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Abstract

The beef sub sector in Zimbabwe is considered to be declining its operations due to some
economic and political situation in the country. This study assessed the whole beef chain to
establish why the small holder farmers who supply the highest number of cattle (73%) for
slaughter have low profit margins. To determine the real situation on ground, a survey in
three districts in Masvingo province was conducted to check on the farmers’ herd size,
location of farmers, income of selling the cattle, bargaining power, marketing systems,
problems encountered in the chain as well as the sustainability of the beef value chain.

The activities of actors, supporters and influencers of the beef chain were obtained through
interviews with these stakeholders. This was done to assess the margins, challenges and
opportunities in the beef industry in order to improve the small holder farmers’ margins,
power relations and coordination among the chain actors and ultimately sustainability of the
beef chain. Power relationships were analysed throughout the chain actors.

The data for the study was obtained from both secondary and primary sources. The
provincial Livestock Production and Veterinary services department supplied information on
the cattle population, extension services, inspection and grading of beef. The study
assessed the stakeholders of the whole beef chain in Masvingo province. During the field
research 30 small holder beef farmers were interviewed using a structured questionnaire.
The farmers were drawn from three districts which market most of their cattle to Masvingo
city. These were 10 from Bikita district: 10 from Masvingo peri urban and the other 10 from
Mwenezi district. Gender balance was considered in the survey. Two well established
abattoirs were visited and interviews were carried out with the managers on sources of the
slaughtered cattle, prices offered, their customers, challenges in slaughter houses and the
sustainability of the beef industry. Formal interviews were also done with three prominent
supermarkets managers in Masvingo city, five butcheries, two Livestock and Veterinary
officers, one Veterinary doctor and several consumers. The results of the study reveal that
there are two beef chains operating in the province and farmers have shown that the
challenges faced in both chains are mainly low quality of beef cattle supplied on the market
which results to reduced prices offered by buyers. With the current beef cattle breeds and
mindset in marketing cattle, small holder farmers remain with low margins than the other
players in the chain.

Based on these findings, the study concludes that poor cattle which are marketed by
smallholder farmers result to low quality beef that fetches low prices on the market. Again
farmers’ mindsets have not changed to entrepreneurship that they still attach social values
on cattle that they prolong the time of selling them. As a result they get low profits after
marketing the cattle in these poor conditions.

After drawing the conclusions, the study recommends that farmers should have a business
mindset where they aim at profit making. To improve the beef quality which ultimately
increases profits, farmers need to increase production by feeding the cattle with home grown
and made feeds. Through coordination with various stakeholders, farmers should source
improved beef breeds from beef cattle breeders to improve quality of beef resulting to higher
profit margins. This is essential to sustain the beef chain and improve the distribution of profit
shares along the chain.

Vii



Chapter 1: Introduction

1.0 Background

Cattle rearing are one of the major activities in Zimbabwe. The country produces 103,900
tonnes of beef and 388,500 tonnes of raw milk (World Bank, 2011). There are systems
ranging from extensive systems (ranching), which require large areas of land, to intensive
systems, which require relatively smaller areas of land. Generally, extensive systems are
practised in Communal areas where smallholder beef cattle farmers are dominant
(Mavedzenge, 2008) and covers 75% of the surface area. Livestock has a crucial role in the
Zimbabwean society by providing food security, income, draft power, manure and other by-
products, saving, social and cultural relations, self-esteem, wealth (Campbell et al.2000) and
the country obtain foreign currency earnings from exports (World Bank report, 2011). The
cattle is clearly distinguished into beef and dairy for commercial sector while the small scale
sector which has more cattle than the commercial sector does not specify the economic
purpose of the cattle which have several uses at household level.

Zimbabwe has a tropical climate which is moderated by the altitude and a rainy season
which runs from November to March. This climate is conducive for beef production in the
country. Natural grazing is the primary source of feed for beef animals, but cereal crop
residues and planted pastures may assume this role for short periods in medium and high
rainfall areas (Natural regions | and Il) ) (Vincent and Thomas 1960). Zimbabwe is divided
into five main agro ecological regions according to differences in effective rainfall (Surveyor
General, 2001). Beef breeding is mostly in regions I, Il while ranching is in regions IV and
partly V is mainly for wildlife.

The Zimbabwean beef industry has been declining for the last decade as depicted by
the cattle population trend shown in the table 1 below.

Table 1: Zimbabwe Cattle population in commercial and communal sectors.

Year 2000 2004 2008

Cattle 6 186 312 5226 519 5106 673

Source: FAO (2012)

Major changes have occurred in the livestock sector in Zimbabwe in the last few years. The
breeding of beef breeds was drastically affected by the land reform where these commercial
breeding farms were allocated to some black Zimbabweans with little or no background of
cattle breeding. These farms are now used for crop farming for food security reasons instead
of breeding cattle. This resulted to the local Mashona and crossed breeds to dominate the
beef industry. The maturity weight of these local breeds is far below that of the pedigree
breeds affecting the quality and off take of the beef cattle in the country (Livestock



department, 2012). Areas for grazing declined owing to expanding human settlements and
other activities such as cropping. Destocking of cattle in the commercial sector has also
contributed to the decrease of the beef cattle population due to recurring droughts (Cousins
and Scoones, 2009).

The land reform implemented from 2000 onwards, combined with major changes in the
macro-economy, has resulted in significant shifts in ownership, use and management of
livestock, with implications for disease management, marketing and production. Livestock
market development has long been geared towards a commercialised, export-oriented
industry with a strict regime in place to minimise Foot and Mouth Disease (FMD) and
safeguard exports to the European Union (EU) (e.g. fencing, zonation, vaccination and
movement controls).

The beef value chain is a good example (Mavedzenge et al 2008) affected by the land
invasions and subsequent reform programme beginning in 2000 (Hammar et al., 2003). In
the past there was a reliance on a few suppliers from the large-scale ranchers, going
through a few abattoirs or the Cold Storage Company (CSC).The abattoirs were running as
parastatal and were recently commercialised. The land reform coincided with a major
collapse in the formal economy, with spiralling inflation and sequential massive devaluations
of the currency, created a huge parallel, second economy (Moyo and Yeros, 2005.). Today a
huge range of sources supply meat and many new players are involved, from producers,
traders, slaughter houses, processors up to retailers. This indicates that there are big
markets for beef in Zimbabwe.

The collapse of the export market due to foot-and-mouth outbreaks and political issues has
led to a focus on local sales and market connections. There have been significant supply
constraints, as new farmers build up their herds and avoid selling (Mlambo, 1996). Beef is no
longer sold through in-town supermarkets only, but through small butcheries and outlets in
the rural areas and townships. Beef is now coming from different producers and the majority
of it comes from smallholder farmers (Mavedzenge, 2008). The livestock sector in Zimbabwe
is undergoing cyclical phases as it tries to cope with both internal and external economic
pressures. The fast track land reform programme, which was marred by hyper inflationary
environment and food shortages from year 2000, led to emergence of new beef market
players and disappearance of formal market channels. While the remnants of the former
commercial ranching system operate through lease grazing and barter arrangements in a
number of places especially in Mwenezi area, these are now relatively limited and under
threat due to limited grazing area and stock thefts. Some commercial farmers in the district
started on a programme of using artificial insemination to nearby cattle farmers’ heifers to
improve the beef heard and breeds (The Zimbabwe Herald, 2012). The new semi
commercial resettlement farmers (designated A2) are starting to establish beef herds, but on
relatively small holdings averaging 250 hectares (Government of Zimbabwe report, 2009),
and with limited capital and business financing, this is not proving easy. The exotic beef
breeds are now limited but they are improving on the local breeds and some crosses from
the small holder black farmers.



1.1 Justification

Over 80% of the Zimbabwe population consume beef followed by poultry then other type of
meats like pork, goat and mutton (FAO, 2012). However, the consumption rate is mainly
determined by the income of consumers especially in most developing countries like
Zimbabwe. Masvingo is one of the regions in Zimbabwe found in the southern part of the
country where  ranching is the most predominant activity among farmers due to the
prevailing climatic conditions. The small scale producer contributes the majority of beef
consumed in Masvingo town which is 95 % of the beef intake from different smallholder
cattle farmers from the region (Scoones, 2008). Large-scale commercial ranches now make
up only 7 per cent of the total land area in the province, with a total of 1.2 million hectares
having been transferred to around 20,000 households in the new resettlements (Veterinary
services report, 2011).The Economic Structural Adjustment Programme (ESAP) of 1995-
2000 saw the privatization of major state owned enterprises and a more liberalized
economy. This saw the Cold Storage Company which was the major beef processor
privatized and many more beef processors emerged throughout the country competing with
it. Trade agreements allow free trade in the SADC and COMESA blocks and therefore
threaten the viability of the beef sector/industry in Zimbabwe. Information on the challenges
that the local beef industry is facing is therefore needed if the government is to protect the
Zimbabwean beef industry in the face of competition from cheap imports beef industry by
preventing cheap imports, but still meeting consumer needs.

There are seven districts which are in the region dominated by smallholder beef farmers
who supply the Masvingo city with beef (Veterinary service, 2012). These districts are Bikita,
Chivi, Chiredzi, Gutu, Mwenezi, Masvingo and Zaka which are divided into Al, A2 farms and
communal areas depending on size of the area. The people in these districts are mostly
smallholder farmers where cattle are the most important livestock in this sector. The cattle in
this sector are kept for other multiple purposes. They provide draught power, manure,
transport, milk, savings, and bride wealth payments. Because of this ever increase in
population and consumer demand for fresh, quality, safe beef and other beef products,
smallholder farmers are selling their cattle regularly to traders but still remain poor. As all
economic indicators had shrunk in 2007 according to the International Monetary Fund, the
beef formal market was really affected as well that most people become involved in the beef
supply chain. . However, with this prevailing situation in the country and economic hardships,
the margins of the smallholder farmers leaves a lot to be desired as it remains far low than
the other actors in the beef chain. Farmers are exposed to different market channels that
include both formal and informal channels where several factors affect the selection of each
channel by the farmer. Inefficient pricing system, information asymmetry and poor
infrastructure in new settlements post Zimbabwe’s fast track land reform programme
promoted informal cattle sector in the country. This research seeks to investigate the profit
margins among the actors in the Masvingo beef value chain. The research will also
investigate the challenges faced by smallholder farmers and why they continue to market
their cattle even with small returns/receipts.

1.2 Research Problem
As many players are now in the beef chain in Zimbabwe due to increased local markets and
less export, the small holder beef farmers are having low margins on the sale of their cattle



to traders or dealers. This is due to less bargaining power, insufficient market information
about prices and low off take to markets leading to low receipts and thus poor livelihood.

A new commodity chain emerged, with around 90 percent of cattle being small-scale
(communal, Al/old resettlement and A2) and the CSC becoming a minor player, but with a
range of speculators, middlemen and private abattoirs appearing (Mavedzenge et al 2008).
For example, the growth of private abattoirs and local butchery slaughter, following the
liberalization of meat markets after structural adjustment, had encouraged a country-wide
trade in meat. There has thus been a major transition from a highly concentrated and
regulated commodity chain dominated by a few players to a huge diversity of actors at all
levels. This has been accompanied by a decline in state control and management of the
market system, beef exportation to European markets and a growth in independent,
increasingly informal, sometimes illegal, economic activity and entrepreneurialism.

1.3 Problem Owner
Small holder beef cattle farmers

1.4 Research Objective

The main thrust of the research is to assess important ways of improving beef smallholder
farmers’ margins, power relations and coordination among the beef chain actors and
ultimately sustainability of the beef value chain.

1.5 Research Questions

1.5.1 Main research question 1
What is the current situation on beef chain in Masvingo region?
Sub- questions
I.  Who are the actors and supporters in the beef value chain?
II.  Where do the small holder farmers market their beef cattle?
lll.  How frequent do small scale farmers market their beef cattle?
V. What are the challenges faced by smallholder beef farmers, cattle
traders/dealers and beef processors in the beef chain?

1.5.2 Main research question 2
How can sustainability of the beef value chain be improved?
Sub-questions
I.  What is the average cost price of live beef cattle and selling price of beef?
II.  What are the real profit margins of the beef chain actors?
. How can small holder farmers become more commercialized in beef chain to
improve their margins?
IV.  What is the sustainability of the beef value chain?
V.  How is the coordination among the beef chain operators?



1.6 Definition of terms

Smallholder cattle farmers: - farmers keep cattle on extensive communal system. Usually
they own less than 20 heads of cattle. They farm using mainly family labour and for whom
the farm provides the principal source of income (Morton, 2007). These farmers exhibit non
homogenous characteristics, they produce both for subsistence and commodity, Normally
majority practice mixed farming where they keep livestock and crops and can either rely on
rain-fed or irrigation. Small scale farmers normally have small portions of land averaging 1-
10hectares.

Bargaining power -: the ability to influence the price or terms of a business transaction. It
enables farmers to negotiate better prices and make agreements on some transactions.
Market information-: access to accurate information about market prices and expectations
from other actors in the chain.

Value chain-: A sequence of value addition on a product until it reaches the final consumer.
Value chain actors-: Those who directly deal with the products and own them.

Value chain supporters-: These are services provided by various actors who never directly
deal with the product but add value to it.

Profitability —: It is the return to investment given by profit divided by cost price expressed
as a percentage.

Value shares-: the percentage of the final, retail price that the actor earns.

Stakeholders-: people who are directly involved in the beef cattle value chain in Masvingo
region. These include actors, chain supporters and chain Influencers

Equity consideration- How is the value that is added along a chain distributed among chain
members?

Consumer satisfaction- whether consumers are getting the products (Beef) demanded, in
terms of quantity, quality, timeliness and prices.

Sustainability: - ability of the beef chain to be maintained for a longer period considering
the impact of environment, animal welfare, employees, consumers and communities. Chain
sustainability is seen from the basis of people (gender equity, farmers ‘co-operation for
bargaining power and long term relationship), planet (environmental safety, no pollution and
conservation of soil, water, nature and wildlife) then profit referred to as 3Ps. A value chain is
judged by the way it operates and to what extend it meets the needs of the 3Ps.(Boomsma,
2008). This study focused on the following aspects of sustainability: profit and people as the
impact of the environment was not focused due to limited study focus.



Chapter 2: Beef cattle value shares literature

The chapter outlines the tools used in the study; theories about value chain, beef production
and marketing within the country and other countries that can be useful for interventions for
the small holder beef farmers of Masvingo province in Zimbabwe.

2.1 The Concept of value Chain

The value chain is a sequence of production processes from the provision of specific inputs
for a particular product to its primary production, transformation, marketing and distribution,
and final consumption. It analyses the links and information flows within the chain and
reveals the strengths and weaknesses in the process. Propagation exists in a chain because
there is interdependency among a chain’s components. Any action causing an impact in a
particular component of the chain will have effects that propagate backwards and forwards
(Carlos et al, 2007). For profitability of chain actors to be sustainable, competitiveness has to
be the consequence of the combined, synergistic action of chain participants.

The value chain reveals the linkages and boundaries between national and international
chains (Richtner, 2005). Value chains generally include three or more of the following actors:
producers, processors, distributors, brokers, wholesalers, retailers and consumers. The
value chain approach is now utilised as an important entry point for engaging small farmers,
individually or collectively, in high value export markets (GTZ, 2007).Key issues on value
chain include costs along the chain, importance of various actors/governance structure and
where most value is added (Ruduner, 2007).

According to Gereffi (1994 ), Chain Coordination is a process of transmitting information,
stimuli and controls to guide the movements of players, so that they are consistent with the
strategic objectives of market leaders, which are usually the same as the objectives of the
chain as a whole that may be established through contracts. If actors within the beef chain
are well organised and coordinated, smallholder farmers will improve their equity. Early
attempts to initiate coordinated marketing through local investments failed, with initiatives
quickly folding after agreements with the Imperial Cold Storage Company for export of
chilled and frozen meats (Mlambo, 1996). While top export grades were processed through
the CSC, there were a growing number of private abattoirs who entered the market, and
supplied higher grade cuts (Super and Choice) to urban consumers via supermarkets and
other retailers.

Economic actors can upgrade by increasing the efficiency of internal operations, enhancing
inter-firm linkages, introducing new products and changing the mix of activities conducted
within the firm as explained in Kaplinsky and Morris (2001).It also states that the mapping
assesses the characteristics of actors, profits, and cost structures, flows of goods,
employment characteristics and the domestic and foreign sales

2.1.1 Major Participants/Stakeholders in the cattle industry

Stakeholders can be categorised in three categories as chain actors, chain supporters and
chain influencers. Chain actors are those involved in producing, processing, trading and
consuming a particular agricultural product and own the product at one level of the chain



(beef cattle) while chain supporters(veterinary department) provide services but do not take
risks. Chain influencers influence the business environment (government policies).
According to (Vermeulen et al, 2008) in the project of recovering markets, a multi
stakeholder process is recommended because in today’s complex and highly interconnected
world, innovation and change require different stakeholders to work together. Collaboration
is required among policy-makers, researchers and practitioners across different industry
sectors; and among government, business and civil society actors.

The multi stakeholder process is a step by step method involving several steps from
mapping out the chain to developing strategies for supporting change.

Kaplinsky and Morris (2001) added that value chain exists when all stakeholders in the chain
operate in the way to maximise the generation of value along the chain. Adding activities like
grading, sorting and storage can create value for producers in the supply chain.

2.2 Off take of cattle

Off take of cattle from the smallholder sector is generally low (less than 7%) according to
Gambiza and Nyama (2000). Farmers tend to sell old (9-10 years) and unproductive
animals. The low off take is attributed to a number of factors. First cattle are kept for multiple
purposes. There is insufficient capital to increase the off take. Lastly, recurrent disease and
poor market infrastructure has hampered the growth of the smallholder beef cattle sector.
Prior to land reform programme, numerous incentives through a series of ‘Beef Control Acts’
were offered which subsidised white producers, taxed African cattle producers and restricted
the access to local markets for African cattle through strict quarantine measures eluded by
Samasuwo (2003). For small holder farmers to increase the off take, they must become
more commercialised and become progressive livestock farmers rather than livestock
keepers as reported in the National livestock policy document (October 2004: 14-15). Again
there is enormous potential to increase value added processing of livestock products much
of which can be exported within the region or to more lucrative markets of the world. New
non traditional markets must be exploited. Furthermore, farmers have small herds (4-5 head
per household). About 40% of households in the smallholder sector have no cattle and
depend on cattle owners for draught power. Farmers therefore aim at purchasing and
building herds leading to reduced off take. The grazing locations of these beef cattle vary
with the seasons and about the relation of grazing to the agricultural activities of the
community, an idealised grazing schedule is often presented. The pattern is roughly as
follows: November to April cattle grazes around the homesteads and locally because this is
the season when there are rains and grass is plentiful (Madzudzo and Hawkes, 1996). It is
also the season when crops are being grown sometimes using the cattle for draught power.
Cattle are full herded to protect crop fields.

From May onwards, cattle are turned into the fields after the harvest to eat the crop residue.
The rains will have stopped but there will be enough water for livestock in local pans. Also,
the water table in the dried up rivers and streams will be high enough that digging will reach
it. The herd size of the small beef cattle sector is not increasing substantially.

Numbers and productivity fluctuate with annual rainfall for a particular area leading to boom
and bust production cycles (Campbell et al, 2000). Cattle increase during years with above
average rainfall whereas numbers decline dramatically in drought years. In Zimbabwe, the
production of beef has declined substantially and this has contributed to a shortage in supply
and higher prices (VanRooyen, 2006). Fast track land reform has caused a reduction of the
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commercial cattle herd by 75% from 1996 to 2004, while recurrent droughts contributed to
further losses of cattle in the small-scale farming sector. Animals are neither fed protein
supplements during the dry season nor dosed and vaccinated against diseases. These
problems are also due economic hardships encountered by smallholder farmers. The other
contributing factor to low volumes of livestock to the market is herbage production which is
highly variable spatially and temporally because of the prolonged dry season. The major
factors influencing it are annual rainfall which ranges from as little as 400mm to 1200mm per
annum, shading by woody plants and soil type reported in the Government of Zimbabwe
(1984) journal. Due to reduced cattle take off, beef prices are seasonal and increase during
festive season. The average prices of US$5, 50 per kg to as high as US$12 per kg for fillet
are a general trend experienced in the festive seasons (Zimbabwe Herald on line, 31-01-
2012).

2.3 Bargaining power

Producer organisations strengthen smallholder’s positions in markets, strengthen bargaining
power, reduce transaction costs and raise the voice of smallholders in the policy process
(World Development Report, 2008).

The majority of the world’s poor are small scale rural producers who have limited influence if
any, in bargaining processes. Producer Organisations help members to have a better
bargaining position with the private sector, governments (World Bank, 2001). With a larger
array of players in the market, running on smaller turnovers and lower margins, the risks for
any player is greater. No longer is there an availability of large tracts of land for fattening up
cheap animals bought from the communal areas (Mavedzenge et al, 2008).

Likewise coordination in the chain may be established through contracts, which determine
how product flows and regulated in terms of prices, quality, and quantity and delivery
specifications, among other aspects (Silva and Filho, 2007).

2.4 Sustainability

According to Haeni et al (2003), sustainability adopts productive, competitive and efficient
production practices, while protecting and improving the natural environment and the global
ecosystem, as well as the socio economic conditions of local communities. The indicators in
value chain analysis include the commitment of the primary actors, business growth potential
for all actors as well as a structured and coordinated support (Boomsma,2008).In the beef
chain it entails all actors from beef cattle producers ,traders, slaughter houses and retailers
to work in unison in order to sustain the industry. Linkages between the different
stakeholders and power relationships are very essential in distribution of resources and
products (Kaplinsky and Morris, 2001).

2.5 Power relations

Kaplinsky and Morris, 2001 defined power as related to the level of concentration and
access to key assets in the hands of a limited number of actors. These include physical and
intangible resources such as market information, knowledge, personal relationships and
reputation. In the beef chain this includes the cattle and land as physical resources.

2.6 Beef Value Chain Frame Work

The frame work that was used to study the beef value chain is shown in Figure 2.1. It
assesses the shares / margins on each stage of the chain. Information flow especially on
marketing of beef cattle, volume of products and actors are also revealed. Strategies to
improve the value shares of cattle producers were analysed using various concepts like
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value chain analysis, stakeholder analysis, coordination mechanism and simplified gross
margins%. Finally, conclusions were made based on the results of the analysis and
recommendations that would help strategies to improve the value shares of smallholder beef
cattle farmers in Masvingo region thus developing the beef sub sector from a value chain
approach.

Figure 1The chain map framework
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2.7 Cattle marketing in other nearby countries

Musemwa, et. al (2007) has indicated that in Kamastone Village, Eastern Cape Province in
South Africa there are different beef cattle marketing channels for smallholder farmers for
some use the formal ways while the majority use the informal one. However, it was then
concluded that development of an efficient and sustainable livestock marketing system for
the small-scale farmers was one of the main strategies that would improve small scale
farmers' access to formal markets. An improved livestock marketing system is likely to
increase participation of small scale farmers in commercial agriculture that would mean
higher income for them. Reducing the number of stages in the marketing channels by
encouraging direct selling from producers to processors can improve marketing efficiency.
Sometimes, this is not possible due to the location of producers relative to markets and the
prevalence of small-sized farms, resulting to small volume of sales. Establishing livestock
markets near production areas, to increase degree of competition could be feasible.

The Republic of South Africa department of agriculture, forestry and fisheries (2011) has
reported that the amount of beef produced depends on the infrastructure such as feedlots



and abattoirs, not necessarily by the number of cattle available in those areas as in
Zimbabwe. South Africa has highly developed transport infrastructure that allows movement
of cattle and calves from one area to another, even from other countries such as Namibia.
For these reasons, Mpumalanga has the greatest share of beef production in South Africa
accounting for 22% of the beef produced in 2010 followed by Free State, Gauteng and North
West accounting for 19%, 13% and 12% respectively.

Zambia, according to the World Bank report (2011) has comparatively small cattle
population. The country has approximately 3 million head of cattle with only 0.14 head of
cattle per hectare of land suitable for grazing. In comparison, Zimbabwe has three times as
many head of cattle per hectare of grazing land and Kenya more than four times as many.
Beef consumption per capita is lower than elsewhere in sub-Saharan Africa and in the
developing world at large and most cattle (80%) are kept traditionally by small holder cattle
farmers. These farmers are much less productive than commercial farmers and are
influenced by social and cultural factors (e.g. a tendency to view cattle as a store of wealth, a
means of subsistence and of mechanical power rather than a means of generating income),
as well as a lack of information and access to commercial markets.

According to Ayele et al (2003), the livestock marketing structure in the pastoralist areas in
Ethiopia follows four tiers which are bush, primary, secondary and terminal markets.

The classification depends mainly on the number of animals supplied and market
participants per market day. Bush markets are where animals are exchanged weekly
between the pastoralists and small scale traders for breeding purpose or sell in the primary
markets. On the other hand, primary markets are district town markets where the cattle sales
do not exceed 500 animals per week. Those involved in this cattle trade are pastoralists and
small scale traders, whereas the major buyers are assemblers (agents) and medium scale
traders. Secondary markets are exercised in major towns where the weekly supply volume is
between 501 and 1000 animals. The participants in this type of tier are medium scale
traders acting as sellers and the big traders as buyers. The last category of these are the
tertiary/terminal markets which are located at the big cities of the country where on weekly
basis over 1000 animals are supplied. Big traders are major sellers whereas butchers and
consumers are the major buyers. Livestock are generally traded by visual judgement and
weighing livestock is rare though auctions used practice it. Prices are usually fixed by
individual bargaining. Prices depend mainly on supply and demand, which is heavily
influenced by the season of the year and the occurrence of religious and cultural festivals.

2.8 Improvement of farmers’ margins

Quiality assurance is important for the food industry especially perishables like beef for safety
reasons (Luning and Marcelis, 2009). When high quality of a product is supplied, high
premiums will also be received thus improving the profit margins of the supplier in the chain.
With farm gate sales, the producer can adjust prices according to local demand and supply.
With auction sales as in beef marketing, the producer has less control over the selling price.
Providing a consistent and high quality product and ensuring your customer needs are met
are vital elements in obtaining a sound price return. There are market risks so ensure that
the animals raised have a high demand and be aware of new or existing producers that may
impact the market (BCMAFF, 2002).Strategies in spreading risks, reducing production costs
and value addition should be implemented to improve margins. Farmers should consider
different channels of marketing finished livestock for them to realise profits.
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Chapter 3: Methodology

3.1 Study Area

The research was carried out in Masvingo region focussing on urban and peri-urban and
surrounding districts which are in this region, mainly Mwenezi and Bikita. The chosen
districts have all the sectors of small scale farmers from communal, resettlement (A1) and
small scale (A2) farms. Both formal, organised public cattle auctions and informal markets
are exercised in these areas. It shows that cattle’s marketing is constantly practised in the
chosen districts. The region is in the southern part of the country. It has a population of 265
000 (UN estimate). Beef cattle population in the province is 993213 head as reported in the
June, 2012 veterinary report which is more than the average per district.

The research was carried in three districts where smallholder farmers produce and market
the greater percentage thus 75% of beef for local and the urban consumers (Masvingo
veterinary report, 2012). Slaughter houses, butcheries and supermarkets are located in the
urban so again the research was done in the Masvingo urban city to assess the margins
among actors. Because of the increased demand of fresh beef, the smallholder farmers
continually supply cattle to the urban area through various channels.

3.2 The Research design and strategies

The research design and strategies have been developed to guide the research process
through the different steps necessary for the successful completion of the research
(Verschuren and Doorewaard, 2005). Data collection was done using Desk study, survey,
interviews and documents from district veterinary department. The livestock specialist (beef
cattle) for the district and the veterinary officer assisted in the selection of farmers that were
interviewed. Farmers were selected based on the number of cattle owned and the frequency
of cattle selling, with a bias towards those farmers who owned relatively higher numbers of
cattle and who regularly sold their cattle.

3.3 Desk study

The desk study was done prior to the field work and afterwards to gather information on key
issues and concepts essential for the study. It was used to obtain detailed information on
beef value chains, margins, and smallholder beef cattle farmers, actors in the chain,
stakeholders, chain linkages and coordination mechanisms from existing literature. The
sources of information were text books, PhD theses, scientific journals and publications.
Documents from National, Provincial and District livestock offices as well as internet were
also used.

3.3.1Beef Cattle Marketing in Zimbabwe

Zimbabwe’s 12.1 million hectares support 5.4 million of cattle on both commercial and
communal farms. Beef cattle marketing in Zimbabwe, according to Scoones (2008), are
characterized by the existence of many players in the distribution network which is to the
disadvantage of small holder beef cattle producers who receive relatively low price for their
animals and consumers who pay high price for meat products. In Masvingo region which is
well known for cattle ranching, middlemen or livestock traders buy live cattle from the
farmers and sell them either to auction markets, to butcher-retailers or to feedlot operators.
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They usually have bigger margins because cattle are bought from the farmers at a much
lower price. These middlemen have good market information (Rodrigo, 2007).Most
organised markets are no longer in existence from the time when Cold Storage Company
which was the sole beef cattle buyer collapsed. The auction markets are now operational in
two districts in the region thus Mwenezi and Bikita districts (Livestock and production
department, 2012). Because of competition among actors, most slaughter house and
butchery operators are buying the live cattle directly from farmers on their own for further
processing trying to do away with the middlemen. Farmers in these districts are now bringing
cattle to auction markets for fair prices than selling to directly to middlemen.

Although a report from KIT and IIRR (2008) discloses that before 2006, the farmers in Mbire
District, Zimbabwe sold cattle directly to the traders with distrust, they later bypassed them
by selling directly to the abattoirs. After experiencing problems, they reverted to using
traders again, but with more transparency and a greater sense of partnership within the
chain. Considering the benefits derived from formal markets, a study conducted by
Musemwa, et. al (2007) in Kamastone Village, Eastern Cape Province on marketing
channels for smallholder farmers, concluded that development of an efficient and
sustainable livestock marketing system for the small-scale farmers was one of the main
strategies that would improve small scale farmers' access to formal markets. An improved
livestock marketing system is likely to increase participation of small scale farmers in
commercial agriculture that would mean higher income for them.

Marketing efficiency can be improved by reducing the number of stages in the marketing
channels by encouraging direct selling from producers to processors. Sometimes, this is not
possible due to the location of producers relative to markets and the prevalence of small-
sized farms, resulting to small volume of sales. Frequency of marketing also depends on the
individual farmers.

3.3.2 The external environment on the development of the beef industry in Zimbabwe
The prevailing environmental factors do not directly influence decisions for the beef cattle
industry but influence the operation of the chain indirectly. Political Environmental Social and
Technological (PEST) analysis tool is used to describe the general environment in
Zimbabwe and its impact on beef development.

Political

After the recent land reform, many farmers are reluctant to invest and expand their farming
business since they are not guaranteed ownership of the farm. Both the beef quantity as well
as quality has significantly declined as the small holder farmers have insufficient resources
and have no collateral to acquire money from banks to boost the industry which was formerly
dominated by the white commercial farmers. These experienced farmers were replaced by
inexperienced farmers during land reform. Coupled with drought, the beef industry is no
longer lucrative and most able bodied people have migrated to cities to look for a job or join
the informal sector.

Population growth in urban areas has boomed because of rural migration due to economic
instability which has resulted in informal beef trading in big cities. The low income group from
the high density suburbs are the customers for the beef sold in these illegal markets.

Presently, the beef price is determined by market forces of supply and demand. Farmer sell
their beef to the processors and traders who offer better prices and better terms like paying
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for transport. Because there are no more beef exports to the EU, most beef is consumed
locally resulting in low premiums offered.

Economic

Most companies especially the Cold Storage Company which was the monopoly of the beef
industry has collapsed due to high taxation and finds it difficult to bring in new equipment or
buy spares because of tariffs. The macroeconomic uncertainties like fluctuations in
exchange rates; high debt service cost; high cost of inputs and high inflation also affects
input prices on agricultural products.

Trade liberalization has caused new entrants into the beef chain creating more informal
markets. Some butchers are selling uninspected meat illegally. Others though they buy the
inspected one, they buy the cheaper grades which are the ‘commercial’ and ‘economy’ for
they can sell quickly than the ‘super’ grades. Unemployment for Zimbabwe is over 80% that
the average monthly basket is $467, 62 and 90% of the population live below the poverty
line (Government of Zimbabwe Gazette, July 2012).

Low incomes constraints limit overall consumption inspected, high quality beef products and
influence the amount of beef obtained from the formal and informal markets.

Social

Low income groups demand for cheaper meat whether formally obtained or not they do not
mind as long they have some relish to take with their staple food.

Technological

Processing and forage equipment are expensive and not affordable for the new farmers,
also scale of production does not need the big machines which are available on the market.
Because of the constant electricity power cuts, refrigeration of beef products is now a
problem.

3.4 Field Research

3.4.1 Survey

The structured questionnaire was designed to collect information on prices of beef cattle,
relationships with other stakeholders, power relations, dissemination of market information,
problems in marketing cattle, sustainability of the beef industry and commercialisation in the
chain. 30 smallholder beef cattle farmers from three different targeted areas thus 10 from
each area responded to the questionnaire to generate a wider scope of information on beef
production and marketing will be given to these recipients.

3.4.2 Case study

Two regular beef cattle dealers/traders were interviewed .The managers of five selected
butcheries and three prominent supermarkets were interviewed as well in order to acquire
information on value addition and margins. Two slaughter houses managers were also
interviewed to address issues on sources of cattle, their customers, cost and selling prices of
beef as well as sustainability of the beef chain. Challenges faced in chain were also
discussed as well. Check list is prepared for different interviews.

3.4 Data Analysis

The collected quantitative data from the field survey was coded and processed using
statistical package for social sciences (SPSS) and Excel. Descriptive data was used to
analyse responses especially from interviews. Cross tabulation was used to compare chains
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with other countries within data set. Value chain analysis, stakeholder analysis as well as
marketing mix forces were used for analysing data as well.

3.5 Limitations of the study

The study was carried out between July and August that only two auctions were attended to
get the real situation on the marketing of beef cattle. The dates were scheduled at the
beginning of each month so it was impossible to visit all districts’ auction markets to have a
trend of cattle sales. Some small holder farmers interviewed were reluctant to reveal their
income per sale of cattle for they were no records kept so average figures were used to
calculate their incomes.

Some statistical tests were not performed because the sample size was small due to the
limited time for data collection
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Chapter 4: Findings on the sustainability of the beef value chain

The chapter presents findings of the study from both the desk and field analysed data. The
results are presented in three broad themes: the current beef chain and how the chain can
be improved in Masvingo region, Zimbabwe, Profit margins, problems in the chain and
coordination in the chain. Actors and supporters of the beef value chain, places of marketing
the beef cattle, frequency of marketing and challenges faced by the chain participants were
realised as well. On sustainability, the chapter also describes the average cost price and
profit margins of beef on all stages in the chain as well as people involved in the chain. Real
profit margins were calculated and ways of sustaining the beef industry in the country as a
whole are highlighted.

4.1 Current situation on beef chain in Masvingo Province

Figure 2: Chain Map
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From the study carried out, slaughter houses play several functions in the chain. They buy
cattle from farmers, finish them at times, slaughter, process and wholesale the beef to
retailers. There are other abattoirs around town which obtain cattle from middlemen.

4.1.1 The activities of the beef value chain actors and supporters

Results on the activities of actors and supporters in the chain were obtained through
observations and the interviews made during the survey as well from desk study on chain
operators. The stakeholder analysis table summarises the activities.

Table 2: Stakeholder Analysis in the Masvingo beef chain.

Stakeholder

Functions

Cattle Farmers (A1, A2, Communal)

Few buy heifers and steers for restocking at
public cattle markets and from other farms.
Sell cattle for slaughter auction markets or at
farm gates.

Private slaughter houses/Abattoirs

Buy cattle for slaughter and process into
specific cuts.

Wholesaling to butcheries and supermarkets.
Buy cattle for finishing them in their feedlots.
Some provide inputs to contract farmers.

Middlemen/Traders

Buy cattle directly from smallholder farmers.
Market the cattle to slaughter houses
Exchange female animals for males with
farmers then sell the males ones.

Supermarkets and butcheries

Buy beef cuts from slaughter houses for value
addition into different meat cuts e.g. steaks,
sausages; mince meat and biltong (see
photos in Annex).

Sell beef products to different consumers.

Veterinary Department

Extension and farmer training services.
Grading and checking of health status of
animals at auction markets.

Grading carcasses at registered abattoirs.
Abattoir licensing and certification.

Works with Police in clearing all bought cattle
and those in transit.

District councils

Coordinate public cattle auctions in liaison
with the Livestock division on scheduled
dates.

Registering market participants.

Levy collection on cattle auctions.

Zimbabwe Republic Police (ZRP)

Verification and clearance of cattle sold at the
market to avoid trading of stolen livestock.

Source: Masvingo Veterinary Department (2012)
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4.2 Marketing of beef cattle

4.2.1 Place and frequency of marketing beef cattle

When smallholder farmers were asked where they market their animals, different
views were revealed.10% of the farmers sell cattle at designated places in their
respective villages and transactions were done by middlemen whom they are
acquainted to. It shows that 20% of these farmers directly sell to middlemen. Some
33.3% of farmers wait for the buyers to come at their site while 3.3% deliver the
cattle to the buyer usually a local butchery or to a nearby institution like a school in
communal areas. The other 33.3% sell to organised public auctions

Figure 3: Frequency of marketing

need arise 70%
once a 10%
year
half yearly 10%
quaterly 13.30%

The results from the study have shown that the majority of farmers (70%) only
market their cattle when need arise especially fees for their children. It shows that
there do not have a planned schedule for selling their cattle.13.3% showed that they
market quarterly while 10% market their cattle after six months. The other 10% sell
their cattle once a year.

4.3 Major problems faced in the beef value chain

From the research findings, problems encountered by all interviewed actors and supporters
in the chain were revealed as follows:

- Small breeds are commonly kept in the small holder sector resulting to low prices and
reduced sales. They take a prolonged period to attain slaughter age. Abattoirs slaughter
more cattle than the usual ones to keep with the demand.

- Dwindling of the grazing area due to human settlement has affected the cattle population.

- Most areas in the province are very dry that farmers take their cattle long distances for
watering thus losing a lot of energy per day. Again results have shown that a lot of cattle lose
condition during the dry season for the cattle entirely depend on extensive grazing.

- Increased cost of inputs caused by economic instability and recurring droughts result in
poor conformation of cattle thus reduced quality of beef leading to lower prices than those
offered for good grades. Farmers cannot afford buying supplementary feeds.

17



- Insufficient funds for establishment and rehabilitation of the beef auction markets in several
districts by the councils and the government in the country as a whole has resulted to
farmers marketing their cattle to unscrupulous dealers who sometimes buy the cattle at far
low prices than those offered at public auction markets. In the case of Masvingo province
under study, there are only three well established markets in Bikita, Chiredzi and Mwenezi
districts.

- Farmers travel long distances to market places then sometimes get reduced prices
because of the poor condition of the cattle.

- Livestock Production and Development (LPD) is presently grading animals for sale at
organised auction markets. Not at the farms.

- Competition from imported beef products from nearby countries which are about 30%
cheaper than the local beef products.

- Irregularities on pricing system affect all the chain actors. lllegal beef slaughtering and
selling of beef is rife in the city.

- Most farmers still attach social values on cattle that they only sell them when need arise as
shown by their responses. Usually marketing is done when the animal is no longer
productive and in poor shape.

- At times middlemen sale cattle to abattoirs which fetch very low prices and may be
condoned because they are not inspected on the farms prior to buying.

-Retailers have greater risks if the beef has low sales that they occasionally have special
offers to reduce losses.

- Buyers, usually slaughter house personnel travel long distances in search of cattle as they
do not have definite places and numbers at a time.

4.4. Survey findings
In depth information about small holder farmers profit shares and sustainability of the beef
chain was done through a questionnaire and interviews. The results are as follow.

4.4.1 Demographic data

Sex

A higher percentage of the small scale beef farmers involved in the study were males.63.3%
were males while 36.7% were females as shown in table below. The results indicate that
there is involvement of both sexes in the beef chain although in most cases large livestock
like cattle, sheep and donkeys are usually owned by males while small livestock like poultry
are dominated by women.

Table 3: Gender of farmers

Gender Males Females
(19) (11)
Percentages 63.3% 36.7%
(N=30)

Age of farmers
The majority (56.7%) of the respondents involved in the study were aged above 40 years.
This shows that elderly people own cattle and have established in the business already. The

18



upcoming young age group below 40 years (43.3%) indicates that it is now embarking into
cattle farming.

Figure 4: Age of farmers
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The graph below reflects that 26.7% of the respondents raise 1 -5 head cattle. Farmers with
6-10 and those with 11-15 cattle have the same percentage of 13.3% respectively. The
results also show that the highest percentage of 46.7% own between 16 -20 cattle.

Figure 5: Cattle owned
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Figure 6: Comparison of age and number of cattle owned.
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The results show that there is no significant difference on the average number of cattle
owned and the age of farmers. However, there is high frequency of farmers below the age of
40 years who have less than 3 heads of cattle while the older farmers above 40 years own
more than 3 cattle.

Number of years in beef farming

The results indicate that there are no farmers who are less than 3 years in cattle farming
while 16.7% have just started for 3 -5 years in the cattle farming business. 30% have been in
the business for 6-10 while 20% are between 11-15 years. The respondents who have more
than 15 years comprise 33.3%.

Beef cattle marketing information

Marketing information as depicted in the table below shows that 10% of the respondents get
it through middlemen while 36.7% get it from government. 33.3% have shown that they
obtain it through other farmers. However, 20% of them get information from other sources
such as media.
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Table 4: Source of market information

Source of | Middleman Government Farmers Others
market

information

Respondents 3 11 10 6
Percentages 10% 36.7% 33.3% 10%
(n=30)

Age at marketing

The results reveal that the farmers do not sell weaners for restocking purposes while only
3.3 % market yearlings.20% of the respondents market after the cattle have reached 2
years. Three year cattle are sold by 16.7% of the respondents. The greater percentage, 60%
of farmers were not specific on the age of selling their cattle.

Income earned per head

Table shows that no farmer gets less than $250 after selling any beef cattle.6.7% obtain
$251-300 after selling young cattle and those old cows which are to be finished later for
slaughter.26.7% earn $301-350 while 40% are in the range of $351-$400. Of the remaining
26.7% farmers especially those who give supplementary feeds to their livestock get higher
premiums of above $400 per head of cattle.

Location of beef farmers
Results on figure 4.4 show that 40% of small scale beef farmers are located in communal
areas followed by 30% who are in Al(old resettlement farms).20% are located in A2 (semi
commercial area) while only 10% of are other areas which might be commercial farms or
just renting on small plots.

Figure 7: Location of farmers
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Figure 6: Location and income earned per head of cattle sold.
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Comparing the amount of income earned as per sale of cattle and the farm location, the
results of the study indicate that the average amount earned is $400 per head of cattle sold.
However, the graphs show that all farmers located in A2 farms earn $400 or more while
those in Al farms do no earn more than $400. The farmers in communal areas extend their
earnings from $300 to $500. Because of the greater number of smallholder farmers who are
located in communal areas, there is a wider range of income. Farmers in places other than
the ones indicated in the study include those in small scale purchase areas earn from $350
to $450.This is shown in the figure 4.6 below.

Figure 7: Comparison of income and location
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Contracted to processors

Only 6.7% of the beef cattle farmers are contracted to one of the processors in Masvingo.
The rest of the 93.3% of them just sell to any buyer at a time.

4.4.2 Problems in marketing beef cattle

Transport problems were faced by 20% of the beef cattle farmers while 26.7% do not have
negotiating power over buyers. The other 26.7% of the farmers revealed the problem of
cattle prices while 16.7% lacked market information. The last 10% of them had different
opinions such as the grading system was geared towards the former commercial herd
standards and the breeds they have take longer to reach the slaughter age.

4.4.3 Extension support

It shows that 16.7% of the farmers get extension support frequently while 33.3% get it
occasionally. However, 26.7% seldom get support but the remaining 23.3% commented that
they never got any extension support from the veterinary department.
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4.4.4 Commercialisation

When it comes to how the farmers can become more commercialised to improve their profit
margins, 46.7%, the majority needed improved beef breeds while 6.7% required loans to buy
inputs and improve stock. 10% of the farmers wanted improved extension support while 20%
required the improvement of marketing systems. The remaining 16.7% anticipated improved
negotiating power on beef cattle sales.

4.4.5 Sustainability

To sustain the beef industry, 16.7% of the farmers showed that improved beef breeds will
take the industry far. They also alluded that their profit margins will also improve as the
quality and quantity of beef would have increased. The survey also reflected that 46.7% of
the farmers needed financial support to improve their production while 6.7% were for the
improvement of the animal health in order to sustain the industry. Only 3.3% remarked on
restocking while the remaining 26.7% required improved marketing systems to be in place.

4.4.6 Power relations

Most farmers, 43.3%, in the study determine prices for their cattle whether sold at farm gate
or at cattle markets. If they are not satisfied by the offered prices especially at cattle auction
markets, they usually take back their cattle until prices are favourable. 40% showed that the
middlemen determine the price while the remaining 16.7% indicated that prices are
determined by market forces such as weight of the cattle, grade and demand.

4.5 Case study with other stakeholders
Several interviews were held with different actors and supporters of the beef supply chain to
obtain information on the profit shares and also sustainability of the beef chain.

4.5.1 Interviews with processors (slaughter houses)

There are six abattoirs in Masvingo town but the study covered only two prominent slaughter
houses. These were visited and interviewed. Table 4.3 shows the responses of the
interviews.

Table 5: Interview with Abattoir managers

Question Carswell Montana
1.Volumes of cattle held | - 1500 heads/month - 1300 heads/month
at any given time -Average live mass 400kg - Average live mass

Dressed mass 180kg 480kg(feedlots)
-Feedlots weight 480kg live | -Outsourced average live
mass mass 400kg
- 270 tons of beef/month Dressed mass 220kg
(feedlots) -180kg cold
dressed mass.

2. Where do you get the | - Cross sectional breeds(73%), | -Cross breeds

cattle? from small scale farmers - Masvingo province
-Mwenezi, Masvingo, Bikita, -Frequent supply from
-Midlands commercial farms Mwenezi, Rutenga and
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-Bulawayo, Chivu and Mutare.

Beitbridge

3.Cost to get animals

-Average cost/head= $1.20/kg

-Cost price = $1.30/kg

slaughtered -Transport cost $ 40/head | - Transport cost $40/ head
- Council levy 10%/head - 10%o0f cost price
-Vet inspection ~ $1.50/head -$1.50/head
-Local authority ~ $1.50/head - $1.50/head
-Sundries $15.20/head | - $15.50/head
-Labour $5.00/head | - $5.00/head
-Total Cost $548/ head -$588.70
4.Profit incurred per head | -Selling price $4.00
Super grade $4.10/kg $3.60
Commercial $3.50/kg $3.30
Economy $3.25/kg $2.70 (Manufacturer grade)
Average = $2.40 Average profit =$2.00

5. Where do you get
market information?

-Veterinary department
-Abattoir association

-Veterinary department
- Local authority

-Press - Press

-Local authorities - Association
6.Government’s -Veterinary  department for | -  Veterinary  inspection,
involvement in the | inspection, certification and | certification and grading
slaughter house grading of meat -Clearing cattle

-Police for clearing bought cattle
7.Comments about the |- Stock feeds very expensive | -Political interference (land

current marketing system

improve the beef
$275/ton

- Current breeds are small that
more cattle are now slaughtered
to cater for the rising demand

- Few farmers are producing
super grades .Most of the beef
is economy and commercial at
times.

- No pricing board for retailers
-Competition for market share
with unregistered abattoirs

- Imports killing beef markets

- Limited market because of

export sanctions

guality

reform - farm size

-Some abattoirs are down
standards but have minimum
overhead costs

- Farmers are
suppliers

- Beef quality deteriorating
-More animals are to be
killed because of the current
small breeds to sustain the
demand i.e. 80 heads/day
instead of 60 heads which
were slaughtered per day.

- Droughts affect the beef
guality as cattle walk long
distances in search of water
and forage hence lose
weight.

- Area for livestock dwindling
due to cropping

seasonal

8. How sustainable is the
beef industry?

-Many farmers are now keeping
and market cattle

- Many farmers are now
keeping cattle on commercial
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-Some small scale farmers are | basis.

now into cattle business. -Constant supply of cattle
-Value addition is practised by | -Most of the abattoirs also
some farmers. are in beef production that

-Coordination among actors i.e. | they have farms for finishing
slaughter  houses, farmers, | cattle.
middlemen and retailers

Source: Case study in Abattoirs (2012)

Most information from the two abattoirs was the same expect for some few items. Their
major customers are supermarkets, butcheries, army and police canteens. Carswell delivers
some of its beef to Harare, the capital city of Zimbabwe where higher premiums are paid.
Masvingo is a small city but there are more suppliers than the demand which affects the
price of beef. A lot of illegal slaughtering and beef markets are prevalent so because of the
economic hardships in the country, low income consumers rush for this cheap beef.
Montana on the other hand supplies the bulk of its beef to its butcheries both in Harare and
Masvingo so it has a ready market for the beef. Commercial grade is mostly favoured for its
high fat content by most consumers in the city. Health safety is assured in both slaughter
houses. Montana has launched a farmer - feeder programme where it contracts beef farmers
and supplies them with premix feeds and drugs. They in turn supply well fed beef cattle for
slaughter to Montana.

4.5.2 Case study with supermarkets and butcheries

Three prominent supermarkets in Masvingo town were interviewed. These are Balmain
Spar, OK and TM supermarkets. Their responses were grouped together as well. Six
butcheries were interviewed three right in town while the other three are located in high
density suburbs. Table 4.4 reflects their responses.

Table 6: Interview with Retailers

Question Supermarkets Butcheries
1. Where do you get the |- Carswell and Montana | -Carswell, Sabi, Madzivire,
beef? meats Montana, Gonohori and
Kismet.
2. At what cost do you get | - Depends on type and grade | -Consumers prefer
the beef? Super $4.10/kg commercial and economy
Commercial $3.40/kg grades

Commercial $3.40/kg
Economy  $2.70/kg

3. How do you sell your beef | - Variety of cuts: T-bone | -Usually mixture of cuts

and at what price? steak $7.50/kg, @$%$4.00/kg
Fillet $7.20/kg, Brisket | - Casings are also required
$6.10/kg etc by customers@ $2.00/kg

-Value addition:

mince  meat  $5.30/kg,
sausages $5.00/kg, Biltong
$18.50/kg
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4. Who sets the buying | - Slaughter houses - Abattoirs
price?

5. Who are your customers? | -General public - Usually middle to low
- Institutions: schools, | income class group of people
colleges

6. How much do you sell per | - 1500kg to 2000kg/week - Depends on the period of

week/month? the month

Month end- 750kg/week
Normally average of
400kg/wk

7. How sustainable is the | -Better now as there is |- Now there is constant

beef industry? constant supply of beef supply

-Competition present so high | - Prices are not attractive
quality is maintained to lure

customers
8. Any linkages with other | -Slaughter houses on | -Usually customers make
actors in the chain? required beef type. orders of casings.
-Consumers especially

institutions make orders for
required type.

Source: Own field study in Masvingo town (2012)

Butcheries have several suppliers especially those which are in high density suburbs.
Although regular inspections are carried out for health safety, uninspected beef is usually
mixed with the inspected one to cover up running costs. Supermarkets are highly inspected
and maintain high standards as they have a wide range of customers. They do value
addition to lure more customers. See Annex 2. Some butcheries buy beef from middlemen
at negotiable prices thus below that of abattoirs.

4.5.3 Interview with Livestock and Veterinary services
One veterinary doctor and two livestock officers were interviewed. Statistical data on cattle
population and permission to visit slaughter houses were obtained from these offices. The
study shows that they work in three categories:
» Veterinary regulatory service for ante mortem and post-mortem meat inspections,
abattoir licensing and certification as well as issuing livestock permits.
» Veterinary field services for extension and advisory services, farmer training,
preparing technical documents and distribution of calendars
» Livestock production and development for live cattle grading at organised auction
markets, monitoring and evaluation of projects and carcass grading at slaughter
houses.
Market information is disseminated through extension officers who work in respective wards.
They highlighted the following current challenges of the beef cattle production:
- Low quality breeds.
- Inbreeding leading to low birth weight, low market weight, high mortalities, decrease
in disease resistance.
- Inadequate dipping and dosing.
- Insufficient resources and know-how.
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- To improve the cattle marketing, priorities of the government are to set up breeding
centres throughout the country, open new auction markets and inject capital to
smallholder farmers.

4.5.4 Middlemen/traders interview

Two regular traders showed that they source cattle all over the province then gather them up
to deliver them to slaughter houses or individual butcheries in communal areas. They usually
buy 5 oxen and steers at an average price of $300. If they get cows and heifers, they
exchange for slaughter beef. They move door to door so build trust among farmers. They
revealed that their income is determined by the prevailing situation like festive seasons and
the grade of cattle they have sourced. Although they encounter problems in the business
especially transport and quantity obtained, they can negotiate and build trust more easily
with farmers.

4.5.5 Consumers interview

Consumers had different opinions on where they obtain their beef. Most of them confirmed
that they prefer safe, fresh meat and do not mind whether from a butchery or supermarket.
However, high income (20%) class buys from supermarket where there is variety of beef
products. Medium and low income groups buy from butcheries of their choice where they
commented that prices are affordable. The other mixed group of about 30% of the
respondents admitted that they have their regular suppliers who bring it from nearby
butcheries where they pay at the end of each month or have beef committees where they
buy and share the beef as a group. The majority consumed beef regularly as the main relish.

4.3.5 Interview with cooperative officer

Little has been done on livestock farmers presently although some farmers are members of
the old Zimbabwe farmers union. However, operational cooperatives are being manned by
non-governmental organisations like Heifer International Project in chosen areas where
groups of farmers are engaged in the heifer project.

Table 4.6 Profit margins for beef chain actors per month

Iltem Small Commercia | Trader Abattoir | Super | Butchery
holder || farmer market
farmer
Output of beef 180kg 2200kg 900kg 270000kg | 7000kg | 2200kg
Price/kg $1.80 $2.20 $3.00 $3.60 $7.20 $4.00
Total revenue $324 $4840 $2700 | $972000 $50400 | $8800
Expenses
Variable costs
Cost of beef $115 $1275 $1080 | $324000 $25270 | $5500
Transport $20 $100 $200 $2800 $100 $100
Labour $15 $200 $50 $600 $1000 | $150
Levy $1.50 $15 $30 $200 $50 $50
Utilities $1.50 $15 $1,50 $200 $200 $100
Miscellaneous $10.00 | $100 $40 $300 $400 $150
Total costs $163 $1705 $1401 | $328100 | $27020 | $6050
Gross Income $161 $3135 $1299 | $267400 $23380 | $2750
Profit/kg beef $0.89 $1.43 $1.44 $0.99 $0.48 $1.25

Source: Own research study calculation presented in Table 4.3and4 (2012)
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Small scale beef farmers get $0.89 per kilogramme of beef per month but as on ground they
do not sell cattle monthly as compared to other actors who continuously get profits. Their
counter parts thus commercial farmers have a higher profit margin due to higher prices and
grades fetched per kg of beef.

4.7 Beef Value Shares of actors in Masvingo
There are two chains where abattoirs buy directly from farmers and the other one involves a

middleman.

Table 8: Beef value shares of two chains (US$ per head of cattle)

Chain Actor | Variable | Revenue Gross Added Gross Value
costs income value margin share
Beef 163 324 161 324 50% 25%
producer
Abattoir 219 648 429 324 66% 25%
Retailer 693 1292 599 644 46% 50%
Beef 163 216 53 216 25% 30%
producer
Middleman 280 324 44 108 14% 15%
Abattoir 180 450 270 126 60% 17.5%
Butchery 232 720 488 270 68% 37.5%

4.4 Strategies used to market beef cattle and products
The study through observations and interviews has shown that the marketing mix strategies
are also implemented in the beef marketing. Table 4.5 reflects the observed results.

Table 9: Marketing Strategies

Product

Both live and processed beef cattle are sold throughout the chain.
Producers are farmers who sell live cattle to buyers who later
slaughter them and process the carcasses. Slaughter houses sell
the meat to retailers who are supermarkets and butcheries. Value
addition is done to several beef products and different prices occur
as mentioned above. Consumers have a wide selection on the type
of beef products.

Price

Cost price of cattle depends on the condition and weight of the
animal. Average price of well fed beef cattle normally fetches $400
to $500. The beef cuts and other products also depend on grade
and value addition. This ranges from $2.70 to $18.50(biltong).

Place

Beef cattle are found in rural areas and farms while the beef
products are sold in supermarkets and butcheries.

Promotion

Auction dates are given in advance to buy/sell cattle. Different beef
products special promotions are constantly done especially in
supermarkets.

Source: Field research study (2012)
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4.6 Strategies that improve the farmers’ margins and sustainability

From the field research carried out, different opinions were raised by the respondents.
-There must be trust and relationship throughout the chain to have fair distribution of profits.
- Each district council together with the government to establish and rehabilitate beef cattle
markets with well calibrated equipment. Cold Storage Company

- Setting up of the breeding centres throughout the country to facilitate upcoming and old
farmers to produce pedigree breeds which have higher market values.

-Support from government in the form of loans for farmers as is being done for the grain loan
scheme in the country.

- Establishing feedlots in different areas to improve the beef quality.

-Management of natural pastures from veld fires to reduce production costs.

-Reducing slaughter age by selling cattle at the correct mature age depending on breed.
-Farmers to change the mindset of keeping animals for commercial purposes.

4.7 Coordination and power relationships within the chain

The results indicate that some actors were coordinated while others were not. This is shown
when some farmers get back with their cattle after disagreeing with offered prices at the
market. Farmers have power over their cattle but slaughter houses have buying power. They
are only aware about the grading system when they have already registered to market their
cattle. One of the slaughter houses has confirmed that it has launched a farmer - feeder
programme where farmers are contracted and supplied them with premix feeds and
veterinary drugs. It confirms that presently, there are 294 heads of cattle in 5 smallholder
farmers’ feedlots. Retailers make orders on required beef type then the beef is delivered to
them. Institutional consumers make requisitions on type and quantity of beef they need at
that time.
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Chapter 5: Discussion on improvement of small holder farmers’
margins

The important ways of improving smallholder farmers’ margins, power relations and
coordination among the beef chain actors and ultimately sustainability of the beef value
chain are discussed in this chapter. The results obtained from the survey with different beef
farmers as well as the case study with other stakeholders in the beef value chain are
compared with information reviewed in literature and then interpreted on any similarities or
differences.

5.1 Sustainability of the beef value chain in Masvingo province

From the results it shows that there are several beef actors and supporters of the chain from
production of beef cattle to final consumption (Boomsma, 2008). With this larger array of
actors in the market, running on smaller turnovers and lower margins, the risks for any
player is greater. The demographic data depicts that the main cattle owners are males
(63.3%) although females are now in the cattle business. Traditionally, large classes of
livestock were owned by males while females were for the small ones like poultry. Again
cattle are linked to social values (Scoones, 2008). Generally, smallholders are relatively
more competitive in ruminant than monogastric production as confirmed (McDermott et al.,
2010 and Herrero et al., 2010).

The availability of large tracts of land for fattening up animals bought from the communal
areas is no longer available (Mavedzenge, 2008). These farmers are in different farm set
ups but the trend of cattle rearing is the same. There is no significant difference in the
location and number of cattle owned as indicated by the results. However, Utete (2003)
noted that while many parts of Masvingo, especially Mwenezi district are suitable for cattle
ranching, many farms designated to such ranching were demarcated into plots for cropping,
which he thought has a negative impact on beef production.

In the study 46.7% own cattle in the range of 16 to 20 per farmer which is a considerable
number for a smallholder farmer with limited capital to buy inputs. The results of the study
have indicated that most cattle farmers above 40 years of age have more cattle than those
upcoming young farmers below 40 years. According to the World Bank report (2011), most
cattle (80%) are kept traditionally by small holder cattle farmers as in Zambia, and are much
less productive than their counterparts commercial farmers because they are influenced by
social and cultural factors as well.

This development shows that although cattle are kept for multiple functions as mentioned
earlier, the commercial element is still lagging behind among farmers as shows by their
unscheduled marketing period. The study has shown than 70% of the farmers only sell their
cattle when need arise. This practice is detrimental to profit making because many risks can
be come by when cattle are kept indefinitely. However, other actors in the chain are showing
some profit in the beef industry as they employ different marketing strategies in the chain.
Problems commonly highlighted in marketing of cattle were mainly caused by prices offered
on the market such that these farmers do not have negotiating power over the prices. This
was supported in M4P, (2008), that the key governors of the chain control the key asset, in
this situation, it is capital. The buyers decide the price considering the form and condition of
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the cattle. The beef chain clearly indicates that there is continuity of the beef chain for the
province has shown statistically an increase in cattle population since 2009 from 877 813 to
993 213 presently (Masvingo Provincial Veterinary report, 2012) Check annex 1. It also
shows that cattle farming have been part of the agricultural practice in the area as 33.3% of
the respondents have been in cattle business for more than 15 years.

5.1.1. Players in beef value chain

It was found in the study that there are two beef chains which are operational in Masvingo.
The more formal way is the inclusion of abattoir which has several functions in the chain thus
buying cattle, finishing, slaughtering/processing and wholesaling. There are other slaughter
houses that have butcheries such that they dominate the whole chain. The other chain
includes a middleman who moves from area to area sourcing cattle. Although it seems to be
an informal way, results show that 20% of the respondents sell directly to middlemen while
10% of the farmers trust middlemen to make transactions for them. They commented that
the middlemen just buy the cattle without any inspections and grading but only had a
sentiment of getting lower prices than those offered at public markets. Farmers have built
some mutual understanding with these traders. Smallholder farmers had sentiments of their
breeds of cattle which take long to attain the slaughter ages. However, the middlemen
complained about farmers not keeping to their promises of selling cattle to them. There is no
scheduling of marketing of cattle by 70% of the farmers. Results reveal that they just sell
cattle at any size of growth when need arise (figure 4.3).

Abattoirs on the other hand travel long distances within and outside Masvingo sourcing
cattle. They also mentioned that because of many competitors in the field, they need to build
strong relationships with producers so as to have constant supply of cattle. One of the
abattoirs has launched a farmer - feeder programme where it contracts beef farmers and
supplies them with premix feeds and vet drugs. They also carry out extension services to
contract farmers though it is the work of the livestock and veterinary department carry out
such services. The farmers in turn supply well fed beef cattle for slaughter to the abattoir
(Montana).

Consumers had different opinions on the type of beef they consume. They use intrinsic and
extrinsic attributes when determining meat quality. Grunert (2006) has supported that
extrinsic signals will play a greater role in influencing the buying behaviour of the consumer
in the future. Because of the market segmentation within the chain, the high income
consumers which are a niche market paying high premiums of an average of $7.50/kg.
Medium and low income consumers buy from butcheries ranging from $2.50 to $4.00/kg
depending on meat type. Most consumers in high density suburbs have resorted to buy from
informal markets where beef is slaughtered then sold to urban consumers illegally. Traders
bring pre packed beef for their customers at regular interview. Usually the beef customers
take on credits then pay at month ends.

Retailers especially supermarkets do a lot of value addition to their beef therefore realising
more profits. There is a wide range of prices from $5 to as much as $18.50 depending on the
grade and type of beef product. The photograph below shows a variety of these products.
The butcheries in the city have a limited value added products because they have a targeted
group which cannot afford the supermarket prices. Those butcheries in high density suburbs
target the low income group therefore sell beef products like casings and lower grades
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(economy and commercial).However, quality is usually compromised when they get beef
from cheaper abattoirs which normally buy from traders and have reduced running costs.

Figure 4.8 Value additions on beef.

Source: OK supermarkgt,_ Masvingo, Zimbabwe (2012)

The veterinary department together with the Livestock production and development have a
major role in the improvement of the beef chain. Although it has been working to improve the
marketing system through facilitation of auctions, farmers need to be more commercialised
to improve off take resulting to more profits. They carry out different functions from ante
mortem to post-mortem inspections and certification to abattoirs. However, they do not carry
out these inspections and grading at farm level therefore middleman takes advantage of this
situation. Farmers on the hand normally take back their cattle when they are not impressed
by the grade offered at auction markets. This discourages them for they travel long distances
again with their animals. They end up selling to middlemen where they just negotiate prices
through visual judgement.

Local authorities function in two ways. Rural councils collect levies in their respective
districts on auction days while the city council authority is responsible for health and safety
from slaughter houses to retailer shops where beef is sold to the final consumer. However,
the levies collected were not pleasing the abattoirs for they feel that there is duplication of
duties because the veterinary doctor would have inspected the meat, so there is no need for
the local authority to inspect again.

5.1.2 Challenges and opportunities of chain operators

The farmers in the province encountered different problems altogether but generally they
have breeds which have of low maturity weight as compared to the crossed breeds or the
exotic beef breeds (Musemwa et al,2007). This entails them to keep them longer increasing
the production costs especially labour. Although literature has shown that the small holder
sector supplies 73% of the beef in the country, many cattle are in poor conditions that low
farm receipts are obtained. Annex 2 shows the condition of cattle which are not finished and
are brought for slaughter. McKiernan et al, (1998) agree that the improved beef breeds of
cattle carry considerable muscle especially around the lion and possess a greater efficiency
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of converting poor quality forage into a good quality protein (meat). Access to capital is
another hindrance to improve beef production which resulting high grades fetching higher
prices on the market (Bijman, 2007). However, there appears to be a major constraint to the
improvement of the local beef fattening enterprises (Jean, 1993). According to Onucheyo
(1999), the greatest need for present day small scale farmers in Nigeria is capital for
modernisations and expanding their operations. Increased cost of inputs is another setback
in beef industry. Most respondents showed that they rarely feed supplements to their cattle.
They entirely rely on the natural pastures resulting to poor grades attained at the market.
This was supported by KIT and IIRR (2008) supported that the beef chain in the region lack
stakeholder with the right vision to develop the chain apart from protecting their interest.
Gambiza and Nyama (2000), also agree that small-scale producers are at a disadvantage
because they have little capital to invest, use traditional techniques, depend on family labour
and lack contact with (international) market players. Most areas are drought stricken that
farmers take their cattle for long distances for watering causing a lot of energy loss per day
(Chamberlain and Wilkinson, 1996). According to Dlodlo (2011) in Zimbabwe Farm News,
some of the challenges facing the beef cattle sector include lack of veld and herd
management skills, lack of farming and business skills, as well the absence of capital for
infrastructural development in the country.

Cattle traders commented about the competition with big players in cattle trading. Although
they have built strong relationships with farmers, most farmers are just selling their cattle to
any buyer they find nearby as they do not have a scheduled marketing routine.

Slaughter houses alluded that they are getting poor quality beef that they sometimes finish
the beef cattle on their feedlots to maintain their good reputation with customers of providing
high quality meat. One of the slaughter houses is now contracting small holder farmers then
provides them with the required inputs to produce high quality meat. Some the cattle which
are brought for sale are very old and in bad shape but generally the good ones fetch better
prices. Because of the market segmentation of beef, some abattoirs take their beef to
Harare, the capital city where higher premiums are realised. Competition with other cheap
beef suppliers is now a threat as illegal beef activities are common in the city. Although
inspections are necessary to ensure health and safety, some of licences are a duplication of
duties resulting to increase in production costs.

Veterinary department commented that not all farmers are willing to commercialise their
production but have improved on animal health aspects. The farmers constantly come for
consultation in most cases. They also highlighted on insufficient resources and farmers’
knowhow to improve the breeding stock.

5.1.3 Profit margins

Comparing the gross margins for different chain actors, farmers seem to have a higher
margin of 50% than supermarkets (retailers) but they get less benefit than other players due
to economies of scale. Farmers get less farm receipts as indicated that there are some
farmers (70%) who only sell their cattle when need arise as compared to other players who
constantly market their cattle throughout the year. They are more in supply chain rather than
value chain as they are price takers only (Cousins et al, 2005). The profit /kg beef of farmers
is $0,89 while that of traders and butcheries are $1.44 and $1,25 respectively. Retailers
especially the supermarkets enjoy the highest margins for there is product value addition
and differentiation (50%) of the value share .Those farmers who had gone commercially
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benefit from the higher prices offered on the market because of their cattle’s increased daily
weight gain and in turn higher sale weight (Morton, 2007).The results of the study has shown
that commercial farmers get $1.43/kg profit. Although the cost of feed is becoming more
expensive because it is now being imported, these farmers still benefit from the high sale
price due to better carcass quality.

When considering the other chain with the middleman, the smallholder farmer has less gross
income ($53) than $161 in the other chain although the variable costs are the same. This is
because of the reduced price offered by the middleman. On the other side butcheries, enjoy
the profits because they sell all the grades of meat with the same price of $4.00 which they
would have obtained at a reduced price than that offered at big abattoirs ($1.80/kg).Tables
4.5 and 4.6 compare profit margins.

Through suggestions gathered from the case study with various stakeholders, farmers can
improve their equity by increasing cattle sales rather than sticking to the cattle until there are
no longer productive. It was also revealed that if they sell the animal at the right age when it
has high feed conversion rate, they can invest on two more young cattle be it a heifer or
steer. This improves their profit margins. When farmers purchase livestock at the most
competitive price, they will also market them at the most competitive price. Their marketing
strategies should improve. Contract farming as shown by some respondents is important in
supporting the production base. Some are now contracted to one of the abattoir (research
findings). Value chains have become increasingly buyer driven and vertically integrated.
Small holder farmers in this study are struggling to finance their beef business due to capital
constraints, or failure to access bank loans. Musemwa et.al (2007) supported that cattle
producers should approach production and marketing as teams, creating alliances that can
capture higher prices and profitability, decrease exposure to market risks and instability and
help producers to respond to competition from other protein sectors.

5.1.4 Coordination among beef actors and supporters

Information gathered from the chain operators suggests that there is coordination between
farmers and middlemen in cattle marketing then with slaughter houses. In turn abattoirs are
link to retailers thus supermarkets and butcheries. It was seen that abattoirs have different
functions along the chain. They link with farmers to have constant supply of improved cattle
guality as reflected in the farmer- feeder programme launched recently. The whole chain is
market driven because they produce to target a particular market or customer segment
based on specific qualities. While the butcheries target low income end consumers,
supermarkets are for high income group. In the absence of formalised coordination
mechanisms, other than those derived from relational, trust or clan linkages, the ability to
leverage the value chain to improve the benefits of value chain participation for producers is
limited (KIT and IIRR.2008). Although there is no functional farmers ‘organisation,
information flow among farmers is evident. This was indicated on the source of market
information (Table 4.2). On the other hand, even if farmers do not sell to the same traders,
there is still mutual respect and trust between them. The livestock division coordinates public
auctions and grading of both live cattle and meat so that there is no cheating of prices along
the chain. Trieneken, (2011), pointed out that lack of an enabling environment offering
institutional and infrastructural support, availability of resources and efficient and effective
coordination in value chains are important barriers for developing country producers. The
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Provincial veterinary services also link with other stakeholders like Coopers Zimbabwe on
Primary Health care as reflected in the June, 2012 report.

5.1.5 Power relations

Considering results from the study, power relationships in this beef chain are varied.
Farmers have less power over their cattle although they can decide whether to sell or not as
evidenced by their cattle withdrawals if prices are not conducive at the markets. Overally,
abattoirs hold the utmost power in chain for they do not entirely depend on these small
holder farmers to source cattle. They also source from other commercial producers and
distribute their beef to several outlets. The results indicate that some abattoirs deliver some
of the high quality beef to the capital, Harare. Kaplinsky and Morris, (2001) support that if the
actor’'s dependency is less than the dependence on the lead firm, it has more power in the
chain.
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Chapter 6: Conclusions and recommendations

From the survey carried out on the sustainability of the beef chain in Masvingo, Zimbabwe,
many players are involved in the chain. Based on the above discussion, it may be concluded
that small holder beef farmers who are located on different settlements in the province,
supply a greater proportion of beef which is consumed in and around Masvingo. They supply
73% of the cattle slaughtered in the chain. The farmers’ margins appear to be greater than
other actors in the chain considering their low input production systems practised but in real
sense, they remain with low farm receipts due to poor quality and reduced number of cattle
they market.

Assessment of the whole beef chain in the province has been conducted and conclusions
drawn show that they are two major chains which are operational at the moment. These
chains differ in profit and cost sharing arrangements. Most stakeholders interviewed are in
favour of the chain without the middlemen while few farmers and butcheries perceived the
role of middleman as essential in the marketing of their beef cattle. Results also reveal that
slaughter houses are monopolistic in the whole chain as they have greater power relations
and functions in the chain.

Ways of improving the farmer’ margins in a more realist manner were outlined by all the
stakeholders of the chain. Management of the existing stock together with improved breeds
were seen as the major factors which can improve the farmers’ profit share. These breeds
together with improved knowledge of production will improve the quality of beef resulting to
higher premiums offered on the market. However, several constraints were highlighted
concerning the production and marketing system of beef.

Capital is a hindering factor in the whole chain. Although farmers have resources that
include land tenure and infrastructure for the production of beef cattle, they cannot afford to
buy feeds and veterinary drugs to improve the weights and conditions of the cattle which will
make them realise profits. They are also limited to increase their cattle herd size due to this
factor. Middlemen on the other hand only buy few cattle at a time due to limited funds. This
increases their costs of transporting cattle to slaughter houses. Some butcheries buy low
grade beef from abattoirs so as to obtain profits for some grades are even greater than the
selling price (super and choice grades). Livestock and veterinary departments also could not
constantly carry out their planned programmes in the province due to limited funds.

Increasing scale of production and reducing the marketing age of cattle would enhance the
sustainability of the beef chain together with increased farmers’ margins. Presently prices
which are offered on the market look lucrative ($351 -$400/head) so increased off take of
improved quality cattle will take the industry a long way. The tradition mind sets of attaching
social values to cattle are another drawback to the chain as farmers do not take cattle
rearing commercially. They keep cattle until they are no longer productive then market them
in those poor conditions.

Coordination and power relations were shown as inadequate in the chain. Although efforts

are being implemented on contracting farmers and notifying them on auction dates,
asymmetries on market information especially prices lack that there is mistrust and risks
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along the chain. It was also shown that chain integration either vertical or horizontal with the
support of government, other actors and development agencies will improve farmers’
margins and power relations resulting to the sustainability of the beef value chain.

Recommendations

Based on the conclusions drawn from the study, there are challenges in the beef chain
which need to be addressed to improve farmers’ equity and ultimately sustainability of the
beef value chain in the province. Exploiting the available opportunities will contribute to
improved incomes for these beef farmers. The following recommendations are made:

- Farmers should take prompt action in changing their mindset to entrepreneurship so
as to improve their equity. With the stock they have, they should take care of them to
improve the beef quality through supplementary feeding with home grown and made
rations. Although they practice extensive grazing, the farmers should mobilise
resources to prepare feedlots as a group to finish their cattle for the market. In this
way, they can improve the condition of their cattle resulting to increased profit
margins. Animal health issues should be addressed as soon as they occur.

- Through integration with other stakeholders, both horizontal and vertical, farmers
should preserve an area within their localities for grazing their cattle. Most of the
stover especially groundnut is left to decompose or consumed by other animals from
nearby villages while the farmers cattle are not benefiting. The stover can be well
preserved and fed to livestock during the dry months by these small holder farmers.
Pasture improvement and management knowledge to be obtained through trainings
from the livestock and production department regularly.

- Inspection and grading of animals should be done right on the farm by the livestock
department not only on the market sites where the farmers are sometimes
discouraged by the price offered. This builds trust within actors.

- To get high cattle prices, farmers need to improve their marketing systems so that
they sell cattle at the most appropriate period when the animal’s feed conversion rate
is at its peak. Younger, well fed cattle normally fetch higher grades resulting to
increased income. A marketing schedule should be put in place as well.

- Although cattle have multi functions on the farm, the small holders have to finish their
cattle to put them in good form prior to selling them.

- Farmers need to form producer organisations which can be instrumental in linking
them with other commercial farmers where they can obtain improved breeds either
using a bull or artificial insemination.

- Consumers have to be educated on food safety so that they are aware of the source
of beef they consume to reduce the tendency of buying from illegal traders who
market uninspected beef.

- The Zimbabwe Farmers Union (ZFU) can restructure its activities to cater for beef
cattle farmers.

- Contracting farmers by abattoirs should strengthen the relationships among
stakeholders which will ultimately have fair distribution of power and profits.

- Because of a viable veterinary department in place, the slaughter houses have the
potential to increase value added processing of livestock products much of which can
be exported within the region or to more lucrative markets of the world. New non
traditional markets must be exploited as well.
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Annex 1: Analysis of cattle population in Masvingo province0

PROVINCE: MASVINGD NAME OF COMPILER wwrorm CIAHIBC TIGERE onthiyear: Dog-08
; T ; y
R ! ' 3| T i '
£ 3 z »
a - 3 I3 L
% 2 ] @ a 2 E £ b7 g = et
AT RS A O L T 3 g %
by B ia 3 A4 18 B B & M o H b
la g i ¢ B g g 5 % i¢ £ IE 13 £ > . 12 1 #
8 03 le e e B j2 ® R ]E GEIE G N L - g 15 B 1B
e o | 4] e8l _1asot] Ths| L Ll o ] | 8 b
Gikta_ IFes 2 T T o RO B
Bikia___aSk a8 N I B | ) ] 0 5B
Subtoral G 66| 145zt Fosza, £SO 48| A 3% [ 7|
i jGomm R G 7 T N D I U T B g
Chivi Res O N O O O TR . W AL [} 53
Chivh 55F R = T N D I 2 ) [ i
Subtotat SRS VEETR 19B0TS| asbe| f034 W1 E73| 426 267 4 56 %88
Chiedz, Do EU S -y IR I N L R g 7 16
Chireszi (55F a 4 14 958 g 3 i i 0 5 3
Crivedz  iHES B I I T [ 3 o 13|
Criretr |BE G T LT a i i
Subtotal B3] is067| taroezi  301sd [l L 655
D Comm BT e, Tl 16eeit [ 56 75
= 55F I T R I 8 & il
[ RES D T [ T 10
TUTO  AThA: BT el inert  gpieRl 54t [ 34 & .
Subriotal Tl 439] 7BH[_199418] 131513} 12 o 0 Ll
ezl sl 3t B 6ad0d; 33014 ) 93y
e [ L5 : B
I T AL i i i £70
a8 [reorel s7204) ga4 Bi7i | BaR 558 630 I 381
W Ea] igshii  72vig) Gooed) a4l 2] 15t D ) Ta g
A el sber|  Tawa) ] 62l 88| O [} 1 5
Wasinge BES, E 7 BT W I T L U T« 0 0 [
litasvingo_JA1 L T N2 M IO ] Y 0 b
Suntotat ol el vHGea] iayii| 9sein vie 1] Ee4) 0 [ [ [
Fﬁ_ TTUEG jagiy, enagm rergle el 4 EE S 5
23 : 7 m " qeml  veg E RE 3 0 5
isubiotal | T a| " iimee Geae, el o} sl 1o 3§ 1H 3 §
RAND ! i |
[FOHAL_ R R T I MG R | 4] Poss] Tgét 5| # W5 G756 1690, 1957 Eitn

42



PROVINGCE: MAFVINGD HAME OF COMPRLER oo TIAH BC TIGERE Manthlyear: Doo-iR

# : ) s
& o 3
£ g E
£ 3 & -
a8 % ] . 12 13 |= 13
2 g i 5 z £ 12 18 13 i3 % S u
P S E g 2 12 |2 2 g |® e o S
" & s 5 {z |2 £ 5 3 % jE £ |2 2. £ . 8 B i
5 4 g E] 2 ) g B g iE g 2 4 5 E E € = & r
Eik/ia [oeltic hid A7 s TN #1358 A%d i5 Th 2% EE ¥ FE(T TRA0 200 i, 2EE
Bl TG 3 T3 vaTel TiSTE[T iR TR a0 S © 5[ 538 & ¥ B
Hilita 18EF 5 B EHY B3 IS . K 17] [ Hil 1 3T 227 i} 63 & 5E
SUBTOTAL il §7i {454l  $A35d; 107389 ‘B2 108 s i [ 63 1867 337 B 1838
T [Esitif] 8 Bl iEB0] jasEE) 140835 R [ 156 [} & & 5 g
RES 2| 7 TEG oSy A Fis 49 EG q 331 o 46 0 5
EEF ol § ] R A7 d a7 3 El il 5 i © [
SUETOTAL it B3 19708, A2ABIT| 204581 et T ) 4 18] Bl I [ EH
Chiredsi | GOM S TEEUTESEE[ Ganadl @vaar BE Jap Tt £l T 45 308 135] 3 2R,
Cri SEF Fi F] 1098 1800 £ 1] [ & a o iz [ C &
Chirgdzi RES 1 & E f75t Q a a 0 Q i 2% [ ) 2a
Chiredz [A3 ] G| Eaabl EGAeal BEEAd| EAETTED NG [ 47 i 354 s [ g
[SUBTOTAL 84 §70 18323] t6894T| tupiEE| 923 1A Ec EL [ 178! 129 B 264 g 443
Db fate ] 13 T 2123% sqasasl 1adoes!  wOTE| 133 aas| 8| B el 510 223 411 i <51
Gt EEF 2 TalU0RE]agel 138E] TiE 18 & il EE] i k] B [ B
Suy RES 1 SELCUERE] GpaR aimryl  Gadi o8 S [ + i 38 e [ iE
Lt a7 & 28 iy 995 aaly 4y a2 4% 52 2, 38 3 axd ot G a4
SUETCTAL 3307 139 26426,  VGGOUE| i6eaby| g4l F4FIT 4gli 202 [ 13 a5 &3l TS 0; 135
s CORM & ki Ti24 Al4T8| RS 457 B T2 146 2] £ Z02 413 LR o 27
REE a 5 e M T | T ] ] 8 [ 10 [ 5}
M At 12 St GETD D254 R4 HEd bRk 31 265 45 2| R EiE] a1 184 & 3%
SUBTOTAL 2 30 16129F 4656337 371983 118%: 11% 16t 260 4| 21 TER £02 B2 & 379
Wiazvirge  CORMNM 1z 44 13643 YO AGRSEE S08 48 92 S a4 33 34 135 T3 o a3
Whlswinge 3555 & a4 LLLn AraRd| 2GR 54 30 63 17 " @ £ i e X [ a0,
fvta%virmo RES T 22 2998 2361% 41727 a8 3 ril 21 ) a8 i2 i 52] 2 an
i 25 fi) ! : 13IES ) i £ s c a3z o% 54! 57 a I7
a8l ias|  EiSe)  jaTEE Datgagt  Bba) HG}  1ad 147 & EE 22| B B 234
2af & i [ Bl UERS fipr a4l D76 F g G & [ o o
ke ; ' i B TaE T EIE 8 & [ i [ 3 i 0 i
SUBTOTAL 24 i % V250 F497| Gas| A15;  ibp| Pz g i a @ [ 0 3
ERAND 1 i i
TotaL i JE¥] AL TATSEE| E7TE15] 14SEI0%) T8N 114E| 1464 1407 1409 SE 754 546 G381 2108 [ 3760

43




PROVINCE: MASWINGD NAME OF COMPILER - C/AR! BC TIGERE] Hanihiyiar: Dec-11

3 w | ! T
: 2 ¢
2 a 2
£ Z & .
3 ot @ » E ig
¥ lg |3 3 o 205 3 |5 s |z z
i# = & 3 2 T e B @ & o <] a k]
n < |2 = o 3 CEL I N 2 |8 & & ) 2 =
2 s 1% % & 5 5 s |8 IE |E g o & z g =
b ] . € 3 2 # a - u o 4 g
k1 b4 g 12 2 & g g |8 12 & .2 2 3 3 i g 15 £ £
Sikiia Comr TaLUgf[ 1a0bA:  joroi) s0a3id sl B3 38 66 a4 i 61T RS 6365
ik Ges 3 1R (438 iieaz)  anee| &) 7 Al g0 22 9 20 7 g 77 544
Bikita 1557 3 8 Jme]  shAel  aaNE] a4l 1) 28 O 4 0 28 g ol 155 025
Subiotal 2t g0 {ATET] 94199, 1tiazal ash] 99f 129 B 132 4 78{C 23g08] adl 424k 2287
Shiv Comm Y5l Bal igase| ito2rn| 198+63] 1036] 719 2w7| 26 289 L 140 286; 3Rl 3 264
CHVI Res 2 7 TG rys6|  13eee] L 22| 18] 68 12t § 108 66 [ a5 42
Chivi SSF g a 15 258 R I i a HK [ [ of G
Suptotal Ta] 70, 20425, 1238881 200823| 1380| Ta1; 348 385 M8 [ 243 FANE T 306
Chiredsi _[Comm 5[ &3 B508:  Gaji4| 85898 749} A03{  146; 148 &5 4 318 175 ol 188 [
a z 17 593 1 I ab ™ iE i [ THIB 3 & G R
Chiredzi  fRes 2 3 503 Faa6l BiI7E 4l 250 4D 338 57 1 3 F]IEE 15 g
|Chiradsi A1 2 1 Tortl | Gaums;  eenid: 14an) 6zz 276 9881 13 % 414 124) 134 434 134
Subtotal G 104]  164D2i  153876] 162001 2322 10E0] 435 GBY; 18 [3 75118 30z 168l 3N 148]
Gl T | 13| . 74| DAGAS| 134875 ol @62 143 Zi0) iao] 184 ] ] 60 [ i
Cutu &7 2 14 10881 11918 gl 1ga] i Wb bt [ 78T [ [ 3 [
Gl RES 4 1% i354) 16028 ol 218 30| 33| 73 43 i 29 ] 0 kil [}
GUTU Ajah2 I z578] " 23334 BEESNES AL 38 ¢ of [ [} B a
Subtotal FZ| s3] 2987| 1b4860 G| z3a6] 214]  a61) 244] 262 8 35[R ) [ L] ]
biwenezi  {CONMM ] 31 7245 8Ziss 117020 517y 123 JEHEED 332 11 199 334) 0e| 204 175
oz, |RES o 3 43 Sads 13476 TE| 15 1|z 8 a 1 45l 20 28 37
Mwenezi A1 2] 57 5925 104183 167508 666|268 136 z9f 2 i 536 438) 80l 8 159
Subtotal 200 il 533 172965 2oi2 2511 426] A 184 42 28 357 a7, i85 600 %02
Wasvinga |COMSE T8 B4 13043]  7emeal 207728; &17] asif 58] il 187 ] 4 EE I I a4
Rasvi S3F [ tB2h| tedre|  2esiy] 83 12 gs] 40 S gl 53 o a1 72 9
RES i m 2986 20080| 34p21] 38 4 53] 64 20 [ k2 N 54 7
n Wl 6 TIAL iisat  zaage| 14s] 8] 65 04 48 9 155 o 54 54 ¢
%al 148, 19531 13{4¥4f 291030| 1053] 38| 358 385 320 ] 388
Zak) COMM il G4l 1iichi and4gea| posssé] Sis| 108l a0El 3301 G a ] 77| _260% 472
73K RES 1 1 93 1330 padal A 1 EI 9 [ 9 590 0 5
Subtotal Tl TTE0A7652] 1054361 210789} Ml 08| 197 38G| 178 9 78 I 428
GRAND
TOTAL 18] BB4] 133707, Uho4dn) 1268278; G280| 30371 1058|3241l 1960 43 2434 4639.5] 1236 21535 arez

Annex 2: Questionnaire for small holder beef farmers

A;sessment of the Small Holder Beef Cattle farmers’ margins in Masvingo District
Zimbabwe

Name of. farmer: 1.Sex: male/female
2. What Is your age? < 40 years >40 years.
3. Location Al farm A2 farm Communal area Other

4. How many cattle do you raise at any time?
1-5head  11-15 head
6-10 head __ 16- 20 head

5. How many years have you been in cattle farming?
< 3years ___11-15years

___3-5years ___>15years

_____6-10years

6. Where do you market your cattle?
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____ata particular site and transacted by middlemen
__atfarmer’s own farm by middlemen
____atfarmer’s site by consumer/buyer
____delivered to consumer

____others. Specify
7. Who determines prices?

___farmer ___middlemen ___ others

8. How are prices determined?

__ byweight ___eye estimate ___others

9. Where do you get market information?

___from middlemen ___ from government extension services

___from other farmers ___from other sources, specify

10. What is your income per head of cattle? < $250 _ $251- $300 $301-
$350 $351- $400 >$400

11. Are you satisfied with the pricing of your animals?

__fully satisfied __satisfied __neutral __less satisfied __not satisfied

12.How frequent do you market your cattle?

Quarterly every six months once ayear when need arise

13. At what age of cattle do you market them?

Weaner one year two years three years and more not
specific

14. Do you agree that traders are important in selling your animals?
strongly agree agree __neutral not so much not agree
15. Are you contracted to any processor? yes no.

16. How often do you get extension support?

frequently visited occasionally visited seldom visited never
visited
17. What problems do you encounter when marketing your animals?
Transport negotiating  power cattle prices insufficient  market
information others
18. How can you become more commercialised in the beef chain to improve profit margins?
Improved breeds loans extension services marketing
system negotiating power
19. What can be done to sustain the beef industry?
Improved breeds financial support animal
health restocking improved markets

Case studies

Interview 1 - Traders/Middlemen

1. Where do buy your cattle?

2. How many animals are bought at anytime?

3. What is the average cost price of these cattle?
4. Which type of cattle do you buy?

5. Where do you market these cattle?

6. How is market information determined?

7. What is the monthly/yearly income?

8. Who sets the price of the cattle?

9. What are the opportunities and constraints encountered?
10. Where do you get the support?
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Interview 2 - Slaughter houses

1. What volumes of cattle do the houses hold at any given time?

. Where do you get the cattle for slaughter?

. How is the gender balance?

. At what cost do you get the animals?

. What other costs are incurred in slaughtering beef cattle?

. What is the profit per head of cattle?

. Where do you get market information?

. How is the government involved in the slaughter house?

. Give any comments about the current beef cattle marketing system.

©oo~NOOTh~,WwWN

Interview 3 - Supermarkets/ butcheries

.Where do you get your beef?

. At what cost do you get the beef?

. How do you sell your beef and at what price?

. Who sets the beef price?

. Who are your customers?

. How much do you sell per week/ month?

. How sustainable is the beef industry?

. Do you have any collaboration with other actors in the chain?
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Interview 4- Government Officer (Veterinary department and Livestock division)

1. What services are done to smallholder cattle farmers?

2. How is market information transferred to farmers?

3. What are the current challenges of beef cattle production and marketing in the area?

4. What are the future plans and priorities of the government with regards to cattle
marketing?

Interview 5-Cooperative officer

1. What are the available beef cattle structures and marketing facilities?

2. Are the farmers willing to form cooperatives/producer organisations?

3. Is there a possibility of establishing a formal market in the beef industry? What would be
the opportunities/ constraints?

Interview 6 - Beef consumers

1. Where do you get your beef?

2. Which criteria do you use to buy the beef?
3. How frequent do you consume beef?

4. Do you consider source of beef? Why?
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Annex 3: Condition of animals at marketing.

Cattle ready for slaughter in bad condition - from communal areas

Cattle ready for slaughter in good condition - from feedlots

Photographed at Montana Slaughter Pens Masvingo - Zimbabwe on 6/08/12
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Annex 4: Tables showing statistical analysis on cross tabulation

1. Comparison of age and number of cattle held.

Case Processing Summary

Cases
How many cattle do you Valid Missing Total
raise? N Percent Percent Percent
What is your age?  1-5 heads 8 100.0% 0 .0% 8 100.0%
6 -10 heads 4 100.0% 0 .0% 4 100.0%
11 -15 heads 4 100.0% 0 .0% 4 100.0%
16 - 20 heads 14 100.0% 0 .0% 14 100.0%
2. Comparison of income earned versus location
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Whereis your farm?
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