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I. Introduction 

Beside red meat and fish, broiler meat is considered one of the most important sources o animal protein [1] Many 

types of poultry including chickens provide human with nutritional and economical products [2]. Khartoum State 

the capital State of the Sudan constitutes the larger market in the country. It encompasses about 6.2 million 

inhibitors in 2009 [3] .This high population expansion is followed by high demand for food stuffs broiler meat is 

not an exception.  In Khartoum State people consume three types of poultry meat, these are pigeon meat, duck 

meat and broiler meat with broiler meat constitute (94%) of the poultry meat consumed [4]. During the last decade 

broiler industry experienced rapid growth in Sudan particularly in Khartoum State, it produces about 90% of the 

total broiler production country wise [5] . Different production sectors and units are involved in broiler production 

throughout the State with the giants investment companies like Kuwaiti Farm established in 1979 and the two 

Arab poultry production schemes established during 1980s followed by other closed system farms supplying the 

bulk of broiler meat. Other production sectors include medium scale farms.  Recently the concept of family farms 

was introduce and implemented  as a distinct sector with the aim of securing food and generating income for 

poorer families .As  in other part o sub Saharan Africa family poultry production represents an appropriate system 

to contribute to feeding the fast growing human populations and to provide income to poor small farmers, 

especially women[6-8].The production of these three different sectors is distributed through set of institutions, 

and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, 

clients, partners, and society at large [9].                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                               

Abstract: The objectives of this study are; to follow up the marketing channel of broiler meat produced 

Khartoum State, to calculate the value added, value share and to find out  the producer’s share in  Khartoum 

State..Across sectional survey involving six investment companies, 15 medium scale farms and 15 family farms 

was conducted during the period between March to July 2012. The marketing channels starting from the 

producers in each production sector were followed up and the data used to calculate the value added was 

collected from each actor using structured questionnaire. SPSS program was used to analyze the data. The 

study revealed that most of the production of the three sectors is delivered directly to the final consumer.   

There was a significant difference in the value add by the producers in the three sectors with investment 

companies has the highest value added. At the wholesale level there is no significant different in the value 

added to the products received from investment companies and medium scale farm, while the value added to 

the product received from the family farms is significantly (P ˂ 0.05) lower than the two formers. At retail 

level there is no significant difference in the value added to the production of the medium scale farms and 

family farms, whereas, they are significantly (P ˂ 0.05) lower than the product of the investment companies. 

At the producer and wholesale level the  value share is  significantly different (P ˂ 0.05) between the three 

sectors. However, the highest producer value share is provided by the investment companies. Retailer has the 

lowest value share with significant difference (P ˂ 0.05) between the retailer value share of the product 

delivered from investment companies and the other two sectors which do not differ. The producer in investment 

companies has the highest producer’s share followed by the family farms then the medium scale farms (81.3%, 

80.0%and 78.6% respectively).  

The study concluded that many marking channels for broiler meat exist in Khartoum State. The capital 

invested has a determinant role in the length of the channel, the value added, value share and producer’s 

share.  
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The role of middlemen in marketing broiler meat in Khartoum State cannot be overseen; they add more values to 

the primary product. This work aim to follow up the channels of broiler meat produced by investment companies, 

medium scale farms and family farm to identify the different actors  in each channel , to calculate the size of the 

average value added for each actor to reflects the amount of labour, expenses and risks that an actor has put into 

the product, to calculate the  price spread  which is the difference between farm value and retail price [10] and to 

compare between the producer share of the three production sectors. 

II. Methodology 

A.  The Study area 

 

The study was conducted in Khartoum State, Sudan. The State lies in the semi desert region between the latitude 

15. 47′ N and the longitude 32. 43′ E and located at the confluence of the White Nile flowing north from Lake 

Victoria and the Blue Nile flowing west from Ethiopia. Divided by the Niles, Khartoum is tripartite metropolis 

with total area of 22.122 Km2. Khartoum State has seen rapid urbanization since 1970s largely as a result of a 

mass rural-urban migration of a young population, caused by the combined impact of the civil war, desertification 

and draught [11]. 

B.  Sources of data 

 

       Data were collected from both secondary and primary sources. The secondary data were obtained from 

different sources such as Ministry of Agriculture, Animal Resources and Irrigation -Khartoum State, Relevant 

studies, text books and web sites. The primary data were collected by conducting field survey during march- July 

2012 in which a stratified sample from the production units in the State was investigated.  

        Lists of production units were obtained from State Ministry of Agriculture, Animal Resources and Irrigation. 

The production units were divided into three sectors these were; the large companies investing in broiler 

production, medium scale farms and the family farms. The sample involved six investment companies, 15 medium 

scale farms and 15 family farms. The marketing channels starting from the producers at each sector were followed 

and the data used to calculate the marketing margins were collected from each actor using structured 

questionnaires. 

C.  The formulae used in  calculation  

 

 For calculating the value added and the value share the following formulae were used based on [12]: 

Added value = Price received by actor – Price paid by actor 

Value share = Added value x 100 / Final retail price 

The producer’s share = producer’s price/ Consumer’s price [13]. 

 

III. Results and discussion 

 

A. The marketing channels of broiler meat in Khartoum State 

 

The study revealed that there are several actors involved in broiler meat marketing in Khartoum State; these are 

the producers, wholesalers and retailers.  

The distribution channels of each sector are presented in table 1 and figure1. Most (45.1%) of the production of 

investment companies is delivered directly to the final consumer. These companies with their large facilities are 

able to reach the final consumer through their retail centres or mobile distribution vehicles. Considerable quantities 

(31.6%) are distributed through the agents scattered all over the State. Wholesalers and retailers distribute the 

remaining quantities of the broiler meat produced by the companies. They obtained these quantities directly from 

the companies’ centres or agents. 

        The medium scale farms which are located near the consumption areas deliver 39% of their production 

directly to the consumer, either at the farm gate or through their own distribution centers. They also deal with 

agents for the distribution of 27.7% of their production. Wholesalers and retailers deliver about one third of the 

medium farms production to the consumers. 

The production of the family farms is distributed from the farm gate, via retailers, agents and wholesalers (36.8%, 

35.8%, 14.7% and 12.7%) respectively.  
Table 1.  Distribution channels of broiler meat in Khartoum State 

 
                         Channel 

Sector 
Consumer Agents Wholesalers Retailers Total 

investment companies 45.1% 31.6% 15.8% 7.5% 100% 

Middle scale farms 39% 27.7% 20.0% 13.3% 100% 

Family farms 36.8% 14.4% 12.7% 35.8% 100% 
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It is clear that the capital invested has its role in the determination of the marketing channel. This is obvious from 

following facts: 

 First; the percentage of the product that delivered through shorter channel from the producer directly to consumer 

declines as we move from the investment companies to family farms (45.1%,39% , 36.8%) respectively. 

Second; the type of investment facilities acquired by the producer range from owning permanents distribution 

centers and mobile distribution vehicles in case of the investment companies to only permanent distribution 

centers  in case of the medium scale farms ,while by definition the family farms  possess neither  distribution 

centers nor mobile distribution centers. The concept, scale and available capital do not permit owning such 

facilities. 

Third; dependency on agents in the distribution also declines as we move from the investment companies to the 

family farms, as the study revealed that 31.6%, 20% and 14.5% of their production is distributed through agents 

respectively. The agent does not possess the product which implies that the producer should shoulder all the 

marketing costs. 

     

  

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 
 

Figure 1. Marketing channels of broiler meat in Khartoum State 

 

B. The value added to the broiler meat 
 

      Table 2, displays the value added to the broiler meat produced by the different actors in the channel in the 

three sectors.  There was a significant difference in the value add by the producers in the three sectors. Investment 

companies has the highest value added, they add more value to their primary product in term of processing, 

packing, storage and transportation. This reflects the strong production- marketing integration strategy adopted 

by these companies. Family farms provide more value added to their product than the medium scale farms, having 

small amount of production families can bear the cost of distribution by delivering their product directly to the 

selling centers depending of family labour, while the relatively large amount produced by medium scale farm and 

the relatively low investment potentialities justifies more dependence of other actors in adding more value to their 

product. 
 

Table 2 . The value added to broiler meat by the actors in Khartoum State 

           Actor 

Sector 

producer wholesaler retailer 

Investment companies 3.1±376a 1.5±000a 1±000a 

Farms 1.1±173c 1.5±319a 0.5±000b 

Family farms 1.5±703b 1±000b 0.5±088b 

Sig * * * 

 Significant at (P ˂ 0.05). 

 A b c: Means within the same column followed by different superscripts are significantly (P ˂ 0.05) 

different. 
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 At the wholesale level there is no significant different in the value added to the products received from investment 

companies and medium scale farm, while the value added to the product received from the family farms 

significantly differ from the two formers. The large quantities imply that more value added in form of storage 

capacity and time beside more labour and more risk bearing at wholesale level.  

At retail level there is no significant difference in the value added to the production of the medium scale farms 

and family farms, whereas, they differ significantly from the product of the investment companies. The relatively 

smaller amounts imply less value added in form of labour, storage and risk bearing.   

    
Table 3. Value share of broiler meat in Khartoum State 

           Actor 

Sector 

producer wholesaler retailer 

Investment companies 51.7 a 9.5a  6.2 a 

Medium scale Farms 7.9 b 10.7b  3.8 b 

Family farms 11.5C 7.7C  3.8 b 

Sig * * * 

 

 Significant at (P ˂ 0.05). 

 A b c: Means within the same column followed by different superscripts are         

      Significantly (P ˂ 0.05) different 

 

C. The value share of broiler meat  
 

Table 3,  presents the value share of each actor in marketing channel of the broiler meat. The highest producer 

value share is provided by the investment companies which is significantly differs (P ˂ 0.05) from that of both 

medium scale farms and family farms. The two latter also significantly differs (P ˂ 0.05) from each other with the 

value share of medium scale farms being the lowest. 

At the wholesale level, the value share significantly different between the three sectors. More value share is 

provided to the product delivered from the medium scale farms indicating that the relatively large quantities and 

low capital of these farms beside the lower price lag behind more dependence on the wholesaler, hence larger 

value share. 

       Retailers have the lowest value share to the products delivered from all sectors. There is a significant 

difference between the retailer value share of the product delivered from investment companies and the other two 

sectors which do not differ. Large quantities and higher prices of the product deliver form investment companies 

imply more storage facilities and more labour, this justifies the larger value share of retailer. 

D. The producer’s share 
 How much the producer receives from the price paid by the consumer in each sector is presented in table 4. The 

producer in investment companies has the highest producers share followed by the family farms then the medium 

scale farms (.81.3%, 80.0%and 78.6% respectively). The producer’s share corresponds to the value share, a fair 

principle. 

 

Table  4. Producer’s and consumer’s prices of broiler meat and in 

 Khartoum State 
Sector Producer’s price 

(SDG) 
Consumer’s price 
(SDG) 

The price spread Producer’s share 

Investment companies 13 16 3 81.3% 

Medium scale farms 11 14 3 78.6% 

Family farms 10.5 13 2.5 80.0% 

 

IV. Conclusion 

The study concluded that many marking channels for broiler meat exist in Khartoum State. The capital invested 

has a determinant role in the length of the channel, the value added, value share and producer’s share. By 

utilizing family labour, family farms have more value share hence producer’s share than medium scale farms. 
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