
 

 

 

INTRODUCTION 

 

Livestock has a key role for agricultural based economies 

especially in the developing countries. Economy of Pakistan 

is based on agriculture sector which contributes 19.8% in 

national Gross Domestic Product (GDP) and engages around 

42.3% of total labour force of the country. Livestock is the 

significant subsector of agriculture which contributes around 

58.6% of agriculture value addition. Its share in agriculture is 

more than combined shares of all other subsectors of 

agriculture and directly contributes 11.6% in national GDP 

(Govt. of Pakistan, 2016). The share of livestock in other 

developing and industrialized countries is significant (Upton, 

2004.) which shows livestock is becoming important 

component of agricultural economies. Sectorial share of 

agriculture in national GDP over the past few years is 

provided in Figure 1.  

Livestock includes cows, buffalos, sheep, goat, camel, horse, 

asses, mules and poultry and their products. Pakistan has good 

number of animals which provide food and also supplies other 

useful services. Currently Pakistan has 186 million heads of 

animals, detail of which is provided in Table 1. 

Livestock is an important source of employment especially 

for rural communities of villages (Mohyuddin and Wahla, 

1994). It also provides social security to rural poor families 

because rearing of animals does not require huge investment 

for building infrastructure.  

 

 
Figure 1. Sectorial distribution of agriculture in national 

GDP (Source: Govt. of Pakistan 2016) 
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Livestock is an important segment of agricultural economy of Pakistan. Sensing the increasing importance of livestock in 

national economy, Govt. of Punjab introduced market intervention in the form of model cattle markets to enhance bargaining 

power of farmers. This paper attempts to analyze farmers’ preferences for traditional and model livestock markets in the Punjab 

province of Pakistan. A sample of 100 farmers, having experience of trading in model and traditional markets, was selected 

purposively from Sheikhupura model cattle market. Descriptive statistics and binary logistic regression model were used to 

analyse data. Findings of the study showed that majority of the farmers were satisfied with facilities in the model cattle market 

as compared to traditional livestock market. Coefficients of estimated model reveal that education of the farmers, farming 

experience, land holding, distance of farmers from model cattle market, number of visits of extension workers, and perceptions 

of farmers about prices in model cattle markets were found significant variables whereas total number of animals and 

perceptions of farmers about facilities in the market showed insignificant effect. Highest odd ratios were found for the variable 

of farmers’ perceptions about good prices in model market followed by variables of land holding and total number of animals. 

It is concluded that role of cattle market management companies will be crucial for success of this new market model. The 

study suggests improving education level of farmers and activation of extension system to motivate and convince farmers to 

take their animals in model cattle markets.   
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Table 1. Livestock population in million numbers.  

Species 2011-12 2013-14 2013-14 2014-15 2015-16 

Cattle 36.9 38.3 39.7 41.2 42.8 

Buffalo 32.7 33.7 34.6 35.6 36.6 

Sheep 28.4 28.8 29.1 29.4 29.8 

Goat 63.1 64.9 66.6 68.4 70.3 

Camels 1.0 1.0 1.0 1.0 1.0 

Horses 0.4 0.4 0.4 0.4 0.4 

Asses 4.8 4.9 4.9 5.0 5.1 

Mules 0.2 0.2 0.2 0.2 0.2 

Total 167.5 172.2 176.5 181.4 186.2 
Source: Govt. of Pakistan (2016) 
 

Livestock can play role in diversification of risk for farmers 

especially in barani (rain fed) areas because these are mainly 

dependent on rain water and livestock can provide security in 

case of crop failure and minimize their risk factor. Livestock 

also plays vital role in alleviation of poverty from less 

developed areas of the country and can help to uplift the 

socio-economic conditions of the villagers. 

Thornton (2010) predicted from the study of World Bank 

(2009) that livestock marketing systems have both positive 

and negative effects on country’s natural resources, people’s 

health, social family’s equity and economic growth of the 

country. Agricultural growth is driven by the rapidly 

increasing demand for livestock and its products. The 

increasing trend of urbanization, improving preferences in 

human utilizing practices of dairy products as well as 

increasing awareness among them are the major factors which 

have increased per capita consumption of livestock products 

(Farooq and Ali, 2002; Farooq et al., 1999; Sharif and Farooq, 

2004). As a result, there is increasing trend in livestock and 

prices of its products which provides incentives for greater 

production activities and motivation for new entrepreneurs 

(Ather and Raja, 2002). The overall livestock development 

strategy envisages public-private partnership where state 

administration is responsible to provide a facilitating 

environment and private investors contribute in the improving 

economy. In developing countries, most of the livestock and 

livestock products produced by small land holder and farmers 

are marketed by private market agents who play their role in 

marketing chain by collecting and distributing these products 

to terminal markets of the country (Solomon et al., 2003). 

Livestock marketing is performed in informal way in Pakistan 

as most of the livestock markets are managed improperly, 

loosely controlled and are operated in traditional way 

(Ahmad, 2015). These markets are generally regulated by the 

Tehsil Municipal Administration (TMA). These traditional 

markets are operated at various locations in the country on 

weekly/monthly basis. Usually, animals are bought by village 

dealers (Beopari) in bulk who is the main agent in livestock 

marketing. He estimates the weight of animals from their 

appearance at the spot and set the price of animal. The farmer 

generally tries to bargain but these village dealers are 

relatively in stronger position and as such farmer must agree 

on that price because middleman enjoys the monopoly in 

these livestock markets. These village dealers take these 

purchased animals through their own or rented transport to the 

commission agents (Dalal) in peri-urban wholesale livestock 

markets. Butchers are the major buyers in these markets; 

hence farmers avoid coming directly in these livestock 

markets to sell their animal, because they cannot face 

manipulations (price exploitation, cheating, delayed payment 

etc.) of middlemen of these markets. As a result, farmers 

generally prefer to sell the animal in their villages. 

On ground realities, irrespective of enormous potential in 

livestock sector, depict a miserable condition in the livestock 

markets. Generally, to avoid public sector regulations and 

taxation, such markets are organized in remote areas which 

reduces number of buyers (Barret, 2001). These markets are 

not equipped with basic facilities and marketing functions are 

performed in a casual way. Aiding facilities like 

transportation, warehousing and tagging are not available. 

Animals are not dealt properly during marketing process 

which also affects their weight and thus pricing. Poor roads 

and transportation system causes losses and cost escalation 

for livestock traders (Watson and Van, 2008). These livestock 

markets have weak infrastructure, insecurity and high 

volatility of prices (Hussein, 2001). In some cases, animals 

are bought and sold in open areas where the basic facilities 

like weighing, watering, feeding, shelter and health facilities 

are often absent (Raziq et al., 2010). Poor infrastructure and 

insecurity tend to increase the cost and risk of livestock 

traders especially in remote areas which further reduce the 

number of buyer and animals sold (Barret, 2001). Poor 

communication and lack of accurate market information are 

some other factors responsible for poor performance of 

livestock sectors in developing countries (Mailu et al., 2012). 

Many previous studies have highlighted the need for 

establishing new and well-equipped livestock markets. These 

studies include (Thornton et al., 2002; Sharif et al., 2003; 

Watson and Van, 2008; UNDP, 2008). This is also important 

in light of prediction which states that demand for livestock 

and its products will continue increasing until 2020 (Delgado 

et al., 1999; 2001; Delgado, 2005) due to population increase 

of the world which is supposed to reach at 9.15 billion in 2050 

(UNPD, 2008).  To improve the situation, Govt. of Punjab has 

established 13 new model cattle markets on divisional basis. 

These markets are provided with all necessary facilities and 

equipment. A new experience of managing these markets is 

conducted by establishing Cattle Market Management 

Company (CMMC) under company ordinance 1984. The 

main objective of CMMC is to establish, organize, manage, 

operate and regulate these model cattle markets. CMMC is 

also responsible to frame efficiently the contracts, to 

outsource the internal services and basic human as well as 

animal necessities. As it is a new intervention to improve 

livestock marketing in the Punjab province and its success or 
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failure will set direction for other likely policy interventions. 

In this context, it is worth noting and analysing that farmers, 

the major stakeholders are using services of newly established 

model markets and what are their views about the quality of 

services offered in these markets. Overall goal of this research 

effort as to have a comparative feedback of livestock farmers 

about traditional livestock and model cattle markets.  

 

MATERIALS AND METHODS 

 

The study was conducted in Sheikupura district of Punjab 

province because it has the respondents dealing in livestock 

through traditional and model marketing systems. A sample 

of 100 farmers was selected purposively from model cattle 

market, Sheikhupura. Those farmers were selected who had 

experience of dealing in both traditional and model markets 

to have their comparative views about the working of both 

market models. 

Data were collected through personal interviews of selected 

respondents in the field using pretested questionnaires. 

Information was collected about stakeholders’ concerns 

regarding physical and marketing facilities in the markets like 

sheds for animals with water and fodder provision, medical 

centres, mosque, tuck shops, e-tagging booths, parking 

facility etc. Additional information was also sought about 

their age, education, farming experience, size of land holding, 

number of large and small animals and number of extension 

workers’ visits, vaccination and farming exposure. The 

Binary Logit Model (Hosmer and Lemeshow, 2000) was used 

for analyzing the collected data. Binary logit model is used in 

condition where dependent variable is in qualitative form. 

Binary logit model is used in various studies to analyse 

marketing decision of livestock farmers. These studies 

include (Mailu et al., 2012; Alemayehu et al., 2010; Kinyua 

et al., 2011; Lubungu, 2016) the equation of Binary Logit 

model is:  

logit (E [
𝑌𝑖

𝑋𝑖
]) = logit(𝑃𝑖) = 𝑙𝑛 [

𝑃𝑖

1 − 𝑃𝑖
] = 𝛽𝑖𝑋𝑖 + 𝑒 

Where; 

P =Probability of farmer’s choice of model or traditional 

market (Y) 

𝑋𝑖= A set of core explanatory variables 

𝛽𝑖= A vector of unknown variables 

𝑒 = Disturbance term 

 

The dependent variables of research model define, whether a 

farmer prefers to sale his animals in model or traditional 

market. The relationship between dependent and independent 

variables is shown in the following equation whereas 

description of variables is provided in Table 2. 

𝑌𝑖 = 𝛽𝑜 +  𝛽1 𝑋1 + 𝛽2 𝑋2 + 𝛽3 𝑋3 + 𝛽4 𝑋4 + 𝛽5 𝑋5 +
𝛽6 𝑋6 + 𝛽7 𝑋7 + 𝛽8 𝑋8 + e𝑖  

 

Table 2. Description of variables. 

Variable 

Type 

Short 

Name 

Description  

Dependent  Y Farmer’s Binary Choice of model or 

traditional market 

Independent  X1 Education of farmer in years 

Independent  X2 Experience of farmer in years 

Independent  X3 Land holding of farmer in acres 

Independent  X4 Distance to model market from 

farmer’s village in km 

Independent  X5 Number of extension worker’s 

visits in a year 

Independent  X6 Total number of animals 

Dummy  X7 Perceptions of farmers about good 

prices in model market 

Dummy  X8 Perceptions of farmers about better 

facilities in model market 

 

RESULTS AND DISCUSSION 

 

Farming of crops and livestock in Pakistan are generally not 

considered independent of each other and hence cannot be 

experienced in isolation. Currently in many parts of the 

Punjab province, traditional marketing system is practiced for 

livestock but recently Govt. of Punjab has introduced a new 

business model of livestock markets. These new markets are 

planned to be established in thirteen divisional headquarters 

of Punjab province. The first one has been established in 

Sheikupura district. These markets are said to be equipped 

with model infrastructure facilities and new business model 

of operating these markets by introducing private 

management companies known as Cattle Market 

Management Company (CMMC). Further these markets are 

supposed to be properly organized to provide all requisite 

facilities to stakeholders.   

Sheikhupura Model Cattle Market is situated almost 6 Km 

away from the city centres and is equipped with physical 

facilities like boundary wall around the market and entry 

gates, drinking water supply for owners and animals, proper 

drainage and sewerage system, sheds for animals and 

owners/traders, veterinary services, washing area for animals, 

loading and un-loading bays for animals, weighing 

scale/bridge, banks and prayers area. In case of emergency 

slaughtering facility was also available to protect farmer from 

losses. In addition, innovative marketing system claims to 

provide many other marketing facilities which are supposed 

to protect farmers from fraud and losses. Further an effort is 

also made to document the livestock trading in the province 

by announcing e-tagging and record keeping of animals. 

Farmers’ perceptions were taken regarding facilities in 

traditional and model markets and Figure 2 clearly shows that 

farmers were more satisfied with facilities in model markets 

than traditional markets.    
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Farmers’ perceptions about comparative analysis of model 

and traditional markets showed that 70 percent of the total 

farmers were of the opinion to earn good prices for their 

animals in model market than in traditional market. Similar 

trend was found regarding famers’ perceptions about good 

facilities where 90 percent farmers answered in favour of 

model market. Regarding organization and structure of 

markets, overwhelming majority of 95 percent farmers 

favoured model market. Location of cattle/livestock markets 

is another factor which seemed to have effect on farmers’ 

decision about model or tradition al market. Sixty percent of 

the farmers thought that model market is built away from the 

villages and forty percent thought traditional market as 

suitable regarding its distance from their villages. Eighty 

percent of the farmers thought management of model market 

as better than traditional market and this seems good start for 

Cattle Market Management Company in Sheikhupura market. 

One important aspect of these wholesale cattle/livestock 

markets is the assurance of security to stakeholders. Many 

stakeholders were found complaining about safety and 

security issues like robbery and theft in wholesale market 

particularly on their way back to home. Seventy percent of the 

farmers thought law and order situation better in model 

market. Another important aspect of wholesale markets is the 

role of middlemen which is often taken as exploitative agent 

in the marketing chain. Eighty percent of the farmers thought 

that traditional markets are still occupied by the middlemen 

whereas only 20 percent also showed their concern regarding 

role of middlemen in model market. Majority of the farmers 

also showed their satisfaction about good medical and parking 

facilities in the model market (Fig. 2).   

 

 
Figure 2. Famers’ perceptions about model and tradi-

tional livestock/cattle markets. 

Descriptive statistics was used to draw inferences about 

variables used in the binary logit model. Average education 

of the farmers was found as 8.47 years with some of the 

farmers having education up to master level. Average distance 

from model cattle market was 27 km whereas some of the 

farmers were found bringing their animals to this market from 

a distance of 45 km. such long distance might be due the 

reason that Sheikhupura market was the first model cattle 

market and farmers liked to experience of trading in this 

market and hence come from relatively longer distance as 

well. Farmers were having average experience of around 19 

years whereas average land holding of farmers was found to 

be 8 acres with maximum of 150 acres as indicated in Table 3. 

Average number of animals was 11 with maximum number 

approached to 53. Average number of extension workers 

visits was 3.80 with maximum of 12 visits and no visit at all 

reported by some farmers.  

 

Table 3. Descriptive statistics of the variables used in 

analysis.  
Variables Min. Max. Mean Std. 

Deviation 

Education of farmer in years 1 16 8.47 3.264 

Experience of farmer in 

years 

1 50 19.39 12.076 

Land holding of farmer in 

acres 

1 150 8.08 15.437 

Distance to model market 

from farmer’s village in km 

6 45 27.73 10.450 

Number of extension 

worker’s visits in a year 

0 12 3.80 3.008 

Total number of animals 2 53 10.75 9.284 

 

The Logit model was estimated by taking farmer’s preference 

towards traditional market or model market as dependent 

variable and regressed against independent variables listed in 

Table 2.   

In the estimated model, two variables (experience of farmers 

and distance to model market) were found highly significant 

whereas two other variables (number of extension visits and 

perception of farmers about prices) were significant at 5% 

level of confidence and two variables (education of farmers 

and land holding) were found significant at 10 level of 

confidence. Two variables were found insignificant in the 

estimated model. The highest odd ratio was found for 

perceptions of farmers about better prices in model cattle 

markets (10.01) followed by perceptions of farmers about 

facilities in the model market (2.78), land holding (1.15) and 

total number of animal (1.06). The signs of the coefficients 

were also according to expectations. The ratio of correct 

prediction was 80 percent which shows that prediction ability 

of the model is 80 percent which is good enough to proceed 

with analysis. The ratio of likelihood test was significant at 1 

percent level, which indicated that the estimated model had 

good explanatory power. The Hosmer and Lemeshow’s 
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estimation test of p-value was 0.092, which was non-

significant and sowed that model was correctly specified. Cox 

& Snell R2 was found 0.306 and Nagelkerke R2 was 0.493 

which showed that overall independent variables in the 

estimated model explain 30-49 percent variation in the 

dependent variable, which is a good explanatory power of the 

model (Cohen et al., 2013).  

The estimated odd ratio of the education is 0.85, which is 

significant at 10% level of significance. The value of odd ratio 

states that if the education of farmers increases by one year 

then there are 0.85 times higher chances that he will prefer to 

sell his animals in model cattle market, keeping other factors 

constant. This result is better understood and valid because 

education improves the knowledge and awareness of the 

farmers which enables him to take more market oriented 

decisions. 

The odd ratio for farming experience is estimated at -0.86 and 

this variable is found highly significant as indicated in 

Table 4. The value of odd ratio states that if the experience of 

the farmers increases by one year then there are 0.86 times 

fewer chances that he will go to model market, keeping other 

factors constant. As the experience of the farmers increases 

they become use to their traditional practices which may 

prohibit them to experience new ventures. Moreover, another 

reason may be that they over time have established relations 

with the traditional market agents which further impede them 

to go for model markets, which is relatively a new 

intervention in livestock marketing.  

Size of the land holding shows the amount of available 

resources to a farmer. This becomes more important for 

livestock farmers in terms of available resources for fodder 

production. The odd ratio of this variable is 1.15 (P<0.1), 

which states that for every one-acre increase in the land 

holding of farmer, there are 1.15 time higher chances that he 

will sell his animals to model market, keeping other factors 

constant. This result shows that amount of resources does 

matter in experiencing any new venture.  

The odd ratio for the variable of distance from the market is -

0.92, and this variable was highly significant. Value of the 

odd ratio states that for every one kilometer increase in 

distance from farm to market, there are 0.92 times fewer 

chances that farmer will prefer to go to model market, keeping 

other factors constant. Distance from farm to market increases 

not only cost but also difficulty of transporting animals. 

Especially in summer season when increased distance can 

expose animals to severe heat strokes and may enhances 

chances of mortality.  

The variable of number of visits of extension worker shows 

an interesting finding. The odd ratio for this variable is -0.77 

(P<0.05) which means that for every one additional visit of 

extension worker, there are 0.77 fewer chances that farmer 

will take his animals to model market for sale, keeping other 

factors constant. Many studies have shown ineffective 

influence of extension system on agricultural productivity in 

Pakistan. Similar finding is obtained in this study, where 

extension workers’ visits to farms are not showing any effect 

in motivating farmers to sell animals in model cattle markets. 

Two dummy variables were used in the analysis to capture the 

effect of farmers’ perceptions about good prices better 

facilities in the model market. The first dummy variable 

(farmers’ perceptions about good prices) is found 

significantly affecting farmer’s choice to go for model 

markets whereas second variable does not show significant 

effect. This finding is consistent with socio-traditional culture 

of rural economies in the country where word of mouth about 

any new project among rural communities has serious 

implications for success of that project.  

 

Conclusion: Findings of study reveal that most of the farmers 

appreciated the initiative of the Govt. of Punjab but also 

showed their concerns regarding appropriate implementation 

of this project. Most of the farmers were happy with the 

provision of facilities in model cattle markets. The plan of 

minimizing role of middlemen through these model markets 

is good initiative but it will seriously depend on performance 

of CMMCs. The govt. has established these markets outside 

the main city centres which are creating problems for the 

farmers because they think it as an additional cost to take 

Table 4. Estimates of Binary Logistic Regression Model.  

Variables  Coefficient Standard error Significance Odd Ratio 

Education of farmer in years 0.160 0.093 0.087 0.85 

Experience of farmer in years -0.154 0.040 0.000 -0.86 

Land holding of farmer in acres 0.139 0.081 0.086 1.15 

Distance to model market from farmer’s village 

in km 

-0.086 0.032 0.007 -0.92 

Number of extension worker’s visits in a year -0.258 0.115 0.024 -0.77 

Total number of animals 0.059 0.049 0.237 1.06 

Perceptions of farmers about good prices in 

model market 

2.310 0.937 0.014 10.07 

Perceptions of farmers about better facilities in 

the model market 

1.022 0.740 0.167 2.78 

Constant  6.899 1.912 0.000 991.47 
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animals to these distant markets but from wholesale market 

planning point of view it seems rational. Education of farmers 

has shown important implications for success of these 

markets. This suggests focusing on improving education level 

of livestock farmers. This can be achieved only with a 

rigorous and meaningful campaign focusing on enhancing 

awareness of farmers about salient features of model markets 

and taking them away from the traditional market system. 

Moreover, success of new interventions is critically important 

from the policy perspective because that sets the pace for 

introducing other interventions.  
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