set 

out in local government authorities. 

 

5.4  Recommendation 

 

Basing on the findings of this study, the study recommends the following: 

 

• The government of Tanzania in collaboration with its stakeholders (public 

and private) and other development partners should conduct more research on 

livestock markets (for live animals and livestock by-products) in the country 

as a means of improving these markets in Tanzania. 

 

• The government of Tanzania through its ministry for livestock and fisheries 

development in collaboration with local government authorities should 

embrace more technology through the adoption of sophisticated 

communication equipments which will help to reduce uncertainties in 

livestock markets caused by information lapses, or unnecessary 

communication gaps. 

 

• Government officials supervising activities in livestock markets need 

extensive and continuous training in leadership, marketing and auctioning. 

This will equip them with the necessary sets of skills to run these markets 

properly and stir them in the right direction. 

 

• More education and awareness creation on livestock marketing should be 

provided to the livestock producers and local traders in rural areas. Education 

and training can help the pastoralists and these small local traders to develop 
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the ability to track livestock marketing information and hence take livestock 

to the market based on demand.   

 

• The government of Tanzania should also work to develop to develop better 

policies recognizing livestock keeping as a livelihood and devise ways to help 

the pastoralist produce high quality animals which will pave the way for 

Tanzania to export more meat and other livestock products compared to the 

current situation. 

 

• The government of Tanzania through the ministry of livestock and fisheries 

development in collaboration with development partners should work 

towards improving livestock infrastructure in the country as this will help in 

smoothing up different activities in these markets like revenue collection, 

livestock movement and security issues. 

 

• The government of Tanzania in collaboration with development partners and 

other livestock stakeholders should build zonal abattoirs as a means of 

providing ready markets for livestock keepers and traders in each zone 

instead of relying on the current situation where animals move very long 

distances to the markets located far from where the animals were raised. This 

should also be coupled with establishing secondary and tertiary markets in 

these zones to give pastoralists and traders more options on where to sell their 

animals. 

 

• The ministry of livestock and fisheries development should invest more 

money on training of their staff who works in livestock markets to ensure 

they are equipped with the necessary knowledge and skills in livestock 

grading system. Proper livestock grading system will open up more options 

for livestock to be traded within and outside the country. 
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• The ministry of livestock and fisheries development in association with the 

ministry of finance should work together to improve revenue collection in 

livestock markets, as this will be one way of boosting revenue collection in 

the country as livestock are traded on a daily basis. 

 

• In improving livestock marketing information, the government of Tanzania 

through the ministry of livestock and fisheries development should work 

towards providing reliable, timely and consistent livestock marketing 

information which is essential for efficient, effective and transparent 

marketing operations. This should be for both livestock and livestock 

products and by-products. 

5.5  Area for Further Studies 

 

In future researches on livestock marketing in Tanzania, there is a need for 

cooperation between academic bodies (higher learning institutions), the government 

of Tanzania through the Ministry of Livestock and Fisheries Development and other 

stakeholders so as to achieve outstanding insight regarding the issue of livestock 

marketing in the country. Future studies can focus on covering more livestock 

markets in the country, especially in areas where there is a much higher number of 

cattle including Mwanza, Shinyanga, Mara and Singida and for sheep and goats areas 

of interest should be Singida, Ruvuma and Mara regions which have a higher yield of 

livestock .Also it should also be looked at in  revenue collection in livestock markets 

or how best to enhance livestock market information systems. 
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APPENDIX I 

QUESTIONNAIRE FOR DATA COLLECTION 

(GOVERNMENT OFFICIALS) 

 

Dear Respondents, 

I Leyla Henry Mbwille, MSc. Marketing Management student at University of 

Mzumbe, am conducting a study titled “The Study on Performance Livestock 

Markets in Tanzania A Case of Pugu and Vingunguti Markets for Cattle, Sheep and 

Goats.” This questionnaire is designed to collect data for the above study.  

 

This is an academic research and the objectives of this study are: 

• To critically analyze livestock markets for sheep, goats and cattle in 

Tanzania, with a view to enable livestock keepers and the nation at large 

benefit from the sale of livestock and livestock products 

• To examine the structure and operation system of cattle, sheep and goats 

markets in Tanzania 

• To investigate the procedures and pricing systems used in selling and buying 

livestock in Pugu and Vingunguti markets 

Your valuable and kind inputs will be very useful in my research because of the role 

you are playing in the livestock sector, which gives an opportunity to understand 

livestock marketing in the country. I assure you that all provided information will be 

treated confidentially, therefore, I request you to provide answers to all questions to 

the best of your knowledge in order to make this study valid and successful. 

Thanks for your cooperation. 

 

Leyla Henry Mbwille. 
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SECTION A 

1. Sex  

i. male  

ii. Female  

 

2. Age of respondents  

i. 21 – 30 

ii. 31 – 40 

iii. 41 – 50 

iv. 51 – 60 

v. Above 60 

 

3. Education level of respondent. 

i. No formal education  

ii. Primary education  

iii. Secondary education  

iv. College and above  

 

4. Marital status of respondents  

i. Single  

ii. Married  

iii. Divorced  

iv. Widow  

v. Separated 

 

5. Occupations (Position held in the government) 

i. Livestock Officer 

ii. Extension Officer 

iii. Revenue collector 

iv. Other (specify)…………………………………………………………….. 
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SECTION B 

 

1. How is the structure of livestock markets?  

i. Farm gate sales, Primary, Secondary and Tertiary markets 

ii. Farm gate sales, Local markets (Primary) and Secondary 

iii. Other (specify)……………………………………………………… 

 

a) How are these markets being run? 

i. Run by the government (including LGAs) 

ii. Run by the government in collaboration with stakeholders 

iii. Run by traders and farmers 

iv. Run by stakeholders 

v. Other (specify)……………………………………………………… 

 

b) Who are the major/key participants in these markets? 

i. Government, traders, pastoralists and stakeholders 

ii. Pastoralist and traders 

iii. Government, traders, pastoralists, NGOs and Unions 

iv. Others 

(specify)………………………………………………………… 

 

c) How are the markets conditions throughout the year? 

i. Fluctuating 

ii. Stable 

(Please explain your answer) 

 

2. Are there any procedures used in selling and buying livestock in Pugu and 

Vingunguti markets? 

i. Yes 

ii. No 
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A. If yes, who set these procedures? 

i. The government 

ii. The government in collaboration with stakeholders 

iii. Traders, pastoralists and their unions 

iv. Other (explain)……………………………………………………… 

 

B. Is there any mechanism to enforce these procedures for buying and selling 

livestock? 

i. Yes 

ii. No 

(Please explain your answer) 

 

3. How are the prices being determined at Vingunguti and Pugu livestock 

markets? 

i. The government sets the prices 

ii. Traders and pastoralists influence the price  

iii. Seasons and demand influence the price 

iv. Other (explain)……………………………………………………… 

 

a. What Factors influences the price of livestock in Tanzania? 

i. Demand and supply 

ii. Season of the year 

iii. Disease outbreaks 

iv. Other (explain)…………………………………………………… 

 

b. How does the government control the prices in these markets? 

i. Putting grade prices 

ii. Controlling livestock auctions 

iii. Enforcing laws and regulations on pricing 

iv. Other (explain) 
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4. Is there any livestock marketing information systems employed by Pugu and 

Vingunguti markets? 

i. Yes 

ii. No   (If yes explain)……………………………………………… 

Do these livestock marketing information systems influence the development 

of livestock marketing in the country? 

i. Yes 

ii. No  (Please explain your answer)………………………………… 

 

5. What are the roles played by the government and livestock stakeholders in 

enhancing livestock markets in Tanzania? 

i. Creating a conducive structure for livestock marketing to prosper 

ii. Infrastructure development and policy making 

iii. Supervision roles 

iv. Other (explain)…………………………………………………… 

 

6. Does the government succeed in collecting revenues from all the market 

structures existing in the country? 

i. Yes, from all the market structures 

ii. Only in primary, secondary and tertiary markets 

iii. Only in secondary and tertiary markets 

iv. Other (specify) ………..(Please explain your answer) 

 

7. Do you think there has any improvement as far as livestock marketing is 

concerned? 

i. Yes 

ii. No  (Please explain your answer)………………………………… 
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APPENDIX 2 

QUESTIONNAIRE FOR DATA COLLECTION 

(STAKEHOLDERS – NGOs, UNIONS, OTHERS) 

 

Dear Respondents, 

 

I Leyla Henry Mbwille, MSc. Marketing Management student at University of 

Mzumbe, am conducting a study titled “The Study on Performance of Livestock 

Markets in Tanzania A Case of Pugu and Vingunguti Markets for Cattle, Sheep and 

Goats.” This questionnaire is designed to collect data for the above study.  

This is an academic research and the objectives of this study are: 

• To critically analyze livestock markets for sheep, goats and cattle in 

Tanzania, with a view to enable livestock keepers and the nation at large 

benefit from the sale of livestock and livestock products 

• To examine the structure and operation system of cattle, sheep and goats 

markets in Tanzania 

• To investigate the procedures and pricing systems used in selling and buying 

livestock in Pugu and Vingunguti markets 

Your valuable and kind inputs will be very useful in my research because of the role 

you are playing in the livestock sector, which gives an opportunity to understand 

livestock marketing in the country. I assure you that all provided information will be 

treated confidentially, therefore, I request you to provide answers to all questions to 

the best of your knowledge in order to make this study valid and successful. 

Thanks for your cooperation. 

 

Leyla Henry Mbwille. 
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SECTION A 

1. Sex  

iii. male  

iv. Female  

 

2. Age of respondents  

vi. 21 – 30 

vii. 31 – 40 

viii. 41 – 50 

ix. 51 – 60 

x. Above 60 

 

3. Education level of respondent. 

v. No formal education  

vi. Primary education  

vii. Secondary education  

viii. College and above  

 

4. Marital status of respondents  

vi. Single  

vii. Married  

viii. Divorced  

ix. Widow  

x. Separated 

 

5. Occupations (Position held in NGO, UNION etc) 

v. Livestock Officer 

vi. Marketing Officer 

vii. Livestock Researcher 

viii. Other (specify)……………………………………………………………… 
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SECTION B 

 

8. What is your organization doing in relation to improving livestock marketing 

in Tanzania? 

i. Representing pastoralists/livestock traders 

ii. Improving livestock marketing in Tanzania 

iii. Education and awareness creation on livestock marketing information 

systems 

iv. Other (specify)……………………………………………………… 

 

9. Have you achieved any significant results so far in this sector? 

i. Yes 

ii. No 

(if yes, please explain)……………………………………………… 

 

10. How is the structure of livestock markets?  

iv. Farm gate sales, Primary, Secondary and Tertiary markets 

v. Farm gate sales, Local markets (Primary) and Secondary 

vi. Other (specify)……………………………………………………… 

 

d) How are these markets being run? 

vi. Run by the government (including LGAs) 

vii. Run by the government in collaboration with stakeholders 

viii. Run by traders and farmers 

ix. Run by stakeholders 

x. Other 

(specify)…………………………………………………………… 

e) Who are the major/key participants in these markets? 

v. Government, traders, pastoralists and stakeholders 

vi. Pastoralist and traders 
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vii. Government, traders, pastoralists, NGOs and Unions 

viii. Others (specify)……………………………………………………… 

f) How are the markets conditions throughout the year? 

iii. Fluctuating 

iv. Stable 

(Please explain your answer) 

 

g) Do you play any role in these market structures? 

i. Yes 

ii. No 

(if yes, please explain)………………………………………… 

 

11. Are there any procedures used in selling and buying livestock in Pugu and 

Vingunguti markets? 

iii. Yes 

iv. No 

 

C. If yes, who set these procedures? 

v. The government 

vi. The government in collaboration with stakeholders 

vii. Traders, pastoralists and their unions 

viii. Other 

(explain)…………………………………………………………… 

 

D. Is there any mechanism to enforce these procedures for buying and selling 

livestock? 

iii. Yes 

iv. No 

(Please explain your answer) 
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12. How are the prices being determined at Vingunguti and Pugu livestock 

markets? 

v. The government sets the prices 

vi. Traders and pastoralists influence the price  

vii. Seasons and demand influence the price 

viii. Other 

(explain)…………………………………………………………… 

 

c. What Factors influences the price of livestock in Tanzania? 

v. Demand and supply 

vi. Season of the year 

vii. Disease outbreaks 

viii. Other 

(explain)…………………………………………………………… 

 

d. How does the government control the prices in these markets? 

v. Putting grade prices 

vi. Controlling livestock auctions 

vii. Enforcing laws and regulations on pricing 

viii. Other (explain) 

 

e. What is the role of your organization in price setting? 

i. Lobbying and advocacy 

ii. Awareness creation to the parties involved 

iii. Other 

(specify)…………………………………………………………… 

 

13. Does your organization put efforts in helping the pastoralists and local 

livestock traders? 

iii. Yes 
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iv. No (If yes explain)………………………………… 

 

14. What are the roles played by the government and livestock stakeholders in 

enhancing livestock markets in Tanzania? 

v. Creating a conducive structure for livestock marketing to prosper 

vi. Infrastructure development and policy making 

vii. Supervision roles 

viii. Other (explain)…………………………………………………… 

 

15. Does the government succeed in collecting revenues from all the market 

structures existing in the country? 

v. Yes, from all the market structures 

vi. Only in primary, secondary and tertiary markets 

vii. Only in secondary and tertiary markets 

viii. Other (specify)……………………………………………… 

 

16. Do you think there has any improvement as far as livestock marketing is 

concerned? 

iii. Yes 

iv. No (Please explain your answer)……………………………… 

 

17. What do you think should be done to improve livestock marketing in 

Tanzania? 

i. Put better policies in place 

ii. Improve livestock marketing structures 

iii. Put better and functional livestock trading system in place 

iv. Other (specify)………………………………………………… 
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APPENDIX 3 

QUESTIONNAIRE FOR DATA COLLECTION 

(PASTORALISTS) 

 

Dear Respondents, 

 

I Leyla Henry Mbwille, MSc. Marketing Management student at University of 

Mzumbe, am conducting a study titled “The Study on Performance of Livestock 

Markets in Tanzania A Case of Pugu and Vingunguti Markets for Cattle, Sheep and 

Goats.” This questionnaire is designed to collect data for the above study.  

This is an academic research and the objectives of this study are: 

• To critically analyze livestock markets for sheep, goats and cattle in 

Tanzania, with a view to enable livestock keepers and the nation at large 

benefit from the sale of livestock and livestock products 

• To examine the structure and operation system of cattle, sheep and goats 

markets in Tanzania 

• To investigate the procedures and pricing systems used in selling and buying 

livestock in Pugu and Vingunguti markets 

Your valuable and kind inputs will be very useful in my research because of the role 

you are playing in the livestock sector, which gives an opportunity to understand 

livestock marketing in the country. I assure you that all provided information will be 

treated confidentially, therefore, I request you to provide answers to all questions to 

the best of your knowledge in order to make this study valid and successful. 

Thanks for your cooperation. 

 

Leyla Henry Mbwille. 
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SECTION A 

1. Sex  

v. male  

vi. Female  

 

2. Age of respondents  

xi. 21 – 30 

xii. 31 – 40 

xiii. 41 – 50 

xiv. 51 – 60 

xv. Above 60 

 

3. Education level of respondent. 

ix. No formal education  

x. Primary education  

xi. Secondary education  

xii. College and above  

 

4. Marital status of respondents  

xi. Single  

xii. Married  

xiii. Divorced  

xiv. Widow  

xv. Separated 

 

5. Occupations  

ix. Farmer/Pastoralist 

x. Herder 

xi. Other (specify)…………………………………………………………….. 
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SECTION B 

 

18. Your major income generating activity is 

i. Livestock keeping 

ii. Livestock keeping and crop farming 

iii. Herding cattle for others to the market places 

iv. Livestock keeping and herding cattle for others 

v. Other (specify) 

 

19. Have you achieved any significant benefits so far in this activity? 

iii. Yes 

iv. No 

(if yes, please explain)…………………………………………………… 

 

20. Where do you normally sell your livestock?  

vii. Farm gate sales, Primary, Secondary and Tertiary markets 

viii. Farm gate sales, Local markets (Primary) and Secondary 

ix. Farm gate sells 

x. Farm gate sells and primary markets 

xi. Other (specify)………………………………………………………… 

 

h) Who is running these markets? 

xi. Run by the government (including LGAs) 

xii. Run by the government in collaboration with stakeholders 

xiii. Run by traders and farmers 

xiv. Run by stakeholders 

xv. Other (specify)………………………………………………………… 

 

i) Who are the major/key participants in these markets? 

ix. Government, traders, pastoralists and stakeholders 
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x. Pastoralist and traders 

xi. Government, traders, pastoralists, NGOs and Unions 

xii. Others 

(specify)………………………………………………………… 

 

j) How are the markets conditions throughout the year? 

v. Fluctuating 

vi. Stable 

(Please explain your answer) 

 

21. Are there any procedures used in selling and buying livestock in Pugu and 

Vingunguti markets? 

v. Yes 

vi. No 

 

E. If yes, who sets these procedures? 

ix. The government 

x. The government in collaboration with stakeholders 

xi. Traders, pastoralists and their unions 

xii. Other (explain)……………………………………………………… 

 

F. Is there any mechanism to enforce these procedures for buying and selling 

livestock? 

v. Yes 

vi. No 

(Please explain your answer) 

 

22. How are the prices being determined at Vingunguti and Pugu livestock 

markets? 

ix. The government sets the prices 
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x. Traders and pastoralists influence the price  

xi. Seasons and demand influence the price 

xii. Other 

(explain)…………………………………………………………… 

f. What Factors influences the price of livestock in Tanzania? 

ix. Demand and supply 

x. Season of the year 

xi. Disease outbreaks 

xii. Other (explain)………………………………………………………… 

 

g. Do you think you are getting some good money for your livestock (fair 

prices)? 

ix. Yes 

x. No 

(please explain your answer) 

 

h. What do you think should be done for livestock prices? 

i. The government to be firm on traders 

ii. Control pastoralist oppression by traders and other stakeholders 

iii. Pastoralists should be given more power in price set up 

iv. Other (specify) 

 

23. Are there any organizations which are helping pastoralists in livestock 

marketing? 

i. Yes 

ii. No 

(if yes, please mention them) 

 

24. Do you think a fair amount is being collected from you as revenue from your 

livestock sells? 
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ix. Yes 

x. No    (please explain your answer) 

 

25. Are revenues being collected from all the market structures existing in the 

country? 

ix. Yes, from all the market structures 

x. Only in primary, secondary and tertiary markets 

xi. Only in secondary and tertiary markets 

xii. Other (specify)……………………………………………………… 

 

26. Do you think there has any improvement as far as livestock marketing is 

concerned? 

v. Yes 

vi. No   (Please explain your answer)………………………………… 

 

27. What do you think should be done to improve livestock marketing in 

Tanzania? 

v. Put better policies in place 

vi. Improve livestock marketing structures 

vii. Put better and functional livestock trading system in place 

viii. Other (specify)……………………………………………………… 

 

28. What do you think should be done to help the pastoralists in livestock 

marketing structures? 

i. Get more support from the government 

ii. To be given more voice in livestock marketing structures 

iii. Good policies protecting pastoralists interests in these markets 

iv. Establishing clear procedures for buying and selling livestock in these 

markets 

v. Other (explain)………………………………………………………… 
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APPENDIX 4 

 

QUESTIONNAIRE FOR DATA COLLECTION 

(LIVESTOCK TRADERS) 

 

Dear Respondents, 

I Leyla Henry Mbwille, MSc. Marketing Management student at University of 

Mzumbe, am conducting a study titled “The Study on Performance of Livestock 

Markets in Tanzania A Case of Pugu and Vingunguti Markets for Cattle, Sheep and 

Goats.” This questionnaire is designed to collect data for the above study.  

This is an academic research and the objectives of this study are 

 

• To critically analyze livestock markets for sheep, goats and cattle in 

Tanzania, with a view to enable livestock keepers and the nation at large 

benefit from the sale of livestock and livestock products 

• To examine the structure and operation system of cattle, sheep and goats 

markets in Tanzania 

• To investigate the procedures and pricing systems used in selling and buying 

livestock in Pugu and Vingunguti markets 

Your valuable and kind inputs will be very useful in my research because of the role 

you are playing in the livestock sector, which gives an opportunity to understand 

livestock marketing in the country. I assure you that all provided information will be 

treated confidentially, therefore, I request you to provide answers to all questions to 

the best of your knowledge in order to make this study valid and successful. 

Thanks for your cooperation. 

 

Leyla Henry Mbwille. 
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SECTION A 

1. Sex  

vii. male  

viii. Female  

 

2. Age of respondents  

xvi. 21 – 30 

xvii. 31 – 40 

xviii. 41 – 50 

xix. 51 – 60 

xx. Above 60 

 

3. Education level of respondent. 

xiii. No formal education  

xiv. Primary education  

xv. Secondary education  

xvi. College and above  

 

4. Marital status of respondents  

xvi. Single  

xvii. Married  

xviii. Divorced  

xix. Widow  

xx. Separated 

 

5. Occupations  

xii. Livestock trader 

xiii. Butcher 

xiv. Other (specify)…………………………………………………………….. 
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SECTION B 

 

29. Your major income generating activity is 

vi. Livestock trading 

vii. Butcher 

viii. Livestock and livestock by products trading 

ix. Other (specify) 

 

30. Have you achieved any significant benefits so far in this business? 

v. Yes 

vi. No   (if yes, please explain)…………………………………………… 

 

31. Where do you normally buy and sell your livestock?  

xii. Farm gate sales, Primary, Secondary and Tertiary markets 

xiii. Farm gate sales, Local markets (Primary) and Secondary 

xiv. Farm gate sells 

xv. Farm gate sells and primary markets 

xvi. Other (specify)…………………………………………………… 

 

k) Who is running these markets? 

xvi. Run by the government (including LGAs) 

xvii. Run by the government in collaboration with stakeholders 

xviii. Run by traders and farmers 

xix. Run by stakeholders 

xx. Other (specify)………………………………………………… 

 

l) Who are the major/key participants in these markets? 

xiii. Government, traders, pastoralists and stakeholders 

xiv. Pastoralist and traders 

xv. Government, traders, pastoralists, NGOs and Unions 
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xvi. Others (specify)……………………………………………… 

 

m) How are the markets conditions throughout the year? 

vii. Fluctuating 

viii. Stable    (Please explain your answer) 

 

32. Are there any procedures used in selling and buying livestock in Pugu and 

Vingunguti markets? 

vii. Yes 

viii. No 

 

G. If yes, who set these procedures? 

xiii. The government 

xiv. The government in collaboration with stakeholders 

xv. Traders, pastoralists and their unions 

xvi. Other (explain)………………………………………………… 

 

H. Is there any mechanism to enforce these procedures for buying and selling 

livestock? 

vii. Yes 

viii. No    (Please explain your answer) 

 

33. How are the prices being determined at Vingunguti and Pugu livestock 

markets? 

xiii. The government sets the prices 

xiv. Traders and pastoralists influence the price  

xv. Seasons and demand influence the price 

xvi. Other (explain)…………………………………………………… 

 

i. What Factors influences the price of livestock in Tanzania? 
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xiii. Demand and supply 

xiv. Season of the year 

xv. Disease outbreaks 

xvi. Other (explain)………………………………………………………… 

j. Do you think you are getting some good money for your livestock in tertiary 

markets or as by products? 

xi. Yes 

xii. No     (please explain your answer) 

 

k. What do you think should be done for livestock prices? 

v. The government to be firm on traders 

vi. Control pastoralist oppression by traders and other stakeholders 

vii. Pastoralists should be given more power in price set up 

viii. Other (specify) 

 

34. Are there any organizations or unions which are helping traders in livestock 

marketing? 

iii. Yes 

iv. No   (if yes, please mention them) 

 

35. Do you think a fair amount is being collected from you as revenue from your 

livestock sells and buys? 

xi. Yes 

xii. No  (please explain your answer) 

 

36. Are revenues being collected from all the market structures existing in the 

country? 

xiii. Yes, from all the market structures 

xiv. Only in primary, secondary and tertiary markets 

xv. Only in secondary and tertiary markets 
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xvi. Other (specify) ………………………………………… 

 

37. Do you think there has been any improvement as far as livestock marketing is 

concerned? 

vii. Yes 

viii. No   (Please explain your answer)…………………………………… 

38. What do you think should be done to improve livestock marketing in 

Tanzania? 

ix. Put better policies in place 

x. Improve livestock marketing structures 

xi. Put better and functional livestock trading system in place 

xii. Other 

(specify)…………………………………………………………… 

 

39. What do you think should be done to help the traders in livestock marketing 

structures? 

vi. Get more support from the government 

vii. To be given more voice in livestock marketing structures 

viii. Good policies protecting pastoralists interests in these markets 

ix. Establishing clear procedures for buying and selling livestock in these 

markets 

x. Other (explain)……………………………………………… 

 

40. Do you think traders have more power than pastoralists and other 

stakeholders? 

i. Yes 

ii. No   (Please explain your answer) 

 


