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A Cooperative 13 an  autonom ous association of persons united voluntarily to meet their 
common economic, social and  cultural needs and aspirations through a jointly owned 
and democratically controUed enterprise

The people of Ethiopia have got a very long social history of working together to fulfil 
their socio-economic needs Agriculture. Trade and M ilitary Operations were earned  
out through cooperative efforts M any social events are still taking place in rural 
Ethiopia through collective effort The Federal Government of Ethiopia has identified 
Cooperative form of business organizations as an instrum ent of socio-economic change 
Many Cooperatives have em erged in the recent past to serve the suppressed and 
depressed com m unity of Ethiopia Thn abundant cattle population m Ethiopia is 
u nderu tilised  both for milk and for meat Considenng the pastoral nature  of the 
country the scope for cooperatne rxport marketing Network is ample. Hence, in tins 
paper the researchers  have identified the potentiality of Cooperatives in m arketing 
meat

O b je c t iv e s  o f  t h e  R e s e a r c h
The m ajor objectives of the stud/ are

• to f ram e  a coopera tive  m odel for m eat m a rk e tin g  111 E thiopia,

• to suggest th e  possib le  export m a rk e tin g  s tra te g ie s  th rough  cooperatives

M e th o d o lo g y  o f  t h e  S t u d y

The study was e a rn e d  out with secondary da ta  only To justify the first objective 
current s ta tu s  or Cooperatives in Ethiopia were taken in to consideration Tim m mud 
objective was analysed by taking in to consideration the cooperative experiences in
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other countries. The a ttem pt lacks p rim ary  empirical evidences. The au thors  feel th a t 
this modest a ttem pt can be a basis fur fu rther research and development

F i n d i n g s  o f  t h e  S t u d y

The findings of the study was m ade in accordance w ith the objectives fram ed viz., 
Model for m eat m arketing in Ethiopia, export m arke ting  stra teg ies through

cooperatives.

M o d e l  fo r  m e a t  m a r k e t i n g  in  E t h i o p i a

C a tt le  p lay a s ign if ican t role in th e  econom ic life of ru r a l  E th io p ia  T hey  have 
rem a in ed  as  th e  keystone  of E th io p ian  fa rm ing  since t im e  im m em o ria l C attle  
re m a in  as  the  sole m otive pow er of a g r ic u ltu re  an d  w ith o u t th e m  no cu ltiva tion  
is possib le  an d  no produce could be t ra n sp o r te d  T hey  prov ide m u ch  need  m ilk 
an d  m ilk  p roducts . C a ttle  such  as  oxen, cow, sh eep  an d  goat a re  be ing  used for 
m ea t a n d  m ea t p roducts . T he  dom estic  p roduction  an d  m a rk e t in g  of m e a l is not 
h ighly  o rgan ised  an d  beneficial to th e  fa rm in g  com m unity . F aced  w ith  the 
in c reas in g  co ncen tra tion  of today’s conven tiona l m a rk e t ,  in  w hich  livestock 
p rod u cers  have  less and  less control over th e  p rices  they  receive, p ro d u c e rs  need 
to tak e  a d v a n ta g e  of every o p p o rtu n ity  for in n o v a tiv e  m a rk e t in g  and  ad d ing  of 
value. H andfu l of p r iv a te  in s t i tu t io n s  o p e ra t in g  in th e  co u n try  h av e  not fully 
u tilised  th e  p o te n tia l  and  they  a re  profit o n e n ie d  also  ignores  th e  w elfa re  of 
fa rm ers . P ro d u ce rs  who w a n t to cu t ou t m id d lem an  do e a rn  a la rg e  s h a re  of the  
end  price by perfo rm ing  a w ide ran g e  of func tions  By e l im in a t in g  m iddlem en, 
p roducers  could avoid p ay m en t of high m a rg in s  for d iffe ren t fu n c tio n s  such as 
processing, packag ing  and  labelling, s to rage , t r a n s p o r ta t io n ,  a n d  m a rk e tm g . 
M ark e tin g  inc ludes resea rch , ta rg e t in g  m a rk e ts ,  ad v e r t is in g , a n d  going ou t and  
m ak in g  the  sale . T h is  can  be one of th e  m ost difficult a sp ec ts  for p ro d u cers  to 
m a s te r .  W hile it is re la tive ly  s im ple for a good p ro d u ce r  to le a rn  how' to produce 
so m eth in g  different, m a rk e tin g  is an  en tire ly  d ifferen t occupation  To succeed 
p roducers  will need  to lea rn  the  ja rg o n  of b u s in e ss  a n d  how to feel com fortable 
an d  confiden t w hen  d ru m m in g  up new bu s in ess . M oreover, in d iv id u a l p roducers  
often experience difficulties in p rofitab ly  ach iev ing  e i th e r  th e  level of m a rk e tm g  
services or th e  volum e necessary  for su s ta in a b le  m a rk e tm g . Therefore , a 
cooperative w h ere  severa l p roducers  pool th e ir  a n im a ls  a n d  s h a re  fixed costs is 
often m ore ap p ro p ria te . M ark e tin g  th ro u g h  a cooperative  can  sh ift m any  of the 
tim e-consum ing  m a rk e tin g  ac tiv ities  aw ay  from th e  p roducer. T he cooperative 
can  engage in  b a rg a in in g , t ra n sp o r ta t io n ,  g rad ing , p rocessing , d is tn b u u o n  and

160 IB* EVA Procefdingt 2005



Slraitg ic and In n o m tiie  .Approaches

research an d  d ev e lo p m en t for its  m em b ers . C ooperatives allow producers  to get 
mto the v a lu e -a d d e d  sec to r  of th e  m a rk e tp la c e  w’hile  pooling knowledge, r isks, 
and profits.

Currently in Ethiopia we have A gricultural Cooperatives in almost all woredas of all 
regions A t district level we have s ta r ted  organising Agricultural Cooperative Unions. 
The major objective of th e  cooperatives is to m arke t the produces of the farming 
community. So far only a m odest a t tem p t has  been m ade by the prim ary cooperatives 
to m arket the livestock of our farm ing community. Observations of the researchers 
reveals th a t there  is high scope for m eat m arketing  through cooperatives. Cooperative 
marketing of m e a t  is the  m ost appropria te  of all forms of organizations in most 
situations. Moreover, theoretically and  ideologically, the cooperative mode seems to be 
the best of all. T h is  is so because, w ith proper rules and regulations, it can better meet 
the goals of efficiency, sustainability , equity and users’ satisfaction and is politically 
and socially more acceptable m  most societies of the nation than  any other 
alternatives.

The prim ary cooperatives a re  not having adequate  capital base, cattle base and other 
resources to estab lish  full-fledged export m arketing  system. The prim aries can act as 
an agent of the  U nions to pool the livestock and transport them to the slaughtering 
houses m anaged  by the Unions. The Federation a t  the National level can undertake 
the export m arke ting  activities such as  identification of potential buyers, branding, 
packaging, tran sp o rta tio n  and  fulfilling all o ther export m arketing functions. Until the 
federal level cooperative o rganisations are  being organised, the Cooperative Unions 

can avail the services of th e  p resen t Ethiopian M eat Exporters.

The following d iag ram  shows the pictorial organisational s tructure  for meat m arketing 

in Ethiopia th rough  Cooperatives
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M eat e x p o r t  m a r k e t i n g  s t r a t e g i e s  t h r o u g h  c o o p e r a t i v e s

Based on th e  ex p e rien ces  of th e  coun tries  exporting  ag r ic u ltu ra l  produces 
including m ea t, th e  a u th o r s  advoca ting  th e  following s tra teg ie s  for m ark e tin g  
m eat th ro u g h  coopera tives.

A. E s t a b l i s h i n g  O r g a n i s a t i o n a l  N e t w o r k

i. R e o r g a n i s i n g  t h e  e x i s t i n g  c o o p e r a t i v e s

[n Ethiopia we have a round  5000 agricultural cooperatives a t  the prim ary level. The 
objectives of the cooperatives are to provide agricultural inputs and agricultural 
marketing facilities. U nfortunate ly  our prim ary agricultural cooperatives have not 
fulfilled the m arke ting  requ irem ents  of the farming community particularly the 
pastorals Since ou r economy is pastoral economy, existing cooperatives should 
undertake the m arke ting  of livestock as a core activity. The promoters of the 
cooperatives viz.. the G overnm ent, NGOs should take initiative in creating awareness 
among the cooperative m em bers and  educate the committee members to carry out the 
livestock m arke ting

ii. E s t a b l i s h i n g  N e w  C o o p e r a t i v e s

The prom oters of the cooperatives can take initiative to establish new agricultural 
multi-purpose cooperatives. One of the m ain objectives of such cooperatives is to carry 
out the livestock m arke ting  The major functions of such cooperatives are to pool and 
transport the livestock's to the slaughtering houses of the cooperative union. The 
primary cooperatives will pay to the farming community based on the weight of the 

livestock as per the price fixed by the union.

iii. P r o m o t i n g  F e d e r a l  O r g a n i s a t i o n

The existing cooperative unions a t woreda level should establish meat-processing 
units New unions w ith such  facilities should also be started  wherever required. The 
m eat processing un its  will carry out the activities of slaughtering of livestock’s, quality 

check, packing, b rand ing  and  transporting.

Federal o rganisations to be established  c ither a t  the regional level nr / and nl national 
level should take  care of export m arketing  functions The federation should identify the 
potential export m arke t, establish  business relationship w.th the importers, shipment, 
and adhere in ternational trade norm s The federation will schedule the livestock 
pooling and  s laughtering  based on dem and and supply The federal..... will aho  ram - 
out dissem ination of m arket information to the farming community through the union
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B. E n s u r i n g  P r o d u c t / i o n  Q u a l i t y
• P roduc ing  a q u a lity  a n im a l is only th e  f irs t  s tep  in  p ro d u c in g  q u a li ty  m eat 

p roduc ts . T he  ab ility  to offer a safe  an d  a t t r a c t iv e ly  p a c k a g e d  p ro d u c t is a 
basic  re q u ire m e n t for successfu l m a rk e t in g  F a r m e r s  w ould  be well advised 
to le a rn  a s  m uch a s  they  can  about s la u g h te r in g ,  cu t t in g , ag ing , packaging, 
an d  so on. L ea rn in g  ab o u t cu ts, d re s s in g  p e rc e n ta g e s  an d  w e ig h ts  is crucial 
For w hich  th e  a u th o rs  ad v o ca tes  cooperative extension w ith  the  help o f  
veterinarians.

• D eveloping a sa le s  base  d e p en d s  on being  ab le  to d e liv e r  a consisten t 
p roduct. W hile th e re  m ay be m ore to le ran ce  for s ligh t in co n sis ten c ie s  am ong 
co n su m ers  who have developed a re la t io n sh ip  w ith  th e  p ro d u ce r ,  consistency 
is cited over an d  over as  a key factor in e x p o r t  m a rk e t in g  T h e  cooperatives 
should  h av e  regular qua l i ty  check  w ith  th e  help  o f  Q u a li ty  C o n tro l le rs  may 
he h ired  on full tim e bas is  by th e  un ions.

• All packag ing  should  he done w ith  a i r t ig h t ,  h ig h  q u a li ty  f re e z e r  p a p e r  Each 
package  shou ld  be m a rk e d  w ith  th e  n a m e  of th e  cut a n d  th e  d a te  packaged  
It m ay  he possib le to provide th e  s la u g h te rh o u se  w ith  a s ta m p  con ta in ing  
th e  necessary ' farm  in fo rm ation . T he in te rn a t io n a l  n o rm s  on food p roducts  
need to be ad h e re d  by th e  cooperatives. Professionals  w i th  in terna tiona l  
m a rke t in g  expertise need to be em ployed  by the cooperatives.

C o n c lu s io n

In the countries export, meat forms a significant portion Export of agricultural 
produces through cooperatives is not a new venture  We have in E thiopia established a 
strong export network for organic coffee The experiences can be used for meal 
m arketing  too. This will ensure  be tte r  price for the livestock of th e  pasto ra ls  It will 
also help our farming com m unity to involve m fattening of livestock as  a sustainable 
livelihood operation
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