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Abstract

Livestock is a leading sector in Somali economy which contributes to the
GDP and export earning in hard currency. There have been various
challenges facing production, processing and marketing of this sector.

This paper aims to develop and analyze market driven value chain
management strategies with holistic marketing approach, by identifying
major constraints and opportunities of the livestock value chain. Stages
of livestock production and marketing development are also discussed
with recommendations of reorganizing livestock value chain system and
guality control to improve the overall performance of the cluster.

The proposed marketing strategies focus on livestock infrastructure
development access to markets & marketing system, cost effectiveness of
inputs and processing, empower ment policy framework, improvement of
post-harvest handling facilities, satisfying quality standards and
enhancing competitiveness of livestock trading system.

Keywords: Somali Livestock, Marketing, Livestock Marketingarketing
Strategy, Somalia
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1. Introduction

The pastoralist Communities have always had toimootsly rely on
livestock as their most important source of livebd. Besides utilizing
as a direct and stable food in form of meat andt,niiley are also able to
trade to meet cash needs for their daily basicsieadh as healthcare and
education fees.

Pastoralist and rural community have been largegpedding on
livestock in securing consumption needs and prowisif basic services
for a long period of time. The entrepreneurshipgiastock trading and
the private-sector-led export industry have heligedSomali community
to economically sustain, particularly, during thelpnged period of civil
war. Livestock from pastoral production systemsoaots for almost
90% of Somalis’ consumption and meets the demandetbmeat

Somalia has a traditional livestock sector basedamadic pastoralism.
The growing private sector has led export industng the livestock sub-
sector to dominate the economic clusters, gengragoproximately 40%
of National GDP and providing 60% of job opportigst (about 75% of
the agricultural workforce) and earnings about 8¥f%foreign currency.
Approximately 90% rural households’ income is dedvrom this sub

sector’

Many of Somalia’s productive sectors, already weetore the civil war,
have been damaged by decades of armed conflicstatel collapse. The
livestock sector- historically the most productive part of the Somal
economy - has survived relatively well, due in part to itslative
autonomy from government servicéSomalia exported around five
million heads of livestock in 2014 to the Gulf coues, and this indicates
the highest number of live animals exported by Sianfiar 20 years.
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Exported livestock is used to exchange for impoftdifferent basic and
production goods required for running the countgt®nomy which is
working in unregulated environment, unconventioyatem and without
the leading role of formal state institutions. Thilre livestock export has
a major impact on the country’s overall food seguand promotion of
different sectors of the Somali econofhy.

However, the collapse of relevant public institnsoand the lack of
nationwide - government controlled livestock mairkgt policies and
strategies led to inefficiencies in livestock valcigain leading to high
transaction costs, unstable markets, prices an#t e@apetitive position
in foreign markets.

A number of Livestock development studies conductedSomalia
identified constraints and opportunities in the enagegments of the
livestock value chain, for example, production,qassing and marketing
activities.

This paper attempts to analyze the current comdifoSomali livestock,
and recommends fundamental and competitive stegefgr Somalia’s
livestock marketing. The main objectives of thedstare:

* To analyze the current condition of the livestolikster, by indicating
the obstacles and the opportunities of livestockketang in local and
international markets.

* To provide marketing strategies through value chaamagement
processes.

» To provide recommendations in an improvement of metitiveness
of livestock marketing strategies.
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2. Livestock Production & Population

The situation analysis of Somali livestock clugtrealed that livestock
production and productivity of agro-pastoral andtpeal systems are
constrained by several factors including environtalerchange and
climate variability emerging from frequent droughfieods and heavily
on pasturing and water tensions as well as pests diseases that
compromise livestock production.

Other constraints of livestock production are iligbito extension

services, limited access to financial servicesditi@al institutions,

ineffective mechanisms in livestock production dods of common
property resources. Post-harvesting in the livdstgector limited

investment by the private sector in livestock sedadoe to limited

financial facilities economic trends inflation arekchange rate, less
capital and lack of effective production policies)d social trend like
urbanization, Ineffectiveness care of consultastitutions to livestock
developers, and lack of incentives from governmearts also major
concerns.

Somali livestock sector is dominated by small pamts. Therefore,
stakeholders particularly private investors showltérfere to develop,
support, and enable the cluster development stestégy complementary
with national agricultural policies.

There has not been an official census on Somastock since 1989. At
that time a detailed field study was done by UNDRpartnership with
FAO and USAID which presented in human developmmemiort of

Somalia 2001. The report indicated that the totaali of livestock in
Somalia was estimated with 42 million hé&d.
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In 1999 data gathered by the Food Security Assessieit (FSAU)
estimated a total of 38.9 million heads in Som#lihe data revealed
that livestock are distributed in considerable namb over five
geographical zones in Somalia with the possibitifyinterchangeable
because of multiple factot$ The study also disclosed that camels are the
most important domestic animal in terms of biomassl are well
represented in every zone; most cattle are inwloesouthern zones; In
contrast, sheep are far more numerous in the rorhto a lesser extent
in the centre than they are in the south; Therdaage numbers of goats
in the north with substantial numbers in the sobilt, very few in the
centre.

3. Livestock Marketing

Marketing means more than selling, in general, etamg is part of the
holistic process of producing, promoting and picia commodity*?
Marketing is a societal process by which individguahd groups obtain
what they need and want through creating, offeriagg exchanging
products and services of value freely with otH@rs.

Livelihood diversification is a key means for susiag pastoral
livelihoods; access to markets is a key role irpsuting diversificatior*
Considerable evidence shows the degree to whiarsified livelihoods
and investments can assist pastoralists to su#tain livestock-based
economies, especially during droughts and otheckstid

3.1 Supply Chain Value of Marketing Process:

The processing from production to marketing, théicgomakers, and
producer communities should make strategic intdiwento the
following challenges:

1. The shortage of health care and transporting logéstechnology.
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2. The inadequate of enabling infrastructures likedspaquarantine
centers, promotional systems and techniques.

3. The poor value addition of trade services on boafdeeighboring
like health checking food and water for waitingipdrof departure or
sell.

4. The local market facilities needs such as slaughbeises, meat and
milk storage facilities,

5. Inadequate drainage and waste disposal facilitied eeducing
unhygienic practices especially in handling livektgroducts and
impropriate containers.

All above factors, among others, require the atbenand collaboration
of local communities and the administrations, batha regional and
national level. The local relevant actors shouldetigp livestock policies,
ensure quality standards and inject the necessgrgcay in the current
institutions engaged in handling the whole livektgalue chain process.
These steps are necessary because ineffectivespnogeof livestock
supply chain value have caused -in recent yeag®ceease in smartness
and weight of the life animal in international metk Furthermore, the
guality of meat is affected by the long distancarfrthe markets and the
inadequate and obsolete equipment used in tramsgoiivestock to
international markets like Gulf States Yemen angigEg

3.2 Livestock Marketing

3.2.1 Livestock Local Marketing

In addition to small-scale seasonal crops andsfrpibduction, Somalia
depends on livestock products such as meat, nklkssand wools in
furniture, luggage, clothing and food.
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The livestock marketing system, as Bailey et 4990: 6) write consists
of “pastoralists who raise animals, traders who @&oiynals in and around
permanent or periodic markets throughout the ramgis”. They hope to
sell the livestock “at a profit elsewher&.

Livestock local markets has taken different fothizut share common
characteristics, as they are small size markett) diverse kinds of
animals, mostly they are seasonal markets nedretdig towns. Local
markets use the commercial system of distributioth services because
all parties should have full information about thearket; the
intermediatesdedislay) serve both batchers (slaughter) and exporters.

In analyzing livestock markets, there are some dsimns that should be
taken in to account: pastoralist willingness, whpestoralists appear
generally unwilling to liquidate animals to the pbthat their herd size
may prove insufficient to ensure household foodisgc

3.2.2. Foreign Marketing

Since the independence in 1960, Somali governnsemsorted livestock
marketing efforts, and the first five year (19631) strategic-plan for
economic development gave priority to agricultusattor. The plan was
developed on the assumption that livestock expeadsnings and
plantation of crops would increase if there aredvebads, transportation,
ports, and irrigation works. Livestock Developmémgency was formed
in 1965. Veterinary services, provision of waterd of holding grounds,
inoculation, and transportation means were improveastoralists
embraced with enthusiasm to the prospects for weaaximization
through entering the international markets of ligek.“ In the early 1960
the exported livestock value approximately doublédestock soon
surpassed bananas as Somalia's leading &xort
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The Livestock Development Agency had taken the awmsipility of
getting competitive prices for Somali livestock aitd products in
international markets. The agency emphasized wetsri services,
provision of water and pasture in holding grounaisthe livestock when
they undergoing inoculation and transportation. algency helped the
pastoralist's community in providing animal healthre system and
protecting grassing areas. The newly born Somaliespaid greater
attention to raise local awareness about the daenpsbduction, self-
reliance and economic sufficiency to achieve pmiti economic and
cultural full liberalization:’

As a result, the livestock trade grew, domesticdpotion increased as
well as international level. Local markets were rpoted by the
government support and Somali currency (shillinghe government
gave high priority to livestock development, fos ibeing the largest
economic resource of Somali economy. The main ehgéls were the
weakness of the government and the persistentteftéadroughts from
1963 to 1967.

After the military coup in 1969, the Somali govermh maintained the
support of livestock segments by activating livektoagency, and

development strategies. In addition to the ministiivestock, livestock

marketing agency, agency of hides and skin, agehowtional grassing,
agency of rural development were established. Alghomost of the

economic sectors had been nationalized, the licksdector remained yet
in the hands of the private sector.

The primary importers of Somalia’'s livestock wererald states
particularly Yemen, Gulf States and Egypin June 1983, the
government of Saudi Arabia put an embargo on Sasalivestock
claiming that rinderpest had been detected in Solvastock which
made them unsafe. Alternatively, Saudi businessnrerested in
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Australian ranches; while the kingdom was, at thmes time, seeking
market for their new oil product. Whatever the eaube ban created a
large deficit in the Somalia’s national budget aegjative impact on the
livelihood of livestock producers and a great lesghe export trade of
Somalia as 70 percent of export revenue of the rgovent was from

livestock?®

The major challenges of marketing livestock are gheere drought in
1974, the war between Somalia and Ethiopia in 1&Y¥ 1978, and the
escalating armed conflicts in the northern regiokisowing that 80
percent of livestock exports go through Berberat.PQther major
obstacles to livestock export were the lack of adég communications
infrastructure, good roads, transport means, bgnkand financial
services.

Somalia's five-year plan for the period 1987-19&M¢ely reflected that
international pressures and doctoring policies l&d International

Monetary Fund (IMF) US Agency for International [Réwpment

(USAID) allowed private banks to operate. HowewdEAID advised

payment rising for those useful clusters in puldector, farming and
livestock projects. As a result of the civil war many areas, the
economy deteriorated rapidly in 1989 and 1990. iBusly, livestock

exports from northern Somalia represented nearlp&@ent of foreign
currency earned, but these exports came to a Vitiad in 1989.

Shortages of most commodities, including food, ,fuakdicines, and
water, occurred virtually countrywide, followed tfadl of the regime in

late January 199%"

Somali livestock is preferred in both domestic amtdrnational markets;
the traditional foreign markets are Arab Peninsydarticularly Gulf
States, and Saudi Arabia is the most important etafer Somalia
livestock products.
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The price of livestock in these markets has doulitedast ten years
because of improvement in health conditions anstdrof importers in
the quarantine centres in both Berbera and Bog#asonost active ports
for livestock export) and Mogadishu.

Table (1): Somali Livestock End Market Price

Prices in End US$ Per Head
Markets Sheep Goat Camel Cattle
Bahrain 180 180 N/A N/A
KSA 130 130 700 N/A
Kuwait 150 150 N/A N/A
Qatar 140 140 N/A 505
Oman 110 110 N/A 600-650
UAE 104 104 N/A 700-750
Egypt 500 500 2000 N/A
Yemen 140 140 N/A 500-800

Source USAID, Somali livestock End Market Study, 2013
3.3 Livestock Marketing Support Projects

There were some projects funded by mostly inteonati agencies but
unfortunately the projects did not have baseling da enable impact to
be quantified. There is no accurate, appropriatt @mplete data on
activities being undertaken and their associatestscdt is therefore
difficult to carry out cost/benefit analyses of lkegmoject completed to
enable and know the true impact of each.

For instance, in 2000 the laboratories that couddehbeen used to
confirm the presence of disease and effectivenkfisecfunctional case
came out with tangible result that is the Kingdomn Saudi Arabia
allowed to take Somali livestock after the declarabf the official bans
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in 1999 and 2000, and before any credible animaltihenspection and
certification was put in place, the United Arab Eates Also allowed the
export of Somali meat into its market before theyak slaughter
facilities met international operating standardsestablished credible
quality assurance systerfs.

The Somali livestock sector has also been aidethéyconstruction of
four modern slaughterhouses, four meat markets taree livestock
markets while FAO has also developed a livestockfioation system to
help ensure qualit§?

The importing countries have appreciated the supgpeen to date by EC
funded projects as shown by the positive commepnthd UAE, Yemen,
Oman and KSA veterinary officials in formal funaim The acceptance
in February 2009 by large Somali livestock traderase the Berbera and
Bossaso quarantine stations to access the KSA tsakpports this line
of argument.

Capacity building efforts that focused on the pulkctor supporting the
development policy and legal framework helped ia tneation of an
enabling environment for the private sector.

The livestock marketing and export chain over th& few years have
been to improve compliance and acceptability of &ontivestock

products. Between 2004 and 2008 EC spearheadedvempent and
diversification of Somalia’s livestock trade andriketing project. The
project facilitated the development of capacity gbal and human)
within public (ministries and municipalities) andriyate sector
organizations to promote trade transactions. Thdigg system in export
quality livestock and developing functional livesto marketing

information system have been addressed.
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Further efforts are needed to address outstandimgtm@ints and to
consolidate improvements bound to grow livestockniost of Somalia
and to extend marketing efforts to cover meat aittshand skiné?
These efforts and activities are essential to:

a. The protection of Somali livestock assets and ntaderess
should be continued, especially as the facilities lfvestock
marketing are still at rudimentary.

b. It is possible to commercialize livestock and m@aiduction, but
all interventions should not discount that livegt@roduction in
Somalia is about livelihoods not only marketing.

c. Development projects of the community should injeetrketing
projects into sustainability.

d. Improvement of market infrastructure must be ineliwith
community aspirations and needs.

4. Livestock Marketing Strategies:

The holistic marketing approach used in modern estafj marketing
devotion uses a bundle of strategies to comprebhensnarketing
management by choosing target markets, gettingyikgeand growing
customers, through creating, delivering, and comoatimg superior
customer value from the goods and servites.

Drawing from the constraints and opportunities tdied along the value
chains, strategic plan should address the contdradentified and
facilitate exploiting opportunities.

This gives a direction of the strategic plan whigmmarket oriented with
a mission of enhancing the productivity and contpetness of the
livestock sector in agro-pastoral and pastoralesystof Somali livestock
sector. The strategies suggest to improve orgaaieas of livestock
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value chain development i.e. production, processing marketing to
improve the overall performance of the component.

Private sector gives more consideration to thesragsociated with the
livestock business by focusing on marketing stiagegAny effective
change happens in the business environmentwilerhake an impact on
the production and marketing process.

4.1 Production and Productivity Strategies

Considering the major constraints to increasing@sieck productivity,
two priority areas should be focused on:

The first: the consequences of environmental harshness landte
effects like drought and floods that cause fastletem of grazing and
water resources and high livestock death and baatgridration that
effect negatively the market price of livestock.eTiloods have positive
effects on forage availability but cause epidemseases, causes of high
mortality rate of the various livestock spetie€

The second:The strategies of improving production and prouhitgt of
the sector should be included in strengthenindieese of the pastoral
systems by minimizing livestock losses and develgpnechanisms for a
quick recovery of the sector after crises situatlarorder to improve the
capacity of pastoralists, anticipate crises situnmati

In order Somali livestock to have effective mankgtistrategies which
will provide a good ground but not a good enougis paper proposes
the following strategies about livestock infrastire development
strategies and market access strategies

Further, these strategies should be based on comgluscientific
research on field development, livestock marketmgl animal export

130



Somali Sudies, Volume 1, 2016

policy made by both at regional and national lev&ldivestock
marketing strategy formulation is the responsiiliof the public
authorities and the leading livestock export conmggarfrom private
sector.

Livestock marketing strategy evaluation -like evetiger product- should
consider standards of quality, cost, time, andepdas well as customer
satisfaction. The livestock is unique product bseawf having the
following features:

1. Livestock needs for food, water, breathing air eglexation.

2. It may moves by itself to the market place.

3. It cannot be carried with every means like cropdpict for
instance.

Therefore, more variables should be considered rileroto set a
prioritized strategic plan of marketing for thislwable unique product-
the livestock.

Numerous of independent factors influencing livektmarketing should
be identified: External environments such as palltilegal, economic,
cultural, social trends which provide opportuniteesd threats. Internal
factors like human forces, capital, finance, lealgr, skills, systems,
quality, and reputation of the organization aredexdetermine the level
of competitiveness or vulnerability of the livestocmarketing

organizations, for example competition in foreigrarkets, customer
satisfaction and price leading.

Major infrastructural facilites such as roads, esafvater and
telecommunication systems and holding grounds requneavy
investments, that only private sector can notateti While the domestic
livestock trade has increased in volume in the pastdecades, there has
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not been a corresponding improvement in infrastinectin livestock-
producing areas to benefit this crucial activithislrequires a meaningful
investment in infrastructure to facilitate safegster and affordable
delivery of livestock and livestock products to destic and export
markets. Berbera port in Somaliland and Bossasbipd?untland have
been active spots for livestock export, but thedsobnking livestock-
producing areas with major markets and the twospare in a poor
condition. The authorities of Somaliland and Purdlahould prioritize
infrastructure development to facilitate people Awnelstock movements.

African Development Bank proposed livestock infrasture projects
comprising the following projects, among many osh#drat considered
being an opportunity for development in Somalia.

a. Livestock infrastructure development: Livestock infrastructure
development includes two sub-components Firstlynstroction or
rehabilitation of marketing physical infrastructudéke the roads,
transportation means, livestock marketing centets. &econdly,
development of livestock service like health sexyimilk manufacturing,
and livestock slaughter facilities, quarantine istet & veterinary
laboratories, and veterinary check points.

b. Capacity building for pastoralist community: focuses on
community mobilization, farmer organizations, fieldmonstration, staff
and farmer training, promotion of women participati environmental
protection and social management activities.

c. Life services and fattening: Fattening livestock and nutrition are
more important initiatives; fattening ranches maydituated on private
lands and managed privately with minimal investméfrimary focus
should direct to develop policy, regulatory andtitn§onal framework,
organizing water and pasture, dipping facilities] aeterinary services.
d. Conflict resolution over resource usage managemenPeople have
various ways to use for such resources like foreséter, pastures and
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land; and want to manage them in different wayschSesources can be
successful if properly used them, but can lead tteeoonflict when there
is competition over material goods, economic bésgfiroperty or power
in land controlling, and when some perceive thairthialues, needs or
interests are under threat. Community-based natesadurce conflicts
may occur at the local level, but often involve ioggl and national
level.?® The intensity of conflict varies greatly - from rfasion and
frustration among members of a community about lgcaymmunicated
development policies, to violent clashes among goaver resource
ownership, rights and responsibilities.

4.2 Marketing and Market Access Strategies

There are numerous constraints to access the markktexploit the
opportunities in agro-pastoral and pastoral systémagoor political and
economic infrastructures example security factdseign relations
national economic policies and physical structw@sh as roads, holding
grounds, water, dipping facilities, and veterinaeyvices.

4.2.1 Access and Benefit from Markets

There are many factors limited to benefit from nedrlaccess like
shortage in market information, high cost of prdducinputs, multiple

taxes, lack of public motivation, poor quality pumtt So, the marketing
strategy should be set on the national vision tegards to achieve
significant income growth of livestock export. Ttieeme of the strategy
should recognizes regional markets as the mainetafkr livestock and
livestock products, and that regional trade canattyebe improved

through initiatives for regional economic commues{j associations).
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4.2.2 Promotion of Marketing System

To promote marketing system requires developingcaiional direct

institutions which involve capacity building of &stock marketing
institutions and agencies as well as institutes famtlties that offer

diplomas and degrees in livestock specializatidghese provide the
accurate information about the livestock marketsnpetition, demand,
and price, market accessibility, distribution waysl shipment systems,
substitute products and their price and servicesag@ment through
conducting marketing research and livestock studigher education

institutions can contribute marketing system praarotby producing

skilled marketing forces that can promote livestaakmmerce and
export, they aware about the competition and marfettrategies.

4.2.3 Cost of Inputs and Processing

Functional marketing require options that enhaneetcs abilities to
successfully participate in an effective marketiragning on price quality
relationships or collective action of establishthg market facilities - a
task that ranges from investing in basic infragtreecto creating grading
systems that reward investors for producing qualibyducts, high cost of
inputs, multiple taxes, inappropriate incentivesfiicient institutions to
enforce action to create successful public priyatenerships.

4.2.4 Handling Post Harvest Facilities

Post-harvest handling is the stage of production mechiately
following harvest, including cooling, cleaning, 8og and packing. For
example, the instant a livestock product like nolkmeat is removed
from the animal, or the animal is slaughtered, pmeduct begins to
deteriorate. So, post-harvest treatment largelgrdenes the final quality
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of the product, whether it is sold for fresh congtion, or used as an
ingredient in a processed food product.

4.2.5 Satisfying Quality Standards

In the developing countries, including Somalia,talig changes are
driving a massive increase in demand for livestgobducts and
consideration of the quality. The increased demafuats livestock
products can be satisfied from domestic resourcesSomalia with
affordable cost which has impacts, and the pressiarechange within
marketing systems. A supply-side response has Ileencontinued
development of large-scale, urban-based indudtvestock production
systems that in many cases give rise to environrmheahcerns.

4.2.6 Enhancing Competitiveness of Livestock Tradop System

To enhance the key trading system weaknesses esduardeveloping

appropriate pasture land facilitating livestock mment, setting

competitive price, increasing investment in live&to services

emphasizing quality of outputs, getting solution fesource use conflict.
Competitive advantage is being different from oshierterms of product
features, application of skills and knowledge, @riquality, delivery-

schedules and after sale service. There are $dvemnds which should

be taken into the account that emerged from tedgndl innovations

and development like product/service innovatiomssinerships, agencies,
franchises, economies of scale of the product, ssdoiéity of targeted

market segments and niche markets.

5. Recommendations on Promotional Strategies

The writer presented a bundle of recommendatioifisreint stake holder
like government, business sector and livestock @svnand the
community.
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1. The government

Central government should tirelessly work with cegil and states
authorities on political and security stabilisatiespecially in pasture
areas, and establish legal and policy framework ligestock
production and trade.

Somalia has a relative advantage in the livest@tkos in regional
trade, to retain this advantage, a long term paeritical to maintain
livestock production and protect them from the niegaeffects of
environmental and climate changes like draughtsjrabdiseases and
manmade disasters. This kind of risk can be man#dled authorities
provide pasturing reservation areas, introductionesv and improved
cross breeds, promotion of zero grazing/qualitydéydoroduction, and
forestry management system.

Government should provide human development siegegimed to
upgrading working forces skills through trainingograms and
continuing education; it should support the instistuand the faculties
that provide livestock relative specializations eating work forces
involved livestock marketing.

It should take affirmative action in strengthenirgf mutual
relationship with importers and other neighbouramgl regional states
may have effects on our livestock trade stratetfiesugh diplomatic
efforts affecting policies of importing countries foster and raise
their positive attitudes towards Somali livestockoducts, by
enhancing the role of Somali embassies foreign tt@snto which
Somalia export its livestock.

to standardize slaughter systems and sale venuegstock products
and develop animal slaughtering policies and proeeiand enhance
purchasing capacity of the consumers through offesocial justice
and opportunities of labour, resource mobilizati@ducation and
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trainings for sustainable development of the looahmunities and
national economic growth.

2. Business sector and livestock trades

e should develop marketing strategies to overcomé laternal and
external marketing obstacles, by improving distiitiu channels and
facilitating appropriate means in both land andtsaasportation.

* Should establish reliable health institutions tledile to expand
veterinary service and grassing management.

» Should encourage small entrepreneurs to join ipocations to gain a
capacity for the competition in the internationarkets to minimize risks
and maximize profits, having optimum capital stieion livestock.

 Field survey and deep studies are required to dundwhich kind of
changes and development should be done in livestiusker and to
analyse critical constraints and opportunities byducting marketing
research, establishing livestock research centomsuitation and
training centres in coordination with field expestsould be designed
with high priority for private investments.

3. Livestock owners

» Should create attractive environment for local &ordign investment,
taking into consideration all national, regionaldamternational
policies.

* Should work in mutual integration manner to previgom resource
based conflict and cooperate to over through enuiental hardship
and resource scarcity and maintain ethics and Isodtare oftakaful.

* To extend ground facilities and improve veterinamgrvices and
inspection in both production fields and export @oto maintain
livestock quality through effective service in fesgl watering and
other services.
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4. Community institutions

e Financial sector should enhance banking servicesviged to
livestock producers and traders for example toremtgdaraba or
musharakah or murabaha financing with them, to issue guarantee
certificate and also being aware to internatiomahpetitors’ strategies.

» Developmental projects and foreign aids should enoelled to the
agriculture or livestock development. It and mutuaterests of
different stakeholders involved to the livestock rkeding
environment.

* Raising awareness programs should promote usingnaémgy to
improve livestock business profitability, and netng to share
R&D with the industry and other forms of livestodevelopment
projects.

However, differentiation is an important solutiam revive the industry
that will improve margins and develop a more sdptaged trade. This
provides opportunities for quality products, whighimately increase
demand and secure market share but not always wepmice>°

6. Conclusion

From the above description, priority consideratitas to be given to
infrastructure development, capacity building peogs, conflict
resolution on resource uses, marketing system, effsttiveness of
inputs and processing marketing strategies, bygingaall participants.
It should also be given priority to creating an ieowment conducive for
legal and policy framework, as well as coordinatidgvelopmental
assistant projects which address satisfying quastgndards and
competitiveness of trading system. Strategy ev@ainashould complete
quality standards of the product in cost, time,c@riand customer
satisfaction.
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Finally, Somalia should develop techniques to cwere both internal
and external marketing obstacles, improve distidoutchannels and
transportation means, enhance forestry managemeténs, provide
training and continuing education programs and eodadiplomatic
relationship with imported countries and regionales that may affect
livestock trade strategies for sustainable devetygrof Somali economy.
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December 2010.

* UNDP (1998). Human Development Report: Somaliagirdbi: p.3

® The revelation was made by (FAO) May 1, 2015. Tigsre included 4.6
million goats and sheep, 340,000 cattle and 77d200els, estimating their
total worth at US$360 millions.

® African Development Bank, (2010). “Regional Study the Sustainable
Livestock Development in the Greater Horn of Afficzanuary, 2010.

" Since the independent of Somalia the need forldpreent projects in the
livestock sector has been considerable in scaletypel After the Somalia
failed as state the demand for aid became doubteer@ency aid and
developmental assistance). Different relief orgathins attempted to support
the rural and agricultural people but the circumsés of instability and high
risk in the regions constrains this willingness.eTkarget groups and
beneficiaries were either localized as is the weisle milk, fodder and local
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slaughter facility development or wide spread tigioaut the country as is the
case with Render-pest eradication, support to thedsmarketing, slaughter
infrastructure and animal health services delivag other inputs.

Guide to African Markets. British Chambers of Coeroe. 2007.
http://viewer.zmags.com/getMag Pdf.php? matpw. Retrieved 20
August 2010

° There is no updated reliable statistics on theufatipn of Somali livestock,
but there are different estimations. In 1988 Sonmailnistry of planning
presented 44.3 million of heads-as Ahmed A EImid@)Sillustrated in his
book ‘livestock Production in Somalia with especial emplsize on
camels.In 1999 FSAU which is managed by FAO, presentstap of five
ecological zones of livestock distribution”with total number of 42.1
million. On April 2004 FAO presented inSomalia:Towards a Livestock
Sector Strategy with total number of 38.9 million of heads.Theattrreport
of Istanbul conference on Somalia 32-23 May 20H3@nted that Somali has
more than 50% of livestock in Africa with total nber of 34.3 million heads.
Therefore, if this numerical evidence is accurdientthat means there is
decreasing in livestock population in Somalia.

12 EAO/World Bank/ EU (2004). Somalia, Towards a Isitack Sector Strategy.
p. 27

" The factors affecting the distribution of the kteck are: 1) Drought which
causes movement in internal regions and cross ha2jidRainy season and
the dry season; 3) Unrest security situations bexaf tension or armed
conflict; 4) Fluctuation for the sake of the expds) In addition to that
sometimes personal factors affect the study andlitatine analysis.
Therefore, Density of animal and their scope w#l @ifferent by region
within two sequence period of time.

2 The initial steps of livestock marketing includa identify the demand level
and select the market place, To estimate productmsis and cash flow
needs, To recognize or determine quality levelrofnals being produced to
satisfy the market demand, To contact to the buydrs will interested in
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that type of animal, The final step in the markgtehain is to evaluate the
pricing and delivery alternatives, and decide wiafternative to be used.

Philip Kotler (2002), “Marketing Management”, N&hnium Edition.
Custom Edition for University of Phoenix. p. 7

Diversification means to support livestock productby allowing herders to
better manage risk through diversifying activitiaad investments. For
example, herders depend on selling animals to ¢imanitial investments in

trade and education, while ensuing revenues fromlinestock activities can

support pastoralists. Cash earned from livestadetrfarming and other non-
herding activities not only facilitates livelihoodiversification, it also

finances purchases of veterinary medicines, scfe@sd and, increasingly,
feed and fodder to sustain pastoralist production.

Little PD. (2009). Income diversification amongspaalists: lessons for
policy makers. Policy Brief 3.COMESA (Common MarKet Eastern and
Southern Africa) and Pastoral Areas Coordinatiomalgsis and Policy
Support (PACAPS) Program, Tufts University, Medidwh.

.Bailey, D., C.B. Barrett, P.D. Little and F. Claab 1999. Livestock markets
and risk management among East African pastoratistsview and research
agenda. GL-CRSP Pastoral Risk Management Projeatiniaal Report No.
03/99. Utah State University, Logan. P. 46.

Some of the forms of livestock local markets adalowing: 1) Co-existed
livestock market: The earliest form of livestockriket often co-existed with
specific locations where people came together yodmal sell the essentials of
everyday life. Livestock would usually be broughtthe market area of such
venues, corralled in temporary pens and exchangedigh ‘private treaty’
haggling between buyers and sellers. 2) Purpos#d+barket: structured
market usually in the towns and cities across thenty were the price
formation and exchange conditions are well knowith ywermanent penning
and sales. 3) Commercialized Market: The largestketastructure in the
trade of livestock as multiple transactions thatrebterize theaylad system,
whereby company agents purchase livestock diréaty pastoralists outside
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of the major traditional livestock markets. Thegew exporters have found it
more profitable to send agents directly to pasigisain the render places.

8 Nelson, Harold D. (ed). (1981) Somalia: A Coun®udy, American
University Foreign Area Studies, Washington p 136

9 Nelson, Harold D. (Ed). (1981) Somalia: A Count®judy, American
University Foreign Area Studies, Washington p. 87

% Metz, Helen Chapin, (Ed). (1992) Somalia: A Coun8tudy, Federal
Research Division, Library of Congress, p. 165.

“Chapin Metz, H. (Ed). (1993) Somalia: a countnydgt Federal Research
Division, Library of Congress.

2 Any increase in live animal exports may not beeloldue to improved
disease surveillance, control efforts, and the @ated support to the private
or public sectors, but due to other considerations.

% FAO (2014) “Somalia registers record exports ofilion livestock in 2014”
http://www.fao.org/news/story/en/item/283777/icode/

24 EC (2009) Review and Identification of a LivestoBlector Strategy and
Programme toAddress Food Insecurity and Economiweldpment in
Somalia” Final Report — May, 2009.

% Philip Kotler (2002), “Marketing Management”, Nihnium Edition.
Custom Edition for University of Phoenix.

% EAFF,( 2012)“Eat Africa livestock Strategy”. P..22

%’ Some common strategies mostly used in marketirg facus strategy,
diversification strategy, Integration strategy (& and horizontal
integration) in combination with pricing strategaesd competition strategies.

8 The conflicts range from disputing among localtpass men over the use of
land, to conflicts among clans on controlling ovesodland. Community-
level conflict might involve government agenciesneéstic and multinational
businesses, politicians, international developmegencies and non-
governmental organizations (NGOs).
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? Daniel Buckles and Gerett Rusnak, (1999). Confiintl Collaboration in
Natural Resource Management; International DevetopirResearch Centre;
pp. 2-45

% Yacob Aklilu, Peter D. Little, Hussein Mahmoud adohn McPeak (2013)
“Market access and trade issues affecting the ddglén the Horn of Africa”
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