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ABSTRACT 
 

This research was carried out to analyze the profitability of goat marketing in Port Harcourt metropolis. Two markets 

were purposively selected and 35 respondents were chosen at random from each market to give a total of 70 

respondents. Collected data was analyzed with descriptive statistics like frequency and percentages. The major socio-

economic attributes of the goat marketers that were described and used in analysis include gender, age, marital status, 

educational status, household size and years of experience. The study revealed that males dominated goat marketing. 

Majority of the respondents were in the age range of 51-60 years and 57.14 per cent of the goat marketers lacked 

formal education. Socio-economic factors such as family size and years of experience of these goat marketers were 

seen to have effects on goat marketing profitability levels. It was revealed that the profitability level of goat marketing 

is high and is positively influenced by the unit sales’ price. In addition, some major constraints were observed to be 

facing the goat marketers and these included high cost of transportation, lack of holding facilities and inadequate 

capital. It is recommended amongst others that the management and sanitation procedures in goat marketing should be 

improved to reduce negative environmental impact and goat marketers should be given some formal education to be 

more enlightened and skilled.  
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INTRODUCTION 

 

Animal agriculture is pivotal for sustainable human 

development as it plays several important roles. Animal 

husbandry deals with production of domesticated animals 

other than pets and game animals (Samson, 2011). Animal 

production is the rearing of farm animals for man’s use. It 

encompasses livestock production, dairy production, 

poultry production and fishing (Anyanwu, 1987). 

Livestock production is the rearing of farm animals for 

meat production and it is done to improve the protein 

intake of man. The skins of some of the animals such as 

cattle, sheep, goats, pigs and rabbits provide hides and 

skin for the leather industries (Mundi, 2011). The 

contributions of livestock, as stated in the literature 

include economic, food security, family income, risk 

mitigation and social roles (Hooft, Milar, Geerlings & 

Django, 2008).  

Small ruminants form an important component of the 

animal production system in most rural communities 

(Davendra, 1985). Small ruminants are widely distributed 

in Nigeria, in rural, urban and peri-urban areas 

representing about 63.7 percent of total grazing domestic 

animals in the country (Gefu, 2002). Small ruminants 

rearing are a common feature in most rural households 

and among resource-poor people in Nigeria and are 

considered important items in religious festivals in 

Western Nigeria (Boyejo & Adedoyin, 1994). Generally, 

Small ruminant animal production tends to be extensive. 

According to Obinne (2006), small ruminants can be kept 

using different types of production systems. The major 

difference between ruminant animals and non-ruminants 

is in the anatomy of their stomach. The stomach of 

ruminants is divided into four compartments unlike the 

simple one compartment stomach of the non-ruminants. 

Ruminant animals are further grouped based on their body 

size, into two large ruminants (e.g. cattle and camel) and 

small ruminant animals such as sheep and goat, etc. 

Ruminants are capable of eating and utilizing low quality 

fibrous feed that cannot be eaten by non-ruminants (Dairo, 

2011). 

The goat is about the commonest domestic animal 

reared throughout West Africa. In Nigeria, its popularity 

cut across communities, religions, social and cultural 

backgrounds. A higher population of goats is kept in the 

south than those kept in the northern part of Nigeria. Goats 
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are kept for numerous reasons that include production of 

meat, milk and leather; their hides can be tanned and used 

in the manufacture of gloves and fancy leathers (Mundi, 

2011). With respect to marketing, the animals are often 

sold to traders, middlemen or butchers at the farm gate or 

at unorganised markets (Balkrishna & Kalia, 2008). 

In Nigeria, agricultural activities are sources of 

livelihood for a large proportion of the population by 

which they contribute to the development of the nation. 

Reportedly, crop production, forestry, fishery, and 

livestock accounted for 18-20 percent of Nigeria’s Gross 

Domestic Product (GDP); the livestock sub-sector alone 

accounted for 4.5-5 percent (FAO, 2001). It was further 

reported by FAO (2003) that cattle contributes over 50 

percent of the national meat supply while the remaining 

40–50 percent is contributed by other groups of livestock 

and domesticated animals. Lombin (2011) stated that 

Nigeria has a livestock population that includes about 40.8 

million goats, 27 million sheep and 3.7 millions pigs 

among others. Despite the large population of livestock, 

the protein intake of Nigerians is below the minimum 

requirement (FAO, 2001). Intake of animal protein is 

reported as 4.82g/caput/day (Tewe, 2008), as against a 

recommended minimum requirement of 75g/caput/day. 

The Nigerian Society for Animal Production (NSAP) 

(2009) noted that Nigeria livestock industry contributes 

about 9-10 percent of the GDP and only 35.5 percent of 

the protein intake of Nigerians. Apparently, there has been 

a decreasing trend in animal protein production such as 

milk, eggs and other meat products including goat.  

To tackle the problem of low-level intake of protein 

among the people, there is a need for effective efforts, 

among all stakeholders to promote production of protein 

based food at affordable cost to the citizenry. In addition 

to other possible necessary economic plans, increased 

investment in goat farming is one way of meeting market 

demand (Foraminifera, 2014). There is therefore, an 

enormous challenge to the Nigerian livestock farmers on 

the need for increased animal protein supply. Apparently, 

there is however, a growing awareness among scientists 

and farmers on the need to exploit the production and 

marketing potential of goats which has not received much 

attention as compared to cattle, pigs and poultry (Obinne, 

2006). On this basis, this study becomes imperative. The 

study examines the profitability of goat marketing in Port 

Harcourt metropolis. Marketing is defined as the activities 

undertaken in the supply chain of the product from the 

point of initial production to the end consumer (Kohls & 

Uhl, 2009).  

The broad objective of the study was to carry out an 

economic analysis of goat marketing in Port Harcourt 

metropolis. The specific objectives of the study include 

describing the socio-economic characteristics of the goat 

marketers, determining the profitability of goat marketing 

in the study area, identifying the determinants of goat 

marketing margin in the study area and establishing the 

major constraints faced by goat marketers in the study area. 

The working hypothesis of the study is that profitability of 

goats marketing is not significantly influenced by the 

socio-economic characteristics of the marketers. The 

study is useful and important to policy makers in tackling 

problems associated with goat marketing in the study area, 

considering that the study aims to assess the economic 

viability of goat marketing in Rivers State and to proffer 

solutions to identified constraints. It is expected that the 

study will bring about improvement of marketing facilities 

that will be of benefit to goat marketers, consumers and 

public health. In addition, the information generated will 

be useful to upcoming researchers as a resource for further 

study. The paper has been organised as follows. The next 

section presents a theoretical review of the literature 

followed by the methodology employed in the study and 

discussion on the results of data analysis. The study 

synthesizes the literature and results of analysis to 

conclude in the final section.  

 

Theoretical review of livestock production  
Livestock production is very important to humans as 

livestock protein is needed for physical and intellectual 

development as well as for developing immunity against 

disease (Atinmo & Akinyele, 1983). Livestock production 

is also an instrument for socio-economic change as it 

provides income and improves quality of life. However, it 

is believed that the introduction of a Structural Adjustment 

Programme (SAP) by the Nigerian government in the 

1980s had significant negative effect on livestock 

production. There was a noticeable decrease in the amount 

of meat consumed by households between the pre SAP and 

the post SAP period (NISER/CBN 1991). Without doubt, 

the problems of livestock production in developing 

countries including Nigeria are becoming more critical as 

population and demand are increasing while production 

systems still remain constrained by socio-economic and 

biological factors (West, 1990). Apparently, efforts being 

made to improve the level of production have not yielded 

desired results. Since the1970's, cattle rearing for instance 

has witnessed only a slight modernization with the 

establishment of cattle ranches in few areas like Gombe, 

Manchock, Mokwa, Obudu and upper Ogun and Osun 

States (Akinwumi & Ipki, 1985).  

The inputs of livestock production may be external or 

internal. Internal inputs are those under the control of the 

farming households and which include land, labour, 

management and capital. Production costs as an economic 

indicator that assesses the economic performance of 

production can be viewed in various forms. Cost is 

defined as the value of an input employed in the 

production of final outputs (Pavel, Sergio & Delincé, 

2014). It is important to distinguish between variable and 

fixed costs. Variable costs fluctuate with the size of the 

output and level of operation. Variable costs (e.g. feed, 

vaccine and casual labour) can be controlled to some 

extent and are not incurred when there is no production. 

On the other hand, fixed costs (for items such as taxes, 

interest, and building depreciation) are incurred whether 

or not there is production (Sonaiya & Swan, 2004). 

Furthermore, costs can be expressed in the form of total, 

average and marginal costs. The total costs represent the 

value of all inputs (both cash and non-cash) used in a 

given period and is made up of variable and fixed costs. 

Average costs are total cost per unit of measurement such 

as per hectare. Average costs can be further distinguished 

as average fixed or average variable costs. Marginal cost is 

the change in total cost that results from the change in the 

use of one additional unit of input (Pavel et al., 2014). 

Thus, proper economic analysis provides a framework by 



Inter J Agri Biosci, 2017, 6(2): 85-91. 
 

 87 

which the benefits of production are shown in the economic 

system, and how these benefits are valued by society. 

Going by the literature, benefits can be measured by a 

technical component that indicates the productivity of 

resources used or by an economic component that reflects 

the value placed on the products by society. 

 

Breeds of goat in Nigeria 
Brinkmann and Adu (1977) estimated that goats 

contributed about 20 percent of Nigerian meat supply. 

However, there is a large difference in this contribution 

between regions as well as between the countryside and 

cities. In rural areas of northern Nigeria, small ruminant 

meat consumption is more than that of beef while it 

contributes much less than cattle to total meat consumed in 

cities. In the rural areas of southern Nigeria, beef and small 

ruminant meat are equally important although beef 

consumption is more than the consumption of small 

ruminant meat in urban areas. Three main breeds of goats 

have been identified in Nigeria and are as stated below as 

discussed by (Fasae, Sowande & Adewumi, 2014). 

The Sahel goat - It is predominant in the Sahel region 

of the country. They have varying coat color but usually in 

mixed black, white and brown. They possess fine hair coat, 

short ears and long legs. A matured one weighs about 25 – 

35kg and the ram has horns. The breed is suitable for 

nomadic and wide range grazing. They are bred for meat 

although they could be used for milk and skin production 

(Fasae et al., 2014). 

Red Sokoto or Maradi goat - The breed is found 

mainly in north-western Nigeria and along the savannah 

belt. It is uniformly dark red in color and weighs 20 – 

30kg at maturity. Both sexes are horned. The breed is 

noted for its valuable skin and its meat production (Fasae 

et al., 2014). 

West African dwarf goat - They are found mainly in 

the forest belts of southern Nigeria. The breed is hardy 

and trypano-tolerant. They have small body sizes and 

strongly set short legs. The breed could be black, brown 

or white or a combination of all the colours. They often 

give birth to twins and triplets. They can attain a mature 

weight of 20 – 25kg. The breed is useful for its meat and 

dairy potentials (Fasae et al., 2014). 

 

Economic importance of goats’ production and marketing 
The teeming population of Nigeria is grossly 

underprovided with an essential food component, protein. 

Goat is a multi-functional animal with significant roles in 

the economy and nutrition of resource poor farmers in 

Nigeria. Goat rearing is practiced by a large section of 

population in rural areas. Goats can easily survive in 

adverse and harsh conditions. Goats are kept as a source 

of additional income and as insurance against disasters. 

They are also used in religious and ceremonial feasts and 

for the payment of social dues. According to Foraminifera 

(2014), the numerous advantages of goat production 

include the following: 

• Goat farming requires low initial investment as there 

are less housing requirements and minimal managerial 

problems with goats as they are small and docile in 

nature. 

• Goats achieve sexual maturity at about 10-12 months and 

are prolific breeders with short gestation period. 

Twinning is very common. Goats start producing milk 

around 16-17 months. 

• The risk associated with goat farming is very much 

less in drought prone areas in contrast to other 

livestock species. 

• Goats can be used as agents of biological control to 

improve and maintain grazing land and reduce bush 

encroachment.  

• Goat slaughter and meat consumption is commonly 

accepted across religions in the country.  

• The goat meat is leaner and relatively good for people 

with preference for low energy diet and is sometimes 

preferred over mutton for its chewy-ability. 

• Goat milk is easier to digest than cow milk because of 

small fat globules and is naturally homogenized. Goat 

milk is non-allergic in contrast to cow milk and 

contains anti-fungal and antibacterial properties. It can 

be used for treating fungal diseases 

• Goats are considered more economical than sheep on 

free range grazing under semi arid conditions. 

• Goat production besides effectively utilizing unpaid 

family labor creates employment to the rural poor 

through the establishment of cottage industries 

involved in milk products and value additions to skin 

and fiber. 

• A goat is regarded as a walking refrigerator for milk 

storage as it can be milked numerous times in a day. 

It is equally important to note that goat marketing in 

Nigeria is faced with numerous challenges and the biggest 

problem is parasite control. Parasite infestation poses a 

major constraint to goat owners across the nation (Bennet, 

2002). Other problems according to Andre, (2009) include 

low off-take rates, poor animal quality, low product 

prices, inadequate inputs and technology, inconsistent/weak 

policy, poor market access, inadequate facilities and 

infrastructure, lack of market information, poor pricing, 

grading, weighing and control systems, high transaction 

cost, inconsistent product supply in volume and quality and 

lack of information on consumer preferences. 

 

MATERIALS AND METHODS 

 

The study was undertaken in Port Harcourt 

metropolis. Port Harcourt is one of the 23 local 

government areas and the capital city of Rivers State. Port 

Harcourt city lies along the Bonny River which is located 

in the Niger Delta region. The dominant ethnic groups in 

the study area are Ijaw, Ikwerre, Etche, Ogoni, and 

Ogba/Egbema. Port Harcourt has a population of about 

1,382,592 (National Population Census, 2006). 

Historically, the major socio-economic occupation was 

mainly farming and fishing. At present, urban growth has 

ushered into the city, several socio-economic activities such 

as trading (export/import), exploration and exploitation of 

oil as well as craftsmanship and tourism etc. The city of 

Port Harcourt experiences a tropical heavy rainfall climate 

with lengthy and heavy rainfall seasons and short dry 

season. 

The study population consisted of all the goat 

marketers in Port Harcourt Metropolis but the sample was 

made up of goat marketers in the Mile 3 and Trans-Amadi 

goat markets located in the metropolis. Purposive 

sampling technique was used in the selection of goat 
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marketers for the study. This was done by selection of the 

Mile 3 and Trans-Amadi goat markets where goats were 

sold in the Port Harcourt metropolis. These markets were 

chosen because of the large number of goat sellers and 

also because they are the major goat markets in the 

metropolis. Data was collected from both primary and 

secondary sources. The primary data was obtained by 

administering a structured questionnaire to the goat 

marketers while secondary data was collected from 

published texts, credible websites, peer reviewed journals 

and bulletins. The data collected were analyzed in relation 

to various marketing operations in the study area. Both 

descriptive and inferential tools were employed in the 

analysis. The study objectives were achieved by the use of 

descriptive statistics, net profit and marketing margin 

models in addition to a multiple regression model and the 

Garrett ranking technique.  

 
Net profit model 

In the goat enterprise, profit is expressed in many 

different ways. The three most important factors affecting 

profitability of goat enterprise are feed cost, kid crop and 

market prices. Producers minimise feed costs by using 

more of pasture browsing, mixing their own rations, 

buying feed in bulk, minimizing feed wastage and 

weighing all feed inputs (Mendell, 2014). In a study of the 

economics of livestock marketing in Gamawa Local 

Government Area of Bauchi State, Nigeria, it was 

observed that cattle marketers had higher gross income 

than goat marketers (Nasiru, Haruna and Garba, 2011). It 

was also revealed that cattle marketers obtained higher 

returns per naira invested, and the profitability indicators 

were in favour of cattle marketing over goat. However, 

cattle marketing require more capital than goat marketing 

(Nasiru et al., 2011). In this study, the budgetary 

technique used is as follows. 

 

TC = TVC + TFC   (1) 

TR = P × Q     (2) 

NP = TR – TC    (3) 

MM = Selling price – Purchased price (4) 

Where; TC = Total cost (in Naira) 

TVC = Total variable cost (in Naira) 

TFC = Total fixed cost (in Naira) 

TR = Total revenue (in Naira) 

P = Price per unit of average sized goat 

Q = Quantity of goats own (in Numbers) 

MM = Marketing margin  

 
Multiple regression model 

Nasiru, Haruna and Garba (2011) used a multiple 

regression analysis to determine the relationship between 

revenue and the components of total variable cost in goat 

and cattle marketing. Variable costs included cost of 

transportation, medication, feeding, acquisition cost per 

head, etc. Mathematically stated in the implicit form 

 

Y = f(X1, X2, X3, X4, X5......................Xn, U)              (5) 

Where Y is the dependent variable and X1, X2, X3, X4, 

X5.............Xn, are independent variables. U is the error 

term. The explicit form is stated as: 

Y = βo + β1X1, + β2X2 + β3X3 + …………+ βnXn + e     (6) 

Table 1: Definition of variables used in regression model 

Variables Definition 

Y Market margin (in Naira) 

X1 Sales price (in Naira) 

X2 Quantity sold (in Numbers) 

X3 Purchase price (in Naira) 

X4 Fixed cost (in Naira) 

X5 Family size (in Numbers) 

X6 Years of experience (in Numbers/Years) 

X7 Housing cost (in Naira) 

X8 Age of marketer (in Numbers/Years) 

X9 Level of education (in Numbers/Years) 

X10 Transport cost (in Naira) 

 

Garret ranking technique 

Constraints in goats marketing as identified in the 

literature were presented to the farmers for ranking in the 

order of importance as it affects them. The ranks provided 

by the marketers were then scored using the formula: 

 

Percentage position = 100 (Rij – 0.5) / Ni   (7) 

 

Where, Rij is the rank given to i
th

 factor by the j
th

 

individual marketer and Nj is the number of factors ranked 

by the j
th

 individual marketer 

 

RESULTS AND DISCUSSION 

 

Socio-economic characteristics of the goat marketers 

The result of the descriptive analysis is presented in 

Table 2. It can be observed from the table that all the 

marketers were males. This is an indication that women do 

not partake in goat marketing operations as it probably 

requires guts, skill and technical know-how that are highly 

pertinent in males. It is observed that majority of the goat 

marketers were between the age ranges of 51-60 years, with 

a percentage of 40 percent. Other age groups in the survey 

were those in the 20-30 years category which represented 

2.85 percent, 31-40 years category which represented 

18.57 percent, 41-50 years category which represented 

22.85 percent and those in the 61-70 years category which 

represented 15.71 percent. This result indicates that these 

goat marketers are most active within the ages of 51 and 

60. The result also showed that 91.42 percent of the 

respondents were married which indicated that they have 

family responsibilities.  

Furthermore, the results in Table 2 reveals that 57.14 

percent of the respondents never attained any form of 

formal education, 31.42 percent of the goat marketers had 

primary education while 11.42 percent attained secondary 

school education. Thus, the results indicated a high level 

of illiteracy among these respondents and this agrees with 

Oyediran (1997) that there is a high level of illiteracy 

among livestock marketers which makes marketing 

operation unpleasant and also difficult for the marketers to 

adopt new techniques. In addition, half of the respondents 

(50%) had a household size of 6-10 persons, indicating a 

relatively high household size among the goat marketers 

and which shows that they have family responsibilities. 

24.28 percent of the goat marketers had a household size 

of 1-5 persons, 18.57 percent of the goat marketers have a 

household size of 11-15 persons while 7.14 percent had 

the largest household size of 16-20 persons. The 

respondents have an experience of 10-20 years, 30 percent  



Inter J Agri Biosci, 2017, 6(2): 85-91. 
 

 89 

Table 2: Socio-economic characteristics of the goat marketers 

Characteristics Frequency Percentage 

Gender 

Male 

Female 

 

70 

0 

 

100 

0 

Age 

20-30 

31-40 

41-50 

51-60 

61-70 

 

2 

13 

16 

28 

11 

 

2.85 

18.57 

22.85 

40 

15.71 

Marital status 

Single 

Married 

 

6 

64 

 

8.75 

91.42 

Educational status 

None 

Primary (FSLC) 

Secondary (O’Level) 

 

40 

22 

8 

 

57.14 

31.42 

11.42 

Household size 

1-5 

6-10 

11-15 

16-20 

 

17 

35 

13 

5 

 

24.28 

50 

18.57 

7.14 

Years of experience 

10-20 

21-30 

31-40 

41-50 

 

22 

21 

21 

6 

 

31.42 

30 

30 

8.57 

Source: Authors’ field survey, 2015. 

 

Table 3: Results of profitability of goat marketing in Port 

Harcourt metropolis 

Items Quantity Amount 

Revenue 

Total no of goats sold 

Average price per goat 

 

3922 

 

69,075,500 

17,612.32 

Total revenue  69,075,500 

Cost 

No of goats purchased 

Transportation  

Feed 

Hired labour 

Veterinary services 

Goat shelter (depreciated) 

Other cost (Tax, Equipments, 

Land rent) 

 

3922 

 

58,542,750 

         7,278.57

  

6,035.71 

1,059.09 

544.44 

9,034.28 

8,457.14 

Total cost  60,115,150 

Total revenue  69,075,500 

Net profit (total revenue - total 

cost) 

 8,960,350 

Source: Authors’ field survey, 2015. 

of the respondents had marketing experience of 21-30 

years, 30 percent had an experience of 31-40 years and 

8.57 percent of the respondents had been in the business 

for 41-50 years. This indicated that a greater percentage of 

the respondents had fewer years of experience as 

compared to the share of respondents who had been 

marketing for 21-40 years. 
 

Profitability of goat marketing in Port Harcourt 

metropolis 
The result of the profitability analysis is presented in 

Table 3 and it can be seen that the goat marketers in Port 

Harcourt metropolis on the average got a total revenue of 

N69,075,500, and incurred a total cost of ₦60,115,150 

which includes costs of transportation, feeds, hired labour, 

goat shelter, veterinary services, goats purchased, tax, and 

other costs as well as a net profit of N8,960,350. Since the 

factors involved in goat marketing are both fixed and 

variable, the gross margin was not estimated; hence the 

net profit was calculated. The goat marketers made a total 

profit of ₦8,960,350 per month of sales and which 

indicated that the goat marketing business is very 

profitable in the study area. 

 

Determinants of goat marketing margin in Port 

Harcourt metropolis 
The results of multiple regression analysis for the 

identification of the determinants of goat marketing margin 

in Port Harcourt metropolis are presented in Table 4. It 

could be observed from the table that when the unit sales 

price increases by N1, the market margin increases by 

N4.46, when the quantity of goats sold increases by 1, the 

market margin will increase by N1.23, when unit purchase 

price increases by N1, the market margin will decrease by 

N3.30 and when fixed cost increases by N1, the market 

margin will decrease by N0.38, when family size 

increases by 1, the marketing margin will increase by 

N0.12, when years of experience increases by a year, the 

marketing margin will increase by N0.11. Similarly, a N1 

increase in housing cost will decrease marketing margin 

by N0.16. 

Further, it is observed that items one to seven have 

significant effects on marketing margin (positively and 

negatively). For instance, the result of the regression 

analysis indicates that a unit increase in family size and 

years of experience caused a change in profitability. This 

result agrees with the findings of Nasiru, Haruna and

Table 4: Determinants of goat marketing margin in Port Harcourt metropolis  

Variable  Double Log Semi Log Exponential Linear 

Unit sales price 4.446*** 0.01*** 2429061.53*** 48.10*** 

Quantity of sold 1.236*** 0.01*** 480116.769*** 3134.47*** 

Unit purchase price -3.303*** -0.01*** -1846267.3*** -44.25*** 

Fixed cost -0.383*** -0.01  -358219.34*** -9.96** 

Family size 0.120** 0.01 100798.48 7313.40** 

Years of experience 0.117* 0.01 excluded  excluded 

Housing cost -0.169* 0.00** excluded -6.50 

Age of marketer -0.205 excluded -105724.61 -779.16 

Level of education -0.029 -0.01 -23817.59 -11552.48 

Transport cost  -0.030 0.00** 21792.11 3.48 

Constant -197255.52 4.359  -2104969.08  -16678.23 

Adjusted R
2
  0.96 0.91 0.801  0.843 

*** significant at 0.01 level; ** significant at 0.05 level; * significant at 0.10 level. Source: Authors’ field survey, 2015. 
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Table 5: Results of major constraints faced by goat marketers  

Constraints Total 

Score 

Mean 

Score 

Rank 

High cost of transportation 3754 59.58 I 

Lack of holding facilities 3397 54.79 II 

Inadequate capital 2512 54.60 III 

Pest and disease 3212 54.44 IV 

High cost of feed 3334 53.77 V 

Source: Authors’ field survey, 2015. 

 

Garba (2011) study which revealed that cost of purchasing 

goat, medical and labour costs for goats market were 

significant factors of the profitability of goat marketing. It 

could be deduced from Table 4 that four models were 

estimated and evaluated for their performance through 

standard economic criteria such as adjusted R
2
, 

information criteria and number of significant variables. 

Among the four models, the double log (Log-log multiple 

regression) model had the highest R
2
 value, highest 

number of significant variables and lowest information 

criteria. The R
2 

estimate of the double log model (0.96) 

indicated that 96 per cent of the goat marketing margin in 

Port Harcourt metropolis can be explained by the 

independent variables included in the model. 

 

Major constraints faced by goat marketers in Port 

Harcourt metropolis 

The result of the major constraints that affect goat 

marketers in Port Harcourt metropolis is presented in 

Table 5. It is observed that majority of the respondents 

chose high cost of transportation with a score of 3754 

points and mean score of 59.8 making it the highest 

challenge faced. This is followed by lack of storage 

facilities and inadequate capital with Garrett scores of 3397 

and 2512 points respectively. The fourth and fifth 

constraints were pest and disease and high cost of feed with 

Garrett scores of 3212 and 3334 points respectively. Thus, 

it could be inferred from the Garrett analysis that the 

important challenges faced by goat marketers in Port 

Harcourt metropolis are the aforementioned constraints. 

 

Conclusion 

From the findings of the study, goat marketing is 

dominated by males. Majority of the respondents were in 

their advanced ages and had no formal education, 

indicating a high level of illiteracy amongst them. It was 

found from the study that the marketing of goats in Port 

Harcourt metropolis is highly profitable. Socio-economic 

factors such as family size and years of experience were 

seen to have effects on marketers’ profitability levels. 

This research has generated information on the socio-

economic characteristics of the goat marketers, the 

profitability of the business, the factors that determine the 

market margin and the problems encountered by goat 

marketers in the study area. This research however, offers 

an opportunity for further research on the determinants of 

demand for goats in Port Harcourt metropolis. 

Consequently, the following recommendations were 

developed on the basis of the study findings. 

• Management and sanitation procedures in goat 

marketing need to be improved to reduce negative 

environmental impact. In this regard, there is need for 

laws and regulations to guide the appropriate 

establishment of goat markets so as to reduce the 

negative environmental impacts of goat marketing 

operations. 

• Goat marketers need some formal education to be 

more enlightened and skilled. 

• Transportation cost was the major costs incurred by 

these goat marketers as most animals are obtained 

from the northern areas. Therefore, government 

should provide assistance to transportation associa-

tions that are responsible for moving these animals.  
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