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CSPM TECHNICAL REPORTS 

Marketing systems for lamb/mutton in Barbados, Guyana, 
and Trinidad and Tobago 

Randolph Hickson, Marketing Specialist 

INTRODUCTION 
The market for sheep meat in Barbados, Trinidad and Tobago, and Guyana to a lesser 

extent, is dominated by high levels of imports from Australia and New Zealand. In 
Guyana, traditional consumers of sheep meat tend to purchase freshly slaughtered 

animals. 
Customers in the CIDA Caribbean Sheep Production and Marketing (CSPM) project 

countries (Barbados, Guyana and Trinidad and Tobago) have demonstrated a preference 

for other meats — beef, poultry and pork — over sheep meat. 

Several factors contribute to the prevailing market situation. These are: 

• The relatively high price of local sheep meat coupled with the apparent poor quality 

in terms of the low yield of meat to bone. 
Underdeveloped marketing systems for sheep and the absence of marketing 

institutions that contribute towards the advancement of the industry. 

• The price of the imported meats are substantially lower than local meats thereby 

contributing to mass consumption of the imported products. 

• The fragmentation of the industry and the absence of any strategic direction have 

elicited very little support from the government. 

• Shortage and irregularity of supplies. 

The implementation of the project commenced at the time when trade liberalization was 

being mooted in the developing world. As a consequence of the continued reduction in 
the levels of protection for regional products, it became doubtful that local sheep meat 

would be able to be compete (on a price basis) with the imported frozen product. 
Given the above scenario, the niche marketing strategy was utilized in promoting the 

utilization of sheep meat in the project countries. 
The niche market approach necessitated the development of alternative marketing 

systems operating in parallel with the traditional systems, as the means of contributing 

to the attainment of the project's purpose, which is improving market opportunities for 

local sheep products. 
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METHODOLOGY 

The existing literature, developed during the implementation of the project on 
marketing systems in the target countries, was reviewed. This was ably supported with 
field research. 

The marketing systems have been continually monitored in the target countries and 
on-going discussions have been held with the industry players. 

Our experience in promoting the utilization of local sheep meat has also contributed 
significantly to the preparation of this paper which places emphasis on the marketing 

systems used in bringing local sheep meat to the final consumer. Mention is also made 
of the demand for local mutton, pricing and the alternative marketing strategies pursued 
under the CSPM project. 

GUYANA 

The market for meats in Guyana has been traditionally dominated by domestic 
production. However over the past 8 years the trend has been changing. 

Domestic production of the five major meat types consumed in Guyana averaged 
about 42,000 t per year over the period 1982 to 1991. Table 1 indicates that total meat 
production attained it highest level in 1987 at about 49,000 t, with fish being the main 
contributor. From 1987 onwards, total meat production averaged about 41,000 t per 
annum. 

In 1991, the production of mutton, 1,240 t (Food and Agriculture Organization 
estimate) represented 2.9% of total meat supply. Presently, lamb is imported by three 
companies in Georgetown viz: Country Pride Limited (approx. 4,090 kg valued at 
G$1.1M), Jap Rahaman Halaal Meat Centre and C & F Meat Centre. A recent study for 
the CSPM project estimated market demand of mutton retailers to be 78 t yearly (in 
Regions 4 and 5). 

The study also revealed that Indo-Guyanese of the Muslim and Hindu religions are 
the primary consumers. Further, the demand for mutton also increased during the 
Christmas period and generally around holiday periods. 

In the market, product differentiation extends only to the availability of mixed cuts 
and legs of mutton. Upper income customers who patronize upscale outlets in the city 
tend to purchase differentiated cuts (mainly legs). These cuts also command premium 
prices. 
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Table 1 Production of major meats in Guyana, 1982 - 1991 in tonnes 

Year  Poultry Beef Pork Mutton (*) Fish Total 

1982 7,112 2,235 1,118 n.a. 23,063 33,528 

1983 3,861 2,235 813 n.a. 2,700 35,052 

1984 4,166 1,626 1,016 n.a. 38,710 45,518 

1985 2,845 1,626 1,118 n.a. 39,116 44,705 

1986 3,048 1,727 1,118 n.a. 40,945 46,838 

1987 3,658 1,829 1,118 1,240 41,250 49,095 

1988 3,962 2,032 1219 1,240 32,207 40,660 

1989 2,235 2,438 1,016 1,240 33,528 39,949 

1990 2,134 2,235 914 1,240 33,528 40,051 

1991 1,524 3,048 914 1,240 36,576 43,302 

Source: Ministry of Agriculture, Guyana 

(*) FAO estimate 

Distribution Channels 
The marketing channels for local sheep meat was identified as follows: 

a. Direct sales to private households by producers. 

b. Sellers in municipal markets in the city. 

c. Traffickers/butchers. 

d. Large meat shops. 

e. Large supermarkets. 

f. Road side sellers. 

Direct sales to private households by producers was found to be the major marketing 

channel for local sheep meat and includes any sheep rearers who are not part of the 

main stream distribution channel (Figure 1). 
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Figure 1 	Marketing channels for local sheep meat in Guyana 

The sub-distribution channel involves supermarkets and meat shops which sell to 

hotels, restaurants, bottom-house shop owners, private individuals hosting functions, 
large firms and even retailers and wholesalers, such as Country Pride, DIDCo and 
Beepat's which are importers of frozen mutton. 

Road-side selling of mutton on Saturdays and Sundays is a common feature. 
Traditional customers source their product from these sellers and from private 
individuals who rear sheep. In the case of Georgetown, mutton is sold on any day of the 
week at butcher shops in the market and around the city, supermarkets and retail 

outlets. Other customers tend to purchase their requirements from these outlets. 

The marketing intervention of the CSPM project tested direct marketing of carcasses 
from project farmers in Regions 4 and 5 to retail outlets in Georgetown. This approach 
resulted in better returns to producers and allowed greater channel control. 

The slaughter of animals is usually conducted at the home of the rearers, at the road side 
stalls or at designated abattoirs. 
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Pricing 
The price of sheep and sheep meat is mostly established by private treaty. This method 
of sale embraces a private negotiation directly between buyer and seller. This 

transaction usually takes place on the farm where most of the animals are sold live. 
The price of mutton sold by the intermediaries is a function of the cost of the animal 

plus costs incurred in transportation, butcher services, labour, sourcing cost and mark- 

up on capital expended. 
On the other hand, farmers are generally unaware of their production costs. Producers 

appear to use the cost of living and the price at which the retailer will sell mutton as the 
criteria to determine the price at which to sell the animal. As a consequence, it is 
extremely difficult to determine whether the price being paid by the intermediaries 
covers the farmer's production cost with an adequate mark-up. An example of 

prevailing market prices is presented hereunder. 

Meat 

Mutton (Local) 

$G/lb 

Municipal markets $200 - $400 

Roadside stalls $200 - $300 

Meatshops $240 - $340 

Special cuts (Local) 
Leg mutton $275 - $400 

Imported (frozen) $125 

Other meats 

Chicken (local) $123 - $190 

Chicken (imported) $100 - $200 

Beef $75 - $135 

Pork $87 - $162 

Source: Market Survey and New Guyana Marketing Corporation (NGMC) 

Promotion 
Presently, the sale of mutton is not promoted in the media or in-store at the point-of-sale 

apart from the price chart. This may be due to the erratic nature of supply and the 

captive market which is currently being serviced. Some meat shops and supermarkets 

advertise their outlets in the print and electronic media without singling out mutton. 
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TRINIDAD AND TOBAGO 
Market 

Over the last 10 years, the annual domestic production of the five major meat types 
(poultry, beef, pork, mutton and fish) in Trinidad and Tobago has averaged about 

39,000 t. The trend has been downward, decreasing from 46,000 t in 1982 to 33,000 t in 

1991 (Table 2). The broiler industry has been the major contributor to this overall 

production. Mutton production on the other hand averaged 63 t between 1982 and 1991. 
The total production of mutton as a percentage of all major meats was 0.2%. As shown in 

Table 3, the imports of cheap supplies from New Zealand and Australia dominate the 
supply of sheep and goat meat. 

Table 2 Production of major meats in Trinidad & Tobago, 1982 - 1991 

Year Broiler chicken 
(t) 

Beef & veal 
(t) 

Pork 
(t) 

Sheep & goat 
(t) 

Fish 
(t) 

Total 
(t) 

1982 37,522 1,648 2,931 67 4,200 46,368 

1983 34,267 1,396 3,519 67 3,771 43,020 

1984 33,919 1,375 3,533 59 3,160 42,066 

1985 33,384 1,236 3,364 51 2,528 40,563 

1986 29,654 1,233 2,885 67 3,077 36,916 

1987 29,483 1,324 3,382 64 3,528 37,781 

1988 26,372 1,783 2,973 85 3,432 34,645 

1989 28,457 1,499 2,286 53 3,665 35,960 

1990 30,470 1,206 2,443 57 3,088 37,264 

1991 26,460 1,203 2,449 58 3,000a )  33,170 

Source: Central Statistical Office, Trinidad & Tobago (estimated) 
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Distribution Channels 
The distribution channels utilized to reach the consumer varies according to whether 

the product is imported or of local origin (Figure 2). Imported sheep meat is 
warehoused at a cold storage facility where it is distributed to wholesalers/distributors 
who then sell to supermarkets, meat shops and other retail outlets and food service 

vendors. 

Figure 2 Marketing channels for local Iamb/mutton in Trinidad & Tobago 
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The marketing channels for local sheep meat are as follows: 

• Traffickers/butchers 

• Sheep rearers who sell to private individuals 

• Butchers who slaughter in the abattoir and sell in public markets or road side 

stalls 
• Sheep rearers who also slaughter on a seasonal basis and sell to friends, 

neighbours and relatives. 
• Private abattoirs which sell to meat shops and supermarkets. 

Since 1993, the trafficking market has been expanding rapidly. In 1993, a total of 972 

animals were transported from Tobago to Trinidad, an average of 81 /month. In 1994 
this number increased by 82% to 1772 animals or an average of 148 animals/month. The 
data collected for 1995 indicate a significant increase in the average monthly supply to 
306 animals with the total number of animals transported to Trinidad being 3670. The 
price paid by traffickers remained stable at TT$8.80 /lb live weight. Some farmers 
however, have been getting higher prices of up to TT$9.90/1b live weight for premium 

stock. 
The marketing initiative explored in the CSPM project with 	Food stores tested 

the direct marketing of carcasses by producers, using the Sugarcane Feed Centre as the 
processor and distributor. Producers from both Trinidad and Tobago participated in the 

exercise. 
In Tobago the intention however, is to develop an alternative marketing channel 

(Figure 3) for local producers by focusing on the hotel sector on the island. Slaughtering 
processing and distribution is proposed to be undertaken by the Tobago House of 

Assembly marketing division. 
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Figure 3 Marketing channels for local sheep meat (Tobago) 
with the introduction of CSPM Project Marketing Initiatives 
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Pricing 

As in the case of Guyana, the price of sheep meat is mostly established by private treaty. 

Presented hereunder is an indication of prevailing market retail prices for selected meat 

items. 

Downscale supermarket 

Imported meats 

$TT /lb $TT /kg 

Lamb 7.95 17.49 

Mutton 5.30 11.66 

Goat 7.25 15.95 

Goat leg 7.95 17.49 

Boneless beef 8.25 16.50 

Local meats 

Fresh beef 6.99 15.40 

Pork leg 7.99 17.58 

Pork chops 7.25 15.95 

Municipal market 

Fresh lamb/mutton 10-12 22-26.40 

Upscale supermarket 

Local @ Imported @ 

$TT/kg $TT/kg 

Shoulder chops 26.99 26.43 

Leg 39.99 36.99 

Lamb stew 17.71 16.99 

Loin chops 34.06 34.06 

Promotion 

Retail outlets usually advertise the price of their meat complement in the newspapers on 
selected days of the week with other items that are being promoted at special prices. 

During the lamb promotion exercise at the Hi-Lo Food stores, a special label worded 
'Fresh chilled local lamb' was placed on the local lamb to differentiate it from the 

imported frozen product. 
Upscale supermarkets tend to use signs on their freezers/chillers for identifying the 

products that are being sold. 
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BARBADOS 

Market 
Domestic production of poultry, beef and veal, pork, mutton and fish averaged a little 
over 13,000 t during the period 1982 to 1991. The trend has been upwards from an 

average of about 9,300 t between 1982 and 1986,to an average of about 15,600 t in the 
1989 to 1991 period (Table 3). As in the case of Trinidad and Tobago, the major 

contributor to total domestic production was the poultry industry. 
Mutton production increased from 21 t in 1984 to 38 t in 1991. Over the period, 

Barbados recorded it highest production of 46 t in 1990. 

Table 3 Production of major meats in Barbados, 1982 to 1991 (t) 

Year Poultry (*) Beef & Veal Pork Mutton Fish Total 

1982 6,700 362 1,300 21 n.a. 8,383 

1983 6,133 326 713 30 n.a. 7,202 

1984 6,673 274 755 21 n.a. 7,723 

1985 6,437 245 938 22 3,925 11,167 

1986 7,430 308 1,193 21 2,955 11,097 

1987 8,182 397 1,296 25 8,358 18,258 

1988 9,000 390 1,176 23 9,097 19,686 

1989 10,733 832 1,066 34 2,583 15,248 

1990 10,233 954 1,499 46 2,966 15,698 

1991 10,318 924 1,871 38 2,698 15,849 

Source: Planning Unit, Ministry of Agriculture, Food and Fisheries 

(*) Chicken and turkey 
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Table 4 The importation, production and consumption of mutton in Barbados 
(1984-91) 

Year Imports 
Annual domestic 
production of 
mutton (t) 

Annual 
consumption of 
mutton (t) 

Domestic production as 
a percentage of Total 
Supply (%)- 

Qty (t) 	Value (Bds $ 000) 

1984 1,378 	4,857 21 1,399 1.50 

1985 1,758 	5,160 22 1,780 1.24 

1986 2,010 	5,520 21 2,031 L03 

1987 2,734 	8,322 25 2,759 0.91 

1988 2,510 	7,858 23 2,533 0.91 

1989 2,793 	9,366 34 2,827 1.20 

1990 2,847 	8,246 46 2,893 1.59 

1991 4,539 	8,429 38 4,577 0.83 

Source: CARDI, (1993) Opportunities and Constraints for the Development of a Sustainable Sub-Sector in 
the Caribbean Region 

Imports of mutton also increased drastically over the period, from 1,378 t in 1984 to 4,539 
t in 1991 representing an increase of 229%. Most of this increase has been met from 
imports mainly from New Zealand and the USA. The consumption of mutton therefore 

is dominated by the import of low quality cuts. 
The Omnibus survey on consumption of sheep meat in Barbados (1992) indicates that 

the purchase of imported lamb/mutton was proportionately higher among middle and 

upper income households while at the same time, not far from the mean among lower 

income households. On the other hand, local Iamb/mutton was consumed among the 

upper and lower socio-economic households and among larger families. 

Distribution Channels 
As in the case of Trinidad and Tobago, the distribution channels used to access the 
consumer differs according to whether the meat is imported or produced locally. Meat 

imported from New Zealand or the USA is warehoused. Channel members (importers 
wholesalers, distributors) then on-sell the processed meat to hotels and large restaurants 

or frozen/chilled to institutions, meat depots, supermarkets and food vendors. Locally 
produced sheep meat is marketed through the channels shown in Figure 4: 

• private butcher/speculator trade 

• backyard slaughtering 

• direct farmer marketing 

• marketing through ACTCO and/or BAMC 
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Figure 4 	Marketing channels for local sheep meat in Barbados 

Private butchers/speculators source animals throughout the island, slaughter and retail 
the meat either at the public markets or small butcher shops scattered throughout the 

island. Products from this source is also sold in supermarkets. Some producers opt to 
take their livestock to the Barbados Agricultural Marketing Company (BAMC) for 

slaughter and then deliver directly to the public retail markets, supermarkets, hotels and 

restaurants. 
With the introduction of the feedlot system by the project and its subsequent adoption 

and commercialization by the BAMC, feedlot reared lambs are marketed by the 
Agricultural Trading Company (ACTCO). The weaners are purchased from farmers by 
the Barbados Agricultural Society/ACTCO, reared at the feedlot, then slaughtered at 
the BAMC abattoir. The carcasses are then chilled and dissected, according to 
customers' requirements, by ACTCO butchers for marketing to hotels, restaurants and 

walk-in customers at the company's retail outlet. 
The merchandising of fresh, chilled local lamb by the supermarket trade has been 

improving significantly over the past five years. Major upscale supermarkets such as 
Big B's, Supercentre, Plantations and JB's Master Mart offer differentiated fresh-chilled 
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local lamb daily in the appropriate display cabinets. Other supermarkets offer the fresh-

chilled product to customers on weekends. 

Pricing 

There is a general opinion in the market place that transaction prices are not transparent. 

The 'speculatori/buyer has disproportional bargaining power. The existence of the 
feedlot will contribute to the restructuring of the industry in which producers will focus 

on producing lambs and selling to the Barbados Agricultural Society (BAS), while the 
feedlot will fatten and the BAS will market the product. 

In this scenario, pricing should become more transparent with margins clearly 

identified. An indication of prevailing market prices is presented hereunder. 

Retail prices at December '95 

Local 

$Bds /kg 

Imported 

$Bds /kg 
Lamb legs 12.99 - 16.45 13.99 - 	15.70 

Shoulder 10.45 - 14.25 6.61 - 	8.99 

Stew 10.99 -  12.25 10.05 - 

Loins 13.99 - 16.45 13.99 - 

Shanks 9.90 -  14.25 5.01 - 	6.54 

Necks 12.25 4.61 - 	5.95 

Beef 

Stew 9.90 -  12.00 7.90 - 	11.60 

Clod 11.95 - 13.20 10.99 - 	18.99 

Pork 

Legs 9.60 -  13.52 

Shoulder 7.95 -  10.95 

Loin 12.55 - 13.99 

Ribs 11.25 - 13.69 

Stew 4.55 - 9.95 

Whole chicken 

Local wholesale 5.66 - 	6.73 

Retail 6.50 - 	8.15 

Source: Barbados Agricultural Marketing Company 
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Promotion 

Given the drastic increases in the consumption of lamb/mutton in Barbados by 

households and institutional customers, the ability of importers to obtain stock turnover 

on an economic basis necessitates the continuous implementation of promotional 

activities. 

As such, importers, wholesalers, distributors and retailers tend to offer trade and 

consumer specials. Prices are advertised in the press, electronic media and in-store. The 

price of local lamb/mutton however is not usually discounted. It is normally promoted 

with other fresh chilled local meats. 

CONCLUSION 

The study entitled Overview of the Market for Meat in Selected Eastern Caribbean Countries 

and Identification of Project Marketing Component (1990) had identified among other 

constraints, underdeveloped marketing systems existing in the sheep and goat industry. 

As a consequence, the marketing component of the project was designed to improve 

market opportunities for local sheep products focusing on the project's targeted farm 

families. 

Over the past 12-15 months, a number of marketing interventions aimed at promoting 

the utilization of local sheep meat was undertaken in the project countries. These 

activities were conducted with the objective of developing alternative marketing 

strategies. 

Though it cannot be claimed that the impact of the alternative market strategies which 

have been tested are significant at the national level, if the participants in this exercise 

continue their efforts, and these are widened to include others, then there will be a 

significant improvement in the mainstream marketing system. 

For example, in the case of Trinidad, the development of the Hi-Lo niche is courting 

the entry of new business oriented producers in the industry. The adoption and 

commercialization of the feedlot operation by the BAMC is also noteworthy. The BAS 

has also developed proactive strategies to promote the consumption of Blackbelly lamb 

among the hotel sector in Barbados. In Guyana, the experiences of the Region 5 Sheep 

Farmers Association also demonstrate the economic rewards to be obtained from direct 

marketing to retailers in Georgetown. 

The focal point and element of future consideration in all the countries must be the 

sustainability of the alternative marketing systems that were developed and tested. In 

this regard, the most critical factor for success is expansion of the current supply net so 

as to capitalize on the market opportunities identified. 
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Promotion of the utilization of local lamb in Barbados, Guyana 
and Trinidad and Tobago 

Randolph Hickson, Marketing Specialist 

INTRODUCTION 

In the Caribbean the development of non-traditional agricultural products is characterized by 

the non-integration of the marketing systems with the production processes. Production 
problems are usually addressed independently of the market situation, opportunities and 
constraints. Farmers, researchers, extentionists, planners and agencies in agriculture have 
proceeded to introduce improved production technologies with the implicit assumption that 

this increased capability will satisfy the varied market segments. However, increased 
competition from cheaper imported agricultural products in an arena of trade liberalization, will 
necessitate revision to this approach. 

Cognizant of the need for a market driven approach to research and development, in 1990, 

the Caribbean Sheep Production and Marketing (CSPM) project initiated a study on the market 
for meat in Barbados, Guyana and Trinidad and Tobago; the Caribbean countries involved in 
the project. 

The research revealed that niche market opportunities existed for enhancing the consumption 
of fresh and fresh chilled local lamb in the following market segments: 

• Barbados — providing the supermarket, hotel and restaurant trade with prime, fresh lamb 
carcasses for sale/serving as fresh chilled, quality differentiated cuts of lamb. 

• Trinidad — servicing the premium end of the prime, fresh, differentiated lamb cut trade to 
the supermarkets and food service sectors. 

• Guyana — for the short and medium term, satisfying the 'captive' local market for local, 
fresh, undifferentiated cut sheep and goat largely for the Hindu and Muslim communities. 

In light of the above, additional market research was conducted to characterize and access the 
size of the segments identified in the baseline study in each of the project countries. 

This report details the activities which were undertaken in promoting the consumption of 
lamb in the target countries, identifies existing constraints to supply, and suggests promotion 
strategies which could be employed in the short-term. 
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METHODOLOGY 

1. Market research was conducted in the market segments identified in the baseline study in 

the target countries to characterize, quantify and qualify the value of the opportunities. 

2. Pilot projects aimed at test marketing lamb/mutton in Barbados, Guyana and Trinidad 

and Tobago were developed. 

3. A core group of suppliers were selected to participate in the pilot project. 

4. Buyers in the respective market segments researched (supermarkets, meat shops, hotels) 
were identified. Discussions were held with the buyers to ascertain the supply parameters 

and the commercial considerations. 

5. Producers were required to commit animals to supply the outlets consistent with their 

requirement schedule. 

6. Processors were identified and slaughtering arrangements finalized. 

7. Commercial agreements between the producers and the buyers were finalized and supply 

commenced. 

8. The commercial agreement was monitored and evaluated. 

PROMOTION OF LAMB — BARBADOS 

Summary of main findings — market research report 

The following is a summary of the main findings of a pilot survey into the consumption of 

lamb/mutton by the hotel sector in Barbados. 

1. Lamb appears to be one of the main meats consumed by the hotel sector in Barbados. 

2. Frozen lamb imported from New Zealand and Australia is heavily used in the industry, 

possibly because of its availability, competitive price and promotion by established 

distributors. 

3. Local lamb is perceived to be of a poorer quality vis-a-vis the imported product. 

Respondents advised that the product is not readily available; supply and quality is 

inconsistent, expensive; the cuts are of a poor quality. 

4. Legs, loins and shoulder are the preferred cuts followed by racks and ribs. Legs and loins 

command premium prices followed by racks and ribs. 
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5. Quality and price are the most important criteria used in the purchase of lamb. The type 

of cut, fat content, tenderness, colour and the supplier's reputation are also determining 

factors. 

6. Respondents expressed satisfaction with the quality of product and service provided by 

their suppliers. 

7. The availability of credit also plays an important part in the sale of products to this 
sector. 

8. All respondents expressed their willingness to participate in the local lamb promotion 

effort. 

Comment 

In Barbados the methodology was modified to comply with the situation in the domestic 

market, since a structured, defined relationship exists between the producers and marketers. 
Consequently, the producers focus on production through the feedlot system while the 

marketers market the product. 

Supply of animals 

During the period October 1993 to April 1995, as a pilot project, 120 weaned lambs were 
purchased from low resource sheep farmers and reared in feedlot conditions. The successful 

outcome of the pilot resulted in its adoption and commercialization by the Barbados 
Agricultural Marketing Company (BAMC). 

Animals (lambs) of an agreed specification are now brought into the feedlot, fattened and 

sold for meat to the Agricultural Trading Company (ACTCO), a subsidiary of the Barbados 
Agricultural Society (BAS). 

Processing 

The BAS has responsibility for having the animals slaughtered after they have been fattened 

and transporting the carcasses to their sales outlet. Slaughtering is done at the BAMC's abattoir 

in Bridgetown. The carcasses are then segmented according to cuts and packaged for sale to 
customers. 
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Promotion 
The main constraint inhibiting the promotion of local lamb in Barbados was the unavailability 

of meat in sufficient quantity to support the promotional activities during the operation of the 

project. 
One other constraint related to the need to train the BAS butchers to prepare the type of cuts 

required by the hotel segment. This was addressed, however, with the employment of a master 

butcher from England to train the BAS butchers. This, coupled with the employment of a sales 

person by the BAS to pro-actively promote and market Blackbelly lamb resulted in weekly sales 

of marinated deboned legs to the upscale Sandy Lane hotel, saddles and legs to Julien 

Supermarket and ribs and legs to Pisces restaurant. Concurrently, the needs of household 

customers were also being satisfied/serviced. 

PROMOTION OF LAMB - GUYANA 

Summary of Major Findings - Market Research Report 

The following is a summary of the main findings of the market research report. 

1. The market demand for lamb/mutton in Georgetown to East Coast Demerara and West 

Coast Berbice (Regions 4 and 5 of Guyana) is estimated to be 3,560 lb weekly or 170,880 
lb annually, valued at G$1 and G$48 million* respectively. 

2. Lamb/mutton is presently imported by Country Pride Ltd, C & F Meat Centre and Jap 

Rahaman's Halaal Meat Centre. 

3. Indo-Guyanese are the major purchasers of lamb/mutton. 

4. Income, price, cost of other meats, ability to source the product with relative ease, and 
holiday periods are the primary factors influencing the purchase of lamb/mutton. 

5. Consumers could be segmented into traditional (Indo-Guyanese of the Hindu and Muslim 
religions) and other buyers. Both categories comprise persons of high, middle and low 

income levels. 

6. The retail market segments are: sellers in municipal markets in the city, butchers, large 
meat shops, supermarkets and roadside sellers. 

7. A total of 47% of the retailers of mutton purchase carcasses as opposed to 53% (mainly 

roadside sellers) who purchase live animals. 

* Note G$125.00 = US$1.00 
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Pricing 

As in the case of Guyana, the price of sheep meat is mostly established by private treaty. 

Presented hereunder is an indication of prevailing market retail prices for selected meat 

items. 

Downscale supermarket 

Imported meats 

$TT /lb $TT /kg 

Lamb 7.95 17.49 

Mutton 5.30 11.66 

Goat 7.25 15.95 

Goat leg 7.95 17.49 

Boneless beef 8.25 16.50 

Local meats 

Fresh beef 6.99 15.40 

Pork leg 7.99 17.58 

Pork chops 7.25 15.95 

Municipal market 

Fresh lamb/mutton 10-12 22-26.40 

Upscale supermarket 

Local @ Imported @ 

$TT/kg $TT/kg 

Shoulder chops 26.99 26.43 

Leg 39.99 36.99 

Lamb stew 17.71 16.99 

Loin chops 34.06 34.06 

Promotion 
Retail outlets usually advertise the price of their meat complement in the newspapers on 
selected days of the week with other items that are being promoted at special prices. 

During the lamb promotion exercise at the Hi-Lo Food stores, a special label worded 
'Fresh chilled local lamb' was placed on the local lamb to differentiate it from the 

imported frozen product. 
Upscale supermarkets tend to use signs on their freezers/chillers for identifying the 

products that are being sold. 
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BARBADOS 

Market 
Domestic production of poultry, beef and veal, pork, mutton and fish averaged a little 
over 13,000 t during the period 1982 to 1991. The trend has been upwards from an 
average of about 9,300 t between 1982 and 1986,to an average of about 15,600 t in the 

1989 to 1991 period (Table 3). As in the case of Trinidad and Tobago, the major 

contributor to total domestic production was the poultry industry. 
Mutton production increased from 21 t in 1984 to 38 t in 1991. Over the period, 

Barbados recorded it highest production of 46 t in 1990. 

Table 3 Production of major meats in Barbados, 1982 to 1991 (t) 

Year Poultry (*) Beef & Veal Pork Mutton Fish Total 

1982 6,700 362 1,300 21 n.a. 8,383 

1983 6,133 326 713 30 n.a. 7,202 

1984 6,673 274 755 21 n.a. 7,723 

1985 6,437 245 938 22 3,925 11,167 

1986 7,430 308 1,193 21 2,955 11,097 

1987 8,182 397 1,296 25 8,358 18,258 

1988 9,000 390 1,176 23 9,097 19,686 

1989 10,733 832 1,066 34 2,583 15,248 

1990 10,233 954 1,499 46 2,966 15,698 

1991 10,318 924 1,871 38 2,698 15,849 

Source: Planning Unit, Ministry of Agriculture, Food and Fisheries 

(*) Chicken and turkey 
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Table 4 The importation, production and consumption of mutton in Barbados 
(1984-91) 

Year Imports 
Annual domestic 
production of 
mutton (t) 

Annual 
consumption of 
mutton (t) 

Domestic production as 
a percentage of Total 
Supply (%)- 

Qty (t) 	Value (Bds $ 000) 

1984 1,378 	4,857 21 1,399 1.50 

1985 1,758 	5,160 22 1,780 1.24 

1986 2,010 	5,520 21 2,031 1.03 

1987 2,734 	8,322 25 2,759 0.91 

1988 2,510 	7,858 23 2,533 0.91 

1989 2,793 	9,366 34 2,827 1.20 

1990 2,847 	8,246 46 2,893 1.59 

1991 4,539 	8,429 38 4,577 0.83 

Source: CARDI, (1993) Opportunities and Constraints for the Development of a Sustainable Sub-Sector in 
the Caribbean Region 

Imports of mutton also increased drastically over the period, from 1,378 t in 1984 to 4,539 
t in 1991 representing an increase of 229%. Most of this increase has been met from 
imports mainly from New Zealand and the USA. The consumption of mutton therefore 

is dominated by the import of low quality cuts. 
The Omnibus survey on consumption of sheep meat in Barbados (1992) indicates that 

the purchase of imported lamb/mutton was proportionately higher among middle and 

upper income households while at the same time, not far from the mean among lower 

income households. On the other hand, local lamb/mutton was consumed among the 

upper and lower socio-economic households and among larger families. 

Distribution Channels 
As in the case of Trinidad and Tobago, the distribution channels used to access the 

consumer differs according to whether the meat is imported or produced locally. Meat 

imported from New Zealand or the USA is warehoused. Channel members (importers 

wholesalers, distributors) then on-sell the processed meat to hotels and large restaurants 

or frozen/chilled to institutions, meat depots, supermarkets and food vendors. Locally 

produced sheep meat is marketed through the channels shown in Figure 4: 

• private butcher/speculator trade 

• backyard slaughtering 

• direct farmer marketing 

• marketing through ACTCO and/or BAMC 
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Figure 4 	Marketing channels for local sheep meat in Barbados 

Private butchers/speculators source animals throughout the island, slaughter and retail 
the meat either at the public markets or small butcher shops scattered throughout the 

island. Products from this source is also sold in supermarkets. Some producers opt to 
take their livestock to the Barbados Agricultural Marketing Company (BAMC) for 

slaughter and then deliver directly to the public retail markets, supermarkets, hotels and 

restaurants. 
With the introduction of the feedlot system by the project and its subsequent adoption 

and commercialization by the BAMC, feedlot reared lambs are marketed by the 

Agricultural Trading Company (ACTCO). The weaners are purchased from farmers by 
the Barbados Agricultural Society /ACTCO, reared at the feedlot, then slaughtered at 

the BAMC abattoir. The carcasses are then chilled and dissected, according to 
customers' requirements, by ACTCO butchers for marketing to hotels, restaurants and 

walk-in customers at the company's retail outlet. 
The merchandising of fresh, chilled local lamb by the supermarket trade has been 

improving significantly over the past five years. Major upscale supermarkets such as 
Big B's, Supercentre, Plantations and JB's Master Mart offer differentiated fresh-chilled 
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local lamb daily in the appropriate display cabinets. Other supermarkets offer the fresh-

chilled product to customers on weekends. 

Pricing 

There is a general opinion in the market place that transaction prices are not transparent. 

The 'speculator' /buyer has disproportional bargaining power. The existence of the 
feedlot will contribute to the restructuring of the industry in which producers will focus 

on producing lambs and selling to the Barbados Agricultural Society (BAS), while the 
feedlot will fatten and the BAS will market the product. 

In this scenario, pricing should become more transparent with margins clearly 

identified. An indication of prevailing market prices is presented hereunder. 

Retail prices at December '95 

Local 

$Bds /kg 

Imported 

$Bds /kg 
Lamb legs 12.99 -  16.45 13.99 - 	15.70 

Shoulder 10.45 - 14.25 6.61 - 	8.99 

Stew 10.99 -  12.25 10.05 - 

Loins 13.99 -  16.45 13.99 - 

Shanks 9.90 - 14.25 5.01 - 	6.54 

Necks 12.25 4.61 - 	5.95 

Beef 

Stew 9.90 -  12.00 7.90 - 	11.60 

Clod 11.95 - 13.20 10.99 - 	18.99 

Pork 

Legs 9.60 - 13.52 

Shoulder 7.95 -  10.95 

Loin 12.55 - 13.99 

Ribs 11.25 -  13.69 

Stew 4.55 - 9.95 

Whole chicken 

Local wholesale 5.66 - 	6.73 

Retail 6.50 - 	8.15 

Source: Barbados Agricultural Marketing Company 
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Promotion 

Given the drastic increases in the consumption of lamb/mutton in Barbados by 

households and institutional customers, the ability of importers to obtain stock turnover 

on an economic basis necessitates the continuous implementation of promotional 

activities. 

As such, importers, wholesalers, distributors and retailers tend to offer trade and 

consumer specials. Prices are advertised in the press, electronic media and in-store. The 

price of local lamb/mutton however is not usually discounted. It is normally promoted 

with other fresh chilled local meats. 

CONCLUSION 

The study entitled Overview of the Market for Meat in Selected Eastern Caribbean Countries 

and Identification of Project Marketing Component (1990) had identified among other 

constraints, underdeveloped marketing systems existing in the sheep and goat industry. 

As a consequence, the marketing component of the project was designed to improve 

market opportunities for local sheep products focusing on the project's targeted farm 

families. 

Over the past 12-15 months, a number of marketing interventions aimed at promoting 

the utilization of local sheep meat was undertaken in the project countries. These 

activities were conducted with the objective of developing alternative marketing 

strategies. 

Though it cannot be claimed that the impact of the alternative market strategies which 

have been tested are significant at the national level, if the participants in this exercise 

continue their efforts, and these are widened to include others, then there will be a 

significant improvement in the mainstream marketing system. 

For example, in the case of Trinidad, the development of the Hi-Lo niche is courting 

the entry of new business oriented producers in the industry. The adoption and 

commercialization of the feedlot operation by the BAMC is also noteworthy. The BAS 

has also developed proactive strategies to promote the consumption of Blackbelly lamb 

among the hotel sector in Barbados. In Guyana, the experiences of the Region 5 Sheep 

Farmers Association also demonstrate the economic rewards to be obtained from direct 

marketing to retailers in Georgetown. 

The focal point and element of future consideration in all the countries must be the 

sustainability of the alternative marketing systems that were developed and tested. In 

this regard, the most critical factor for success is expansion of the current supply net so 

as to capitalize on the market opportunities identified. 
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Promotion of the utilization of local lamb in Barbados, Guyana 
and Trinidad and Tobago 

Randolph Hickson, Marketing Specialist 

INTRODUCTION 

In the Caribbean the development of non-traditional agricultural products is characterized by 

the non-integration of the marketing systems with the production processes. Production 
problems are usually addressed independently of the market situation, opportunities and 
constraints. Farmers, researchers, extentionists, planners and agencies in agriculture have 
proceeded to introduce improved production technologies with the implicit assumption that 

this increased capability will satisfy the varied market segments. However, increased 
competition from cheaper imported agricultural products in an arena of trade liberalization, will 
necessitate revision to this approach. 

Cognizant of the need for a market driven approach to research and development, in 1990, 

the Caribbean Sheep Production and Marketing (CSPM) project initiated a study on the market 
for meat in Barbados, Guyana and Trinidad and Tobago; the Caribbean countries involved in 
the project. 

The research revealed that niche market opportunities existed for enhancing the consumption 
of fresh and fresh chilled local lamb in the following market segments: 

• Barbados - providing the supermarket, hotel and restaurant trade with prime, fresh lamb 
carcasses for sale/serving as fresh chilled, quality differentiated cuts of lamb. 

• Trinidad - servicing the premium end of the prime, fresh, differentiated lamb cut trade to 
the supermarkets and food service sectors. 

• Guyana - for the short and medium term, satisfying the 'captive' local market for local, 
fresh, undifferentiated cut sheep and goat largely for the Hindu and Muslim communities. 

In light of the above, additional market research was conducted to characterize and access the 
size of the segments identified in the baseline study in each of the project countries. 

This report details the activities which were undertaken in promoting the consumption of 
lamb in the target countries, identifies existing constraints to supply, and suggests promotion 
strategies which could be employed in the short-term. 
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METHODOLOGY 

1. Market research was conducted in the market segments identified in the baseline study in 
the target countries to characterize, quantify and qualify the value of the opportunities. 

2. Pilot projects aimed at test marketing lamb/mutton in Barbados, Guyana and Trinidad 

and Tobago were developed. 

3. A core group of suppliers were selected to participate in the pilot project. 

4. Buyers in the respective market segments researched (supermarkets, meat shops, hotels) 
were identified. Discussions were held with the buyers to ascertain the supply parameters 

and the commercial considerations. 

5. Producers were required to commit animals to supply the outlets consistent with their 

requirement schedule. 

6. Processors were identified and slaughtering arrangements finalized. 

7. Commercial agreements between the producers and the buyers were finalized and supply 

commenced. 

8. The commercial agreement was monitored and evaluated. 

PROMOTION OF LAMB - BARBADOS 

Summary of main findings - market research report 

The following is a summary of the main findings of a pilot survey into the consumption of 

lamb/mutton by the hotel sector in Barbados. 

1. Lamb appears to be one of the main meats consumed by the hotel sector in Barbados. 

2. Frozen lamb imported from New Zealand and Australia is heavily used in the industry, 

possibly because of its availability, competitive price and promotion by established 

distributors. 

3. Local lamb is perceived to be of a poorer quality vis-a-vis the imported product. 

Respondents advised that the product is not readily available; supply and quality is 
inconsistent, expensive; the cuts are of a poor quality. 

4. Legs, loins and shoulder are the preferred cuts followed by racks and ribs. Legs and loins 

command premium prices followed by racks and ribs. 
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5. Quality and price are the most important criteria used in the purchase of lamb. The type 
of cut, fat content, tenderness, colour and the supplier's reputation are also determining 

factors. 

6. Respondents expressed satisfaction with the quality of product and service provided by 

their suppliers. 

7. The availability of credit also plays an important part in the sale of products to this 

sector. 

8. All respondents expressed their willingness to participate in the local lamb promotion 

effort. 

Comment 

In Barbados the methodology was modified to comply with the situation in the domestic 

market, since a structured, defined relationship exists between the producers and marketers. 
Consequently, the producers focus on production through the feedlot system while the 

marketers market the product. 

Supply of animals 

During the period October 1993 to April 1995, as a pilot project, 120 weaned lambs were 

purchased from low resource sheep farmers and reared in feedlot conditions. The successful 

outcome of the pilot resulted in its adoption and commercialization by the Barbados 
Agricultural Marketing Company (BAMC). 

Animals (lambs) of an agreed specification are now brought into the feedlot, fattened and 

sold for meat to the Agricultural Trading Company (ACTCO), a subsidiary of the Barbados 
Agricultural Society (BAS). 

Processing 

The BAS has responsibility for having the animals slaughtered after they have been fattened 
and transporting the carcasses to their sales outlet. Slaughtering is done at the BAMC's abattoir 

in Bridgetown. The carcasses are then segmented according to cuts and packaged for sale to 
customers. 
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Promotion 
The main constraint inhibiting the promotion of local lamb in Barbados was the unavailability 

of meat in sufficient quantity to support the promotional activities during the operation of the 

project. 
One other constraint related to the need to train the BAS butchers to prepare the type of cuts 

required by the hotel segment. This was addressed, however, with the employment of a master 

butcher from England to train the BAS butchers. This, coupled with the employment of a sales 

person by the BAS to pro-actively promote and market Blackbelly lamb resulted in weekly sales 

of marinated deboned legs to the upscale Sandy Lane hotel, saddles and legs to Julien 

Supermarket and ribs and legs to Pisces restaurant. Concurrently, the needs of household 

customers were also being satisfied/serviced. 

PROMOTION OF LAMB - GUYANA 

Summary of Major Findings - Market Research Report 

The following is a summary of the main findings of the market research report. 

1. The market demand for lamb/mutton in Georgetown to East Coast Demerara and West 

Coast Berbice (Regions 4 and 5 of Guyana) is estimated to be 3,560 lb weekly or 170,880 
lb annually, valued at G$1 and G$48 million* respectively. 

2. Lamb/mutton is presently imported by Country Pride Ltd, C & F Meat Centre and Jap 

Rahaman's Halaal Meat Centre. 

3. Indo-Guyanese are the major purchasers of lamb/mutton. 

4. Income, price, cost of other meats, ability to source the product with relative ease, and 

holiday periods are the primary factors influencing the purchase of lamb/mutton. 

5. Consumers could be segmented into traditional (Indo-Guyanese of the Hindu and Muslim 
religions) and other buyers. Both categories comprise persons of high, middle and low 

income levels. 

6. The retail market segments are: sellers in municipal markets in the city, butchers, large 
meat shops, supermarkets and roadside sellers. 

7. A total of 47% of the retailers of mutton purchase carcasses as opposed to 53% (mainly 
roadside sellers) who purchase live animals. 

* Note G$125.00 = US$1.00 
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8. The survey established that the price of mutton is determined by the cost of living and the 

price at which the retailer will sell the mutton. 

9. The main distributors of the product are sheep rearers (mainly private individuals and a 

few sellers who maintain small flocks), butchers/traffickers who purchase directly from 

the rearers and intermediaries, mainly roadside sellers. 
The sub-distribution channel involves supermarkets and meat shops which sell to hotels, 

restaurants, bottom-house shop-owners, large firms, retailers and wholesalers in the case 

of the importers of frozen mutton. 

10. Among the traditional consumer, Muslims prefer to view the slaughtering of the animal, 
while in the case of other users, change of taste and price are factors which influence the 

purchase of mutton. 

11. The mixed and leg mutton are the extent of product differentiation found in the market. 
Customers also expressed a predisposition for back leg as opposed to other parts of the 

animal. 

12. A total of 70% of the sellers have not increased the amount of mutton which they have 

been purchasing over the last 2-3 years. This is mainly attributed to irregular supplies and 

the high price of the product. 

13. A large market opportunity exists since the market potential for the product in Regions 4 
and 5 has been estimated to be 569,529 lbs valued at G$63.3 million per annum. 

Identification of outlets 

The trade survey conducted in the Guyanese market had identified all the major sellers of lamb 

in Georgetown (the main consuming area) and the East Coast of Demerara from Rosignol to 

Mon Repos. 
During the conduct of the survey three outlets in Georgetown (JMC Meat Centre, Fogarty and 

Bonny's Marketing Complex) had expressed an interest in developing a commercial relationship 

with suppliers from the project's target area. Two outlets placed emphasis on servicing the 
needs of upper income consumers while the other focused on the middle to lower income 

category. 
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Promotion 
The market promotion intervention commenced its trial phase during a 5-week period in 

December 1994 to January 1995. The promotion was timed to coincide with the Christmas 
holiday peak period. Forty five animals were sold to JMC Meat Centre and Fogarty in this 

phase. The animals were slaughtered at the home of a producer. This was done under public 

health regulations and public health certificates were issued. 

The carcasses were then delivered to the outlets by a transport contractor at a cost of 
G$1,500 per return trip. The revenue generated from this effort was calculated as follows: 

Revenue $G 

45 animals x 18 lb (avg. carcass wt./animal) x $205/lb = 166,050 

35 skins @ $225 / skin = 7,875 

20 offals @ $800 each = 16,000 

Total $189,925 

The teething problems experienced in this exercise mitigated to a great extent against the 

optimization of revenue, particularly from the sale of the by-products. Additionally the farmers 
also obtained sales for other products such as ducks to the buyers in Georgetown. Since the 
commencement of the promotion, the traditional buyers (traffickers) increased the live weight 
price offered to farmers by 50%, i.e., from G$100 to G$150 /lb. 

Constraints 
The distance between the first and last farmer was 22 miles. The absence of telephone contact 
among the producers and a vehicle dedicated to the co-ordination effort, greatly hampered the 
promotion effort. Transportation from the producers to the abattoir and from the abattoir to 

the customers in Georgetown created problems. 
Traditionally, farmers were accustomed to selling their animals for cash. The alternative 

market arrangement necessitated credit sales for a period of seven days, which was strongly 

resisted by some farmers. 
The quality of the animals supplied by the farmers were not always consistent with the 

specification. This resulted in dressing percentages in excess of 40% and since price was pegged 
to carcass weight, this impacted negatively on revenue. 

The reported downturn in the economy between June and November 1995 may have affected 
sales at JMC Meat Centre — the outlet which targets the middle and lower income customers. 
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TRINIDAD AND TOBAGO 

Summary of major findings - market research report 

The primary purpose of the market research was to determine the feasibility of selling fresh, 

chilled, local lamb meat in the Hi-Lo Food stores, an upscale supermarket chain in Trinidad. 

Presented hereunder is a summary of the findings. 

1. There is a market for fresh, chilled, local lamb in the supermarkets surveyed, in spite of the 

lack of advertising or any other type of promotional activity. 

2. Hi-Lo's demand for fresh, chilled, local lamb is estimated to be circa 24,296 to 29,101 kg 

per annum. 

3. The majority (25%) of the consumers purchasing the product at supermarkets have 

monthly incomes in the range TT$1,500 - 2,000. Other income groupings are $3,000  -

5,000 (18%); $5,100  -  7,500 (7%) and above $7,000 (9%). (US$1.00 = TT15.99). 

4. The majority of the respondents preferred the shoulder cuts (30%) followed by the leg 

(29%) and stew (21%). Generally leg and shoulder cuts are preferred by the upper income 
households while the lower and middle income households have a distinct preference for 

shoulder and stew cuts. 

5. The reasons for purchase varied from price to appearance of the product and ease of 

preparation. 

6. Apart from lamb, the other types of meats purchased by the respondents were as follows: 

chicken, (38.5%), beef (24.4%) and pork (21.0%), oxtail (0.5%). 

7. The supermarket is the most popular place for the purchase of lamb/mutton, followed by 

specialized meat shops. 

Identification of outlets 

Hi-Lo Food stores is the major supermarket chain in Trinidad with 17 outlets geographically 
dispersed in the north, east, west, central and south of the country. The chain encourages the 
supply of local fresh and processed produce at its outlets. 

Over the years there have been sporadic, inconsistent attempts to market local lamb at its 
stores. Given the availability of this captive market it was decided to pursue the supply of 

fresh, chilled local lamb with the Hi -Lo Food stores on a phased basis. 

This promotional initiative necessitated the involvement of four parties viz: Hi-Lo Food 

Stores, CARDI, producers and the processor. 
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The role and function of each party were outlined in the document entitled Guidelines for the 

placement of fresh local lamb in the Hi-Lo stores (Craig and Hosein 1994). 

Supply of animals 

During the period July 18, 1994 to September 30, 1995 three promotional phases were 

undertaken. The number of suppliers engaged in each phase is indicated hereunder: 

Phase 	 No. of Suppliers 	No. of Animals 

I 	 8 	 130 

If 	 8 	 161 

III 	 7 	 189 

Contributing suppliers originated from Trinidad and Tobago. In the case of Tobago, suppliers 

merged under the aegis of the Tobago Sheep Farmers Association (TSFA). 

A fourth promotional phase (November 95 to March 96) has been conducted. A total of 140 

animals was supplied by nine suppliers. In order to increase the number of producers to meet 

the prevailing demand at Hi-Lo, a 3-column advertisement was placed in the Trinidad Guardian, 

Daily Express and Newsday newspapers from 8-11 October, 1995 encouraging non-project 

producers to contact CARDI and make the necessary arrangements for participation in the 

promotion. The advertisement elicited 30 responses, thereby facilitating the development of a 

database of sheep producers. 

Processing 
The Sugar Cane Feeds Centre (SFC) in Longdenville, Central Trinidad was used as the abattoir 

for slaughtering, processing and distribution of the carcasses to the Hi-Lo Food Stores. A fee of 

TT$35 per animal was charged for slaughter and delivery of the carcasses to participating 

outlets. Between July 1994 and February 1995, the Tobago Sheep Farmers Association (TSFA) 

made four shipments of live animals to Trinidad for slaughter at the SFC. It was found 

however, that during transportation between Tobago and Trinidad the animals lost between 8-

15 % of their body weight (these values are based on weights taken on farm prior to shipment). 

The weight lost varied from 2.1 kg to 4.5 kg per animal. 

As a consequence, it was decided to slaughter the animals at the Scarborough abattoir in 

Tobago and transport the carcasses and by-products in a vehicle equipped with a chiller to 

Trinidad. Empirical results of this approach showed that weight loss averaged 1.4 kg per 

animal or 5.2% of body weight. This approach was also found to be more cost effective. 
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Sale of carcasses and by-products 

During the 53 weeks of the three phases of the Hi-Lo promotion, 480 animals at an average 

carcass weight of 13.03 kg were supplied to 10 participating outlets. The total weight of the 

carcasses was 6,253 kg valued TT$137,008. Table 1 summarizes the sales performance of the 

three phases. 

Table 1 Sales to HiLo outlets (Phase I - III) 

Phase No. No. of weeks No. of animals Ave Carcass wt. 
kg. 

Total weight 
kg. 

Value TT$ 

I 15 130 12.9 1,.678 35,696 

II 19 161 13.6 2,191 47,478 

III 19 189 12.6 2,383 53,834 

Total 53 480 13.0 6,253 137,008 

In terms of geographical distribution of sales to Hi-Lo outlets, North West Trinidad 

accounted for 73% of sales, followed by North East, 22% and Central, 5%. Table 2 illustrates 

the detail sales by outlet. 
The predominance of sales in the west is consistent with the finding of the omnibus survey 

(1992), that user households for local lamb /mutton are upper and middle class households 

located in urban areas. 
A total of TT$18,453 was received from the sale of both edible and non-edible by-products 

(not part of the Hi-Lo promotion) during the three phases of the promotion. SFC markets the 

by-products and the revenue obtained is used to offset processing costs. 

Advertising 

It should be noted that sales during the phases were accomplished without any form of 

advertising. However, in the omnibus survey of September 1992 and the Hi-Lo survey of 
January 1995, respondents expressed their inability to differentiate between local and imported 

lamb. 
As a consequence, an oval 3-colour label with the wording 'fresh chilled local lamb' was 

printed and distributed to the participating outlets for placement on the packaged product. 

CONCLUSION 
It is evident that producers of lamb/mutton are blessed with the presence of captive markets in 

Barbados, Guyana and Trinidad and Tobago. 
The results of the limited promotion effort have been extremely encouraging. Presently, the 

sale of local lamb /mutton is not promoted in the media or in -store at the point-of-sale. This 
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may be due primarily to the erratic nature of supply and the captive market which is currently 

being serviced. 
Producers therefore need to focus on expanding the supply net as a prerequisite if they are to 

adequately service the hotel sector in Barbados and Tobago, supermarkets in Trinidad and 
supermarkets and meat shops in Guyana. 

Future promotional activity must be linked with the concomitant growth in supply if 

customer service is to be sustained and consumption increased. 

RECOMMENDATIONS 

General 

The existence of market opportunities for the sale of local lamb in each of the project countries 
justify the expansion of the supply net. The expansion of production capability is therefore 
mandatory if promotional activities are to be beneficial and consumption is to be sustained. 

Barbados 

The BAS, working in conjunction with the Barbados Hotel and Tourism Association (BHTA) 
and CARDI should incrementally seek to enhance the consumption of lamb in the hotel sector. 
Targeting the upscale hotels and restaurants in Barbados initially and working downwards. 
Four to six hotels from those which participated in the pilot survey on the consumption of lamb 
in the hotel sector should be selected. 

Taste sessions should be organized with the BAS providing the product to the hotels for 
preparation by the chefs and subsequent tasting by the chefs and other purchasing decision 
makers and influencers. 

Over time, the process should be repeated with the enhanced target market in concert with 
the supply capability at the feedlot. 
Performance should be monitored and evaluated to determine the level of market penetration in 
the sector and the timing for implementation of alternative promotional strategies. 

Guyana 

The market research conducted in Guyana identified retail outlets in Georgetown which had 
expressed their interest in obtaining a consistent supply of lamb. The farmers' group, cognizant 
of this and based on the success of the promotion trial, needs to continue persevering and 
should seek to establish long-term business relationships with these outlets. Expansion of the 
supply net coupled with improved management of the production and marketing effort is 
critical to continued success. In other words, promoting consolidations of the industry among 
the project farmers will contribute towards market share gain by the group. 
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Trinidad and Tobago 

Some level of minimal promotional activity is necessary if only to create increased product 

awareness in the Hi-Lo Food stores. This could take the form of displaying well designed signs, 

placed over the product display. Within the Hi-Lo advertising campaign, specials on selected 
cuts could be featured. 

Sampling 

In order to further encourage purchase, a sampling exercise should be conducted within the Hi-
Lo stores at specific periods. Consumers should be invited to sample (in small quantities) lamb 
kebabs, lamb in soy sauce, etc. and be given specially printed one page recipes for 

experimenting at home. 

Newspapers 

The Daily Express and Trinidad Guardian newspapers are both eager for recipes each week for 
use on their feature pages. These newspapers have expressed their willingness to assist 
developmental projects such as the CSPM project. It is therefore suggested that the newspapers 
be provided with recipes and a simple feature article on the advantages of eating lamb. 
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Marketing fresh chilled local lamb in Trinidad and Tobago 
Milan A. Hosein 

INTRODUCTION 

The Caribbean Sheep Production and Marketing (CSPM) project was initiated by the Caribbean 
Agricultural Research and Development Institute (CARDI) in 1990 with funding from the 
Canadian International Development Agency (CIDA). The overall long-term goal of the project 
was to improve the welfare of low-resource farmers in the Caribbean. the short-term objective 
was to improve the production and marketing capabilities of selected farmers in Barbados, 
Guyana and Trinidad and Tobago. With a focus on the development of sustainable systems for 
the local sheep industry, the project at inception set about integrating production and marketing 
as well as considering gender another social concerns. It had been accepted that the production 
systems should be market driven. The marketing of lamb had been taking place largely through 
the efforts of traffickers and/or butchers. The existence of markets provided the basis for 
facilitating the production of lamb, but the development of the production system and the 
development of opportunities for farmers demanded that alternative marketing opportunities 

was explored. 
This paper will discuss the history of the market for lamb in Trinidad and Tobago and 

considers how the niche market was developed. It then reviews the results of a niche market 
initiative that has been developed to supply fresh chilled local lamb in supermarkets in 
Trinidad and Tobago for a reliable, timely supply for good quality local lamb meat, including 
specialized cuts, at reasonable prices of supermarkets (CARDI, 1993). Entry into this market 
required an adequate supply of sheep to meet such a demand on a sustained basis; and that the 
existing stock could provide the qualify of meat that the consumers demanded. There was no 
doubt that the coordinators of the project could meet both requirements as a study of the 
traffickers and trafficker/butchers in Trinidad indicated that there was a high demand for fresh 
lamb. In addition, through the demand for their product and price had remained fairly static 
since the late 1980s, there were no complaints about the quality of the lamb that the butchers 

had, to offer (Craig et al 1993). 
The trafficker/butchers, through roadside stalls and municipal markets, had a market onto 

themselves but it was evident that a niche existed for consumers who wanted fresh lamb but 
were unwilling to patronize the butchers because they were skeptical of the standards of 
hygiene under which the animals were slaughtered and the meat sold. This niche market was 
not seen to be constrained by price of the lamb but demanded high hygiene standards, meat 
that was fresh, possibly chilled, easily available and cut and packaged in reasonable sized 
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quantities for easy and fast consumption. Investigations revealed that local lamb was, at times, 

available in the supermarkets but never on a sustained basis. The CSPM project studied the 
composition of local lamb carcasses. The work indicated that local carcasses from lambs 30-40 

liveweight were lower in fat than imported carcasses. The acceptable breeds of sheep were 

Barbados Blackbelly, West African, Virgin Island White and their crosses. The animals with the 
Persian Blackhead blood tended to be too fat. These acceptable local carcasses were 
competitive or even superior when compared with the imported carcasses in term of dressing 
percentage and proportions of wholesale cuts. However, the legs tended to be thinner, longer 

and less stocky than those of imported carcasses (Hosein, 1995 unpublished). 

DEVELOPMENT OF THE NICHE MARKET 

The largest supermarket chain in Trinidad was approached to collaborate with CARDI and the 

farmers in a project to supply fresh chilled local lamb to some of their 17 outlets. This chain 

had the largest share of local retail food market and while catering for all consumers, attracted 

a significant proportion of the more affluent customers in Trinidad. Meetings with the 
supermarket chain, the producers and the processor led to the development of the Guidelines 
for the Placement of Fresh Local Lamb in Hi-Lo Supermarkets (Craig & Hosein, 1994). These 

guidelines indicated the responsibilities of each party in the arrangement. 
The project was divided into phases to facilitate efficient coordination, to allow for the 

implementation of new ideas, and to allow producers to incorporate the new marketing strategy 

into their production systems. Producers were not asked to forgo their traditional marketing 
arrangements with traffickers but they were required to commit a quantity of animals that they 
would be able to supply per month. The supermarket chain was informed of the available 
monthly supply and had to indicate the number of carcasses to be delivered weekly to each of 
their participating outlets. The producers were then informed of the date on which they were 

required to deliver their animals to the processors, the Sugarcane Feeds Centre (SFC). 
The live sheep were delivered to the abattoir at the SFC on a Monday evening, fasted 

overnight, slaughtered on Tuesday and chilled and delivered to supermarket outlets on 

Wednesday and Thursday. The slaughter was done in a halal manner. All the animal 
byproducts were cleaned and offered for sale in three packages; the skin, head and feet, and 

tripe with liver, lite (lung) and kidneys. 
The carcasses were cut into retail cuts instore and these included whole legs, leg chops, 

shoulder chops, loin chops, lamb ribs and lamb stew. Payment for the meat was based on the 
weight of the cold plastic-wrapped carcasses delivered to the supermarket outlet. The delivery 
notes were sent by the outlets to the chain's head office which paid initially a price of TT$19.84 
per kg to the farmers within two weeks of delivery. The price increased to TT21.82 per kg in the 
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third phase as the supermarket became convinced that the project's farmers could have 

satisfied their needs. 

RESULTS 

A summary of the supply data of this project is shown in Table 1. 

Table 1 Summary of supply data for two phases of the promotion of fresh chilled local lamb 
to Hi-Lo supermarkets. 

Phase 1 
Jul-Oct '94 

Phase 2 
Nov '94 - Mar '95 

Phase 3 
May - Sept '95 

Total 

Total no of animals supplied 141 177 199 517.00 

Total liveweight (kg) 4,114.6 5,568.3 5,673.2 15,356.10 
Average liveweight (kg) 29.2 31.5 28.5 29.70 

Total hot carcass weight (kg) 1,870.9 2,518.2 244.1 6,829.30 
Average hot carcass weight (kg) 13.3 14.2 13.6 13.66 
Average hot dressing (%) 45.5 45.2 46.5 45.70 

Total cold carcass weight (kg) 1,799.2 2,391.5 2,467.2 6,657.90 
Average cold carcass weight (kg) 12.8 13.5 12.4 12.90 
Average cold dressing (%) 43.7 43.0 43.3 43.40 

Shrinkage (%) 3.8 5.10 5.4 4.70 

Price of meat (TT$/kg) 19.8 19.8 21.8 21.80 
Total revenue (T13) 35,696.1 47,447.4 53,834.3 136,978.30 
Average revenue/carcass (TT$) 253.1 268.0 270.5 264.90 
Average revenue liveweight (ITS/kg) 8.6 8.5 9.4 8.91 

(*) Excluding 17 animals from Tobago 

The animals were received in the first two phases form eight producers and from seven in the 

third phase. The producers were responsible for transporting animals to the abattoir. The 

farmers were able to meet their commitment for over 90% of the animals promised. Shortfalls in 

supply were met by using a reserve of producers who came into the project late. 

The processing and handling was expertly done. The carcasses were well trimmed, chilled 

and covered in plastic for transport to the supermarket. The skins were all sold to a tanner at 

TT$3.00/sldn in Phase 1 and TT$4.00 in Phases 2 and 3. The head and feet have all been sold 

at TT$15.00/set in Phase 1, and TT$17.00 in Phase 2 and TT$18.00 in Phase 3. The offals 

were sold at TT$15.00/set in Phase 1, TT$18.00 in Phase 2 and TT$20.00 in Phase 3. Table 2 

gives a breakdown of the revenue from the sale of by-products in both phases. 
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Table 2 The revenue from the sale of by-products in Phase I, Phase 2 and Phase 3 of the 
promotion of fresh chilled local lamb in Hi-Lo Food Stores 

Phase 1 

lul-Oct '94 

Phase 2 

Nov '94 - Mar '95 

Phase 3 

May - Sept '95 

Total 

No. of animals supplied 141.0 177.0 199.0 517.0 

Actual total receipts form sale (TT$)* 4,659.02 4,442.41 7,352.0 16,453.43 

Average revenue per animal (TT$) 33.0 38.0 42.0 

Cost of slaughter and handling (TT$) 35.0 35.0 35.0 

* Losses of offal took place in Phases 2 and 3 

Eight outlets sold the local lamb in Phase 1. Only six of the eight were involved in the second. 

In the third phase we again supplied eight outlets. Table 3 indicates the location of outlets and 
the proportions of lamb sold by each outlet. Approximately 50%, 80% and 71% of all lamb 

was sold in the west of Trinidad in Phase 1, 2 and 3 respectively. At the same time while 44% 
of carcasses were sold in the east in Phase 1 only 13% was sold in Phase 2 and 19% in Phase 3, 

as sales tended to be slower in the east and central Trinidad. 

Table 3 Location and proportion of lamb sold by each outlet 

Outlet Location in Trinidad Phase 1 Phase 2 Phase 3 
(%) (%) (%) 

Glencoe West 0 0 5 

West Mall West 26 30 33 

Maraval West 13 19 10 

Diego Martin West 10 20 19 

St Anns West 0 10 4 

St Augustine East 15 6 11 

Arima East 7 0 0 

Trincity East 9 7 8 

Barataria East 2 0 0 

Chaguanas Central 11 0 6 

Other - 7 8 4 

4 



CSPM TECHNICAL REPORT 

Supply: The concept of logistics has been identified as critical to the effective functioning of the 

project. The fact that we were dealing with a perishable product whose competitive advantage 

is based upon quality and freshness, mandated effective coordination from production to 

consumption. 

The following issues were considered: quality, consistency, timeliness, transport and shrinkage. 

1. Quality: The quality of the carcasses delivered to Hi-Lo ultimately depended on the 

quality of the live animal as well as the subsequent pre- and post-slaughter handling. 

Specific parameters for supply, with respect to breed type, weight and age of the live 

animal were adopted in an attempt to standardize the quality of the final product. This 

final product was been well received by the consumers. 

2. Consistency: To maintain a consistent supply of carcasses, CSPM asked farmers to inform 

CARDI to their ability to supply live animals over a 3-5 month period. The producers at 

times were not able to meet their commitments which indicated that producers needed to 

improve their planning process as part of improving their business approach. 

3. Timeliness: This refers to the specific issue of the date of delivery o live animals to the 

abattoir. The produces delivered animals late in ten of the 53 weeks of the project and the 

retailers refused some of the late deliveries. Alternative markets had to be found for the 

late deliveries. Emphasis is again placed on the business approach of producers. 

4. Transport: The live animals were transported to the abattoir by the producer on the 

prescribed day. In exceptional cases arrangements were made for alternative transport. 

This increased costs for farmers and the transportation of small numbers of animals did 

not prove to be economical. Producers whose farms were great distances from the 

abattoir found it economical to transport 15-20 sheep per trip. 

5. Shrinkage: This issue has to be critically considered. Animals shrank at two stages of the 

process: 

(a) in transit form farm to abattoir due to urination and evaporation, and 

(b) in the process of chilling through evapo-transpiration. 

CARDI encouraged the abattoir (SFC) to exercise a greater level of flexibility with respect 

to the time of day the animals were delivered to the abattoir in an attempt to minimize 

transport shrinkage. Animals delivered in the early morning or later afternoons 

experienced lower levels of shrinkage due to reduced dehydration. The shrinkage arising 

from the chilling process was approximately 4% and found to be higher with smaller 

animals. Shrinkage reduced farmer revenue. 
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6. Payment: Payments were made to suppliers within two weeks of delivery based on cold 

carcass weights taken at the outlets. Producers found this very acceptable. This delayed 

system of payment differed from the traditional systems of farmers receiving payment ' on 

the hoof' from traffickers. 

7. Price: The costs associated with animals transportation and shrinkage of the carcasses 

were a serious source of concern to the farmers. They expressed that the price of 

TT$19.84 was acceptable before these additional costs were deducted. The supermarket 

chain increased the buying price to TT$21.82/kg for Phase 3 of the project, which was an 

indication that the future of the project was viewed positively by the supermarket chain. 

Sale of by -products: The sale of the by-products covered the cost of the slaughter and 

handling of the animals. The payment for the meat therefore went directly to the producers. 

The prices of all the by-products were increased over the life of the project and the market 

should be able to absorb a further price increase. By Phase 3, the money reserved from the sale 

of by-products could pay for slaughter fees and for transport of animal to the abattoir. 

Consumer demand: From the inception of the project the retailers always indicated that there 

was a demand for the product and discouraged active promotion of the local lamb on the 
grounds that the project would not be able to respond to the increased demand. It is 
noteworthy that this activity took place in the supermarkets without any promotional activity 
and demand still increased over time. As a result, a consumer study was conducted to assess 

the consumer trends and demand over time. The study indicated that a market for fresh local 
lamb existed. There was a significant number of repeat (regular) purchasers and 30% of 
consumers were first time buyers. The lamb was being bought for the following reasons: 

freshness, taste, tenderness, low fat, and basic presentation. At the same time the relatively 
high price was not seen as a major deterrent by many consumers. The availability of the meat in 

specialized cuts made the product accessible to most consumers. The health conscious 
consumers were attracted to the product. Importantly, the survey indicated that the influence 
of family income on the consumer purchasing of the product was not significant. The survey 

gave impetus to the activity and it is believed that this market is sustainable. 

Future of the market: The fact that consumers were willing to purchase the lamb at the existing 

prices was possibly an indication of the good quality service and product which had been 
supplied. The retailers believe that they can sell more fresh chilled local lamb, noting that 
significant market potential exists. 
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Producers need to expand their production base and address the issue of meat quality by 

improving the breeding capacity and quality of their flocks. They should also seek to increase 

their production efficiency and reduce the cost of production, particularly feeding costs. They 
should maintain their traditional marketing arrangements in additional to the existing niche. 

Consumers could be motivated to maintain and even increase demand for fresh chilled 

locally produced lamb over the frozen imported product by being made aware that the latter 

may contain steroids and other chemical additives which could be hazardous to their health. 

CONCLUSION 

There is a place for fresh chilled local lamb in supermarkets in Trinidad. There is a market and 

the challenge is for the producers to meet the demands of this market in terms of quantity, while 
maintaining acceptable quality standards. 

The consumers generally find the quality of the meat supplied so far to be acceptable. These 
niche markets must be sought as alternative markets where conventional marketing 
arrangements have a place in the marketing system. Careful consideration must be placed an 
quality, hygiene and presentation. 
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Market price information 

Randolph C. Hickson 

INTRODUCTION 

The purpose of the Caribbean Sheep Production and Marketing Project (CSPM/P) was 

'to develop the production and marketing capabilities of targeted farm families in 

Barbados, Guyana and Trinidad and. Tobago in ways which will enhance development 

in the CARICOM Region.' Improving market opportunities for sheep and sheep 

products is one important means of attaining this. 

Previous reports on agricultural training needs in the Caribbean had identified the 

absence of market intelligence and skills as a critical constraint to agricultural 

development in the region. Recommendations requesting more training in non-

traditional marketing and more research and training in product development were 

made. 

The Marketing Training Needs Assessment Consultancy conducted by Deloitte and 

Touche in December 1991 in the project countries had recommended a 'training 

workshop for Marketing Information Unit staff on livestock and meat data collection, 

analysis and dissemination to include other livestock in addition to sheep and a 

component on livestock and meat policy analysis to be part of the workshop.' 

Consistent with the aforementioned recommendation, a plan of action for agricultural 

market information units was developed and executed. 

OBJECTIVES 

The objectives of the action plan for the agricultural market information units were to: 

• establish a price data collection system for livestock and meat or to improve upon 

any existing system 

• disseminate information on a timely basis 

• use data as one criterion for policy advice 
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METHODOLOGY 
1. A survey of the Market Intelligence Units (MIUs) of Barbados, Guyana and 

Trinidad and Tobago was conducted in 1992. The survey sought to elicit 

information on the establishment, functions, computer facilities and gender issues 

of the MIUs. 

2. Based on the above findings a two day meeting of the key MIU officials was held 

in Guyana on 9-11 December, 1992 to work out the logistical and other details 

associated with the collection, analysis and dissemination of market price and 

related information. 

3. A plan of action for the MIUs of Barbados, Guyana and Trinidad and Tobago was 
developed. The implementation schedule of the plan called for the dissemination 

of meat price information to the CSPM/P from January 1993. 

4. The market price information was collected, packaged and disseminated through 

the medium of the Sheep and Goat Newsletter. 

DISSEMINATION OF PRICE INFORMATION 

During the period January 1993 to December 1994, six issues of the Sheep and Goat 
Newsletter were produced. The production run on each issue was 1000 copies. 

PRICE MOVEMENTS 

In Guyana, during the years 1993 and 1994, the price of live animals fluctuated 
drastically. In January of 1993, the average price for slaughter animals was G$3,913, 
while at the end of the year the price declined by 19% closing at G$3,162 per animal. 
Prices were even further depressed in 1994, opening the year at G$3,344 per animal and 
closing in December with a moderate 14% recovery at G$3,803 (Table I). 
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Table 1 	Average price of sheep in Guyana during 1993 to 1995 

Period Price/live animal in G$ Price/lb G$ per carcass 

Jan. - Mar. '93 3,913 150 - 180 
Apr.  -  Jun. '93 3,338 

July - Sep. '93 3,865 150 - 190 

Oct. - Dec. '93 3,162 

Jan.  -  Mar. '94 3,344 170 - 190 
Apr. - Jun. '94 3,190 170  -  190 

July - Sep. '94 3,270 

Oct. - Dec. '94 3,803 180 - 190 
Jan. - Mar. '95 4,000 180 - 250 

Note: Average weight of animal - 65 lbs 

Prices at the road side markets, however, remained fairly constant throughout the 2-
year period at G$150 - 190/lb for carcass. 

In 1995 prices started to inch upwards. Live animals were being sold at G$4,000 each 

while road side markets recorded prices of G$180 - 250/lb for carcass. In Trinidad the 

price of carcasses remained relatively stable in 1993 and 1994. The major municipal 

markets offering undifferentiated lamb/mutton cuts reported prices of TT$9 - 10/lb. 

The trafficker/butcher trade for primarily slaughtered animals expanded rapidly 

during the period. In 1993, 972 animals were transported from Tobago to Trinidad. This 

number increase by 82% to 1,772 animals in 1994. The price paid by traffickers remained 

stable at TT$8.80/lb live weight. During peak demand periods, farmers reported a 

moderate price increase. 

Prices in Barbados also remained constant during the reporting period. The price of 

carcass at the farm gate was Bds$4.00/lb while the live weight price at the farm gate was 

Bds$2.00/lb. The Barbados Agricultural Society (BAS) purchased weaners from farmers 

for fattening by the Barbados Agricultural Marketing Company (BAMC) at Bds$2.00/lb. 

Note: US$1.00 = G$12.00 = TT$5.99 = Bds$2.00 
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CONCLUSION 
Based on the examination of price movements during the reporting period in Guyana, 

Trinidad and Tobago and Barbados, it is reasonable to conclude that Guyana is the only 
market which experienced any significant price fluctuations. In any attempt to 
determine the reason(s) for the price movements in Guyana, one has to consider non-

price factors. Research findings have indicated that during the monitoring period, prices 

at the retail level in Georgetown supermarkets and meat shops increased by over 70%. 

The existence of low levels of price fluctuation, primarily in Trinidad and Tobago, may 

be attributed to seasonal variations in demand for the product. This is linked to the 

cultural and religious observances of the target population. 
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