Chapter -1 
INTRODUCTION
1.1 Introduction 
Bangladesh is densely populated developing country of 147570 sq km area with about 162.2 million people. The economy of Bangladesh is mainly based on agriculture. Livestock plays a crucial role in the agricultural economy. About 36 percent of the total animal protein comes from the livestock products in our every day life. It also helps to earn foreign exchange by exporting hides & skins every year. In addition to mechanical cultivation still being cultivating by bovine animal. Countries 25 percent peoples are directly engaged in livestock sector, and 50 percent peoples are partly associated in livestock production. Last year, the contribution of livestock sub-sector to the GDP to agriculture. Last year the growth of livestock in GDP was 7.23 percent.    
Table-1. Contribution of livestock & poultry on national economy: 

	Growth of livestock in national economy  
	7.23%

	Contribution of livestock sector in national economy 
	2.95%

	Role of livestock in agricultural production 
	17.32% 

	Cultivation of land 
	75%

	Self employment
	25%

	Production of livestock products (crore)
	15000 (Approx)

	Foreign exchange earning (only from hides & skins) 2003-04
	4.31%

	Rural transport 
	50%

	Production of organic fertilizer
	80 m.m.t

	Fuel supply 
	25%


Source: Economic Review-2006

According to the last statistics of livestock and poultry population for the year 1993-94, the number was 3 crore 52 lac and 12 crore 28 lac respectively. In 2006-07 the population of livestock and poultry raised to 4 crore 75 lac and 24 crore 60 lac respectively.

Poultry is a part subsistence agricultural farming system in Bangladesh. Poultry production and poultry related industry contributes much more of total livestock sector in Bangladesh.  
1.2 Poultry Sector:

About 178 million poultry (fowls only excluding ducks) of which around 45.0 million (approximately 25%) are hybrid fowls reared under intensive system. 16.5 million rural households rear local breed poultry either in scavenging or in semi-scavenging system.. Of the total poultry meat production (250 thousand mt) commercial poultry (broiler contribute about 70% (175 thousand mt.). Commercial layers (contribute about 66% of the total egg production e.g 90885 nos out of the total 14622 million nos. Annual growth rate in the poultry sector since 1960 has been 10% due to investment of around Tk 60.0 billion in the commercial poultry sector. Commercial poultry created direct and indirect employment to about 3.5 million poeople of which about 35% are women. 75 thousand small and medium sized (SME’s) broiler and layer farms; average flock size of broiler farm is 6000 and layer farm is 2000. There are about 125 hatcheries producing day old (DOC) broiler and layer chickes which supports these SME’s. These hatcheries are supported by 5 granol parent stock farms.Rural poultry flock size to around 25 nos. 

Table-2: Poultry population in Bangladesh 

	Number (In million)

	Poultry
	02-03
	03-04
	04-05
	05-06
	06-07 March / 07

	Chicken
	162.44
	172.63
	183.45
	194.82
	206.89

	Duck
	35.54
	36.40
	37.28
	38.17
	39.08

	Total Poultry
	197.9
	209.0
	220.7
	232.9
	245.97


                                                                                      Source: Economic Review-2006
The density of poultry population per unit of land is high in Bangladesh, compared to other countries of world. The production of egg was increasing on a regular basis with a lower increasing rate which has reached to a higher rate in the year 2005-06. 
Egg is an excellent source of protein and nutrients which are essential for health and growth of the body. Egg is also an inexpensive source of protein among all animal products and also a delicious food item. The increase in production of egg was significant in recent years.

Table-3: Production of egg:
	Production (In million)

	Year
	02-03
	03-04
	04-05
	05-06
	06-07

	Egg
	4777
	4780
	5623
	5422
	3813


                                                                                    Source: Economic Review-2006
Much of the increased egg production has come from commercial poultry sector. Since the last decade it is observed that poultry was one of the major activities where a large number of employments could generate a greater portion of local value addition. Government has declared poultry as a thrust sector and classified it as agrobased industry.
New and more scopes for grow in poultry sector is evident. The gap between demand and supply is huge at present. On the other hand, per capita protein consumption in our country compared to international standards is very low. Unavailability due to small scale of production is also a major factor beside other reasons. 
1.3. History and Progress of Egg Production in Bangladesh:

Bangladesh have a long historical background of poultry raising under traditional backyard farming. Almost all eggs and poultry are produced by villagers in this country since domestication of poultry. The villagers generally kept indigenous chicken under semi-natural conditions mainly for their domestic consumption with very little commercial motives. In 935 improved varieties of birds (white leghom) were first imported in India form foregn countries. Rising of improved type of birds was first started in government poultry farm. In 1947, six poultry farms were first established in different places in this country for supplying eggs and chicks to the villagers. In 1964 a commercial poultry farm named Eggs and Hens Ltd. was established at Gazipur near Dhaka city by late Mr. Ekramul Hossain, which was recognized as a mother commercial poultry farm in the private poultry sector. Poultry farming on commercial and scientific line was started in 1970 in Bangladesh. After the liberation of Bangladesh, BIMAN Bangladesh Airlines, started a commercial poultry farm in the name of Biman Poultry Complex Ltd. at Savar, very close to Dhaka city, mainly to furnhish for flight catering needs of the Biman Bangladesh Airlines but it also fulfilled the demand for eggs and day-old chicks of private poultry farms to some extent. Since then commercial poultry started to gain poularity and during 1990 the poultry production stated taking the shape of an industry with the establishment of a large number of small and large broiler and layer hatcheries. 
Commercial egg production has become a specialized and speedy business at present time for the people of Bangladesh. Now-a- day’s layer farming is being accepted as a profitable business. As a result a good number of small, median and large farms have already been established all over the country. 
Chapter -2 
REVIEW OF LITERATURE
2.1. Introduction 


The Purpose of this chapter is to provide some review of previous studies, which are related with the present study. Because through reviewing of literature a researcher can compare between the past and present study. In the present section, the most common and relevant studies, which have been conducted on the past, are highlighted.

2.2. Studies Conducted in Abroad 


Some economic studies on layer enterprise conducted outside Bangladesh were also reviewed which are discussed below.


Shrivastava et al, (1994) studied on price spread in the marketing of eggs in Lucknow City, In this study the researchers estimated the distributive margins of different actors at various levels of the marketing chain to determine the producers share in the consumers rupee in egg marketing in Lucknow, Uttar prodesh, India.

Ashutosh and Shrivastava (1999) carried out a study on economics of poultry production and marketing in Jabalpur district of Mkadhya Pradesh. They studied 12 Poultry farmers from the organized sector and twenty five poultry farms from unorganized sector. The results revealed the commercial layer and broiler units of particularly the large farmers were well managed and cost effective as compared to the small and medium farms. Among the four main marketing channels, two accounted for 75 per cent share of egg marketing and one accounts for 90 per cent share of broiler marketing. Poultry were considered to have good prospects.
2.3. Studies in Bangladesh 


A good number of studies on poultry and its products marketing have been conducted in Bangladesh. These are discussed as follows:-  

Ali (1976) carried out an economic analysis of poultry farming in Dhaka city. with particular emphasis on small-scale commercial egg producing farms on the roofs of dwelling houses. The researcher found that both small and medium poultry farms were highly profitable. He also identified the problems of farmers. 

Islam (1976) studied egg marketing in Mymensingh town. In this study the researcher identified the marketing system of egg, estimated the marketing cost and margin of egg in Mymemsingh town and studies the marketing efficiency of eggs.

Rahman (1993) conducted a study on marketing of egg in Bangladesh. In this study villages of Mymensingh and Tangail districts were selected as supplying or producing centre and Dhaka city was selected as consuming centre. The marketing patter and function of egg in Bangladesh were examined in this study. The researcher also identified the problems of egg marketing and provided of solution as suggested by egg traders.

D.K.saha (1997) Studied egg marketing in Dhaka city. The researcher identified socio-economic characteristics of farm owners and other market participants, egg marketing system, estimate the marketing cost margin and problems of egg marketing system of Dhaka city 
Miah (1992) studied poultry marketing in Mymensingh district. It is found that poultry birds were marketed through the channel: producer, Aratdar, Wholsaler, retailer and consumer. The intermediaries faced various problems in running their business. The study showed that marketing cost per 50 kg bird was Tk.23.36 on which transportation cost accounted for the highest share. The profit earned by the intermediaries was not encouraging. Since the marketing channel was long, the consumers had to pay high price and producers were deprived of fair returns.

Miah et al. (1992) conducted a study entitled “An economic analysis of poultry marketing in Mymensingh district: a micro level study” they observed that poultry was produced in a backyard subsistence method and the existing poultry marketing was inefficient. Findings of the study revealed 

Rahman (2001) completed a study on prospects and prospects and problems of poultry industry in selected areas of Bangladesh with particular preference to marketing practices. For the study Gazipur and Kishouegonj districts were purposively selected. The researcher selected 130 respondents which included 25 contract growing farmers, 40 traders of broiler and 20 layer farmers and 45 egg traders. He calculated average cost of raising broiler per batch was Tk. 73322 for 1000 birds and the net return per broiler farm per batch was Tk.8058. He also calculated the average cost of raising layer per farm per batch which was Tk. 78940 per 1000 birds and net return per batch (72 weeks ) for 1000 birds was estimated at Tk  14047. The average marketing cost of broiler in Dhaka city and in Kishoregonj for wholesaler cum retailer and retailers were estimated at Tk. 2844, Tk. 2046, Tk.2543 and tk.23702 per 1000 birds respectively.

Chapter -3 

METHODOLOGY
3.1. Introduction:
Methodology is an indispensable and integral part of any research. The reliability of survey research depends on the proper Methodology. Without proper and systematic methodology a study never can achieve the ultimate goal. The methodology is related to selection of the study areas, selection of the samples, preparation of the survey schedule, collection of data, period of data collection, tabulation, editing and analysis of data. The methodology of the present study is discussed in this chapter.

3.2. Selection of the study Area: 


Selection of the study area is an important step for conducting any study. It depends on the objectives or purposes set for the study and where the concerned commodity or work is available. For the present study, Chittagong district was selected because, recently a large number of commercial layer firms have been established there. So, there is a good prospect of egg marketing in the study area. For convenient of researcher, the farm owner and egg trades of Jhawtola, Wireless More, Pahartoli Bazar,  Foy’s Lake, Akbor shah, Lalkhan Bazar, Riazuddin Bazar, Balochura, Bodderhat, Kazir daori, Sholashahar, Halishahar, Nanupur (Fatikchary), Banur Bazer (Shitaconda), BMA gate (Shitacondda) were selected.
3.4. Selection of sample:

The total sample size was 25 in which 5 farms 10 Aratder-cum-wholers,10 retailers  were selected for interviewing. 

3.5. Selection of farms:

In this study 5 layer farms were selected from Shitakondda, Fatkchury, Balochara.

3.6. Selection of Aratdar-cum-wholesalers
Aratder-cum-wholesalers were selected conveniently from Pahartoli Bazar, Riazuddin Bazar, Kazir daory, Sholasher, Halishar. .

3.7. Selection of Retaiters 
10 retailers were selected conveniently from Wireless More, Jhawtola Bazar, Foy’s Lake, Akborshah, Riazuddin Bazar and Kazir daory.

3.8. Period of Data collection 

For the present study, data were collected during the month of July, 2009. 

3.9. Collections of Data

Data were collected both from primary and secondary sources for the study. Primary data were collected by the researcher herself through face to face interview with the selected respondents in the study area. Before the actual interview respondents were given a brief introduction about the nature and purpose of the study. At the time of interview the researcher asked the questions systematically and explained the questions whenever it was found necessary. The layer farm owners were interviewed at their farms while the traders were interviewed at market place.

The study also required data from some secondary sources. Secondary data were collected from various journals, reports, books and Bangladesh Bureau of Statistics (BBS).
 3.10. Processing and Tabulation of Data
After collection of data from the field, all the collected data for the present study were coded, tabulated, summarized and processed for analysis. The first step was taken to scrutinize the data of each and every schedule to find out any inconsistency or omission in the data collection and to avoid irrelevant information. The data were then transferred from survey schedule to tabular forms for systematic study. Then these were analyzed to achieve the desired objective of the study. 
3.11. Analytical Technique:

A list of  tables were prepared on the basis of findings of the analysis to achieve the objectives of the study. Data were presented mostly in the tabular form, because it is simple in calculation, widely used and easy to understand. 

3.12. Problems Faced in Data Collection 

The researcher faced varies problems while collecting data. These are discussed below:

i) There was limitation of the time and for this, data and other necessary information had to be collected within the shortest possible time. 
ii) Most of the respondents hesitated to give their actual information about production, income and profit. Because they were always afraid of tax imposition. To overcome this problem a good deal of time was spent to establish rapport with the respondents. 

iii) Most of the respondents had no previous idea about such study. They were always apprehensive about the purpose of the study and it was therefore difficult to explain the purpose of this research to convince them. 
iv) Most of the respondents were not well educated. Since majority of the layer farm owners and egg traders did not keep any records of their business.

v) Sometimes the respondents did not cooperate willingly with the researcher because of no direct benefit from supplying information.

vi) The owners of layer farms and egg traders were not available at their firms or shops because they remained busy with their outside work. For this, sometimes more than two visits were needed to collect the desired information from a single respondent.    

Chapter -4
MARKETING SYSTEM OF EGG

4.1. Introduction:

The marketing system is sometimes referred to as “the marketing machinery” or “the product distribution system”. The system plays two important roles in the industry. The role of physical distribution, which is concerned with the physical handling and transfer of products as they move from producers to consumers and the role of adding value to the farm commodities and facilitating the exchange process between buyers and sellers (KIohls and Uhl, 1980 pp.5-6). 
Marketing system of egg is composed of mainly three components namely marketing channels, market participants and numerous business activities. These components are discussed bellow: 

4.2. Marketing Channels of Eggs: 


The chain of intermediaries or middlemen through which the transaction of goods takes place between producer and consumers is know as marketing channel.


According to Gandhi (1983, p. 350). marketing channel may be defined as “a pathway composed of intermediaries also called middlemen, who perform such functions as needed to ensure smooth and sequential flow of goods and services from the manufacturing ends to the consuming ends in order to achieve marketing objectives of a company”
.
 The marketing channels of eggs as found in the study  are shown in Figure below:  
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On the basis of Figure the following channels can be identified 
Channel –I: 
Farm owner→Aratdar-cum-wholesaler→Retailer→Consumer  
Channel-II: 
Farm owner→Wholesaler-cum-retailer→Consumer
Channel-III: 
Farm owner→ Wholesaler-cum-retailer→Institutional Buyer

Channel-IV:
Farm owner→ Retailer→Consumer
Channel-V:
Farm owner→ Retailer→ Institutional Buyer
4.3. Market participants:

The participants in the marketing channels of eggs in the study areas are briefly discussed below:

4.4. Layer farm owner:


The first link in the chain of egg marketing was the layer farm owners. The layer farm owners produced eggs in their farms thought the year. They sold their eggs to the intermediaries. In the study areas farm owners sold their eggs directly to the wholesaler-cum-retailer and retailer.

4.5. Aratdar-cum-Wholesaler:
They purchased large volume of eggs directly from the farmers and sold them to retailers.

4.6. Wholesaler-cum-Retailer: 

Wholesaler-cum-retailers were the professional traders in the channels of egg marketing. They have fixed business premises in the market. They performed both wholesaling and retailing activates. They purchased large volume of eggs directly from the farmers at market place and sold them to retailers and consumers.  

4.7. Retailer: 

In the study area, most of retailers purchased eggs from the wholesaler-cum-retailers and some retailers purchased eggs from the farmers and sold to the ultimate consumers in local market. 

4.8. Institutional Buyer:
Institutional Buyer such as hotel, restaurant etc. buy eggs from wholesaler cum retailer and retailer.
4.9. Marketing functions performed by egg traders:

i. Buying: Farm owners supply eggs at the Aratdar stores. Retailers and suppliers of the institutional buyers purchased entire volume of eggs from Aratear-cum-wholesalers. They purchase in cash or on credit or both. They purchase mainly on the basis of three forms viz, bargaining, accepting prevailing market price and both bargaining and prevailing market price.

ii. Selling: Aratdar-cum-wholesaler sell eggs to retailer, suppliers of institutional buyers and institutional buyers. Retailers sell eggs to consumer and institutional buyers. This function is operated by in cash or on credit or both. Selling price are fixed by bargaining or prevailing market price or a ‘Mark up” on purchase price or on tender. 
iii. Transportation: Aratdar-cum-wholesalers mainly use truck, supplier use pick-up and rickshaw-van, retailers use rickshaw for the transportation of eggs.

iv. Storage: Egg traders store egg at shop in basket for one to three days, inplastic case for four to seven days, in cold storage for one month and above.

v. Marketing information: Egg traders receive market information from fellow traders, market visit and personal observation.   

vi. Grading: Grading is one of the important functions of marketing. Grading is the sorting or product into different lots each of which has essentially the same quality characteristics. Size and colour were mainly used as basis for grading eggs. In the study area the farm owners graded eggs on the basis of colour (white and brown). The brown colour egg was comparatively higher priced because of higher cost of production and preference of consumers. No formal grading was followed at wholesale and retail levels.

vii. Financing: The financing function is the advancing of money to carry on the various aspects of marketing. In the study area most of the farm owners and egg traders were self-financed, other sources of financing were banks, mahajons, friends and relatives. 
viii. Market information:  Market information is one of the facilitative marketing functions required for efficient operation of a marketing system. Accurate and timely market information facilitates farmers in deciding about the price, time and place of sale of their produce (Kohls and Uhl 1980, p.331). In the study areas, fellow farm owners, traders and visit to market place were the source of information for the layer farm owners. In the case of trader, fellow traders and market visit and personal observation were the source of market information. 

ix. Risk bearing: The bearing function is the accepting of the possibility of loss in the marketing of a product. In case of egg marketing both physical and market risk were observed in the study area.  

Physical risk occurs from destruction or deterioration of the product itself by road accident, breakage and spoilage of eggs. Breakage of egg is an important physical risk. Market risk arises from the changes in market price. 
Chapter-5
MARKETING COST AND MARGIN
5.1. Introduction:

The purpose of this chapter is to analyze the marketing cost, margins along with price spreads of different market intermediaries of different market channels of egg marketing in the selected study area and attempt has also been taken to estimate marketing efficiency to understand which channel was the most efficient. 
5.2. Marketing cost of layer farm owner:

An estimation of the cost of marketing of the layer farm owners would be made in this section. They performed the function of selling egg to wholesaler-cum-retailers at marketplace and retailers at farm place.

Table-4: Marketing cost of layer farm owners

	Cost items
	Cost (Tk. /100 eggs)
	Percentage

	Transportation cost 
	35
	52.23

	Cost of cage
	4
	5.97

	Wastage 
	20
	29.85

	Other marketing cost
	8
	11.94

	Total cost
	67
	100.00


5.3. Marketing cost of Aratdar cum-Wholesaler:

In the study area the wholesaler-cum-retailer had their own shops on the marketplace. They usually purchased egg from layer farm owners and sold to retailers. Marketing cost of Aratdar cum-Wholesaler is given below. 

Table-5 Marketing cost of Aratdar cum-wholesaler
	Cost items
	Cost

(Tk per 100 eggs)
	Percentage

	Rent of shop
	0.26
	12.38

	Electricity 
	0.1
	4.76

	Wages and salary
	0.45
	21.42

	Tools and equipment (cage and khacha)
	0.12
	5.71

	Wastage (Breakage and spoilage) 
	0.76
	36.19

	Market security 
	0.01
	0.47

	Market toll
	0.01
	0.47

	Telephone/Mobile phone bill
	0.17
	8.09

	Personal expenses
	0.12
	5.71

	Miscellaneous cost 
	0.1
	7.76

	Total cost 
	2.1
	100


5.4. Marketing cost of retailer:


The retailers preformed the function of buying from wholesaler-cum-retailer and farmer and selling directly to the ultimate consumers.  Total cost incurred by the retailers for 100 eggs was calculated at the table below. 

Table-6 Marketing cost of retailer

	Cost items
	Cost

(Tk per 100 eggs)
	Percentage

	Transportation
	10
	28.99

	Rent of shop
	6.6
	19.13

	Electricity 
	1.1
	3.18

	Tools and equipment
	0.5
	1.44

	Wastage 
	11.66
	33.80

	Market security 
	0.1
	0.28

	Market toll 
	0.1
	0.28

	Mobile bill 
	0.66
	4.81

	Miscellaneous
	2.77
	8.03

	Total cost
	34.49
	100


5.5. Total marketing cost of egg intermediaries:


Nature and extent of marketing cost varied from trader to trader. The total cost of marketing of egg included all costs incurred by different types of intermediaries operated the producers and consumers.  Table-7 shows the total marketing cost of egg for all intermediaries. 

Table-7:Total marketing cost of eggs for various intermediaries (per 100 eggs):

	Cost items
	Aratdar-cum-Wholesaler

	Retailer
	Total cost
	Percentage

	Transportation
	-
	10
	10
	27.32

	Rent of shop
	0.26
	6.6
	6.86
	18.74

	Electricity 
	0.1
	1.1
	1.2
	3.27

	Wages and salary
	0.45
	-
	0.45
	1.22

	Tools and equipment
	0.12
	0.5
	0.62
	1.69

	Wastage 
	0.76
	11.66
	12.42
	33.94

	Market security 
	0.01
	0.1
	0.11
	0.30

	Market toll
	0.01
	0.1
	0.11
	0.30

	Mobile bill
	0.17
	1.66
	1.82
	5.00

	Personal expenses
	0.12
	-
	0.12
	0.32

	Miscellaneous
	0.1
	2.77
	2.87
	7.84

	Total cost
	2.1
	34.49
	36.59
	100

	Percentage
	5.73
	94.26
	100
	


5.6. Marketing Margin:
The portion of consumer’s prices the goes to marketing intermediaries’ referred to as the marketing margin.    

In this section both gross and net marketing margin of egg were calculated separately for different intermediaries. Gross margin was calculated by subtracting the value of purchase of egg from their value of sales proceeds and net margin (profit) was calculated by subtracting the total marketing cost of eggs from the gross margin. 
Marketing margins of different intermediaries of egg are shown in the table-8
Table-8: Marketing margins of market participants (Tk /100eggs)
	Intermediaries
	Purchase price
	Sale price
	Marketing margin
	Marketing cost
	Net margin

	Aratdar-cum-Wholesaler
	710
	720
	10
	2.1
	7.9

	Retailer
	725
	780
	55
	34.49
	20.51



Fig: Marketing cost, gross marketing margin and net marketing margin of egg intermediaries 

Table 8. Indicates that the gross marketing margins of wholesaler-cum-retailer and retailer were Tk. 16 and Tk. 32 and net margins were Tk. 11.11 and Tk. 25.33 respectively for 100 eggs. The net margin of retailer was higher than that of wholesaler-cum-retailer because the selling price of retailer was much higher as compared to that of wholesaler-cum-retailer.  
Chapter-6 
PROBLEMS AND SUGGESTIONS
6.1. Introduction

Risk and uncertainty are quite common factors of agricultural business. Apart from these, layer farms and egg trade have currently been facing a number of chronic problems. With the limited local production of corn and thus the need to rely on imports, feed costs are high.

The aim of this chapter is to identify the major problems faced by the selected layer farm owners and egg traders and to recommend measures for these problems so that the layer from owners and egg traders can get better economic return from production and egg trading.

Table 9: Problem faced by layer farm owners.
	Problem
	Layer farm owner (N=5)

	
	Number
	Percentage
	Ranking

	Lack of capital 
	7
	70
	4

	Lack of institutional credit 
	8
	80
	3

	High feed price
	10
	100
	1

	Insufficient electricity supply 
	10
	100
	1

	Inadequate supply of vaccine and medicine 
	10
	100
	1

	Lack of government support
	7
	70
	4

	Out break of disease 
	7
	70
	4

	Low quality day old chick due to hatchery problem 
	6
	60
	5

	Fluctuation of demand of egg 
	6
	60
	5

	High price of day old chick
	7
	70
	4

	Breakage of egg at transport 
	9
	90
	2


Table 10: Measures suggested by farm owners.

	 Suggested measures  
	Layer farm owners  (N=5)

	
	Number
	Percentage
	Ranking

	Establishment of scientific hatchery 
	7
	70
	4

	Low price of chicks should  be ensured 
	8
	80
	3

	Reasonable price of feed 
	10
	100
	1

	Government intervention for capital 
	9
	90
	2

	Provision of adequate supply of medicine and vaccine 
	10
	100
	1

	Regularity of electricity supply 
	10
	100
	1

	Improvement of transport system 
	8
	80
	3


Table11: Problem faced by the egg traders. 

	Problem
	Egg trader (N=20)

	
	Number
	Percentage
	Ranking

	Lack of operating capital 
	11
	55
	4

	Lack of institutional credit 
	12
	60
	3

	Absence of storage facility  
	9
	45
	5

	Lack of proper transport 
	5
	25
	7

	Breakage and spoilage 
	20
	100
	1

	Price instability 
	20
	100
	1

	Inadequate space in market 
	6
	30
	6

	Unfavorable condition 
	14
	70
	2


Table 12: Measures suggested by egg traders.

	 Expected measures  
	Egg trader (N=20

	
	Number
	Percentage
	Ranking

	Transport and communication  
	12
	60
	3

	Institutional facility  
	18
	90
	1

	Government regulation of price  
	4
	20
	5

	Development of storage facility   
	16
	80
	2

	Enlargement of market  space
	7
	35
	4


Chapter-7

SUMMARY AND RECOMMENDATION
The agricultural sector in Bangladesh is gradually diversifying in favour of four sub-sectors. Livestock is one the four sub-sectors. Poultry is one of the most important segment of livestock sub-sector. As a developing country Bangladesh is badly suffering from the problems of poverty, unemployment and malnutritions. Poultry production can play an important role to solve these problems to some extent in the shortest possible time. Layer farming as a part of poultry farming on commercial and scientific basis is a recent Endeavour in Bangladesh.
Eggs are excellent source of protein & nutrients which are essential for health and growth of the body. Therefore, the layer farming can play a very important role in improving the nutritional standard of the country and in providing food security as well, where the average level of nutrition is very low. 

Layer farming has a great potential for providing additional income to both male and female of the rural and urban areas, through creation of employment opportunities. The overall objectives of this research program are to examine the various aspects of egg marketing and analysis price behavior of egg in the selected areas. 

The specific objectives of the present study were as follows. 
i. To examine the existing marketing system of egg.

ii.  To determine the marketing cost, margin and price spread in different channels.

iii. To identify the problems of egg production and marketing and suggested measures for improvement of egg marketing.

The area for the study was Chittagong district. In total 25 sample were sleeted of which 5 are Layer farm owners, 10 wholesaler-cum-retailers and 10 retailers.     

The most common marketing functions of egg performed by different intermediaries were selling and buying, transportation, storage, grading financing, market information, market information and risk bearing. In the study area, the farmers and traders were mainly used the truck, van and rickshaw for transporting their egg.

The average marketing cost of farm owners were estimated  at Tk. 67 for hundred eggs. The average costs of egg marketing for aratdar-cum-wholesaler and retailers were estimated for 100 eggs at Tk.2.1 and Tk.34.49 respectively. The average gross margins for  aratdar-cum-wholesaler and retailers were Tk. 10 and Tk. 55 per 100 eggs. The average net margins for wholesaler-cum-retailer and retailer were estimated at Tk. 7.9 and Tk 20.51 per 100 eggs respectively. 
In this study the market integration was examined by using correlation co-efficient for monthly wholesale price of egg. All the correlation coefficients between the markets were very high and these indicate that the markets were significantly correlated in respect of their price change.    
The present study identified some problems and constraints associated with layer farming and egg marketing. The problems faced by the layer farm owners were categorized into economic, technical, marketing, social and natural problems. 

Problems faced by the intermediaries were poor communication and transpiration system, shortage of capital, lack of storage facilities, breakage of egg, price instability, unfavorable condition like hartal, strike, flood and natural calamities etc.

Some measures were suggested by the layer farm owners and traders for solving the identified problems. 
Recommendations
On the basis of the findings of this study the following recommendations are made for improvement of the existing production and marketing system of eggs.

i. Farmers should be given training to improve their technical knowledge and management skill.

ii. Financial institutions and NGOs should provide credit facility at easy terms and conditions to the layer farm owners and egg traders to meet their production and marketing requirements. 

iii. Feed manufacturing factory should be established the local area. 

iv. Provisions should be made to increase vaccine production by exploring the existing capacity also encouraging potential entrepreneurs in vaccine production.

v. Regular electricity supply should be ensured to operate the layer farming and egg trading.

vi. Communication and transportation system must be developed to increase the efficiency of egg marketing system. Adequate transportation facilities should be made available for carrying egg form farm yard to market for reducing wastage of egg.

vii. Price stabilization and floor price schemes should be chalked out to ensure minimum level of profit from egg production. 

The study also recommends that the expansion of layer farming and egg marketing is necessary for the creation of employment both in rural and urban areas. Government, private entrepreneurs, different NGOs, veterinarians and poultry specialists can play an important role for development of production and marketing in the country.  

Chapter-8

CONCLUSION

It was observed in the present study that egg farming and marketing was a profitable business. The findings, therefore, suggest that there is wide scope for the development of layer farming and egg trading in this country. Development of this enterprise is helpful in employment generation and poverty alleviation which are now the concern of the planners of the country. A large number of people are coming forward in production and marketing of egg. If proper and adequate steps could be taken to develop this enterprise commercially then the business would be more profitable to the entrepreneurs and there is a great possibility to expand the egg marketing all over the country.   
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