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Abstract 

India holds 22.5% of the global goat population, with farming largely practiced by economically weaker 

communities. This study assessed goat marketing systems in two major markets of Eastern Uttar 

Pradesh-Semariyawan and Hallore. Data were collected on transportation, pricing, and influencing 

factors like age, sex, and health status. Findings revealed that healthy, young goats fetched higher prices, 

with female goats valued more for breeding. Urgent financial needs were the primary reason for sales. 

Market structure, trader involvement, and transportation modes significantly influenced goat prices, 

highlighting the need for improved market access and support for smallholder farmers. 
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Introduction  

India has 117 million goats which is 22.5% of world goat population and rank first in the 

world (FAO, 1994) Goat farming in India is mainly practiced by socially and economically 

backward class of households. Due to poor investment capacity of these households, goat 

farming could not attain the status of commercial farming The population of goats in India is 

increasing whereas the scope of goat farming is mainly dependent on availability of proper 

markets for goats, their products and by products The performance of goat market is mainly 

determined by the structure of the markets, the channels through which the goats are transacted 

and the marketing costs Under the present scenario. marketing is an essential as well as an 

inevitable component of any production system. Therefore, the present experiment was 

undertaken to study the some of the aspects of marketing system of goats. 

The questionnaires were employed for investigating the sale and pricing pattern of goats 

owned by respondents from the two markets viz market-1 (Semariyawan) and market 2 

(Hallore) of Basti districts of Uttar Pradesh from April to August 1999. The selection of 

eastern UP for this study was based on the fact that goat derisity was higher in this area than 

other region of UP Semariyawan and Hallore are predominantly goat market hence purposely 

selected for study Semiryawan market is the largest goat market in the Basti division followed 

by Hallare. The traders from Nepal. Bihar. and Bengal also visit this market for purchasing the 

goats. 

The distance covered by goats farmers. mode of transportation, number of goats brought by 

farmers, sex, age, health status of animal, feeding and watering of animals at the market, 

reason of selling of the animals, price received and marketing channel existing at markets were 

some of the issues investigated in present study: The price received by goat farmers was 

analyzed for the effect of age, sex, health status and market using least-square technique  

The study revealed that the both the market surveyed are wholesale as well as retail market and 

covers area of up to 25 km radius. The goat farmers-Itinerant traders and wholesale traders 

were involved in goat trading in both the market.  

But the principal marketing channel prevailing in the area was goat farmers- first middleman- 

butcher and consumer Das et al (1999) [2], Rathore (1993) [4] and Basuthakur (1988) [1] also 

observed similar results.
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The perusal of Table showed that most of the persons 

involved in goat trading in the two markets (83.75 at market- I 

and 73% at market-2) under study came from a distance of up 

to 10 km The traders or the goats coming to these markets 

from the distance more than 10 km were very few in number, 

however, at market 2 (Hallore) somme traders came even 

from more than 25 km). 

Comparing the means of transportation for goats to bring 

them to the market, it was found that in both the markets goat 

meners used mainly walking followed by bicycle and 

rickshaw Few goat owners also used jeep truck and tractors 

Devendra and McLeroy (1982) [3] also explained variety of 

transportation in goat marketing. 

At the both markets maximum owners (291% and 28.9%) 

marketed more than 5 goats at a time. However, flock size 

generally ranged from 2 to 3 In contrast to present finding 

Das et al (1999) [2] reported that maximum farmers sold only 

one goat at a time in Bareilly district of LP The four major 

reasons for the sale of goats by the owners were reported in 

both the market (i) urgent need of money, (i) surplus animals, 

(ii) scarcity of feed/fodder and (iv) health of goats It was 

observed that in both the markets (Table 1) the main reason of 

selling of goats was urgent need of money (67.3% and 62.2%) 

Surplus animals were also another major cause of selling of 

goats At both the market majority of the goat farmers offered 

water to animals, however 4 to 9% owners offered nothing to 

their goats. Regarding health status and type of animals sold 

at both the market results showed that proportion of male and 

healthy goats were more than female and weak goats (Table 

21. It was also, observed that about 80% animals marketed 

were young followed by adult (102 and 88 goats at the 

corresponding markets) About 4-5 old goats) were also 

marketed in both the markets.  

Table 1: Various aspect of goat marketing system (in %)  
 

Sr. No. Particulars  Market-1  Market-2 

1- Traveling distance (Km) 

a- 0-5  47.3(26)  17.5(8)  

b- 6-10  36.4(20)  55.6(25)  

c- 11-15  14.5(8)  20.0(9) 

d- 16-20  1.8(1)  2.2(1) 

e- 21-25  1.8(1)  4.4(2)  

2- Transpiration of goats  

a- Walking  65.46(36)  60.0(27)  

b- Bicycle  12.73(7)  20.0(9) 

c- Rickshaw  12.73(7) 6.67(3)  

d- Jeep 3.63(2) 6.678(3) 

e- Truck 1.82(1) 2.22(1) 

f- Tractor 1.82(1) 2.22(1) 

g- Bus 1.82(1) 2.22(1) 

3- Goats brought by farmers (Number) 

a- 1 14.55(8) 2.89(4) 

b- 2 23.64(13) 28.88(13) 

c- 3 21.82(12) 22.22(10) 

d- 4 10.90(6) 11.11(5) 

e >5 29.09(16) 28.88(13) 

4 Reason of selling 

a- Urgent need of money 67.27(37) 62.22(28) 

b- Surplus animals 18.18(10) 17.78(8) 

c- Feed/Fodder scarcity 9.09(5) 13.33(6) 

d- Health of goats 9.09(3) 6.67(3) 

5- Care of goats at market 

a- Watering 56.36(31) 60.00(27) 

b- Feeding 3.64(2) 4.44(2) 

c- Watering and feeding both 30.91(17) 58.00(14) 

d- Nothing 9.09(5) 4.44(2) 

figures in parentheses are number of observations 

 
Table 2: Various aspects of goat marketing system 

 

S. N. Animal Category Market-1 Market-2 

1 Male 82.28(209) 86.73(196) 

2 Female 17.72(45) 13.27(30) 

3 Kids 5.12(13) 5.75(13) 

4 Young 80.31(204) 80.09(181) 

5 Adult 10.24(26) 8.85(20) 

6 old 4.33(11) 5.31(12) 

7 Healthy 89.37(227) 91.15(206) 

8 Weal 10.63(27) 8.85(20) 

Figures in parentheses are number of observations. 

The goat farmers received higher price from female then male (Table 3) at both the 

markets (Rs. 958.50 vs 828.03 and 1026.83 vs 970.00), the reasons might be due to 

fact that consumer visited the markets are interested in 

 

 
 

Fig 1: Count of Animal Category by Market-2 
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Purchasing of females for breeding purpose and rearing, and 

the females coming for sale were usually of higher body 

weight and were at breeding age. Thus the buyers for their 

household rearing preferred breedable goats. Health status and 

sex of goats significantly affected the price of goats in 

different categories Healthy animals were the 

consumers/buyers choice to give more prices. Market effect 

was found significant only on price of adult goats. At market 

1 Le. Semariyawan farmers received more price than the 

market 2 (Hallore), which might be due to presence of more 

traders in the market, influencing price. At both the market, 

the occupation of traders was goat keepers, middleman and 

butchers.  

 
Table 3: Mean Prices (± Standard Error) of Animals by Category and Influencing Factors 

 

Factors/Price 
Category of animals 

Kids Young Adult 

Over all mean 384.61=32.90(26) 833.09=10.14(385) 1026.65=12.19(46) 

Sex - ** * 

Male - 828.03=15.51(375) 970.00=30.0(5) 

Female - 958.50=39.64(10) 1026.83=12.96(41) 

Health Status  * * ** 

Healthy 409.52=37.26(21) 850.84=10.19(340) 1032.93=11.12(41) 

Weak 280.00=51.74(5) 704.34=34.72(45) 920.00=48.98(5) 

Market  NS NS ** 

Market1 369.23=21.58(13) 839.03=15.51(204) 1044.23=15.01(26) 

Market2 400.00=63.29(13) 828.03=15.51(181) 990.00=18.35(20) 

*.P<0.05, **, P<0.01. Figures in parentheses are number of observations.  
 

Conclusion 

The study concludes that goat marketing in Eastern Uttar 

Pradesh is influenced by factors such as health, age, sex, and 

market type. Healthy and female goats received higher prices, 

primarily due to demand for breeding. Most sales were driven 

by urgent financial needs, with walking as the main mode of 

transportation. Semariyawan market offered better prices than 

Hallore, likely due to higher trader presence. Strengthening 

market infrastructure and providing support to small-scale 

farmers can enhance profitability and promote sustainable 

goat farming in the region. 

 

Conflict of Interest 

Not available.  

 

Financial Support 

Not available. 

 

References 

1. Basuthakur AK. Sheep research production and 

marketing in India. 1st ed. New Delhi: Inter-India 

Publications Ltd. Inc.; 1988. p. 336. 

2. Das KS, Srivastva BB, Das N. A study of goat marketing 

system prevalent in two animal markets around Bareilly 

city, Indian Journal of animal Production and 

Management. Indian J Anim Prod Manag. 1999;15:146-

140. 

3. Devendra C, McLeroy GB. Goat and Sheep Production in 

Tropics. 1st Edn. London and New York: Longman; 

1982. p. 220-221. 

4. Rathore MS. Marketing of goats in Rajasthan, Indo-Swiss 

goat development and fodder production project. Ajmer; 

1993. p. 31. 

5. Kumar A, Kushwaha BP. Small Ruminant Production in 

Uttar Pradesh and Uttaranchal regional Perspectives. 

Indian J Small Rumin. 2003:1-5. 

 
How to Cite This Article 

Tripathi AK, Srivastava SP, Singh AK, Kumar M, Singh R. Goat 

marketing and pricing pattern in eastern Uttar Pradesh. International 

Journal of Veterinary Sciences and Animal Husbandry. 2025;SP-
10(8):01-03. 

 
 

 

Creative Commons (CC) License 

This is an open-access journal, and articles are distributed under the 

terms of the Creative Commons Attribution-Non Commercial-Share 

Alike 4.0 International (CC BY-NC-SA 4.0) License, which allows 
others to remix, tweak, and build upon the work non-commercially, as 

long as appropriate credit is given and the new creations are licensed 

under the identical terms. 

https://www.veterinarypaper.com/

