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ABSTRACT

Livestock marketing is a critical component of pastoralist communities, offering opportunities for
economic growth and livelihood improvement. Understanding the relationships between Livestock
Marketing, Marketing Intermediaries, and Pastoralist Economic Status is essential for effective
policy-making and interventions. This study examines these relationships using data collected
through surveys and interviews within pastoralist communities. Advanced statistical techniques,
including mediation analysis, were employed to analyze the data. The findings reveal a strong and
positive direct relationship between Livestock Marketing and both Marketing Intermediaries and
Pastoralist Economic Status. Additionally, Marketing Intermediaries have a positive direct
relationship with Pastoralist Economic Status. These results emphasize the importance of Livestock
Marketing and the role of Marketing Intermediaries in supporting economic growth and
empowering pastoralist communities. The implications of these findings for managers,
policymakers, and practitioners are discussed, highlighting the need for interventions to enhance
Livestock Marketing and support Marketing Intermediaries. Future research directions are also
outlined, including longitudinal studies and investigations into contextual factors and sustainability
aspects. Overall, this study contributes to the understanding of Livestock Marketing in pastoralist
communities and provides insights for effective strategies to promote economic development and
sustainable livelihoods.
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1. INTRODUCTION

Livestock marketing plays a crucial role in the economic development of pastoralist communities,
as it provides a means for pastoralists to generate income and improve their livelihoods (Lamesegn,
2018). However, the effectiveness and impact of livestock marketing efforts are influenced by
various factors, including the involvement of marketing intermediaries and the overall economic
status of pastoralists (Benti et al., 2022). Understanding the relationships between these variables
is essential for developing effective strategies and interventions to promote sustainable economic
growth and empower pastoralist communities (Erick, 2022).

The aim of this study is to examine the relationships between Livestock Marketing, Marketing
Intermediaries, and Pastoralist Economic Status. By exploring these relationships, the study seeks
to provide insights into the dynamics and implications of Livestock Marketing practices in
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pastoralist communities. The findings from this research will have significant managerial
implications for policymakers, organizations, and practitioners involved in supporting pastoralist
livelihoods and promoting economic development. To achieve the objectives of the study, data was
collected through surveys and interviews conducted within pastoralist communities. The collected
data was then analyzed using advanced statistical techniques, including mediation analysis, to
examine the direct and indirect relationships between Livestock Marketing, Marketing
Intermediaries, and Pastoralist Economic Status.

The findings of this study will contribute to the existing literature on Livestock Marketing in
pastoralist communities and shed light on the role of Marketing Intermediaries in facilitating
economic growth. The results will provide valuable insights for policymakers and practitioners in
designing and implementing effective interventions to support Livestock Marketing and enhance
the economic well-being of pastoralists.

2. THEORETICAL LENSES AND FOUNDATION

When examining the effect of livestock marketing on the economic status of pastoralist
communities, it is essential to consider the role of market intermediaries (Seid, 2019). Market
intermediaries are individuals or organizations that facilitate transactions between producers and
consumers by providing services such as transportation, storage, financing, and information (Tiki
& Little, 2022). They play a crucial role in linking pastoralist communities to wider markets and
influencing their economic outcomes (Duguma, 2022). Several theories can help explain the
relationship between livestock marketing, market intermediaries, and the economic status of
pastoralist communities. Here are three relevant theories:

a. Market Access Theory: This theory suggests that market intermediaries can enhance the
economic status of pastoralist communities by improving their access to markets (Hinestroza,
2018). Pastoralists often operate in remote areas with limited infrastructure and face challenges in
accessing distant markets(BIRHANU CHAMO, 2022). Market intermediaries can bridge this gap
by providing transportation and logistics services, helping pastoralists reach larger and more
lucrative markets. By connecting pastoralists with buyers, intermediaries increase their market
opportunities, potentially leading to higher prices and increased incomes(Lin et al., 2020).

b. Value Chain Theory: Value chain theory emphasizes the importance of market intermediaries in
adding value to products along the supply chain (Prasetyo & Dzaki, 2020). Pastoralist communities
usually engage in primary production, such as raising livestock, but lack the resources or
knowledge to engage in downstream activities like processing, packaging, and marketing (Chesos,
et, al., 2021). Market intermediaries can fill this gap by providing these value-adding services. By
processing and marketing livestock products on behalf of pastoralists, intermediaries can increase
the value of the products and capture higher margins (Prasetyo & Dzaki, 2020). This value addition
can positively impact the economic status of pastoralist communities by increasing their incomes.

c. Information Asymmetry Theory: Information asymmetry refers to situations where one party in
a transaction has more information than the other, leading to imbalances and potentially
exploitative relationships (Ayele, 2019). In the context of livestock marketing, pastoralist
communities often lack information about market conditions, prices, and demand dynamics (Bassa
& Woldeamanuel, 2019). Market intermediaries can mitigate this information asymmetry by
providing pastoralists with market information, helping them make informed decisions about
production, timing, and pricing (Mengistu, 2022). By empowering pastoralists with relevant
information, intermediaries can enable them to negotiate better prices, avoid market risks, and
improve their economic outcomes.
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These theories provide different lenses to understand how livestock marketing, mediated by market
intermediaries, can influence the economic status of pastoralist communities. It is important to note
that the actual impact will depend on various factors, including the specific context, the
effectiveness of market intermediaries, and the broader socio-economic conditions in which the
communities operate.

3. STATEMENT OF PROBLEM

Despite the importance of Livestock Marketing, Marketing Intermediaries, and Pastoralist
Economic Status, there may be contradictory evidence or inconsistent findings in the existing
literature (Mtimet et al., 2018), Lombebo & Wosoro (2019) and others. Addressing this research
gap requires conducting comprehensive literature reviews and synthesizing existing studies to
identify the sources of inconsistency and potential factors contributing to contradictory evidence.
Further empirical research should be conducted to reconcile these discrepancies and provide a
clearer understanding of the relationships between these variables.

The theoretical foundations and frameworks relating to Livestock Marketing, Marketing
Intermediaries, and Pastoralist Economic Status may be limited or underdeveloped Anno &
Elenica, (2021), BIRHANU CHAMO, (2022), Munir et al., (2022) and others. Bridging this
theoretical gap requires advancing existing theories or developing new theoretical frameworks that
can effectively explain and predict the relationships and dynamics between these variables. This
can involve drawing on related fields such as agricultural economics, supply chain management,
or rural development to enrich the theoretical perspectives.

The methodologies employed in existing studies examining Livestock Marketing, Marketing
Intermediaries, and Pastoralist Economic Status may vary in terms of sample size, data collection
methods, and analytical techniques. For example (Azeb Lemma et al., 2020), (Emana et al., 2017),
(Endris et al., 2020) and (Hi et al., 2018). Addressing the methodological gap involves employing
robust and consistent methodologies across studies to ensure comparability and generalizability of
findings. Additionally, utilizing mixed-method approaches that combine qualitative and
quantitative data can provide a more comprehensive understanding of the complexities and nuances
of Livestock Marketing dynamics in pastoralist communities.

There may be gaps in the existing knowledge and understanding of specific aspects of Livestock
Marketing, Marketing Intermediaries, and Pastoralist Economic Status. These knowledge gaps
could include the exploration of the role of technology and digital platforms in enhancing Livestock
Marketing, the impact of policy interventions on Marketing Intermediaries' effectiveness, or the
effects of Livestock Marketing on social and environmental sustainability Alemneh & Getabalew,
(2019) Tolera & Eik, (2020), Abebe et al., (2022) and others. Addressing knowledge gaps requires
conducting targeted research studies that focus on these specific areas and contribute to a more
comprehensive understanding of Livestock Marketing dynamics in pastoralist contexts.

In summary, research in the field of Livestock Marketing, Marketing Intermediaries, and Pastoralist
Economic Status faces several gaps. These include contradictory evidence, theoretical limitations,
methodological inconsistencies, and knowledge gaps. Addressing these gaps through rigorous
research, theoretical advancements, robust methodologies, and targeted investigations will
contribute to a more comprehensive and nuanced understanding of the relationships and dynamics
in this domain.

4. EMPIRICAL REVIEWS

4.1 Livestock marketing effect on economic status of pastoral community
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Study done by Zewdie Birhanu et al., (2021) demonstrate that livestock is often one of the primary
sources of income for pastoralist communities. Livestock marketing provides them with the
opportunity to sell their animals and earn income. By participating in livestock markets, pastoralists
can access a wider range of potential buyers, including traders, processors, and consumers. Selling
their animals at competitive prices in these markets can generate substantial income for pastoralist
communities, contributing to their economic well-being.

Study done by Tolera & Eik, (2020) conclude that livestock marketing enables pastoralist
communities to integrate into wider markets, which can have positive economic effects. By
connecting with buyers from urban areas or distant regions, pastoralists can tap into higher-value
markets that offer better prices for their livestock products. This market integration can increase
their market opportunities and potentially lead to higher incomes. It can also expose pastoralists to
market trends, demands, and quality standards, encouraging them to adapt their production
practices accordingly to meet market requirements (Girmay & Yeserah, 2019).

Study done by Al-ghaswyneh & Oweis, (2022) The research findings indicate that livestock
marketing can provide pastoralist communities with opportunities to diversify their livelihoods. By
engaging in livestock marketing, pastoralists can explore various value-added activities along the
livestock value chain. They can participate in activities such as milk processing, meat production,
and leatherwork, which can generate additional income streams. Diversifying their livelihoods
beyond primary production can help mitigate risks associated with fluctuations in livestock prices
and enhance their overall economic resilience (Alemneh & Getabalew, 2019).

Erick, (2022) Mention engaging in livestock marketing can improve pastoralists' access to credit
and financial services. Market intermediaries, such as traders or cooperatives, often provide
informal financing arrangements to pastoralists, offering advances or loans against future livestock
sales. This access to credit allows pastoralists to invest in their livestock herds, purchase inputs, or
meet household needs. Additionally, livestock marketing may attract formal financial institutions,
like banks, to provide financial services to pastoralist communities, further enhancing their
economic opportunities.

H1, Livestock marketing has statically significant relationship with economic status of pastoral
community.

4.2 Livestock marketing effect on Livestock marketing intermediaries

Bimrew, (2018), According to the study's conclusion, livestock marketing intermediaries play a
crucial role in facilitating livestock trade between producers (such as pastoralist communities) and
buyers (such as traders, processors, or consumers). The effect of livestock marketing on
intermediaries can vary depending on several factors. Here are some key ways in which livestock
marketing can impact livestock marketing intermediaries:

Study done by Yitayew et al., (2019) demonstrate livestock marketing intermediaries generate their
revenue by buying livestock from producers at a lower price and selling it to buyers at a higher
price, capturing the difference as profit. The volume and frequency of livestock trade directly
influence their profitability. If livestock marketing activities are robust and there is a consistent
demand for livestock, intermediaries have the potential to earn significant profits.

According to Abebe et al., (2022) livestock marketing intermediaries rely on access to livestock
markets to conduct their business. The success of intermediaries is closely tied to their ability to
establish and maintain relationships with both producers and buyers. Robust livestock marketing
activities can provide intermediaries with a steady supply of livestock from producers and a
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consistent demand from buyers. Livestock marketing that improves market access, such as through
the development of infrastructure and transportation networks, can benefit intermediaries by
enabling smoother transactions and expanding their market reach.

Research done by Lutta et al., (2021), findings indicate that livestock marketing intermediaries
often engage in value-added activities along the livestock value chain. They may provide services
such as transportation, sorting, grading, weighing, and sometimes even processing or packaging.
These value-added activities can enhance the quality and marketability of livestock products,
allowing intermediaries to command higher prices and capture additional margins.

Tolera & Eik, (2020) access to market information is crucial for livestock marketing intermediaries
to make informed decisions and effectively navigate the market. Livestock marketing activities
generate valuable market intelligence that intermediaries can leverage to assess market trends,
monitor prices, and identify potential opportunities.

H2: Livestock marketing has statically significant relationship with Livestock marketing
intermediaries

4.3. Livestock marketing intermediaries’ effect on economic status of pastoral community

As study done by Tiki & Little, (2022) livestock marketing intermediaries play a crucial role in
connecting pastoralist communities to wider markets. They provide market access by linking
producers to buyers, including traders, processors, and consumers. By facilitating transactions and
providing logistics support, intermediaries help pastoralists overcome the challenges of remote
locations and limited market infrastructure. This expanded market access can increase the market
opportunities for pastoralists, potentially leading to higher prices and increased incomes.

Mohamed, (2019) demonstrate intermediaries can negotiate prices on behalf of pastoralist
communities, leveraging their market knowledge and bargaining power. They can help ensure that
pastoralists receive fair prices for their livestock products, protecting them from exploitation and
unfair trade practices. By advocating for fair trade and transparent pricing, intermediaries can
improve the economic status of pastoral communities by ensuring they receive a fair share of the
value generated in the livestock market.

Gonfa, (2019) livestock marketing intermediaries often provide value-added services to pastoralist
communities, such as transportation, sorting, grading, and sometimes processing or packaging.
These services can enhance the marketability and value of livestock products, enabling pastoralists
to command higher prices. Intermediaries may also provide access to market information, helping
pastoralists make informed decisions about production, timing, and pricing. By providing these
value-added services, intermediaries contribute to the economic well-being of pastoralist
communities.

According to Abebe et al., (2022) livestock marketing intermediaries may provide financial
services, such as advances or loans, to pastoralist communities. These financial services can help
pastoralists meet immediate needs, invest in their livestock herds, or diversify their livelihoods. By
offering access to credit, intermediaries contribute to the economic empowerment of pastoralist
communities, enabling them to improve their productivity, expand their businesses, and navigate
challenging market conditions.

H3: Livestock marketing intermediaries has a significant effect on economic status of pastoral
community.
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4.4 Livestock marketing intermediaries’ Mediation between livestock marketing and
economic status of pastoral community

In the study done by Guyo Malicha et al, (2022), livestock marketing intermediaries play a crucial
role in mediating between livestock marketing activities and the economic status of pastoral
communities. Their involvement can have both direct and indirect effects on the economic well-
being of pastoralist communities. Livestock marketing intermediaries facilitate market access for
pastoral communities by connecting them to a broader network of buyers, processors, and
consumers. They bridge the gap between producers and markets, overcoming geographical barriers
and logistical challenges. By establishing linkages with various market players, intermediaries
create opportunities for pastoralists to sell their livestock and livestock products at competitive
prices. This increased market access directly impacts the economic status of pastoral communities
by expanding their customer base and creating more avenues for trade.

Study done by Lutta et al., (2021) show that intermediaries have expertise in market dynamics and
price trends. They understand market demand, quality requirements, and pricing mechanisms.
When acting on behalf of pastoral communities, intermediaries negotiate prices with buyers,
leveraging their knowledge and bargaining power. This helps ensure that pastoralists receive fair
prices for their livestock and products, protecting them from exploitation and maximizing their
economic returns. Additionally, intermediaries provide valuable market information to pastoralists,
enabling them to make informed decisions about timing, pricing, and market strategies. This market
information empowers pastoralists to optimize their marketing efforts and obtain better economic
outcomes.

According to Dirriba M et al, (2022) livestock marketing intermediaries often provide value-added
services to enhance the marketability and value of livestock products. They may engage in activities
such as transportation, sorting, grading, and sometimes processing or packaging. These services
improve the quality and presentation of livestock products, enabling pastoralists to command
higher prices. By helping pastoralists meet market requirements and standards, intermediaries
enhance the economic status of pastoral communities by enabling them to participate in higher-
value market segments

HA4: livestock marketing intermediaries has statically significant Mediating relationship with
livestock marketing and economic status of pastoral community.

5. CONCEPTUAL FRAME WORK

H4
Market
intermediaries
H2 H3
: H1 ] e
Livestock »| Pastoralist community's
marketing economic status

Figure 1: Testing Model

Source: Compiled From Reviewed Theories and Literature, 2023
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6. RESEARCH METHODOLOGY

The primary objective of a quantitative investigation is to gather evidence for a specific
characteristic or relationship, preferably a cause-and-effect association (Biru, 2018). Statistical
inference is then applied to generalize the findings to the entire population (Bryman, 2012). Data
analysis involves examining, cleaning, transforming, and modeling data to derive relevant
information, recommendations, conclusions, and decision-making support (Dattalo, 2008). In this
study, the data analysis was conducted using AMOS 23 version and SPSS software. According to
Arbuckle (2014), AMOS (Analysis of Moment Structures) is a user-friendly program for visually
analyzing structural equation models. It allows for easy specification, visualization, and editing of
models using sketching tools. The model's fit was evaluated, necessary adjustments made, and a
final model graphic suitable for publication was produced. A total of 385 pastoralists were surveyed
using a likert scale-based structured questionnaire to collect the data (Kothari, 2004). The following
formula was in this research to calculate the total sample size.

n = zpq/1+N (e) >
n=22pg/14+N ()2 n=(1.96)%(0.5) (0.5)/ (0.05)> =384

Data Adequacy test

The KMO establishes the minimum sufficiency of data that must be more than 0.5 in order for a
factor analysis to be deemed both acceptable and integer.

Table 1: Test for Sample Adequacy

“Kaiser-Meyer-Olkin” evaluate of data sufticiency. 754

“Bartlett's  investigation  for Likelihood value 100.684

Sphericity” Degree of freedom 34
P-Value .000

Source: SPSS result, 2023

Civelek, (2018) mention Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy value is
0.754. This measure assesses the sufficiency of the data for conducting factor analysis. A KMO
value between 0.5 and 1.0 is generally considered acceptable. In this case, the KMO value of 0.754
indicates that the sample size is adequate for conducting further analysis. Bartlett's Test of
Sphericity test assesses whether the correlation matrix is significantly different from an identity
matrix, indicating that the variables are interrelated. The likelihood value obtained from the test is
100.684. The degrees of freedom are 34, and the p-value is 0.000.

Since the p-value is less than the chosen significance level (usually 0.05), it suggests that there is
sufficient evidence to reject the null hypothesis of sphericity. This means that there are relationships
among the variables, and they are suitable for conducting further analysis, such as factor analysis
or structural equation modeling. Overall, based on the results of the KMO measure and Bartlett's
test, the data used in the analysis are deemed sufficient for conducting further statistical analysis.
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Figure 2: Exploratory factor analysis (EFA)

LM=Livestock Marketing; PES=Pastoralist Economic Status; MII=Marketing
Intermediaries’

Source: AMOS result, 2023

Table 2: Covariance testing

Estimate S.E. C.R. P
LM <--> MII 202 021 9.534 hokok
LM <> PES 161 017 9.451 okk
MII <--> PES .160 018 8.991 okok

LM=Livestock Marketing; PES=Pastoralist Economic Status; MII=Marketing Intermediaries’
Source: AMOS result, 2023

Table 2 presents the results of covariance testing using AMOS software in 2023. The table displays
the estimates, standard errors (S.E.), critical ratios (C.R.), and p-values for the relationships
between Livestock Marketing (LM), Marketing Intermediaries (MII), and Pastoralist Economic
Status (PES). Here is the interpretation of the results:

1. LM <--> MII: The estimate for the relationship between Livestock Marketing and Marketing
Intermediaries is 0.202. The standard error is 0.021, the critical ratio is 9.534, and the p-value is
<0.001 (***). These values indicate a significant and positive relationship between Livestock
Marketing and Marketing Intermediaries. The critical ratio being well above the threshold and the
low p-value suggest a strong relationship.
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2. LM <--> PES: The estimate for the relationship between Livestock Marketing and Pastoralist
Economic Status is 0.161. The standard error is 0.017, the critical ratio is 9.451, and the p-value is
<0.001 (***). These values indicate
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Figure 3: Structure Equation Model
LM=Livestock Marketing; PES=Pastoralist Economic Status; MII=Marketing Intermediaries’
Source: AMOS result, 2023

Table 3: Hypothesis Testing

Estimate S.E. C.R. P Hypotheses
MII <-- LM .900 .069 13.008 oAk H2
PES <--- MI 744 .067 11.104 oAk H3

LM=Livestock Marketing; PES=Pastoralist Economic Status; MII=Marketing Intermediaries’
Source: AMOS result, 2023

Table 3 presents the results of hypothesis testing using AMOS software in 2023. The table displays
the estimates, standard errors (S.E.), critical ratios (C.R.), p-values, and hypotheses for the
relationships between Livestock Marketing (LM), Marketing Intermediaries (MII), and Pastoralist
Economic Status (PES). Here is the interpretation of the results:

1. Hypothesis H2: The hypothesis states that there is a relationship between Marketing
Intermediaries (MII) and Livestock Marketing (LM). The estimate for this relationship is 0.900,
with a standard error of 0.069. The critical ratio is 13.008, and the p-value is <0.001 (***). Based
on these results, the hypothesis is supported. The critical ratio being well above the threshold and
the low p-value indicate a strong and significant relationship between Marketing Intermediaries
and Livestock Marketing.
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2. Hypothesis H3: The hypothesis states that there is a relationship between Pastoralist Economic
Status (PES) and Marketing Intermediaries (MII). The estimate for this relationship is 0.744, with
a standard error of 0.067. The critical ratio is 11.104, and the p-value is <0.001 (***). Based on
these results, the hypothesis is supported. The critical ratio being well above the threshold and the
low p-value indicate a strong and significant relationship between Pastoralist Economic Status and
Marketing Intermediaries.

Table 4: Model Fitness

Model NPAR CMIN DF P CMIN/DF
Default model 24 100.684 31 .000 3.248

NFI RFI IFI TLI
Model Deltal rhol Delta2 rho2 CFI
Default model .955 .935 .969 .954 .969

Source: AMOS result, 2023

Table 4 presents the model fitness evaluation for the specified model. The table includes
information about the Normalized Fit Index (NFT), Relative Fit Index (RFI), Incremental Fit Index
(IFT), Tucker-Lewis Index (TLI), and Comparative Fit Index (CFI), as well as other fit indices such
as the Chi-square test statistic (CMIN), degrees of freedom (DF), p-value, and the CMIN/DF ratio.
Here is the interpretation of the results: Chi-square test statistic (CMIN) value for the model is
100.684, with 31 degrees of freedom (DF). The p-value is <0.001, indicating that the model
significantly deviates from the expected values.

The CMIN/DF ratio is 3.248. This ratio is used to assess the goodness of fit, with lower values
indicating better fit. In this case, the ratio suggests that the model has a reasonably good fit, as it is
below the threshold of 5. The Normalized Fit Index (NFI) is 0.955. This index measures the relative
fit of the model, ranging from 0 to 1. A value closer to 1 indicates a better fit. In this case, the NFI
value of 0.955 suggests a relatively good fit for the model. The Relative Fit Index (RFI) is 0.935.
Similar to the NFI, a value closer to 1 indicates a better fit. The RFI value of 0.935 suggests a
relatively good fit for the model.

The Incremental Fit Index (IFI) is 0.969. This index measures the improvement in fit compared to
a null model. A value closer to 1 indicates a better fit. The IFI value of 0.969 suggests a relatively
good fit for the model. The Tucker-Lewis Index (TLI) is 0.954. This index measures the relative fit
of the model, with values closer to 1 indicating a better fit. The TLI value of 0.954 suggests a
relatively good fit for the model. The Comparative Fit Index (CFI) is 0.969. This index measures
the improvement in fit compared to a null model, with values closer to 1 indicating a better fit. The
CFI value of 0.969 suggests a relatively good fit for the model.

Overall, based on the fit indices, the model appears to have a reasonably good fit, as indicated by
the CMIN/DF ratio and the NFI, RFI, IFI, TLI, and CFI values. However, the significant Chi-square
test statistic suggests that there may be some discrepancies between the model and the observed
data.

Table 5: Mediation Analysis

LM MII PES

MII 900 .000 .000
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LM MII PES

PES .669 744 .000

LM=Livestock Marketing; PES=Pastoralist Economic Status; MII=Marketing Intermediaries’
Source: AMOS result, 2023

Based on the results presented in Table 5, several key findings can be derived. Livestock Marketing
(LM) has a strong and positive direct relationship with both Marketing Intermediaries (MII) and
Pastoralist Economic Status (PES). This suggests that Livestock Marketing plays a crucial role in
influencing the involvement of Marketing Intermediaries and the economic status of pastoralists.
Marketing Intermediaries (MII) also have a positive direct relationship with Pastoralist Economic
Status (PES). This indicates that the presence and activities of Marketing Intermediaries can
contribute to the economic well-being of pastoralists.

These results provide evidence for the importance of Livestock Marketing and Marketing
Intermediaries in the context of pastoralist communities. Livestock Marketing appears to have a
direct influence on both Marketing Intermediaries and Pastoralist Economic Status. Furthermore,
the presence of Marketing Intermediaries is associated with improved economic outcomes for
pastoralists.

Overall, these findings highlight the significance of Livestock Marketing and the involvement of
Marketing Intermediaries in supporting the economic well-being of pastoralist communities. They
suggest that strategies and interventions aimed at enhancing Livestock Marketing and facilitating
the role of Marketing Intermediaries could potentially contribute to improving the economic status
of pastoralists.

7. CONCLUSION

In conclusion, the study conducted an analysis of Livestock Marketing, Marketing Intermediaries,
and Pastoralist Economic Status. The findings from the analysis provide valuable insights into the
relationships between these variables and their implications for pastoralist communities. The
results indicate that Livestock Marketing has a significant and positive direct relationship with both
Marketing Intermediaries and Pastoralist Economic Status. This suggests that Livestock Marketing
plays a crucial role in influencing the involvement of Marketing Intermediaries and the economic
well-being of pastoralists. The presence and activities of Marketing Intermediaries also have a
positive direct relationship with Pastoralist Economic Status, indicating that they contribute to
improved economic outcomes for pastoralists.

These findings highlight the importance of focusing on Livestock Marketing and the role of
Marketing Intermediaries in supporting the economic development of pastoralist communities. By
understanding the relationships between these variables, policymakers and practitioners can design
targeted interventions and strategies to enhance Livestock Marketing and facilitate the involvement
of Marketing Intermediaries. Such initiatives can potentially lead to improved economic
opportunities and livelihoods for pastoralists. It is important to note that the presented results do
not provide information about the statistical significance or standard errors of the estimates. Further
analysis would be necessary to determine the significance and reliability of these relationships. In
general, this study contributes to the existing knowledge on Livestock Marketing and its impact on
Pastoralist Economic Status. It underscores the importance of considering the role of Marketing
Intermediaries in promoting economic well-being within pastoralist communities. Further research
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and practical interventions in this domain can help drive positive change and empower pastoralists
to thrive economically.

8. MANAGERIAL IMPLICATIONS AND FUTURE DIRECTIONS

The findings of this study have several managerial implications and provide directions for future
research in the field of Livestock Marketing, Marketing Intermediaries, and Pastoralist Economic
Status.

Managerial Implications:

The study highlights the significance of Livestock Marketing for pastoralist communities.
Managers and policymakers can focus on implementing strategies to improve the marketing
channels and infrastructure for livestock products. This can include initiatives such as establishing
efficient transportation systems, storage facilities, and market linkages to facilitate the smooth flow
of livestock products.

The involvement of Marketing Intermediaries can positively impact Pastoralist Economic Status.
Managers can consider providing training and capacity-building programs for Marketing
Intermediaries, enabling them to perform their roles effectively. Additionally, fostering
collaborations between Marketing Intermediaries and pastoralist communities can help strengthen
the relationship and create mutually beneficial partnerships. Based on the findings, organizations
and policymakers can develop targeted economic empowerment programs for pastoralist
communities. These programs can focus on providing financial literacy training, access to credit
facilities, and business development support to enhance the economic status of pastoralists.

Future Directions:

Conducting longitudinal studies can provide a deeper understanding of the dynamics between
Livestock Marketing, Marketing Intermediaries, and Pastoralist Economic Status over time. Long-
term data collection can help identify trends, patterns, and the long-term impact of interventions on
the economic well-being of pastoralists. Future research can explore the influence of contextual
factors such as market structures, policy frameworks, and cultural norms on Livestock Marketing
and the involvement of Marketing Intermediaries. Understanding these contextual factors can help
tailor interventions and strategies to specific regional or cultural contexts.

Further investigation into the sustainability of Livestock Marketing and its impact on pastoralist
livelihoods is warranted. Researchers can explore the environmental, social, and economic
sustainability aspects of Livestock Marketing practices and identify strategies to promote
sustainable livelihoods for pastoralist communities. Comparing Livestock Marketing and the role
of Marketing Intermediaries across different regions or countries can provide insights into the
variations in practices and outcomes. Comparative studies can help identify best practices and
inform policy recommendations for different contexts.

REFERENCE

1) Abebe, B. K., Alemayehu, M. T., & Haile, S. M. (2022). Opportunities and Challenges for
Pastoral Beef Cattle Production in Ethiopia. Advances in Agriculture, 8.
https://doi.org/10.1155/2022/1087060

2) Al-ghaswyneh, O. F. M., & Oweis, K. A. (2022). Marketing of the Livestock Sector and Its
Impacts on Food Security: A Case Study of the Northern Border Region. International
Transaction Journal of Engineering, Management, & Applied Sciences & Technologies
ISSN, 13(4), 1-10. https://doi.org/10.14456/ITJEMAST.2022.72

Copyright © 2023 IJSSMER | All rights reserved |



https://doi.org/10.1155/2022/1087060
https://doi.org/10.14456/ITJEMAST.2022.72

ISSN: 2583-9853| www.ijssmer.com

3) Alemneh, T., & Getabalew, M. (2019). Beef Cattle Production Systems, Challenges and
Opportunities in Ethiopia. Juniper Online Journal of Public Health, 5(1), 2019.
https://doi.org/10.19080/JOJPH.2019.05.555651

4) Anno, E. F., & Elenica, P. B. (2021). Impact of Traders Competitive Rivalry on Supply and
Demand Relations in Livestock Markets in the Drylands of Kenya. International Journal of

5) Ayele, A. (2019). A Review on Livestock Marketing in Ethiopia: Opportunities and
Challenges. Journal of Marketing and Consumer Research, 59, 1-8.
https://doi.org/10.7176/jmcr/59-01

6) Azeb Lemma, K., Adune, D., & Mohammed, S. (2020). Value chain analysis of smallholder
milk producer in West Hararghe Zone, Ethiopia. International Journal of Agricultural
Science and Food Technology, 6, 093—100. https://doi.org/10.17352/2455-815x.000061

7) Bassa, Z., & Woldeamanuel, T. (2019). Market Structure Conduct and Performance of Live
Cattle in Borana Pastoral area: the case of Moyalle District, Oromiya Regional State.
International Journal for Modern Trends in Science and Technology, 5(10), 29-37.

8) Benti et al. (2022). The Effects of Commercial Orientation on (Agro) Pastoralists’
Household Food Security: Evidence from (Agro) Pastoral Communities of Afar,
Northeastern Ethiopia. Sustainability (Switzerland), 14(2).
https://doi.org/10.3390/su14020731

9) Bimrew, A. (2018). Smallholder farmers livestock production and marketing in Bahir Dar
Zuria District, Northwestern Ethiopia. Journal of Development and Agricultural
Economics, 10(5), 159-164. https://doi.org/10.5897/jdae2017.0897

10) BIRHANU CHAMO. (2022). FACTORS INFLUENCING LIVESTOCK MARKET IN
PASTORALIST AREA: A CASE OF HAMMER WOREDA.

11) Biru, A. G. (2018). The Viability and Entrepreneurial Orientation of Micro and Small
Enterprises in Ethiopia: An Institutional Perspective.

12) Bryman, A. (2012). social research methods (4th ed.). United States by Oxford University.
https://doi.org/1098765432 1

13) Chesos, et, al. (2021). Influence of Milk Collection and Milk Utility Form aspects of Value
Chain Innovation on the Performance of the Dairy Sector in Moiben Sub- County, Uasin
Gishu County, Kenya. African Journal of Education, Science and Technology, 6(3), 1-23.

14) Civelek, M. E. (2018). Essentials of Structural Equation Modeling. In Zea Books.
https://doi.org/10.13014/k2sj1hr5

15) Dattalo, P. (2008). Determining Sample Size (D. Tony Tripodi & O. S. U. D. Professor
Emeritus (eds.)). Oxford University Press, www.oup.com%0AOxford

16) Dirriba M et al. (2022). Hides and Skins Market in Borana. In Livestock Research Results
(Issue January).

17) Duguma, B. (2022). Milk composition, traditional processing, marketing, and consumption
among smallholder dairy farmers in selected towns of Jimma Zone , Oromia Regional State
, Ethiopia. Wiley Periodicals LLC, march, 1-17. https://doi.org/10.1002/fsn3.2884

18) Emana et al., 2017. (2017). Analysis of G ender Role in Cattle Value Chain in Dugda Dawa
District, Borena Zone, Ethiopia. International Journal of Research in Economics and Social
Sciences (IJRESS), 7(Issue 11), 665—694.

19) Endris, M., Jemaneh, M., & Mohammed, H. (2020). Study on challenges and opportunies
of Cattle Milk Production and Marketing in the Case of Aysaita District in Afar National
Regional State, Northeast FEthiopia. In Researchgate.Net (Issue December).
https://doi.org/10.13140/RG.2.2.22080.56328

Copyright © 2023 IJSSMER | All rights reserved |H



https://doi.org/10.19080/JOJPH.2019.05.555651
https://doi.org/10.7176/jmcr/59-01
https://doi.org/10.17352/2455-815x.000061
https://doi.org/10.3390/su14020731
https://doi.org/10.5897/jdae2017.0897
https://doi.org/10.13014/k2sj1hr5
https://doi.org/10.1002/fsn3.2884
https://doi.org/10.13140/RG.2.2.22080.56328

ISSN: 2583-9853| www.ijssmer.com

20) Erick, D. S. (2022). THE ROLE OF LIVESTOCK MARKETING IN IMPROVING THE
LIVELIHOODS OF PASTORALISTS. International Journal Og Livestock Policy, 1(1),
2003-2005. https://www.who.int/news-room/fact-sheets/detail/autism-spectrum-disorders

21) Gonfa, L. (2019). Determinants of Food Insecurity in Pastoral and Agro-Pastoral
Households of Ethiopia. Food Science and Quality Managemen, 85, 40-47.
https://doi.org/10.7176/FSOM

22) Girmay, G., & Yeserah, S. (2019). the Impact of Live Animal Export on Meat and Meat
Products Export in Ethiopia. International Journal of Research -GRANTHAALAYAH,
7(9), 162—171. https://doi.org/10.29121/granthaalayah.v7.19.2019.585

23) Guyo Malicha et al. (2022). ELUSIVE PROFITS: UNDERSTANDING ECONOMIC
PERFORMANCE OF LOCAL TRADERS IN THE PASTORAL SMALL RUMINANT
VALUE CHAIN IN NORTHERN KENYA (Vol. 23, Issue 2019).
https://doi.org/10.3197/np.2019.230105

24) Hi, K., Sm, A., Cc, A., Ka, A., & Ic, O. (2018). Beef production and marketing in Nigeria:
Entrepreneurship in animal agriculture. International Journal of Veterinary Sciences and
Animal Husbandry, 3(2), 26—40.

25) Hinestroza, D. (2018). FACTORS INFLUENCING LIVESTOCK MARKETING IN
MARSABIT REGION: A CASE OF MERILLE LIVESTOCK MARKET ARERO. In
American Research Journal of Agriculture (Vol. 7).

26) Ho, K. L. P. (2018). A resource-advantage theory approach on competitive advantage and
financial performance of beef cattle value chain in Vietnam Central Highlands (Issue
August). https://www.researchgate.net/profile/Ho-Khanh-
6/publication/338432922 A _resource-
advantage theory_approach_on_competitive_advantage and_financial performance of
beef cattle value chain_in_Vietnam_Central Highlands/links/616e2c05b90¢51266269¢
704/A-resource

27) Lamesegn, D. (2018). Goat Production and Marketing System in Ethiopia. European
Journal of Applied Sciences, 10 2) (2079-2077), 48-54.
https://doi.org/10.5829/idosi.ejas.2018.48.54

28) Lin, W. L., Ho, J. A., Lee, C., & Ng, S. I. (2020). Impact of positive and negative corporate
social responsibility on automotive firms’ financial performance: A market-based asset
perspective. Corporate Social Responsibility and Environmental Management, 27(4),
1761-1773. https://doi.org/10.1002/csr.1923

29) Lombebo, W. A., & Wosoro, E. S. (2019). Challenges and Opportunities of Urban Dairy
Cattle Keeping and its Role in Poverty Reduction of Livelihoods in Hosanna Town,
Southern Ethiopia. Veterinary Science and Research, 1(1).

30) Lutta, A. 1., Wasonga, O. V., Robinson, L. W., Nyangito, M. M., & Sircely, J. (2021).
Determinants of livestock market participation among pastoral communities of Tana River
County, Kenya. Environment, Development and Sustainability, 23(5), 7393-7411.
https://doi.org/10.1007/s10668-020-00922-8

31) Mengistu, D. (2022). Milk Value chain Analysis in Borana Zone, Southern Oromia. In
Oromia Agricultural Research Institute (Issue June).

32) Mohamed, A. A. (2019a). Pastoralism and Development Policy in Ethiopia: A Review
Study. Budapest International Research and Critics Institute-Journal, 2(4), 1-11.
https://doi.org/https://doi.org/10.33258/birci.v2i4.562 1

33) Mtimet, N., Mugunieri, L. G., Wanyoike, F., Kiptoo, E., & Gulaid, I. (2018). An assessment
of the livestock by-products value chains in Somaliland: The case of bones and tallow.
Pastoralism, 8(1). https://doi.org/10.1186/s13570-018-0130-8

Copyright © 2023 IJSSMER | All rights reserved |



https://www.who.int/news-room/fact-sheets/detail/autism-spectrum-disorders
https://doi.org/10.7176/FSQM
https://doi.org/10.29121/granthaalayah.v7.i9.2019.585
https://www.researchgate.net/profile/Ho-Khanh-6/publication/338432922_A_resource-advantage_theory_approach_on_competitive_advantage_and_financial_performance_of_beef_cattle_value_chain_in_Vietnam_Central_Highlands/links/616e2c05b90c51266269e704/A-resource
https://www.researchgate.net/profile/Ho-Khanh-6/publication/338432922_A_resource-advantage_theory_approach_on_competitive_advantage_and_financial_performance_of_beef_cattle_value_chain_in_Vietnam_Central_Highlands/links/616e2c05b90c51266269e704/A-resource
https://www.researchgate.net/profile/Ho-Khanh-6/publication/338432922_A_resource-advantage_theory_approach_on_competitive_advantage_and_financial_performance_of_beef_cattle_value_chain_in_Vietnam_Central_Highlands/links/616e2c05b90c51266269e704/A-resource
https://www.researchgate.net/profile/Ho-Khanh-6/publication/338432922_A_resource-advantage_theory_approach_on_competitive_advantage_and_financial_performance_of_beef_cattle_value_chain_in_Vietnam_Central_Highlands/links/616e2c05b90c51266269e704/A-resource
https://www.researchgate.net/profile/Ho-Khanh-6/publication/338432922_A_resource-advantage_theory_approach_on_competitive_advantage_and_financial_performance_of_beef_cattle_value_chain_in_Vietnam_Central_Highlands/links/616e2c05b90c51266269e704/A-resource
https://doi.org/10.5829/idosi.ejas.2018.48.54
https://doi.org/10.1007/s10668-020-00922-8
https://doi.org/10.1186/s13570-018-0130-8

ISSN: 2583-9853| www.ijssmer.com

34) Munir, T. B., Economics, F., Sains, U., Nilai, B. B., Salwa, U., Bustamam, A., Economics,
F., Sains, U., & Nilai, B. B. (2022). The Beef Cattle Livestock Research: from the
Perspective of the Resource-Based View (RBV Theory). THE 10th ISLAMIC BANKING,
ACCOUNTING AND FINANCE INTERNATIONAL CONFERENCE 2022 (IBAF 2022),
10, 229-239.

35) Prasetyo, P. E., & Dzaki, F. Z. (2020). Institutional performance and new product
development value chain for entrepreneurial competitive advantage. Uncertain Supply
Chain Management, 8(4), 753—760. https://doi.org/10.5267/].uscm.2020.7.004

36) Seid, A. B. B. (2019). The Effects of Determinant Factors on Livestock Market
Participation: A case of pastoralists at Dullessa Woreda of Afar Region. The thesis Research
is Submitted to Hawassa University School of Graduate Studies in Partial Fulfillment of
the Requirements (Issue March).

37) Tiki, W., & Little, P. D. (2022). Deception and default in a global marketplace: the political
economy of livestock export trade in Ethiopia. The Journal of Peasant Studies.
https://doi.org/10.1080/03066150.2021.2010714

38) Tolera, A., & Eik, L. O. (2020). Stratified Livestock Production and Live Animal and Meat
Export from Ethiopia: Lessons from the Experience of a Donor Funded Project. Climate
Impacts on Agricultural and Natural Resource Sustainability in Africa, 301-311.
https://doi.org/10.1007/978-3-030-37537-9 18

39) Yitayew, A., Yigezu, Y. A., Kassie, G. T., Deneke, T. T., Haile, A., Hassen, H., &
Rischkowsky, B. (2019). Identification of strategies to improve goat marketing in the
lowlands of Ethiopia: a hedonic price analysis. Applied Economics, 51(1), 61-75.
https://doi.org/10.1080/00036846.2018.1490693

40) Zewdie Birhanu et al. (2021). Prevalence of household food insecurity and associated
factors in drought-prone pastoralist communities in Borana ,. Ethiop. J. Health Dev., 35

Copyright © 2023 IJSSMER | All rights reserved |ﬂ



https://doi.org/10.5267/j.uscm.2020.7.004
https://doi.org/10.1080/03066150.2021.2010714
https://doi.org/10.1007/978-3-030-37537-9_18
https://doi.org/10.1080/00036846.2018.1490693

