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PREFACE 

An assessment of a marketing system must consider the goals and ob ... 

jectives of the s9ci~ty in which it operates. It also must,recogniz.e 

that most societies operate with some conflicting goals and philosophies 

abou,t the economic and non-econo~c direction of marketing systems. The 

spe'ciiic role of tneState and private interests may· change from time 

to time in the courseo·f development, but marketing functions mus.t per­

form effectively if the society's goals are to be achieved. 

This. report attempts to assess the marketing systems at the current 

state of development. of the Syrian economy and make judgements and re­

commendations' based on principles of the diciplines. involved on experienc.e 

with systems in other countries and on field work in Syria. The role of 

the puplic and private sector in these livestock and poultry inc1ustries 

varies a great deal among specific industries and stages within an in­

dustry. These roles have been changing in recent years and changes are 

still planned. 

r.t is the objectiVe of this study to provide the State Pla~ning 

COIIlIllissionof Syria and other interests with some information and re­

commendations that will lead to improved. performance of the marketing 

systems. 

The focus of this assessment is on the market organization, practices, 

policies and investments that influence the marketing system's ability 

to provide consumer satisfaction for marketing services, subject to the 

societies' desire to improve physi.cal andeconol!lic efficiency, increase 

economic development an<i.toreduce inflation. 
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1. OVERVIEW OF THE MARKETING SYSTEM FOR LIVESTOCK-MEAT, POULTRY, EGGS 
AND DAIRY PRODUCTS 

This assessment examines the available information that indicates 

the level 0:1; performance of the marketing sys'temrelated to meat, poultry 

and dairy products. Specifically, it examines practices, producers, poli-

cies,productivity, costs, prices, profits and overall efficiency achieved 

by the ma.rketing system in using resources to satisfy consumer demand. 

Evaluation and recommendations are based on the Judgement of the authors 

as to the degree of potential performance being achieved. ·Empirical 

evidence was obtained where possible. 

Production and output in the livestock and meat subsector overall 

has increased little in the past decade and physical output per capita has 

declined. On the other hand output of poultry meat and eggs has increased 

sharply and was approaching self-sufficiency by.the Spring of 1979. The 

increased demand for animal protein is being met mostly by the expanded 

pOUltry industry using mainly imported feeds. It is also being met by live 

sheep and carcass imports in an attempt to hold down the advance in lamb 

and mutton priCes. 

The value of animal production in constant 1963 Syrian pounds was 

one-third the value of agricultural production in 1969 and declined to 

one-fourth by 1976. Growth in the poultry meat and egg indl.lstries is one 

of the more success.ful aspects of agriculture in Syria. These two indus-

tries have been able to recently adopt the modern technology, management, 

pr<;>cessing and marketing systems that have led productivity and performance 

in most food indus-.tries in many countries since the 1950's. 
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Rapid advancement in livestock; meat and dairy products has not been 

as easy elsetvhereand it appears to be even more'difficult in the Middle 

East tvhere arid land and tradition dominates many of the policies and prac­

tices. Development of all of these industries depend heavily on the develop-

ment of the feed industry •. The Syrian government and the private sector has 
, , 

recentiy expanded the feed industry to support .expansion in livestock poul-

t.ry and dairy industries. 

The .striking point about the livestock.;,.meat subs ector in Syria is 

that demand has been growing rapidly while dOll1estically produced supply has 

been relatively stagnant. This is generally true througho'Ut the Middle East. 

Demand has been growing due, to rapid growth in population and to rising in­

come. Supply has. failed to keep pace due to the arid climate, and to failure 

to adopt modern production and inarketing technology and modern management 

methods. Low productivity for labor and general ineffici.encycharacterizes 

much of the entire subsector from production through pro:cessing and retailing ~ 

One can observe opportuni.ties at, every stage where improvement is possible 

and feasible from increased lamb crops to adoption ofa standardized grading 

system and flextble pricing of meat at tvholesale and retail. 

Price control of meat and datry products is being used to help hold 

down inflation, but it creates severe distortions and retards 'growth of 

thesub~sector. The public sector has an important responsibility and 

role i'n markets that are not coniIIiercialized to facilitate the movement of 

resources and firms, however, these are complex industries and poor management 

in,the public sector can retard the per fo:rmanc e of a marketing system by 

designing policies which seek to hinder the movement of resources and firms. 

If.not prevented by restrictions, consumer demand will pull :resources into 

the subsector'to meet the growing demand. 
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1.1. Governmen tPolicies ' Affecting the Marke tingSys tem 

There' are examples of government policies designed to control either 

partial'or whole segments ofacorinnoditymarketing system. A specific 

example is the policy by the,Damascus Mohafaza that all sheep slaughtered 

and marketed in Damascus must be owned by the Meat Bureau. -This policy has 

result/:d in illegal trade of uninspecte4 sheep being sold by the private 

sector to butchers, 'often above the government' ~ control prices. The 

policy to monopolize the marketing 'system has caused inefficient utiliza~ 

tion of available reSOllrces. The Damascus slaughter plant is cinderutilized 

with the government unable to purchase enough slaughter stock at prices which 

"are within the goverriment's retail price schedule~ 

Goverrtment decrees ; which 'try to control even smallpc)'ftionsof the 

marketing system, ofteil cat;lseciistortionsin the rest of the ,sys;tem,.One 

" ,example is,' thegov,ernnient' s r~quirement that skins from all animals slaughtered 

in the Aleppo slaughter plant mus,t be sold to the state-mvned tanning factory. 

Government prices paid by the tannery are,lower than prices in the 'private 

market. Producers are discouraged from using the plant and some slaughter 
, ' . 

at home instead. The slaughter plant is grossly under;..utilized and operate$ 

a t an eco-nomic loss. 

Similar distortions in market exchanges can be documented in poultry~ _ 

eggs and dairy products. In the marketing system where governtnent has 

set~Iiiarket prices below the level at wh:Lchproducts 'tfill'be traded, re .... 
\ 

sources will tend to go to the highest purchaser. In dairy marketing? 

da~ry processing plants are unable to compete_ for fresh milk with the private 
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sector which sells milk for prices higher than government retail prices. 

All three government dairy plants in Syria are using dnly a portion of their 

available capacity. Economic losses again accrue to society who must pay 

for these losses. 

1.2. Legal and ECdnomic Environment of the Marketing System 

The means by which government regulates marketing activities influ­

ences how efficient the marketing system will perform. Laws or the e~ecution 

of lawswhich are inconsistent with economics will encourage individuals 

to violate these laws. Although technically there is no limit to the number 

of export iicenses, the government issues only a few export licenses for 

sheep to a small group of private individuals. The majority of sheep fatten­

ing operators are restricted to sell only for domestic consumption which 

encourages smuggling of sheep out of organized market channels. Large gains 

are restricted toa few fatteners who are able to. organize the supplies, 

obtain export permits and deliver on the buyers terms. 

Government, both a regulator as well as a participant in the production 

and marketing system, sends confliciting signals through the marketing system. 

Government by regulating price at all levels, except at the farm level 

in some cases,. causes products to be produced and marketed less efficiently. 

If wholesale and retail prices are kept artifically low, these prices become 

transmitted back to producers in the form of lower prices and\ fewer services. 

When the public s.ector enters a segment of the marketing system, e.g. 

processing poultry, and constructs a facility which has a capacity larger 

than any paInt in the private sector, there is rio incentive on the part 

o'f private,low costp.l,ants to make long term investment in their faci­

lities. In some cases, the governmentfacilityrisoperated at less than 
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full capacity realizing losses while the private sector is not encouraged 

to adopt technology which could lower their overall costs. 

1.3. Operational and Pricing Efficiency of the Marketing System 

Transportation and communication are important factors for the 

smooth flow, processing, and distribution of products. If products can 

not be handle.d and transported easily, costs to provide marketing services 

increase. The marketing of fresh milk is an example where marketing costs 

are high because products 1IIOve in small volume. As total milk production 

increases over the next five to ten years, the present marketing system 

will have difficulty in handling this v9lume. An example of an efficient 

transportation syst.em has been the movement of live sheep, either in­

ternally, or to external markets because it is allowed to respond to market 

signals. 

Marketing products at the least cost given the relative demands, is 

achieved only when resources, human and material, are allowed to be or­

ganized most efficiently. With no controls on prices at the farm level, 

sheep flow to highest priced market most efficiently. In poultry and 

·eggmarketing the marketing margins from farm level to retail have been 

competitive and not exorbitant. Where freedom to enter a marketing sys­

tem occurs, costs are kept relatively low. 

In the poultry and egg subsector, prices for products fluctuate 

with supply and demand conditions prevailing in the market place. The 

number of producers, processors, middlemen, and retail outlets are suffi­

cient to keep prices at each stage of the marketing system close to mar­

keting costs. In March, 1979 market prices generally were below the 

-',.>; 
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official government prices for poultry meat and eggs. It is relatively 

easy to enter the marketing system at either the wholesale or retail 

level. The operational and pricing efficiency for livestock products 

are dependent on government policies which determine how firms will operate 

in the marketing system. 

1. 4. Progressiveness of the Marketing System. 

Performance of a marketing system can be measured by how progressive 

firms are in marketing a product. Adoption of new technology is an indi-

cator of profit incentives that encourage firms to invest in their opera-

tions to make them more efficient. Where government policie~ prevent 

these incentives from being expressed, government then often is inclined 

to begin to operate firms. The marketing system for livestock products 

in general is not that progressive. The margins of profit determined 

by government in some cases, like eggs, is low resulting in little incen-

tive to provide additional services or packaging of the product. If a 

marketing system is progressive, this has long term effects in encourag-

ing investment in production ,and delivering,lGlwer cGlstproducts to consumers. 

1.5. Performance Levels and Government Role in the Marketing 
System 

Equity considerations are important in determining the level of per-

formance of a commodity marketing system. In the export trade of live 

sheep, although entry is claimed' to hefI'ee,a few individuals are. allowed 

through gGlvernment regulations· to realize large net 'profi ts wh'ile the maj ori ty 

of the firms"in the industry are- refused, (or are unab-le to· gain) legal entry. 

Performance of sheep production and, marketing could be ' improved if more 

individual$.are allowed ,to. share in the beenfits from ,trade.· Government's 
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role as a supervisor of the marketing system could be to insure the system 

is allowed as many as can profit to enter the business and that fraud does 

not give certain interests an advantage. 

If firms arereql.lired t.o operate within guidelines which are determined 

to be equitable, middlemen have an important role to play in assembling 

products, processing, packaging and distribution of products. Profit 

levels can be reviewed by government to determine level of performance 

and the equity of this system. Losses in the dairy processing plant in 

Aleppo, the slaughter plant in Damascus,· the wool scouring plant in Ha:ma, 

and the poultry processing plant in Damascus are indications that the mar­

keting system is not performing at an acceptable level. The justification 

that the public sector operates a plant to serve the needs of the consumer 

is partly an illusion when the consumer must ultimately pay for losses 

through goverrtment revenues. 

The role of the publiC sector, as a participant in the marketing system, 

should be to aid or assure satisfactory delivery of products demanded by 

consumers. Government ownership may not bean effective way of achieving 

this, however, the public sector can be used as a means of protecting con­

sumer interests. and assuring competition in a narrow market. For example, 

in Damascus, the government controls the meat market •. At the retail level, 

the stat.e owned Meat Bureau operates ten meat retail shops as well as 

supplying thel,200 mutton butcher shops with carcasses daily. The per­

formance of the government shops was found to be high, with reasonable 

I?rofits, clean facilities, artd good services to consumers. However, they 

were apparently subsidized to allow them to sell at the official prices. 

'The private mutton shops had a much lower level· of performance with smaller 

profit returns and poorer services due to the fixed wholesale and retail 
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prices. It W<;lS found that government regulations were keeping performance 

of the private retail trade low. When government is a competitor in the 

market, it should he required to cover costs, otherwise private investment 

will be discouraged. 

Since there is only one modern slaughter plant in Damascus and in 

Aleppo it is reasonable that they be government operated, but ways need 

to be found to operate them as a service to. all interests in a manner 

that will cover costs if possible. Free government inspection may be 

desirable to protect the public. Inflexible prices, charges and opera­

tions do not meet the needs of an industry that faces variable costs and 

supplies and varying prices for its main products and by-products. 

Retail butcher shops in Damascus are small and have low volume. They 

were generally unable to cover costs at fixed wholesale and retail prices. 

To stay in business, some violated the controls. Some also handled car­

casses from illegal slaughter to increase volume and make a small profit. 

An environment for private modern retail grocery stores that also sell 

meat, or at least stores with a full line of meat and poultry is needed. 



2. ASSESSMENT AND RECOMMENDATION FOR LIVESTOCK AND MEAT MARKETING IN 
SYRIA 

2.1. Description of the Industry 

Livestock and their by-products have an important role in the agri-

cultural sec.tor. Livestock provides 27% of the value of agricultural 

production and 4% of national gross domestic products in 1977 (Central 

Bureau of Statistics, 1978). The total value of livestock products :j.n-

. creased in every year except 1974 which declined because of lagged effects 

from the war in 1973. In 1977, value of livestock production reached 

S.L. 918 million. For the period of 1975-1977, the average value of 

livestock products was 57% of the total value of total animal products 

produced during the same period (table 2.1). 

Livestock production has also been an important export item inc1ud.., 

ing. re-exports of fattened sheep (table 2.2). In 1977, the value of 

livestock and meat exports was 33% of the total value of food and live 

animals exported. The value of imported livestock and meat constituted 

only 2% of the total value of food and live animals imported. The 

livestock by-products of hides, skins, and wool exported was S.L. 87. 

million in 1977 which exceeded the value of livestock and meat exported. 
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Table 2.1. Value of Livestock Production at Current Prices, 1971"'"1977 

Year· 

1977 19761915 .1974.19731972 1971 

----------.... - ... ----(Mi11ioll S.P.}---.... ----------------
Value of Livestock 
Production 

Livestock 858.2 708.7 604.4 392.4 459.5· 178.8 210.1 
Wool 57.3 159.6 46.9 48.6 28.1 34.1 31.5 
Animal Hair 3.1 2.5 7.7 9.8 4.3 4.5 4.4 ._-
Total 918.6 870.8 659.0 450.8 491.9 236.4 246.0 

Value of Livestock 
Products as % of 
Total Animal 
Productiona (%) 54 60 57 52 56 43 46 

Value of Livestock 
Products as % of 
Total Agricti1 ture .... 
Production (%) 15 16 15 12 22 9 12 

a. Animal production includes milk, livestock, eggs, poultry and wool 
and hair products. 

********** 

Table 2.2. Exports and Imports of Food and Live Animals in Syria, 1977. 

Produce 

Live Animals 

Meat and Meat Pre­
paration 

Total Food & Live 
Anitna1s 

Value 
(1000 L8) 

59,061 

31,198 

273,281 

SOUTce: C.B.S., 1978. 

Exports 
% of Total 

Food & Live 
Animals 

% 

22 

11 

100 

Imports 

Value 
(1000 LS) 

10,741 

13,538 

1,124,339 

%of Total 
Food & Live 

Animals 
% 

1 

1 

100 
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Livestock present an important source of export earniIlgs for economic 

develop men t • 

The livestock population for Syria during the period of 1971-1977 

is presented in table 4.3. In 1977, there were approximately 7 million 

sheep which is the major source of animal protein for Syrians. Based on 

three yearntoving averages, the average annual growth rate for the period 

of 1971,..1977 was 5.9%. Cattle and goat production are secondary enter~ 

prises with a smaller national herd size. Annual growth rates for cattle 

and goats were 4.5% and 8.2% respectively. Cattle are mainly kept for 

production of milk. 

Distribution of small ruminants is variable based on the season,oif the 

year. Availability of forage is the major determining factor whether 

small ruminants will be grazing post-harvest stubble in the higher rain­

fall areas or in the steppe region. (Distribution and migration studies 

have been covered in detail by Boykin and Khoury) ... Cattle being pri-:­

marily kept as a dairy herd arertot moved to seasonal grazing areas. 

Cattle are distributed in the higher rainfall areas with over 250 mm. 

annual precipitation and along the Euphrates Rfver. 

Meat prices rose faster than most agricultural prodtl,cts in the last 

decade. Rising prices are attributed to the lack of growth in supply 

in the face of sharp growth in population and growing incomes. The 

irtcrease in demand for animal protein is being met mostly by the ex­

panded pOUltry production using mostly imported feed. 
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Table 2.3. Livestock Populationa in Syria, 1971-1977 

Cattle Sheep . Goats 
----..,;--------.... ----- (000 head) -----... -------------

1971 506 5,456 741 

1972 488 5,166 697 

1973 494 4,840 608 

1974 524 5,295 684 

1975 557 5,809 814 

1976 574 6,490 956 

1977 639 7,070 1,010 

Avera"ge Annual 
Growth Rateb (%) 4.5 5.9 8.2 

a C.B.S., 1978 

bBased on 3 year moving average 



2.2. Assessment of the Marketing System for Livestock and 
Meat 
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Livestock marketing in Syria can be described as being competitive 

with the majority of control in the hands of the private sector.. The 

Syrian government is trying to improve its position in the marketing 

system by using government organizations or cooperatives. 

At each stage of the marketing system there are many buyers and sell-

ers . which leads to competitive pricing for available products. Some' 

distortions in the flows of products through the traditional markets 

have occurred where the public sector has tried to enter and either 

become the sole' purchaser or set ceiling prices for a commodity. 

2.2.1. Transport and Network Flows of Products 

Domestic.Prodl,lctionof Livestock. (a). Transport network and rates. 

The majority of ·the population is concentrated in the western one-

third of Syria (table 2.4). The road and railroad system is developed 

with all weather roads connecting the administrative capital of each 

mohataza· (figure 2.1). Themaj or traffic flows are north to south 

linking the agricultural areas and mediterranian port cities in the 

north with the capital of Damascus and other Middle Ea~tern countries. 

Even though there is a rail line between the North and South of 

Syria, most of the livestock moved bytruc'ks. Carravantrucks with dou-

ble decks are numerous with regular traffic between Aleppo and Damascus. 

Availability of trucks does not seem a. problem in transporting livestock. 

Transportation rates for shipping. livestock are established by coopera-

tives made up of truck owne~s. Transportation rates between various 10-

catiorts in Syria are listed in table 2.5. The transportation rates apply 



Table 2.4. Domestic Livestock Production and Recorded Slaughter by Mohafazat, HJ77 

Human Cattle Sheep Goats a a . a 
Mohafazat POEulation POEulation Slaughter POEulation Slaughter POEulation Slaughter 

(number) -------,..--.,.--------------('000 head)--------------,..---------------------

I. Damascus 1,457.9 113 5 363 463 ~'204 . 0 

2. Aleppo 1,316.9 21 11 1,228 211 172 5 

3. Horns 546.1 95 22 1,086 126 50 17 

4. Rama 514.7 62 5 1,281 131 71 24 

5. Lattakia 389.6 63 4 26 69 25 3 

6. Deir-es-Zor 292.8 46 8 620 96 43 15 

7. Id1eb 383.7 34 3 414 62 92 5 

8. A1-Rassakeh 468.5 43 5 898 49 90 8 

9. A1-Rakka 243.7 2 0 771 18 52 1 

10. AI-Sweida 139.7 18 2 135 4 88 0 

II. Dar'a 232.5 40 3 188 12 80 ~ 

12. Tartous 302.1 92 5 30 24 34 6 

13. Quneitra 16.5 10 30 9 

Total 6,304.7 639 73 7,070 1,275 1,010 84 

aEstimate does not include uninspected slaughter which can be equivalent to inspected slaughter. 



Figure 2.1. Transportation Networks in Syria 

./ 

------ . . -.-,,~ .... -."--.. _---_. __ ... - -

~-
"'>.Deir--es-zor 

// 

Key: 

-i' , , I. HI- Railroad 

__________ Road 

71 -mnm Boundary of 
Mohafazat 

• Center of 
Mohafazat 

" 



16 

Table 2.5. Transportation Rates for Shipment of Sheep Between Interval 
Cities in Syria, 1979. 

Location 

Aleppo to Damas 

Aleppo to Latakia 

Aleppo to Hama 

Aleppo to Horns 

Hama to Homs 

Hama to Damas 

Horns to Damas 

Al-Hassakeh to Dier-es-Zor 

Dier-es-Zor to Aleppo 

Dier-es-Zor to Horns 

Dier ..... es-Zor to Damas 

Source: Shippers of Sheep. 

km. 

355 

186 

146 

196 

47 

209 

162 

177 

317 

529 

691 

Transportation 
Charge/Truck 

525 

450 
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to sheep which are the primary type of livestock transported. 

A double decker carravan truck is able to hold approximately 110-120 

small sheep and 70-80 large size sheep. The transportation charge from 

Aleppo to Damascus was 8.L.525 per truck in March, 1979 plus S.L.50 for 

the attendant who manages the sheep. From Hama to Damascus, transportation 

caarges was reported at S.L.450 per truck. 

A specialized meat trade operates between Aleppo, Rama, and Homs in 

the livestock surplus region and Damascus, the nation's capital. Deboning 

of carcasses and shipment of red meat is carried on daily. There are 

approximately 10 butchers in Aleppo and 50 butchers in Hama involved in 

this trade. For example, a butcher in Hama delivers daily to Damascus. 

150 kg of lamb/mutton and pays S,.L.Q .. 25 per: ,kg for transport. The meat was 

transported in a private car or taxi which goes daily from Rama to Damas­

cus. Another butcher in Aleppo was involved in a similar trade, except 

marketing boneless beef, approximately 150 kg per day and paid S.L. 0.30 

per kg. for transportation. 

(b) • Flows of Livestock products. 

Based on production and slaughter estimates for each mohafaza in 

Syria found in table 2.4, the trade flows between surplus and deficit 

regions are illustrated in figure 2.2. The small circular arrows on tt~ 

figure indicate that local 'production goes to satisfy local demand for 

livestock products. If recorded slaughter exceed production in the mohafazat, 

then the region is meat deficit and requires supplies from other regions. 

Latakia and Damascus are the major meat deficit regions. Latakia received 

additional supplies either from Aleppo or from imports of either live 

or frozen sheep. Information in table 2.4 indicates 



Figure-2.2. Internal Flows of Marketed Livestock in Syria 
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cons~mption 
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. goats would ·not be transported to other mohafazat since regional pro.­

·duction exceeds the region's demand. 
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The major flows of she~p are to Aleppo, Hama,· and Homs where there 

are large secondary markets. Sheep are pl,lrchased either fo·r' fattening 

'or for slaughter. Slaughter stock will be either butchered for meat in 

these· cities, sold to the government's Meat' Organizatio,n £:or transportation 

to Da.mascus or sold for expo,rt to the Gt).lf States. 

:i:mports o·f LiV'estockand Meat (a) • Transport network and, rates. 

A major trade in the importation of live animals occurs between Syria 

and Turkey.. Private traders purchase sheep in Turkey with peak tl;'ading 

period beginning in Oct'ober-November and lasting until March. Sheep are 

purchased thin and sold for, fattening. For Hamarasheep from Turkey,· sheep 

fatteners paid $1,900 per metr'ic tOll (:'In. t.) in March; 1979. Manyo,f the' 

importedan:Lmals from Turkey·reportedly are trekked across.the border 

illegally; however, some sheep are transportedcby t:r:uckor by trCiin 

under·license. ' 

Another important entry of·livestock is through the ports of Latakia 

and Tartous (figure 2.3).' Imports have been~i:ther;sheep ,to be fattened 

in Aleppo and Halnaor frozen meat for the large urbanare'as. Themajor 

importer has"been the state-o~-;d Meat Bureau; a division of the General 

Consumption Institution (G. C ~ I.) in the Ministry. of Supply. A contract 

in 1979 between G.C.I.and the government of Romania was for frozen mutton 

at U_.S.$1,650/~.t.,-p~us~reight"" - Fol;' 1979, G.C.I. also signed a 

contract with Romania for 50, 000 sheep to be delivered t.o the government '8 

fattening operatioI);s in Rama and Aleppo. 



Figure 2.3. Flows of Imported Sheep, Mutton, and Lamb to Syria 
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(b). Flow of!rnported Livestock; and Meat 

G.C~I. also imports chilled lamb carcasses from Bulgaria and Romania 

·by airplane. Air shipments of meat are only for Damascus with the pur­

pose of holding down the retail prices for meat and providing sufficient 

supplies. In a recent contract with Bulgaria, G.C.I. paid U.S.$2,750 

per metric ton (tn.t.) - cost plus freight (C&]'). In addition to C&F 

valueG.C.I. was required to pay a 15% customs duty and 2% for insura,nce. 

Because G.C.I. controls the Damascus market for purchase and distribution 

of meat, the government has arranged for 2,000 tons of fresh meat in 1979. 

for Damascus. In the first and second quarters of 1979, G.e.I. has been 

taking delivery of between 13-16 tons by plane every other day. QuaI:lti­

ties imported by Meat Orgatl.i~ation and their costs are listed in table 2.6. 

, . 

E;portsof Livestoc.k and Meat. 

LivestOck are exported mainly to the Gulf'States. Before the Civil 

War in Lebanon, this country was an important importer of Syrian livestock. 

Livestock for export are mostly trucked; however, the illegal export of 

sheep reportedly is carried on by trekking sheep across the border into 

Jordan and then transported by truck. Sheep fattened in Raina, lI()lJs~ or 

Aleppo are shipped directly by private trucks to Kuwait, Saudi Arabia, or 

Qatar. A truck hauling sheep from Aleppo to the Gulf States takes 5 days 

for a round trip. Transportation charges in March, 1979 was S.L. 2,500 

for rental of a truck which is approximately S.L. 22 per animal. 

(b). Flows of Exported Livestock and Meat 

Exports of livestock from Syria from 1965 to 1976 are listed in 

table 2.7. Sheep and goats are the major export items. In 1977, the 

valtieof exported sheep and goats was S.L. 3.5 million (Central Bureau of 
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Table 2.6. Quantity and Cbsts of Import of Meat by the Meat Organization, 
1976-1978. 

Delivered 
Year .. Qtr. Product Quantity Costs Duty a 

M.T. $/M. T. $!M. T. 

1976 2nd frozen mutton 950 1,325 53 
chilled mutton 500 2,235 373 

3rd froz·en beef 500 1,258 50 
frozen mutton 1,000 1,270 5L 

1978 2nd fresh mutton 950 2,700 451 
fresh veal 500 2,250 376 

4th frozen mutton 1,000 1,645 66 

1979 fresh mutton 2,500 2,750 459 
frozen mutton 1,650 66 

aThe import duty is 16.70% of the value of fresh· meat and 4% of the 
value of frozen meat. Insurance is 2% of the value. 



Table 2.7 Exports of Livestock from Syria by Years. 

Year Sheep 

1965 510,392 

1970 332,284 

1971 91,546 

1972 170,133 

1973 178,463 

1974 437 

1975 963,649 

1976 283 

1977 

Goats 

27,691 

108,811 

39,006 

9,336 

19,982 

121.336 

339,481 

21,256 

Cattle and 
Buffalo 

39,882 

64,082 

20,794 

54,158 

29,141 

21 

52 

2 

23 

Camels 

188 

22 

150 

50 

Source: Statistical Abstract - 1976, Ministry of Supply and Home Trade. 
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Statistics, 1978). Only a very negligible number of cattle, buffalo 

or camels are exported. Syria is a net importer of meat. and meat pre--

parations ,~xpo:r:t·ing S • P .1. 3 million while importing S. P .13.5 million 

in 1977 (CBS. 1978). Because Syria exports live animals rather than 

meat the value added by slaughter is lost, but the premium for live 

exports are probably more than enough t.o offset this loss. 

Exports of Hides, Skins, Wool and Hair Products. (a) Transport 
Network and Rates· 

Hides, skins and wool products are an important by-product because 

of its foreign exchange value. Public and private owned tanners are 

located in Damascus, Homs, Hama, and Aleppo. The government operated 

tanneries are in Damascus and Aleppo. Leather products for export are 

shipped by truck from Damascus to Tartous or Latakia and then by ship to 

either· Italy or France. 

Estimates·of annual production of ,hair and wool are listed in 

table 2.8. Most of the wool exported from Syria is washed by hand and 

exported from either Tartous or Latakia by ship. There are 10 to 15 major 

private wool exporters in Syria located in Damascus, Homs, Rama, and 

Aleppo. The marketing system for exported wool &ppears to operate effici-

ently with peak season being from May until October. 

(b). Flows·ofArtimal. Products 

':'he value of the hides and skins exported in 1977 was S.L. 38 million 

with Italy and France as the major importing countries. In 1977, Syria 

imported S.L. 19.8 million in hides and skins for manufacturing into 

consumer products. One source of imports is from the Gulf States area. 

Th.-e."8:lue of _wool exported' in 1977 was estimated at. S •. L. 49.6 million. The 
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Table 2.8. Productioll of Washed Wool and Goat Hair in Syria, 1971-1977 . 

Year 
Goat 
Hair 

Washed 
Woola 

--_.. --------...;.tons-----------... -

1971 533 

1972 438 

1973 355 

1974 353 

1975 481 

1976 459 

1977 467 

Annual Ave. 

1975-1977 469 

Source: Central Bureau of Statistics, 1978. 

aRecordedamount through official marketing channels. 

6,443 

6,071 

5,497 

7,114 

6,170 

6,560 

6,834 

6,521 
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transportation system seems adequate to ship larger quantities of wool by 

sea to major markets in Eastern or Western Europe. 

2.2.2. Processing Facilities 

Sheep Fattening (a) Structure of Industry. 

The sheep fattening operations in Syria rely on supplies from domes­

tic production and imports. The fattening centers are located in the major 

secondary markets of Homs, Hama, and Aleppo. The fattening buildings are 

located near the market in each city for convenient access. Private in­

dividuals, the Meat Bureau of G.C.I. and feeding cooperatives are involved 

in fattening of sheep. 

The G.C.I. has three fattening centers located in Homs, Hama and 

Aleppo. There are approximately 56 feeding cooperatives in Syria, and 

several hundr~d private individuals :i;;nvolved in fattening. G. C. I. and the 

cooperatives compete for input stock, while the larger private fattening 

operators" send their own buyers to Turkey to purchase sheep. Some private 

fatteners operate as both im.porters and exporters. 

The government has found it easier not to purchase directly from 

Turkey because of administrative 'and technical difficulties. Govern-

ment buyers purchase fattening stock from the markets of Homs, Hama, 

and Alepp. G.C.I. has difficulty in being able to purchase available 

livestock and sometimes has to pay a higher price. 

(b) Production Costs 

Many different breeds of sheep are used in fattening. The preferred 

domestic breed is Aw-ass,i because of its lower ratio of fat to carcass 

weight. Consumers also have a preference for the meat from this animal. 

Imported sheep from Turkey which are also preferred for fattening are the 

Garha, Hinnik anciHamara oreeds. Garna have the highest daily rate of gain 
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compared to the other breeds of imported sheep. An average daily gain 

of 250 grams for Turkish sheep was reported by private operators in Hama 

and Aleppo. The domestic breeds have a lower rate of daily gain of 150 . 

grams. 

In table 2.9, production costs a~e estimated for fattening Turkish 

sheep. 'the analysis indicated that the fattener received a net profit of 

approximately S .L. 51. 33 per head for sheep fattened for a period of .90 

days. The margin of profit fluctuates based on season of the year. Avail::, 

ability of-feed; feed pric'e,·.sup~ly '-~f feeder sheep, and price of fattened 

sheep in the mark~!;.~ .. cana~linft?unce- the net return to the producer. 

(c) Profit Margins for Exported Sheep and Performance of 
Fattening Operations. 

Government regulation requires that 20% of all imported sheep must 

remain in Syria. Because of the demand for mutton in the Gulf States, 

these importing countries influence the live price for sheep in Syria. The 

price per kilogram liveweight in Kuwait and Saudi Arabia are between 

S.L. 3.00 - 4.20/kg. higher than prices in Aleppo. Margin of profit to 

exporters of sheep is estimated in table 2.10. On every animal exported, 

the exporter was estimated to receive S.L. 103.00 per head. 

The fattening cooperatives, which number 56, and the government 

fattening centers are not capable of realizing this return on their in-

vestment because they are restricted to the domestic market. The Meat 

Bureau is the largest purchasers of fattened sheep and is officially a 

monopsonist in purchasing sheep for the Damascusmarke't-: .. The price. offered 

for fattened sheep by the Meat Bureau is below the export price because 

the government is trying to maintain low consumer prices in urban areas. 
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Table 2.9. Cost ()f Fattening Imported-Sheep from Turkey for Slaughter 
in Syria, March, 1979.* 

Cost S.L./hd. 

Purchase price F.O.B. Turkish sheep 
weighing 40 kg. @ US$1900/m. t .. · liveweight • 

Transport by Train from Turkey to Aleppo 

• 296.00 

Custom duty. • • • • • • • • Il • • • • • co _ • .. 

5.00 

20.00 

Operating and feeding expensesa 
for 90 days @ SP1.50/day .••. 

Total cost per head 

Revenue 

Sale price of fattened sheep weighing 
70 kg after 90 days@ S.L. 7.9l/kg. 

Wool from fattened sheep is 2 kg 
per head @ S.L.4.50/kg ••.. 

Gross Revenue 

Net Profit 

. 135.00 

. • 4,56.00 

498.33 

9.00 

507.33 

51.33 

a Average daily rate of gain for Turkish sheep is approximately 250 grams. 

Source: From personal interviews with government and private fattening 
operations in Hamaand Aleppo. 

*Yearling 

Import at 40-45 kg 
Sold at 70-80 kg. 
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Table 2.10. Net Revenue from Sheep Fattened in Aleppo and Sold in the 
Gulf States of Kuwait on Saudi Arabia, Spring, Harch, 1979. 

Cos ts: Value (S. L. /hd) 

F.O.B. Aleppo (63 kg./hd.) ..• 

5% mortality rate in transit from 
Aleppo to Gulf States . . • • . 

Custom Duty • • . 

Transport Charges . 

Total Costs . • . • 

Revenue 

Sale price of sheep in Kuwait of S.L. 12.00/kg 
assUIiling each sheep weighs 59.9 kg accounting 
for 5% shrinkage in transit . . . . • . . . . . 

Net Revenue per head • . • • • . . 

551.21 

17.00 

20.00 

22.73 

614.94 

718.00 

103.05. 
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The fattening cooperatives, presently, 'do not, have bargaining power to 

negotiate a higher price with the government since :the,imajQr:bpY'er~ is.the 

government controlled Meat Bureau. This syst.em makes it difficult for 

the fattening cooperatives to compete'with privately owned fattening 

operations who have . import/export privileges to sell in the higher priced 

export ma.rket. 

Slau~hterFac;il:;lties 

In the two largest urban areas of Damascus .and Aleppo, slaughter 

capacity and facilities for livestock are adequate. The slaughter plants 

were designed the same and each have been operating for four to five years. 

The slaughter facility in each city is owned and operated by the local 

municipa1itya:ad a fee is charged to cover operating. expenses and maintain.­

ing the plant. In the smaller cities and towns, the. local municipalities 

own the. facilities but do not provide butchers for slatightel;'ing the live­

stock. The ownero£the animals mUst provide his own butcher and pays 

only a fee for use of the building and veterinary inspection. 

(a) Operating Conditions for Slaughter facility in Damascus. 

Slaughter capacity for the slaughter plant in DamascuS.is approxima­

tely 2,400; head per day. The plant maintains one operating line of 

butchers. The Damascus plant. employs 176 laborers ,veterinarians ,and' 

administrators •. · The Damascus slaughter plant is required to supply the 

government's Meat Bureau. Supply of livestock to the p1allt has beena1; 

less than full capacity requirements. The governmen:J: restricts supply 

because of. the loss in animals purchased at current market prices' are 

higher than the wholeSale priceS charged to butchers • The Meat Bur.eau 

t"ecorded a loss of S.L. 1 n1i.11ion in 1978 to supply meat to Damascus. 
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The slaughter plant in Damascus charges 8.L.' 6.00for.lambsper head, 

S. L. 6.80 for s.laughteting sheep .and goats, and S.L. 17.50' for slaughtering 

cattle and 19.50 fo,r camels. The slaughter plant is staffed at near to 

full capacity,·· but·, by ,;operating at less ',' than full capacity, the Meat Bureau 

loses additional money. The slaughtering of beef if conducted by private 

butchers with a fee collected for use of the building. 

The municipality of Damascus is responsible for the slaughtering of 

the animals. The operation of chilling the carcasses and distribution of 

meat to butcher,s is the responsibility o,f the Meat Bureau. Carcasses are 

chilled for twenty hours to form a prot.ective layer over the carcasses 

reducing the growth of hacteria. Refrigeration space is more than ade­

quate with half of the cooler space being unutilized. Because of the 

line of authority in control of the plant's facilities, maintenance of 

the plant has been helow standards. The killing floor receives the best 

attention, but cooler salons, loading docks, and transport vehicles are 

not maintained properly. Areas in the plant used for deboning of meat 

were crowded and unkept with pools of water and blood standing in the 

main corridors. The entry and preparation chamber for slaughtering live 

animals could be better designed to control the animals and redUCing the 

risk of injury to employees. 

(b). Operating conditions for slaughter facility in Aleppo. 

The slaughter facility in Aleppo has a capacity of 2,400 head per 

day. Currently the plant slaughters between 700-800 head per day while 

rqaintaining a full-time staff of approximately 300 employees. Average 

wage to employees is approximately 8.L. 500 to 8.L.600 per month. The 

facility lost approximately 8.L. 300,000 in 1978. 
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Unlike in Damascus, all phases of the plant's operation is under one 

manager. The operation and cleanliness of the plant was found· to be better 

than in the Damascus plant. Based on an assumed daily throughput of 1,500 

head, the fee paid for slaughter by owners of sheep is S.L.7.2SJ.lld;;,cc'· 

Breakdown in costs are listed in table 2.11. The slaughter fee paid by 

each owner is S.L. 7.28, currently, even though the plant is slaughtering 

an average of 700 head per day. The plant loses S.L. 5,460 each day-it 

operates in 1979. 

There are 30 - 40 private suppliers of live animals to the Aleppo 

slaughter house. Each owner has designated staJ,ls outside the slaughter 

house in the covered holding pens. Slaughter of animals begins around 

6am and is completed by 9a.m. The order of slaughter is by random selec­

tion, and carcasses are stored in cold storage according to the order of 

slaughter. Each morning carcasses are moved from cold storage on rails 

down to the salon floor where sellers of carcasses negotiate with butchers 

on the price for the carcass. Prices for meat will vary from day to day 

depending on season of the year, time of the week, and whether it is 

early or late in the morning. Price per kilogram of carcass meat can vary 

by as much as S.L.1.00 to S.TI~.1.50 between the first carcass to enter the 

salon and the last carcass to leave the cooler. There are an estimated 

1,500 butchers in Aleppo, and on the average 500 butchers come to the 

slaughter house every morning buying supplies for two to three days. 

(c) Performance of Slaughter Facilities 

Even though Aleppo and Damascus each have modern slaughter faCilities, 

the performance of these facilities is well below standards. Each facility 

is grossly underutilizedwhile at. the sama time, large number cric-areasses are 
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Table 2.11. Cost Breakdown for Slaughter of Sheep in Aleppo Slaughter 
Plant. 

Charges Value 

(S.L.) 

Overnight in shelter . .50 

Slaughter and skinning 1.50 

Refrigeration .33 

Rental of salon space .45 

Utilities 2.00 

Stamping and certification . 2.50 

Total cost . . . . . 0 • • 7.28 

Source: Personal interview with plant manager, Aleppo. 
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being slaughtered outside the slaughter plant. The ratio of carcasses 

per. day to the number of employees is low, anywhere from 2 to 1 to 7 tol 

in the Damascus plant while in Aleppo it is lower approximately 2 to 1 to 

3 to 1 carcasses per worker based on slaughter data in tables 2.12-2.13. 

Because supplies of animals to the plant have decreased in Aleppo, the 

government has not scaled down their number of employees resulting in 

greater loss and low efficiency compared to'Damascus plant. 

Several reasons can be identified as to why performance of the faci­

rities is low. In Damascus daily, approximately 59% of all sla;}ghtered 

sheep carcasses is from uninspected slaughter. With over 1,200 butchers 

in ~amascus, the supply of animals by the Meat Bureau has not been ade-

quate. The reason has been that if the Meat Bureau purchases the necessary 

number of sheep to meet daily demand their losses would be extremely high. 

Meat Bureau minimizes its losses by slaughtering fewer animals. Because 

government controls the meat supply and sets retail prices, low perfor-

mance is directly related to government's policies. The trade in unin~ 

spec ted slaughter is important to supply needs of consumers which govern­

ment is not willing' and/or-- capable of supplying ev~, tho~ '~eirpolic-y is 
I . '. . . . _-:" 

·to me~opolize the market. 

The poor performance of the slaughter plant in Aleppo is attributed 

to different factors. The government maintains the slaughter facility 

and transportation of carcass meat from plant to butcher shops, yet the 

majority of slaughter is uni~spected. The central market for livestock 

is far from the slaughter house so some butchers find it more convenient 

to slaughter sheep at home and also avoid the slaughter fee of S.L.7.25 

per head. Because of the ban on slaughter of females at the slaughter 
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Table 2.12. Record of Slaughter of Livestock in Damascus Slaughter P1ant 5 
1978. 

Tne 
Daily Slaugther 

Month Sheep Lamb Camel Cattle of Sheep I Lamb a 

- - - - - - - - - (head) 

January 25 5055 10,431 22 485 1,314 

February 18,716 145034 20 410 1,365 

March 16,683 20,289 22 490 1,370 

April 5,061 36,049 20 473 1,581 

May 19 47,045 25 418 1,743 

June 18,370 33,442 32 372 1,993 

July 10,637 24,045 37 362 1,285 

August 7,989 36,136 40 530 1,633 

September 3,449 16,124 24 396 752 

October 3,060 20,770 27 163 882 

November 713 14,463 19 430 584 

December 6,185 20,565 18 394 991 

Total 115,936 293,402 306 4,923 

Ave. Daily 
Slaughter 1,291 

a Based on a six day work week. 
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Table 2.13. Record of Slaughter of Livestock in Aleppo Slaughter Plant, 
1978 

Tll~e 

Month Daily Slaughter 
SheeE Lambs Goats Camel. Cattle of SheeE/Lamb 

- - - - - - - -(head) - -
January 9,078 4,526 217 235 585 504 

February 7,724 11,829 198 225 730 815 

March 6,323 6,109 92 219 734 460 

April 4,202 9,037 99 223 283 509 

May 3,008 6,847 221 163 563 365 

June 4,742 10,071 384 229 686 570 

July 8,156 11,390 495 362 760 724 

August 1,005 7,523 344 376 969 316 

September 7,247 5,126 165 279 606 476 

October 8,280 5,168 254 325 746 498 

November 7,862 1,696 105 229 694 368 

December 9,372 1,149 74 262 723 390 

Total 76,992 80,471 2,648 3,127 8,079 

Ave. Daily 
Slaughter 500 

a Based on six day work week. 
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house, merchants will slaughter these animals outside,government's control. 

The government does impose a requirement that all skins fromcaJ;'casses 

slaughtered at the plant must be sold to the government's tanning plant. 

The price paid is S. L. ,~_~'~O~,._P~i!h~~~~~*F:h~ wa,s_.l4P% lower, than ,the market price 

in tb..e Spring of 1979. These factors contribute to the plant operating below 

capacity wh~le twice. the number of carcasses were being slaughtered-privately. 

Slaughter capacity is available at both plants with trained butchers 

and veterinarians to serve the industry. Governments involvement in the 

marketing system has not encouraged the private sector to utilize these 

facilities. Performance will continue to. remain low as long as disincen-, 

tives are placed on suppliers causing them to utilize illegal,slallghter 

facilities. 

In other municipalities IikeHoms and Hama, the goverment provides 

only veterinary certification and a small fee for use of the facility. 

The slaughter facilities are not as modern as those of Aleppo or Damas-

cus, and in some cases sanitation conditions are below·standards. The 

municipalities have not suffered any economic losses by maintaining build-

ings, but the community has received carcasses which have been slaughtered 

in conditions comparable to those' for illegally slaughtered carcasses in 

Aleppo and Damascus. 

Hide and Skin Tanneries. (a) Description of Tanneries. 

The government has three factories for the processing 6f hides and 

skins. Two of these factories are in Aleppo and the third is in Damas-

CllS. One plant in Aleppo and the plant in Damascus are relatively new 

designed by a F~~~li firm and completed in 1974 but not opened until 1978. 

The plants were constructed with a capacity that could handle the skins 
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from the government's slaughter plant. The tanneries are operated by the 

government's Ara,b Trading Company. The plants in Aleppo and Damascus 

have a capacity of handling 3,000 sheep skins pel: day and approximately 

600 cow hides per day. Currently, the Damascus tannery receives, 40% of 

its skins from domestic produ~tion and 60% from imports; primarily Middle 

East countries. 

The plants produce unfinished leather, fancy leather, and lining lea­

ther. The factory in Damascus exports 70% of its: leather to Italy and 

Fr:ance. The tannery supplies 30% to local. industries for manufacturing 

shoe wear. The tannery does dying of leather only oncus·tom order, 

but now most of their exports are as unfinished leather. l.Joo1 from the 

skins are sold to the private sector. The tannery in Damascus sells some 

of its wool to the military for manufacturing of clothing and blankets. 

(b) Operational tosses of Tanneries 

Operational cost estimates were only available for the Damascus tannery 

but all information is applicable to the sd.milar plants in Aleppo. The 

difficulty that the tannery faces is insufficienf"supplies of skins. The 

plant must import up to 60% of its skins. The Arabs Tanning Co. pays 

S.L. 16.00 per piece for a small sheep skin and S.L. 17.00 for a large 

piece. In the private market, the price of a skin can go as high as 

S.L. 32.00 per piece during the >;linter. During the spring, prices for 

skins are their lowest and have been S.L. 14.00 - S.L. 16.00 per piece. 

The Arab Tanning Company imports skins from the Gulf States and have paid 

S.1. 20.00 per piece in 1979. The tannery purchases cow hides from the 

private sector and pays a fixed price of S.L. 2.7.5/kg. greenweight. 

}fanufacturing of the hides' are· from. the Pal_~tinian areas of. Damascus w'here 

-there is a higher numb:er of private slaughterer ",f cows. 
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Average processing costs for a sheep skin a.t the Damascus tannery was 

S.L. 12.00 per piece. Cost for tanning cowhide was S.L. loSS/sq. ft. These 

costs are applicable when plant is operating at full capacity which is 

currently not the case. At full capacity the plant requires 100 laborers 

and 30 administrators. A recent contract was signed for leather to be 

sold to Italy for U.S.$7.00 per piece. At this price the plant is just 

breaking even on operating costs without considering the cost of their·.· 

capital. Current list of sale prices for different products are listed 

in table 2.14. 

(c) Performance of Damascus Tannery 

Given the current system of obtaining supplies of hides and skins, 

the tannery is unable to obtain sufficient supplies to operate at full 

capacity. Cost per unit of output is higher reducing the margin of net 

profit to pay for the cost of capital. Because the slaughter plant was 

to be the tanneries major supplier the tannery finds difficulty in paying 

the higher market price for hides and skins. Because of the higher prices 

for sheep in the Gulf St8\tes, large quantities of live animals arE:l E:lxpor tE:ld, 

and thE:l tannE:lry has beell.1!equirE:ld· to rE:limportk.he sld_ns"from s!leep fattE:luE:ld 

-in Syria. 

Based on information in tablE:l 2.14, the tanning factory makE:ls a 

profit on each local skin of L.S. 9.50 if E:lxportE:ld and L.S. 6.00 if skin 

was importE:lcl. ThE:l margin of net profit is lowE:lr for fancy lE:lathE:lr or a loss 

if lininglE:lathE:ll:: is sold on domestic market. ThE:lprocE:lssing plant is un-

able to lowE:lrits production costs bE:lcausE:l of inadE:lquate supplies of carcasses. 

The tanning plant must compE:lte in ·thE:l open market for skins which havE:l 

domestic uses. 
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Table 2.14. Costs and Prices for Products of Damascus Tannery, April 1979 

Item 

Cos.t: 

Cost of untreated local sheep skin: 

Production cost to treat skin 

Total cost 

Sales: 

Export: 

Export price 

Domestic Market: 

Wool 

Profit: 

Fancy Leather 
Li,ning Leather 

Export Market: 

Domestic Market: 

'Fancy Leather 
Lin'iug Leather 

Local 
skin 

Imported 
skin 

------... (S.L./price) --.,..---

16.50 

12.00 

28.50 

28.00 

23.63 
15.75 

10.00 

9.50 

5.13 
-(2.75) 

20.00 

12.00 

32.00 

28.00 

23.63 
15.75 

10.00 

6.00 

1.63 
-(6.25) 
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Wool Processing Facilities (a) Description of Industry 

Annual production of Syrian wool is estimated around 12,000 - 14,000 

metric tons (m.t.). Between 6,000 - 8,000 m.t. of annual production reaches 

the official marketing channels (table 2.8). The remainder of wool is uti-

lized within the family or local village or is smuggled into Turkey. Up 

until 1945, Syrian merchants were involved with exporting Syrian and Iraq 

wool. Since that time Ira-q has splintered off and developed its own ex-

port trade. 

Syrian wool from Awassi is described as deserted wool whi~h does not 

require excessive scouring. The best resul~s have been achieved with 

hand washing which gives a better quality fleece than Syrian wool which 

has been scoured. Wool is purchased by merchants located in the maj or 

towns in the sheep production areas. Many small private businesses are 

operating to wash wool. The purchase price for wool is L.S.6.00 -L.S. 7.00/ 

kg on the average for grade 1 wool. Wool merchants will either sell the 

wool for export using one of the few· commission buyers or use it for 

stuffing in mattresses. A commission buyer charges 1% of the value of 

product. 

There are an estimated 10 to 20 major wool exporting businesses in 

Syria. These companies are located in Damascus, Homs, Hama, and Aleppo. 

These exporters clean, grade, and bale wool which is exported by either 

ship or by train. The recent F.O.B. price Latakia for Syrian wool was 

estimated at U.S. $3.20 to U.S. $3.30 (L.S. 12.80 - L.S. 13.20) per kg. 

The government has entered the wool processing market with construc-, . 

tion of a wool scouring plant in Hama with assistance from the United 

Nations. (Information about. the plant was gathered from a personal source 
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in Damascus and must be treated cautiously until a further in-depth re-

search can be conducted). The scouring plant, which was initially to be 

a pilot project, finally cost the Syrian government L.S. 70 million to 

construct. The plant has a capacity of 2,000 tons of greasy wool per year 

which produces 1,200 tons of scoured wool. The plant has only been able to 

purchase 15% of the marketable wool so the plant has been grossly under-

utilized. The goal of the project was to reduce the amount of wool that 
" 

Syria exports by processing it for local industry. The Syrian wool was 

to be manufactured into yarn mainly for carpet production, but has been 

dumped on the local market being sold for mattress stuffing because 

of its poor spinning qualities. 

(b) Operation Costs of Rama Wool Processing Plant 

Not" all the details were available to construct operations cost. 

From a personal source, the production costs of scoured wool was esti-

mated at L.S. 16.00 per kg., which is much higher than what the private 

sector can wash Syrian wool. Because Syrian wool is a deserted wool, 

harsh scouring procedures lowers the quality of final product which has a 

market value of L. S. 12.00 and" is being sold for mattress stuffing. 

The spinning of Syrian wool does not have a good top-to-yarn yield be-

cause of its uneveness. To spin 100% Syrian wool into yarn can result 

in a 20-30% wastage .and is not economical. 

In the private- sector>Lmefc,l1ants hand wash Syri".'il.n w_oQl, and it- sells 

for S.L. 15.00-17.00 per kg. The higher price is because hand washed 

w.Qol allows longer length of wool that is good for mattresses. Merchants 

use approximately 22 kg for one mattress. A wool washer can wash about 

250 kg per day and charges L.S. 30 - 40 per day. " Two private merchants 
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estimated it cost approximately L.S. O.5~-0.6/kg to-wash, grade,-andbale 

wool. The estimated costs of the Hama plant were L.S. l.60-l.80/kg. 

for the same end product which had a lower market value. 

(c) • Performance of the Hama ~vool Processing Facility 

Performance of the scouring plant is low from secondary evidence 

available. The scouring plant was built larger than the viable market 

share. Using 100% Syrian wool results in a high wastage factor because 

~f its uneveness in length. Instead of the plant being a major supplier 

to local spinning mills, the spinners are importing tops and yarn to 

spin to supply textile mills. The scouring plant is a high cost operation 

unable to be successful with its present operation. The plant produces a 

costly product which must be dumped on the local market and sold at below 

the current market price for hand washed wool for mattres.s stuffing. 

2.2.3. Market Facilities 

Livestock Markets 

Markets in Syria in general have not developed to insure efficient 

handling and selling of livestock. In the major livestock markets of 

Hama, Homs, and Aleppo, the markets are open areas with no sheds for 

protection. Sheep are herded into small flocks by each owner with buyers 

approaching the owner to negotiate a price. In all instances, any sale 

must be conducted with a "broker" who arranges for the negotiations and 

is a witness to the sale. The fee paid to the "broker" varies, but on 

the average is S.L. 3.00 -per head (Figure 2.4 and 2.4c). 

Animals can stand in the marke~ for many hours waiting to be sold. 

During the hot summer months this causes shrink in the animals. Water 

and feed facilities are grossly lacking because ~uyers do not want ani­

mals full of water or feed during a sale. In each market, weight scales 



. ' 

44 

w,ere present but in poor condition. The weigh ,scale is owned and opera .... 

ted by a private individual who charges a fee to use the scale; approxi .... 

mately S.L. 1 .. per weighing. Most of the animals so.ld are purchased <-, 

·liveweight and then weighed to determine the total amount of money owed 

to the seller 

At the market, there are no loading and unloading facilities (Fig. 2.4a). 

Each of these major livestock markets are close to flattening op-era-- .' 

tions. At, fattening building, loading and unloading ramps were pre·-

sent for driving the animals into the trucks. Sheep ready for sale are 

driven from the fattening center to the market each morning. Unfattened 

animals which are brought to the market are bought· by fatteners for 

either stall feeding or returned to pasture depending on time of the year 

and condition of the animal (Figure 2.4d). 

Distribution and Wholesaling Facilities (a} The Private Sector 

In the s1ila.ller url>an centers, private merchants 'are responsible for 

distribution of meat from the slaughter plant to the butcher shops. Pri .... 

v,ate merchants in the meat surplus areas of Syria; Homs, Ranta, and Aleppo, 

wholesale and distribute carcasses or deboned'meat f.or smaller butcher 

shops. the larger merchants in these cities have distribution systems 

which includes. Datnascus. Because of the shortage of red meat in Damas.­

cus, butchers slaughter and debone carcasses sending meat daily to Damas.­

cus. In Hama, there are merchants who fatten, slaughter; and distribute 

meat to Damascus daily. The transportation charge between Hama and 

Damascus is S. L •• 25/kg. One merchant was supplying butchers in Damas­

cus with 150 kg. and butcJ:lers in Homs with 70 kg. daily. 
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Figur~ 2.4 She~p Marketing and F.eeding Facilities in Aleppo, Syria. 
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Figure 2.4a Aleppo Market has no loading facilities 

Figure 2.4b Heifer delivered to market in small truck 
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Figure 2.4 (continued) Sheep Marketing and Feeding Facilities in Aleppo, 
Syria 

Figure 2.4c Flocks awaiting buyers to come and negotiate 

J 

-........... . --1 . 

Figure 2.4d Sheep feedlot in Aleppo, Syria 
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The distribution and wholesaling facilities for beef is controlled 

by private merchants. Even in the government controlled market of Damas­

cus, private butchers are responsible for transporting carcasses from 

the slaughter plant to butcher shops. Because of the fewer number of head 

slaughtered, government does not ent.er into this distribution system. 

Wholesale outlets for beef are more common than for mutton. A few 

merchants slaughter animals and distribute on regular basis carcass meat 

to neighborhood butchers in the larger urban areas. Because there are 

many small butcher shops for beef, the marketing system benefits by 

having a few large dealers who wholesale the beef. A similar trade exists 

in the marketing of the offals of cows, sheep, and camels. A small. num­

ber of agents specialize in wholesaling these specialty items. A primary 

need for these wholesalers is because government restricts retail outlets 

from selling different types of meat products redUCing the volume of sales 

for any particular store. 

(b). The Public Sector 

The role of the public sector in the distribution and wholesaling 

of meat bas been limited to Aleppo and Damascus. In Aleppo, government's 

involvement has been limited only to the distribution of meat from 

slaughter houses to the butchers. This is more a service rather than a 

means of control. Insulated trucks carry the sheep carcasses from the 

slaughter house to central points where butchers pick-up .their carcasses. 

This service is paid for in the fees paid to use the slaughter facilities. 

In Damascus, the government's Meat Bureau of the General Consumption 

Institute in the Ministry of Supply controls the allocation and distribu­

tion of mutton.. After slaughter and storage of carcasses for 20 hours, the 
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Meat Buteau allo,cates carcasses on random basis to the butchers who are 

members of the Butcher's Syndicate. A butcher receives his, carcass with..,.. 
, , 

out choice, the weight is recorded and then loaded in an insulated truck 

for delivery to his pick-up. point. 

'Because the DamasCUS plant is currently only supplying about 1,000-

1,200 carcasses per day, the system is manageable. !hedistribution 

takes about 2 hours to cOmplete beginning by 4a.m. and finishing around 

6 a.m.' If the plant operated at full capacity and the Meat Bureau was 

the sole supplier to Damascus, there would be diffi~ulties in delivery' 

of. meat especially during the summer months. The tJ;'Ucks used by the 

Meat Bureau are old, and the insulation is beginning to wear. When 

carcasses arepac,ked "in the van, many are stacked on the floQ,rs and not 

hung properly increasing the'incidence of contaIt1i.nation and spoilage ; especially 

dUt:~ng the summer.,:?;he- rear doors are reinov~d so ear'casses 'ar.etransported 

with some hanging from the back on hooks exposing them to environmental 

pollution. If the government wishes to improve the distribution system, 

it will require investments in modern transport vehicles to meet the re ... 

quirements of the Damascus market. 

In Damascus; the Meat Bureau has vertically integrated their operatiOn 

to include supplying 10 ,retail meat shope and several ,supermarkets owned 

and operated by the government.' To service ,these' shops, the Meat Bureau has 

a center in the slaughter plant for' fabricatiort of meat. In the after-

nooIU butchers for the Meat Bureau debone carcasses.' Meat is packaged 

as lean red meat or a~ mixed red meat with fat. Meat is packaged, weighed, 

and vacu1lII1sealed. Meat isdeliV:ered to the shops, in :the evening around 

for sale the next morning. Butchers who deboned the carcJ.s:scsa,t 
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the slaughter plant are paid a" commission based on :: the quantity o·fmeat 

deboned. Frozen carcasses, which only the government meat shops sell, 

are distributed at the same time as theprepacked fresh mE!a,t to. the shops. 

This system of prefa,brication at a center location allows increased effi-

ciency wi thdaily delivE!ry of between 1,100 to 1, 400/kg of packaged meat.< 

i SurveY of Retail Meat Shops 

To gain an understanding of rE!tailoutlets, a survey of butcher shops 

was conducted in Aleppo and Damascus •. The design of the surVey-is explained 

in Appendix 1:. These two cities were chosen to examine the difference between 

the government's control of meat wholesaling systE!m in Damascus and therela.-

tively open rnarketC<9perated by the private' secto.r in Aleppo. In Damascus 
. -- ,- . 

18 mutton and 6 beef butchers WerE! interviewed; and in Aleppo, 7 mutton 

and 4 beef butchers . were interviewed. In each city poultry retailers were 

also interviewed which are examined in the chapter on poultry and egg 

marketing. Butcher '. shops were randomly selected from low, middle, and 

high income areas in each city. In addition to private shops, three 

government meat shops operated by the Mea.t Bureau were selected from the 

three income areas in Da,mascus. 

(a) Mutton Retail Shops in Damascus and Aleppo 
en De.scriptionof Shops 

There are approximately 1,200 mutton retail shops in Damascus.while 

in Aleppo, there are over 1,500 mutton retail shops. In table 2.15, survey 

results are presented on the characteristics of the butcher shops sampled. 

Butcher shops in general were small and crowded •. Average store size was 

154 sq. ft. All mutton butcher shops were .reported closed on Fridays 

observing the Muslim religious custom. Mutton shops opened in Damascus 



Table 2.15. Characteristics of Private Mutton Butcher Shops in Dampscus and Aleppo, March, 1979. 

Damascus AleEEo 
Low }1iddle High Total Low Middle High Total 

Item Unit Income Income Income or average Income Income Income or average 

Shops surveyed no. 6 6 6 18 2 3 2 7 

Size of shops sq. ft. 90 180 192 154, 273 264 680 385 

Ave. time open am 6: 30 7:30 7:00 7:00 7:00 7:45 8:00 7:45 

Ave. time closed pm 4: 30 4:30 4:00 4:15 4:30 4:00 4:00 4:15 

Closed on Friday % 100 100 100 100 100 100 100 100 

Ave. Employeesl 
shop no. 2 2.3 2.7 2.5 3.5 4.3 4 4.Q 

Fulltime Employee % 100 100 66 89 100 66 100 86 

Operated by Rela-
tives % 100 50 33 61 100 50 0 43 

Owner in Syndi-
cate % 50 83 67 67 100 100 100 100 

Refrigeration % 100 100 100 100 100 100 100 100 

Display case % 0 0 50 17 100 0 100 71 

Freezer % 50 67 100 72 100 33 100 57 

Operator/owner % 100 100 100 100 100 100 100 100 
:- ' 

Owner has other / 
job % 17 0 0 6 0 0 0 ·0 

Operator owns 
other shops % 0 0 0 0 0 0 0 ~ 

(lO 
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on the average at 7am and closed at 4:15 pm. Hutton shops open on the 

average later in Aleppo than Damascus stores at 7:45 am closing at about 

the same time at 4:15 pm. 

The number of employees working in the. mutton shops in Damascus was 

2.5 people less than recorded for Aleppo with 4.0 employees per shop. For 

each respective income classific13.tion, there were more employees per sl).op 

in Aleppo probably reflecting the increased number of carcasses' sold; by 

each shop in Aleppo. On the average, similar numbers of shoP? had employees 

who worked full time. Fewer shops on Aleppo were completely staffed and 

operated by family members indicating po!;!sibly the more commercial nature 

-
of the shops in Aleppo because of the freer market with less government 

controls of supply. More owners inte~viewed in Aleppo reported be:i,ng 

members of the Butcher's Syndicate than in Damascus. 

All shops interviewed had refrigerators for storing meat which was 

not sold during the day. In the higher income areas in Damascus, 50% 

of all stores had display cases for their meat compared to none in the 

shops in low and middle income areas. A higher percentage 'of shops in 

Aleppo had display cases, 71%, indicating more consumer awareness on the 

part of butchers. In general more shops interviewed in Damascus had 

freezer facilities than Aleppo. All shops were owned and operated 

by the same individual and his shop was his only business with no out-

side source of income. 

The general impression is that shops are family owned and operated 

which serve as the only source of income for the butchers. In Aleppo, 

shops seem larger and employ more staff which could be correlated with 
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the larger supplies of available meat.· In Damascus, the Meat Bureau 

allocated a 1im.ited number of carcasses keeping store sales of ;inspected 

mea.tlow. 

(iii) Recorded Sales of·. Mutton Shops 

Government regulation states that butcher shops are supposed to 

specialize in sales afone product. There are separate shops for mutton· 

beef, poultry and olfals. For.mutton shops interviewed in Damascus; 

some reported selling several types of meat products (Table .2.16). Owners 

of mutton retail shops in Aleppodid.Iiot report selling other 'prodUcts. 

Offals from sheep were products that owners in fi:ve stor.es reported .sell ... 

ingother thanmuttan. Most shops in the survey apparently were adhering 

to the gover±:rinent' s regulation. 

Average monthly sales for the first and second quarterso;f the year 

are recorded in Table 2.11. Average 1I1Onthly sales for mutton retail shops 

in Aleppo were higher. than in Damascus by 15% in the first .quarter (1,243 

kg vs. 1,084) and by 54% in the second quate·r (1, 661 kg v~ 1,078 kg) •. 

For the first and second·quarters, sales for shops for each income group 
, 

in Aleppo e~ceede·d sales in Damascus. High sales are attr:Lbuted to Aleppo 

being in a meat surplus area andwberethe marketing system is less controlled. 

The number of carcass.es sold per day by each butcher shop was small 

(Table 2.18). The· peak. day of sales generally occurS on Thursday and Satur-

day corresponding to the days before religious observances. Average number 

of carcasses slaughtered for mutton retail shops in Aleppo exceeded the Dam-

~scus shops. The number of carcasses sold in the high income area of Aleppo 

seems low compared to Damascus and could be due to the small number 

of shops interviewed in Aleppo. For the festival of Adha., which occurs 



Table 2.16. 

product 

mutton 

beef 

offa1s 

poultry 

eggs 

dry grocel:'±es 

-produce 

other 

a 
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-. a 
Types of ProdtJcts Sold by Mutton Retail Shops in Damascus 

Low 
Income 

6 

2 

Middle 
Income 

6 

1 

1 

1 

1 

1 

High 
Income 

6 

3 

2 

1 

1 

1 

.Total 

:18 

.~ 1 

5 

3 

1 

2 

1 

2 

Mu.tton retail shops in Aleppo did not report selling any other products. 



Table 2.17. Monthly Sales of Meat in Retail Mutton Shops in 
Damascus and Aleppo, March, 1979a 

DAMASCUS ALEPPO 
Low Middle High Low Middle High 

Income Income Income Total Income Income Income Total 
1st 2nd 1st 2nd 1st 2nd 1st 2nd 1st 2nd 1st 2nd 1st 2nd 1st 2nd 

Products Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. QU'. Qtr. Qtr. Qtr. Qir. Qtr. Qtr. Qtr. 

- - - - - - - - - kg/mo- - - - - - - - ..,. - - - - - -
Mutton 692 623 740 740 1287 1335 906 900 1050 1200 1000 1875 1800 1800 1183 1525 

Beef 50 50 17 17 

Offals 39 39 46 46 28 28 

Poultry 85 85 240 240 108 108 

Eggs 75 75 25 25 

Total 731 662 875 875 1648 1696 1084 1078 1050 1200 1000 1875 1800 1800 1183 1525 

aNot all stores in an income area reported sales of other products; Number recorded is average amount for all stores in income group. 

Source: Survey of Mutton Butchers, March, 1979. 

\ 
1'\ '1\ 



Sales/Day 

Weekdays: 

Sunday 
Monday 
Tuesday 
Wednesday 
Thursday 
Friday 
Saturday 

Ave. Daily Sales 

Festivities: 

Rammadan 
Adaha 
Christmas 
Easter 

Sales per Customer 
(kg/person) 

Source: Personal 

Table 2.18. Average Sales of Mutton per day and during religious festivities 
in Damascus and Aleppo 

DAMASCUS ALEPPO 
Low Middle High Low Middle High 

Income Income Income Total Income Income Income Total 

- - - - - - - - - - - - - (carcasses/day) - - - - - - - - - - - - - -

1.0 1.1 1.8 1.3 2 2.0 1.5 1.9 
.8 1.1 1.8 1.3 1.5 2.0 1.5 1.7 

1.0 1.1 1.8 1.3 1.5 2.0 1.5 1.7 
.8 1.1 1.8 1.3 1.5 2.0 1.5 1.7 

1.3 1.3 2.3 1.6 1.5 3.0 2.0 2.3 

1.2 1.3 2.2 1.5 2.5 2.0 1.5 2.0 

1.0 1.2 2.0 1.4 1.8 2.2 1.6 1.9 

1.7 1.5 2.7 2~O 2.0 2.0 2.0 2 
1.7 1.8 5.3 2.9 7.0 10.0 5.0 8 
1.2 1.3 2.0 1.5 2.0 2.0 1.5 1.8 
1.2 1.3 2.0 1.5 2.0 2.0 1.5 1.8 

.41 .62 .48 .50 .5 2.0 1.0 1.21 
," ; 

interview, March, 1979 

U1 
w 
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approximately two months after Rammadan, butchers reported increased 

sales of carcasses. A 100% increase occurs in Damascus and a 400% in-

crease in Aleppo (Table 2.16). For the other religious festivities, num-

ber of carcasses sold does not vary from the average daily volume. Average 

amount of purchase per customer was higher in Aleppo, 1.21 kg., compared 

to Damascus, .50 kg. Average quantity purchased in middle income stores 

was higher than for stores in the other income areas (Table 2.18). What 

is obvious is that average purchases in low income areas was reported 
--. '--

the lowest of all income areas. Current price for-mutton makes it more 

expensive than beef or poultry explaining the lower quantity consumed. 

Some stores reported purchasing uninspected carcasses from outside 

the legal marketing channel (Table 2.19). Because it is illegal to pur-

chase uninspected carcasses, some respondents were hesitant to answer 

this question. There was evidence of stores which did not report purchas-

ing uninspected carcasses actually having them in their store. In Damas-

cus, 66% of the stores interviewed reported purchasing uninspected car-

casses. The largest majority reported purchasing uninspected carcasses. 

The largest majority reported purchasing carcasses (45%) while the rest 

(22%) purchased live animals which they slaughtered. Of those reporting 

purchases, ave.rage number received was 1.2 carcasses per day. Because 

the market is free in Aleppo with no strong allegiance to the Butcher's 

Snydicate it was difficult to get an honest reply to this question. 

One respondent, revealed he purchased 2 carcasses per day and knew many 

other butchers who did the same. Uninspected carcasses are the major 

sources of meat supplied in the cities of Damascus and Aleppo. 
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Table 2.19. Source of Uninspected Meat Not Purchased from Slaughter 
House. 

Stores Not Buying 
Uninspected Carcasses 

Stores Buying Unin­
spected Carcasses 

Stores Buying Animals 
and Slaughtering 

Average Carcasses 
Purchased/ day (no) 

DAMASCUS 

NO. 

6 

8 

4 

ALEPPO 

% No. % 

33 6 86 

45 1 14 

22 

1.2 2 



(iii). Wholesale Prices Paid and Retail Prices Received by 
Mutton Butchers 
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Wholesale prices paid by butchers in Damascus and Aleppo during the 

first quarter of 1979 are listed in table 2.20. Wholesale prices for mut-

ton locally produced supplied by the government. 's Meat Bureau 'vas lower 

than prices from private sources in either Damascus or Aleppo. Govern-

ment is controlling the price of carcass meat to butchers to try to keep 

retail prices from rising. Wholesale price for mutton from local produc-

tion sell at S.L. l2.75/kg. in Damascus and imported chilled-mutton 

sells at S.L. l3.50/kg. Imported frozen mutton is sold only at govern-

ment stores at controlled prices. Prices for other products purchased 

by mutton shops are listed in table 2.20. 

Butchers have differentiated prices for various cuts of meat from 

the carcass (table 2.20). Price for lean boneless mutton was highest 

in the high income areas of Damascus at S.L.24.33/kgwhich is above the 

government controlled price of 21.50. Prices for lean boneless mutton 

in Aleppo was slightly lower, averaging S.L.22.50. Average prices for 

mixed meat (50% lean and red meat and 50% fat) wa.s slightly higher in 

Damascus than Aleppo. The fat'. of the carcass bes.ides being mixed is sold 

.•.. separate, .. Reta·i;l . .cpri.:ce" for fat. was' reported --lower in- Damascus. Wholesale 

and retail prices for other products sold by shops are lis.t.ed in table 2.20. 

(iv). Sale of Mutton Carcasses 

Butchers were asked .fl,.bW;:'they normally· Gut-up their " 
". ~ ".-. 

sheep carcasses (table 1-.21). Because in Damascus where butchers receive 

different types of carcasses, Qocally fattened or imported) ,an average 

between thernaj or types was selected. The large_st percentage of the car-

cass, (36%), was sold" as mixed meat, (50%) red meat and (50%) fat. 



Table 2.20. Wholesale prices paid/on meat by Mutton Butchers and Prices Received for Meat in Damascus and Aleppo. 

Product 

Wholesale Prices Paid: 

Hutton 
Fresh Loca1-Govt. 
Imported Meat-Govt. 
Fresh Meat-Private 

Poultry 
Eggs (doz.) 
Dffals 
.Beef 

Retail Prices Received: 

Mutton: 
Boneless 
MiXed 
Fat 

Poultry 
Eggs 
Offals 
.Beef 

Low 
Income 

12.75 
13.50 
12.75 

15.00 

22.17 
14.92 
5.50 

18.00 

-

DAMASCUS 
Middle High 
Income Income 

- - - - - - - -

12.75 12.75 
13.50 13.50 
16.40 14.00 

8.00 !1.45 
3.40 

20.00 
17.00 

22.50 24.33 
16.25 18.17 

7.00 5.00 

8.50 9.00 
3.50 

22.00 
18.00 

ALEPPO 
'fotal Low Middle 
Shops Income Income 

- - - (S .L./kg.) - - - - - - - -

12.15 
13.50 
14.40 13.60 13.60 

B.23 
3.40 

17.50 
17.00 

23.00 21.00 23.00 
16.44 16.00 16.80 

5.83 B.OO 8.00 

8.75 
3.50 

20.00 
18.00 

'-\ 

lIigh Total 
Income Shops 

- - - - - - - - -

13.38 13.49. 

23.50 22.50 
16.00 16.27 

8.00 8.00 
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Table 2.21. Average Dressing Percentages for Sale of Meat From Differ­
ent Types of Carcasses Reported by Butchers in Damascus. 

Item 

Boneless meat 

Mixed meat 

Bones 

Fat 

Total 

Locally Fattened 
Turkish Sheep 

23 

36 

15 

26 

100 

Imported Carcasses 
by Meat Bureau 

-(%) 

32 

35 

23 

10 

100 

aCarcasses are imported by air from Romania or Bulgaria. 

Average for 
all Carcasses 

28 

36 

18 

18 

100 



Even tho.ugh govermnen.t controls prices, butche:t:s can~asily mix in more 

fat tryi:ng to minimize the loss .fr9m carcasseS. with a large percentage 

of fat. A relativelysmal.l. percentage of the carcass. was sold as lean 

red:meat, 28% while 36% was sold as mixed meat. Bones, had nov-A1.ue and 

were estimated at 18% of the carcass weight_ The pe1;centage of fat sold 

from a carcass was estimated at 18%. 

The gx:oss margin on two types of carcasses .if sOld at government 

corttrol.prices by butchers in Damascus is calculated in table 2.22. For 

a fattend TurkiSh sheep (Hamara), the butcher would. lose S~L. 2~50 per 

carcass if sold at government ,ccm·trolled prices. For imported carcasses 

from Romania and Bulgaria, the gross margin was S.L. 14.00 per carcass. 

The difference between the marg:ins was because of the high fatconte~rt 
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in fattened Tll)::'kisn, sheep. Beca,·use of the lower live .... weight price of Hamat'a 
'. .. 

or Herrick breeds, the Meat Bureau purchased more of these .;mimalsforthe 

Damascus market. The preferred Awassi breed has a higher 1 ivewei ght price 

in the market and many are exported •. 

(v). Peri-oI1!lance of ButcheI:' ShQPS 

. As an :indicator of performance of the retail butcher shops , '.' costs and 

returns to the shops were estimated in table 2.23. Gross returns, before 

cost of operations, indicated that butchers! shops in Damascus have a 

gross monthly return of S.L. 1,289 and for Aleppo, S.L. 1,698. The stores 

in the higher income areas had th:e largest gross revenues (table 2.23). The 

shops in low: income areas had lowest re,turns a£ter paying for the meat .• In 

low income areas, butchars repQrted charging close to goverruIlent1s control 

prices, and the number of carcasses slaughtered per day wa's low. Shops in 

higher income a,reas ,reported charging higher retail prices." Butchers in' 

the high income area reported selling more carcasses perd'aY. 
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Table 2.22. Average Dressing Percentages for sale of meat from Differ­
ent Types of Carcasses Reported by. Butchers in Damascus 

Item 

Revenue: 

Boneless Heat 
(S.L. 2L50/kg) 

Mixed Meat 
(S.L.15.00/kg) 

Fat (S.L. 9.00/kg) 

Gross Revenue 

c Cost 'of Carcass 

Gross Margin 

Locally Fattened 
a Turkish Carcass 

148.35 

162.00 

70.20 

380.55 

382.50 

-(2.50) 

Importeg 
Carcass 

137.60 

105.00 

41.40 

284.00 

270.00 

14.00 

a Average carcass weight for locally fattened turkish sheep is estimated 
to be 30 kg. 

b Average carcass weight for imported carcasses was assumed to be 20 kg,. 

cGovernment price of locally fattened sheep (S.L. 12.75) and imported 
(S.L.13.50). 



Table 2.23. Average Monthly Costs and Returns for Mutton Butcher Shops in 
Damascus and Aleppo 

DAMASCUS ALEPPO 
Low Middle High To\:al Low Middle lIigh Total 

Income Income Income Income Income Income Income Income 
No. Value No. Value No. Value No. Value No. Value Mo. Value No. Value No. Value 

(L.S./Shop) (L.S./Shop) (L.S./Shop) (L.S./Shop) (L. S ./Shop) (L.S./Shop) (L.S./Shop) (L.S./Shop) 
Revenue 

Mutton 6 10,596 6 12,092 6 22,351 18 15,013 2 16,737 3 16,972 2 25,185 7 19,251 
OHals 2 2,124 3 2,024 5 Z,064 
Poultry 1 4,335 2 6,480 3 5,765 
Eggs 1 1,575 1 1,575 
Beef 1, 5,'100 1 5,400 

Gross Rev-
enue 6 11,304 6 13,715 6 25,786 18 16,935 

Costs: 
Mutton a 6 10,540 6 11,271 6 20,109 18 13,973 2 16,279 3 14.985 2 22,679 7 17,553 
Offals 2 1,770 2 1,840 4 1,805 
Poultry 1 4,080 2 6,084 3 5,416 
Eggs 1 1,530 1 1,530 
Beef 1 5,100 1 5,100 

Cost of 
Meat 6 11,130 6 12,801 6 23,005 18 15,241 2 16,279 3 14,985 2 22,679 7 17,553 

Gross Re-
turns 6 174 6 914 6 2,781 18 1,289 2 458 3 1,987 2 2,506 7 1,698 

Overhead 6 116 6 200 6 195 18 171 2 339 3 117 2 n5 7 214 
\~ages 6 90 6 98 6 510 18 233 2 750 3 353 2 490 7 506 

Net Returns 6 -(32) 6 616 6 2,076 18 886 2 -(631) 3 1,517 2 1,781 7 979 a-
I-' 

hutcher's 
Estiulated 
Net Return 6 550 6 1,017 6 984 18 850 'I 1,350 3 2,250 2 1,125 6 1,725 

aAverage wholesale price for mutton for butcher shops in Damascus was S.L. 13.ll. 

.. '\ I J \ I A 
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Net returns to butcher shops varied according to income areas. Righer 

in~ome areas had higher net returns. Overhead consisted of monthly rent, 

utiliti,es, and licenses paid by the butcher. Shops in low income areas 

were shown to'~ha.ve a loss after paying for, overhead and wages. It would be, 

,reasonable to assume thatall:sFwps, make, a, net pro:fLt by either adjusting 

r,' the mixture' of lean tQ: fat- and bone or, seiling above'the goverIrinent controlled 

pric·es. But'chers: were asked to give an estmate< ',0£ th..e~ net ·retur1;ls per· 

month andthe,aV'erage: far Damascus was L •. S. 850 and in: Aleppo L.S. 1,725. Net 

. profits' are; lower in,Damascus because of the :restrict·ion in 'available supplies 

" f.rom- Meat ·-B.urea,u., aIld the high. cost: of carcass meatfr,oin,illegal slaughters. 

The decrease in performance in. low income areas is that shops Iilaintain 

on the average two employees but sell only one carcass per day and ,no other 

aniIilal products.·;S~~ias per employeeis·lo'tY...In the higher iIlcome 

area of Damascus, shops sell three times as much mutton as in the low in-

come area and also sell other meat products. The middle and higher income 

.area shops havel.arge:r;-.net. returns because of .. increased. volume, of sales as 

well as selling·above.·government controlled'p.rices for meat. 

(vi). PerformartceOf,Marketin:g SYstell1'forMutton 
in Damascus 

Butchers ,in Damascus were asked their opinion of the quality of 

carcasses received from the Meat Bureau (table 2.24). The majority of the 

butchers (83%) said the meat wa,g either fair or poor. In the low and 

middle income areas, the largest number of respondents said the quality 

of meat was fair. This would correspond to areas where more fat on the 

carcasses is tolerable' to consumers,. In high iilcoine areas, 50% of· the but .... 

cher shops said carcasses were poor mainly because of the high ratio of 



Table 2.24. Butcher's Opinion of Quality of Mutton Received From the 
Meat Bureau in Damascus. a 

Poor 2 33 1 17 3 50 6 33 

Total 6 100 6 100 100 18 100 

63 

aThis applies only to Damascus where the Meat Bureau controls the supply_ 
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fat on the' c;;l:rcass:es}Swlii-eh is no·t "preierredby 'customers who e'cit clean red 

Iileat. 

The major reason given by butchers why quality of Dieat was only 

fair or poor was that carcasses were too ,fat (table 2~25). Ohoccassion, 

butchers have to return a carcass to the slaughter house because they 

complain of a large fatty tail. Transport chargestQ and from the plant 

must be paid by the butcher. In several visits to the slaughter plant, 

butcher$could be seen on the loading dock trying to negotia,te for a re­

placement carcass. Seven respondents also complained that carcasses from 

the Meat Bureau were too small. Because 'the Meat" Bureau does not grade car­

casses, butchers have no control over selection but pay the same price 

,:.:. 

Approximately 45% of the butchers interViewed iIi Damascus said they 

purchased carcasses from private merchants (tab1~ 2.26) When asked to coDi­

pare quality of carcasses received from private merchants compared to 

those of the Meat Bureau, four butchers said they preferred buyingfroDi' 

private merchants because they can'choose theircarca$ses (table 2.26). 

Ability to choose carcasses to purchase the desired quality and quantity 

seems most important to butchers. Butchers in Damascus were also asked 

to evaluate the ,present marketing system w,ith the· Meat Bureaucom,pared to 

before when butchers received carcasses from, p'ri va te sources (table 2.27). 

Close to 100% of the butchers' saidc, their operations ,were better when 

the private merchants were supplying carcasses. The major reason:' given 

was that the quality of meat received was better. Other butchers co~' 

plained that supplies were 'not sufficient for their customers. The gener­

al assessment of the performance of the, marketing system ,in Damascus is 
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Table 2.25. Reasons given why Respondents Rated Quality of meat as Fair 
or Poor Received from Meat Bureau in Damascus. a 

Carcasses too fat 

Carcasses too small 

Carcasses not slaughter 
in Muslin custom 

Carcassed imported have 
odor 

b Respondents 
No. 

15 

2 

2 

aThis applies only in Damascus where Meat Bureau has control of supply. 

b Each respondent could give more than one response. 



Table 2.26. Comparison in Quality of Meat Between Carcasses Received 
from Meat Bureau and those from Private Merchants in 
Damascus. a 

Total 

Choice in buying 
carcasses from pri­
vate merchants 

Meat is cleaner 
from private mer­
chants 

No difference 

Other 

Respondents 
No. 

4 

1 

1 

2 

8 

Percentage of 
Total Sample 

% 

6 

6 

11 

45 

66 

a Only respondents who purchased from private sources were asked this ques-
tion. 
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Table 2.27. Response by Butchers in Damascus as to whether their operation 
is better "now"with supplies from Meat Bureau or "before" 
with supplies from Private Sector. 

Operation better now 
with Meat Bureau 

Operation better when 
Meat Bureau was grad­
ing carcasses 

Operation better before 
with Private Sector 

Reasons why better before with 
Private Sector: 

Better Quality Meat 

Adequate supplies 

Price reflects quality 

Choice in buying 

Other 

Respondents 

No. 

-0 

1 

17 

12 

4 

2 

2 

1 
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poor. Because of current pricing policies, the Meat Bureau has to pur-

chase lower quality animals for the Damascus market. EVen then, supplies 

are not adequate because the Meat Bureau with higher volume would sustain 

even higher financial loss.es than currently they do. 

Compared to Damascus, butchers in Aleppo had fewer compJ,.aints about 

the marketing system. A few butchers did complain that the government 

set retail prices too low,but it is unlikely that many would adhere· to 

them anyway. A few butchers did complain that. delivery of carcasses 

from the slaughter plant was not reliable and would prefer earlier delivery. 

In general, most butchers had few problems. 

(b). Beef Retail Shops in Damascus and Aleppo (i). Description 
of the Shops 

The beef retail shops were surveyed in each city by income areas. 

Fewer shops were surveyed because of the smaller number of butchers in 

each city. Characteristics of the beef butcher shops are described in 

Table 2.28. In both cities the distribution of beef is relatively free 

to private l?erchants. The mohafazat of each city does control beef prices 

in each location. Beef shops in Aleppo are larger than those interviewed 

in Damascus. Shops in both locations have approximately the same hours 

of operation. The average number of employees was lower in the beef 

retail shops in general than in mutton retail shops interviewed (table 2.13). 

The majority of beef shops had display cases. The operator was typically 

also the owner of the shop and did not have other sources of income or own 

other meat shops. The general cleanliness of the beef shops was good. 

(ii) Record Sales 

Unlike mutton retail shops in Damascus, very few shops reported 

selling other items besides beef. In Damascus, two beef shops reported 



· Table 2.28. Characteristocsof Private Beef Butcher Shops in Damascus and Aleppo, March, 1979 

DAMASCUS ALEPPO. 
LOW Middle High Low }>Uddle High 

Item. Uni.t: Income Income IIi.come Total Income . J:llcoine Income Total 

Shops Surveyed no. 2 2 2 6 1 3 4 

!)ize of shops sq.ft. 200 144 225 190 200 374 289 

Ave. time open am 1:30 7:30 8:15 8:00 8:00 7:00 7:30 

Ave. time closed pm 6:00 3:00 5:00 5:00 8:00 2:00 5:00 

Closed. on Friday % 50 100 100 83 100 100 100 

Ave. Empl~yeesl 
Shop no. 2 2 3 2.3 2 3.6 2 .• 8 

Fulltime employees % 100 100 50 83 100 100 100 

Operated by rela-
tives % 100 50 50 67 100 33 50 

Owner in Syndi-
cate % 0 50 1000 50 100 100 lOO 

Regrigeration % 100 100 100 100 100 100 100 

Display case % 50 100 100 8'3· 100 100 100 

Freezer ,% 50 50 50 50 100 100 100 

Opera tori owner. % 100 100 100 100 100 100 100 

Owner has other 
,. 

.job % 0 50 0 17 0 0 0 

Operator owns 
other shop % 0 0 0 0 .0 0 0 

Cleanliness· of 
Q\ 
\0 

store fair good good good poor N.l\. N.A. 

'\ ,., , , . 
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sales of offals of cows and one shop sold dry groceries. In Aleppo, no 

beef shops interviewed sold other meat products besides beef. Sales of 

meat by income areas are listed in table 2.29. No, butcher shops in 

the high income areas of Aleppo were located. Beef is a product which 

is preferred by the middle and low income classes. 

In the first quarter of the year, butcher shops in Aleppo reported 

average sales of 2,063 kg/month which 'was higher than shops in Damascus 

reported during the same period. Sales fell off during the second quar­

ter in Aleppo which corresponds to increased availability of mutton 

(table 2.17). The amount of beef consumed in Aleppo is higher~than in 

Damascus. In Damascus, sales of beef fell· slightly 'from the first to the 

second quarter from~T~661kg to· 1, 283 kg. per month. Availability of 

mutton in the market can explain the fall in consumption of beef. The 

retail shops in the higher income areas of Damascus did mention sales 

of other meat products (table 2.29). Quantities of these products were 

reported to fall between the first and second quarters. 

Daily volume of sales of beef are estimated in Table 2.30. In 

Damascus, average daily sales progressively increased I from low to high 

income areas. Average daily sales in Damascus was 48 kg/day. The days 

of the week with the highest sales were Thursday and Saturday, the days 

before religious observances. For the butcher shops interviewed in Aleppo, 

sales were highest Saturday and Sunday. Average daily sales were reported 

for the three shops at 42/kg day. For religious holidays, butchers in 

Damascus reported greatest sales during the feast of Adaha of 105 kg/day. 

Because of the higher Christian population in Aleppo, sales of beef were 

highest during Christmas and Easter. 

Consumption of beef is higher in the Christian and P·alestinian areas 



Table 2.29. Monthly Sales of Meat in Retail Beef Sho.ps in Damascus 
and Aleppo. 

DAMASCUS ALEPPO 
Low Hidd1e High Low Middle High 

Income Income Income Total Income Incollle Income 
1st 2nd 1st 2nd 1st 2nd 1st 2nd 1st· 2nd 1st 2nd 1st 

Products Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. 

- - - - - - - - - - - - - - - - - - - - - - - kg/mo - - - - - - - - - - - - - - - - - - - - -

Beef 1,200 1,200 1,550 1,125 2,250 1,325 1,667 1,283 1,200 600 2,350 1,490 

Offa1s 12 12 .45 45 75 38 44 32 

Mutton 300 150 100 50 

Other a 450 375 150 125 

aBacon and preserved meat. 

,\ , .. , ,\ 

2.nd 
Qtr. 

- - - -

Total 
1st 2nd 
Qtr. Qtr. 

- - - - - - - -

2,063 1,268 

..... .... 



Table 2.30. Average Sales of Beef per Day and During Religious Festivities in Damascus and Aleppo 

DAMASCUS ALEPPO 
Low Middle High Low Middle High 

Sales/day Income Income Income Total Income Income Income Total 
- - - - - - - - - - - - - - - - - - -(kg. ) - - - - - - - - - - - - - -

Weekdays: 

Sunday 27 52 37 39 N.A. 53 53 
Monday 27 52 50 43 N.A. 35 35 
Tuesday 27 52 63 47 N.k. 33 33 
Wednesday 27 52 51 4~ N.A. 35 35 
Thursday 37 52 85 58 N.A. 33 33 
Friday 37a 37a N.A. 
Saturday 27 52 85 55 N.A. 65 65 

Ave. Daily 
Sales: 30 52 62 48 N.A. 42 42 

Festivities: 

Rammadan 32 57 80 56 100 42 71 
Adaha 32 57 225 105 100 42 71 
Christmas 32 57 145 78 N.A. 90 90 
Easter 32 57 150 80 N.A. 90 90 

Ave. Sales per 
Customer/wk. 2.5 1.5 2 2 2 1.6 1.8 

a 
One store was open on Friday. 

,\ 

- -

........ 
N 
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of Damascus. Average purchases by customers per week was 2.5 kg, in low. 

income. areas, higher than in the high income areas. The same income 

characteristic was observed in Aleppo with average purchases per week of 2kg. 

(iii). Wholesale Prices Paid and Retail Prices Recei'Ved by 
BeeiButchers 

\'lliolesale prices paid by butchers for beef are listed in table 2.31. 

AfeVl butchers gave the price paid for live animals in Damascus, S.L~5.50 

per kg., and then slaughtered themselves in the slaughter h01.lse. The 

price of dead weight carcass meat was reported to beS.L. 14.00 per kg 

. by butchers in Damascus which seems higher than normal. Butchers in the 

slaughter house reported .selling their carcasses to butchers at S. L.11.50kg. 

Butchers interviewed in the middle and high income areas of Damascus re-

ported purchasing either pieces of carcasses or deboned red meat from 

private meat merchants. Average price was S.L.15.60 per kg. In Aleppo, 

beef butchers reported purchasing the carcasses for S.L.l1.55,about the 

same price recorded by butchers at the slaughter house in Damascus. Sever-

a1 butchers in Damascus reported selling offals with an average purchase 

wholesale pticeof 8.L.17.00. Only one or tVlO butchers sold other meat 

products. Retail prices received for meat sold by beef butchers are listed 

in table 2.31. Prices for boneless red meat sold on the average for 

S.L. 17.83 per kg., higher than equivalent cuts of beef in Aleppo. Price 

for mixed beef with fat was lower in Damasc.us than Aleppo, S.L.12.00 

versus S.L. 13.06. Retail prices for other meats sold in Damascus was 

s;i.milar to mutton shops. Boneless mutton was selling for 8.L.25.00 per 

kg. is shops in high income areas. 



Table 2.31. Wholesale Prices Paid for Meat by Beef Butchers and Prices Received for Meat in Damascus 
and Aleppo. 

DAMASCUS ALEPPO 
Low Middle High- Low Middle High 

Product Income Income Income Total Income Income Income Total 

- - - - - - - - - - - - - - - - (S .P • /kg • ) - - - - - - - - - - - - - - - - -
Wholesale Prices Paid: 

Beef: 
Live Animal 5.50 5.50 
Carcass Weight 14.00 14.00 11.50 11.60 11.55 
Boneless Beef 15.25 16.00 15.60 

Offa1s: 14.00 14.00 20.00 17.00 
Mutton a 18.00 18.00 
Other 15.00 15.00 

Retail Prices Received: 

Beef: 
Boneless 16.50 17.00 20.00 17.83 15.00 15.30 15.23 
Mixed 12.00 12.00 12.50 13.25 13.06 
1!'at 1.00 1.00. 5.00 5.00 5.00 

Offa1s: 
Mutton 25.00 25.00 
Other 18.00 18.00 

~utton purchased have been the best qua11ty parts custom ordered. 

, A 

-
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(iv). Recorded.Sales of Beef 

To.determine cost and returns to the butchers from their operations, 

butchers were asked to determine the dressing percentages and how he sells 

his carcass. In table 2.32, butchers in the survey, who purchased car-

cass meat, estimated that on the average 36% of their carcass was sold as 

boneless red meat and 27% was sold as beef mixed with tat. Approximately 

2S ... 27% of the carcass was reported ~s being bone and had no value trhile 

10% was sold as fat. Because the bone is not sold with the meat, it mUst 

be considered as a loss to butchers and must be rec-overed in the sale of 

other parts of the carcass. 

(v) Performance of Butcher She>PS 

Performance of the beef retail shops can be j1;ldg¢d by estimat;i,ng· 

costs and returns'to the finn. Based on the dressing percentage$ in 

table 2.,32, average and grogS net returns are estimated irt table 2.33. 

The results are somewhatmis1eadirtg indicating that the average beef 

butcher shops in Damascus and Aleppo have a monthly net loss of S.L.· 629 

and S~L. 4,596, respectively. The reason for this loss occurs from either 

the sale percentage of each carcasses or the price reported for the types 

of meat sold. Given the percentages of typ.es of meat sold from each cate-

gory (table 2.32), gross margin for the low income butchers in Damascus 

was a loss of S.L. 2994 per month. If these butChers are breaking even, 

they must have to sell boneless and mb:ed meat at higher prices than 

they reported •. When butchers were asked to make a personal estimate of 

their monthly net profit the average reported was S.L. 2,515 in Damascus. 

Several butchers in the middle and high income areas reported paying 

. fines last year for selling above government. prices. The fines paid in 



Table 2.32. Percentages of Beef Carcass Sold as Meat by Butchers in 
Damascus and Aleppo. 

Product Damascus 

Boneless Red Meat 36 

Meat with Fat 27 

Bones 27 

Fat 10 

Source: Personal interview, March, 1979. 

Aleppo 

-(%)- - - - - - - -

35 

30 

25 

10 

Total 
Average 

36 

29 

26 

10 

76 
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Low 
Income 

No. Value 

Revenue: 
Beef 2 15,198 
Offals 1. 528 
Mutton 
Other 

Gross Revenue 2 15,462 

Costs: 
Beef 2 18,288 
DUals 1 336 
Mutton 
Other 

Cost of Meat 2 18,456 

Gross Return 2 (2,994~ 
Overhead 2 161 
Walles 2 

Net Return 2 -(3,155) 

Est. Net Return 1 1,547 

Table 2.33. Average Monthly Costs and Returns for Beef Butcher Shops 
Damascus and Aleppo 

. DAMASCUS ALEPPO 
Middle High Total Low Middle High 
Income Income Income Incol!le Income Income 

No. Value No. Value No. Value No. value .No. Value No. Value :1 

2 26,350 2 45,000 6 26,258 1 14,650 3 30,478 
1 1.350 1 3.300 3 1,726 

1 15,000 1 15,000 
1 8,100 1 8,100 

2 27,025 2 54,150 6 30,971 1 15,047 3 30,478 

2 23,638 2 36,000 6 25,975 1 17,400 3 34,892 
1 1,260 1 3,000 3 1,532 .- .:. 

1 10,800 1 10,800 
2 6,750 2 6,750 

2 24,268 2 49,650 6 30,791 1 17,400 3 34,892 

2 2,757 2 4,500 6 180 1 -(2,353) 3 -(4,414~ 
2 308 2 510 2 326 1 208 3 959 
2 575 2 575 2 _483 1 3 160 

2 1,874 2 3,415 6 -~ 629) 1 -{21561~ 3 -(5,533~ 

2 1,022 2 4,492 5 2,515 1 (1,000) 3 2,750 

, " 

.\ ,-- , • A 

Total 
Income 

-No; Value 

4 26.815 

4 26,815 

4 30,520 

4 30.520 

4 -p,705~ 
4 771 
4 120 

4 -(4,596~ 

4 2,313 

" co 

/ 
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comparison to the private butcher shops (table 2.34). The government 

shops were fairly standardized in their operation opening at 7am and 

closing at ,2: 30 pm. every day except Friday •. -- Each shop had approximately 

. 2 employees. Since most of the meat was prepacked one employee distri­

buted the meat another collected the cash. All shops had modern facili­

ties with average store size of 136 sq. ft. Two out of the three shops 

had display cases and all had a freezer. Operation was efficient an4 

shops were in good and clean condition. 

Unlike in the private shops, the number of employees were kept to a 

minimum. Labor requirements could be minimized since deboning of car­

casses was done at the slaughter house. The government shops maintained 

a higher standard of sanitation than was witnessed in most shops in the 

private sector. Consumers- !;ieeined satis£i.ed with the operation of meat 

shops with queues of customers waiting to receive meat in the mornings. 

(ii)' Recorded Sales 

Government meat shops are the only retail meat outlets allowed to 

sell different types of meat products. Average'monthly sales for the three 

meat shops, was ,19.,890 kg,.per,:'i'flop:whi.ch.. farTe:xceeds-the volume of sales in 

the private shops (table 2.35). Frozen mutton is sold only' in government 

meat shops because government sets the price at lower than fresh mutton 

and wants to prevent mixing the two meats. Average monthly sales of 

beef in government shops approximately equals the average sales of beef 

in the private shops (table 2.29). Government meat shops also sell poultry 

and fish with average monthly sales of 3,000 kg. and 600 kg. of each pro­

duct, respectively., In contrast to the private sector, government shops 

serve a larger number of' customers per store offering a wider selection 



Table 2.34. Characteristics of Government Meat Shops in Damascus 

Shops surveyed (no.) 
Ave. size of shops (sq.ft.) 
Ave. time shops open (a.m.) 
Ave • time shops close (p.m.) 
Shops closed on Friday (%) 
Ave. employee/shop (no.) 
Shops with refrigeration (%) 
Shops with display case (%) 
Shops with freezer (%) 
Manager has other job (%) 
C1ean1.iness of store (ave.) 

Source: Personal Interview, March, 1979 

3 
136 
7:00 
2:30 

- ·100 
2.5 
100 

67 
100 

a 
good 

80 
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Table 2.35. Average Monthly Sales of Meat 'Per shop from Government. 
Meat Shops in Damascus 

products st 
1 Qtr. nd 2 Qtr. 

---------------- (kg/mo)---------------------

mutton fresh 8,120 8,700 
--c' 

mutton frozen 5,600 6,000 

-beef 1,484 1,590 

poultry 2,800 3,000 

. fish. 560 600 

total 18,564 19,890 

Source: G.O .M. 



82 

of products. Unlike in the private shops, all meat sold is inspected 

for diseases. Government shops are able to maintain their advantage in 

market by receiving adequate supplies of meat, bought and sold at govern-

ment control prices. Mutton butchers who need to supplement supplies of 

meat must buy from private merchants at a higher cost. 

(iii) Wholesale and Retail Government Prices in Damascus 

Government retail prices are set by the Supreme Agricultural Council 

after recommendations from the Ministry of Supply. In Damascus, whole-

sale and retail prices for meat are listed in table- 2.36. The difference 

in the wholesale price between fresh mutton (local) and imported frozen 

mutton is L.S. 4.10/kg. Retail prices for the two types of products can 

vary at retail which the government prevents by sale of frozen mutton only 

in governmertt stores. Boneless beef sells for approximately L.S. 5.50 less 

than boneless fresh mutt.on. In the private sector, retail prices for 

fresh mutton exceeded· the' government I s controlled prices. 

(iv) Performance of GovernDlent Retail Shops 

Because of the large volume of :sales and ,low overhead costs, the govern­

ment shops operate more efficiently than the private shops. More custo-

mers are capable of being served because meat has been prepackage and 

weighed for some products so that service time is kept at a minimum. 

Some customers did complain about the odor . of the pre-packaged mixed 

meat, but other than that,. few. complaints were expressed by store managers. 

Average net profit for the ten government meat shops in Damascus 

was estimated at L.S. 160!day by the Meat Bureau. This places their 

average 1nOnthly net profit at higher than reported by private butchers 

in the high irtcome areas of Damascus. The advantages of selling several 
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Table 2.36. Wholesale and Retail Prices for Meat from Government Shops 
in Damascus in March and April, 1979 

Wholesale Retail 
Product Price Price 

- - - - - - (L. S. /kg.)- - - - - -
Fresh Mutton: 12.75 

Boneless 21.50 
Bone-in 12.50 
Fat 9~-OQ 
Thigh (hind) 17.00 
Thigh (fore) 16.50 
Other 15.50 

Frozen Mutton (bone .... in) : 8.65 

Leg (hind) 12.00 
Leg (fore) 11.00 
Stomach area 5.50 
Wholesale carcass 9.50 

Beef: 11.00 

Boneless 16.00 
Mixed (50/50) 10.00 

Fish: 3.40 

Poultry: 

Fresh 7.60 8.00 
Frozen 7.50 

Source: Meat Organization in Ministry of Supply. 

-
~~ 
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products which have been packaged and weighed at a central location 

allows for increased customer/satisfaction at lower operation costs than pre­

sent in the private sector. 

2.2.4. Marketing Institutions 

There seems to be a lack of marketing institutions which could im ... 

prove the level of efficiency in the present marketing system for live .... 

stock and meat. Where government has entered the marketing system, it 

has been to dominate and control rather than facilitate in th~ movement 

of products. The meat marketing sys,tem in Damascus is· an example where govern­

ment's control has lead to low levels of performance among the private 

retail sector and the rise in illegal slaughter of animals not inspected 

before human consumption. 

The sheep fattening cooperatives which have over 3,000 members in 

56 cooperatives in Syria find themselves at the disadvantage of selling 

in a monopsonistic market place. With no bargaining power by cooperatives, 

this has ~ausedincreases in'illegal exports of fattened sheep. When 

the Meat Bureau becomes the single most important domestic purchaser, 

cooperatives have difficulty in receiving the highest price possible for 

their product. There is no marketing institution to serve the needs of 

private, cooperative, or government fattening operations to assist them 

in their business. 

The Butcher's Association which is suppose to represent the interests 

of butchers is an ineffec·tive·' organization which should be introducing 

measures to correct disadvantages placed on private retailers. The muni­

cipalities have the control over butchers ·through ordinances and 

regulations. The regulation of not allowing butchers to sell more than 
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one type of meat product restricts their volume of sales which forces 

shops to. purchase uninspected carcasses from outside the'government's control· 

2.2.5. Purchasing and Credit Facilities 

The private merchants located in the larger urban centerS in the 

sheep production regions of Syria had a cooperative agreement with· 

Bedouins to raise sheep on share basis. The private merchant provides 

capital for purchasing animals, and bedouins are responsible for manag..;. 

ing the animals. In the past, almost all sheep on the Steppe-were oWned 

by merchants. The milk, wool, and lambs would go to the merchant until 

the bedouin had paid for his share of the !3heep. It is estimated that 

. now, 70% of sheep in Steppe are owned by bedouins. The change in the 

structure has been because of easier credit being tnadeto bedouins to 

purchase animals arid not oeing dependent. on private merchants . Government 

loans at low interest have become easier for producers. Better credit 

facilities have been made available for the she.ep fattening cooperatives 

to purchase feed and lambs for their operations. Purchasing and credit 

facilities are not seen as a constraint in the marketing system-for live­

stock and meat. 

2.2.6. Market Information Systems 

The system for market information has not been developed in Syria 

placing the producer at a disadvanta.gein the market place. Producers 

have learned the basic understanding of using market facilities preferring 

not to sell livestock outside an organized market. - Bedouins were reluctant 

to sell ariimals from their herds in the Steppe~The major markets, whiCh 

lie on the northern and western· boundary of the Steppe, become important 

trading centers for sheep from the Steepe. 
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Producers are at a disadvantage in these markets because they might 
. 

trek long distances to sell a few head of livestock. Producers would rather 

have to sell their animals at a lower price rather than return home with 

them. Market information from these central markets to producers in 

the Steppe has not been developed. 

Because of the constant trading between markets in the Northwest 

and the large centers for sheep fattening in Homs, Hama, and Aleppo, . 

market prices between these markets normally vary only by cost of trans-

portation. The fattening centers operate fairly efficiently 'in purchas-

ing fattening lambs or yearlings at the lowest cost, either from domestic 

sources or imports. 

Within a large market like Homs, Hama, or Aleppo, prices can vary 

in a given day depending on whether the Meat· Bureau must purchase sheep on 

the open market for sale in Damascus. Producers, because they are disper-

sed in groups in the market, may not be able to obtain the latest price 

information, with buyers having to approach them through an intermediary. 

More competitive bidding with general price information facilitated by an auc-

tion market system could give producers a more equal bargaining position 

in the market place. 

If the Damascus market was decontrolled and market information 

on prices of carcasses in Homs, Hama, and Aleppo was improved, private 

retail shops in Damascus could have another alternative in supply of mutton 

making the system more competitive. ~{ho1esa1ers in Hama could deliver 

boneless lean mutton for LS18.75 per kg cost plus transport which still 

allows the butcher a return of LS2.75/kg based on government retail prices. 
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2.2.7. Grades and Standards 

In general, there is a lack of grades and standards of live-

stock and meat products in the marketing system. In the livestock mar ... 

kets, producers do sell animals of the same breed,age, and sex which are 

for fattening or have been fattened. In Homs, Hama, and Aleppo, sellers 

and buyers would negotiate on an acceptable price per kilogram of live­

weight for fattening sheep and then the group of animals would be weighed 

on a large weighscale. This practice could be the beginning of introduc­

ing an auction marketing system which requires standardizatio~~of live 

animals to facilitate in the exchange process. 

An obvious lack of grades and·standards has developed in the whole-

sale and retailing of meat when Damascus Government took control of the 

Damascus market in 1967. For three years, carcass meat sold by 

government to butchers was standardized and graded. After 1970, the 

system became cumbersome to handle and was disbaned. Now government 

'distributes meat in Damascus allowing no carcasses to be graded on the 

premise that each butcher has an equal chance for a poor or good carcass. 

A major complaint by butchers was that they could not choose the quality 

and size of their c;:arcass, and price was not differentiated according 

to grade. In the other urban consumption centers, this problem does not 

occur because butchers can choose their carcasses paying a premium. on 

discount based on quality of the carcass. 

2.2 .• 8. Degree of Competition 

Degree of competition varies from stage to stage in the marketing 

system for livestock and meat. In the primary and secondary markets, 

competition is at its highest in buying and selling sheep. There are 
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many large and small fattening operations which compete for live animals. 

The export market in nea.ghboring countries keeps the market competitive 

for producers to receive the best price for their animals. Because 

prices are competitive, the Meat Bureau in the Ministry of Supply has 

difficulty in purchasing live animals at prices which they can breakeven 

on in the Da.mascus market. 

Government eontrolsprices at retail and restricts supplies 

allowing onl~ one meat product to be sold in a single shop. This policy 

generates excessive competition which lowers the efficiency in the opera­

tion of private shops. This has caused increases in the amount of illegal 

slaughters in Aleppo and Damascus where the government has entered some 

phases of thE:mark,eting system. in Damascus where governmen.t has complete 

control of slaughter, distribution and some retailing, un.inspectedcar­

casses illegally slaughtered sell above the government's price. Butchers 

buy from this source primarily because the government cannot· supply th.eir needs. 

2.2.9. Degree of Coordination 

Coordination between stages. in the marketing system has been allowed 

to develop to a limited extent only. Private sheep fattening operators 

are allowed to import, fatten, and then export 80% of their imports. 

Soine butchers in Homs, Hama and Aleppo operated sheep fattening operations 

an.d wholesal~ deboned meat in Damascus, and retail meat in their. own city. 

Coordination 'between merchants and bedouin herders in purchasing and 

managing sheep has been an important system in the past but has changed 

because of available credit to bedouins .,BeCi!ause of the increase, in government 

control in segments of the marketing system, integration of several 

marketing. activities has not benefited operational and pricing 

efficiency. In Damascus, private retail shops can only sell one type of 



meat keeping volume low and sources of supplies limited. The retail 

sector loses because butchers could provide increased services at 
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lower costs with increased coordination between wholesale merchants either 

in Damascus or in the meat surplus areas of Homs, Hama, and.Aleppo. 

2.3 Summary. of Assessement 

Performance of the marketing system fOl: livestock-meat is good where 

enough firms are allowed to operate, to provide goods and services at the 

lowest cost possible. Where government agencies enter ,the ~-tket as mono­

polies, supplier inefficiencies are present with greater costS having to 

be absorbed by the general public. Production and fattening of sheep in 

Syria is an example of an industry which is highly competitive producing 

fattened animals at least cost with available technology. The number of 

operations owned either by producers, private, cooperative, or government 

·are sufficient so that the industry operates competitively. 

Because there are restrictions in the types of sheep exported and 

the number of registered export licenses, illegal trade of sheep is 

reported to be high to the Gulf·States. Large profits have been accrued 

to a few individuals who have received licenses to import sheep for fatten­

ing and reexport. Because the government controls retail prices at the 

mohofazat level and restricts exports~ price incentives are not being 

pas-s-edon to producers to improve local herds. Betterq1)alityanimals", 

especially the Awasse breed, are being exported-·illegally to the benefit 

of neighboring countries. Producers are not given incentives to cull 

unproductive rams and ewes from the herd which has been a factor in the 

overgrazed condition of the Steepe. The government would rather airfreight 
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chilled carcasses from Romania and Bulgaria rather than allow prices for 

domestically produced livestock to increase. The country may suffer two 

loses; first, some net lose in foreign exchange for the purchase of imported 

meat not covered by sheep exports, second, the loss of livestock which are 

smuggled to the Gulf States, purchased at a lower market ra,te in Syria than 

would be the case if there were not imports of carcasses. 

Market facilities are rudimentary but adequate. Producers prefer to , 

sell in an organized market where they believe they obtain a better price. 

Further development of market facilities could enhance the operation lead-

ing to better market information and prices to producers. :tA.arket facilities 

provide few services to buyers or sellers to improve the efficiency of the 

exchange process. No major constraints exist in the transportation of live-
I 

stock from markets to the final point of consumption. Internal transporta-

tion is readily available at reasonable rates set by the transport coopera-

tives. Transportation for the export of sheep is also available and not 

a problem. 

For processing facilities, some of the slaughter plants are not main-

tained at sanitation levels for which they were designed. For the Damascus 

plant, which is operated by the municipality, the difficulty arises because 

two government agencies use the building and there is no overall managing 

director. This problem will be reduced when the government implements a 

proposed program of centralizing authroity in the operation of the plant. 

Operational efficiency in the two modern slaughter plants of 

Damascus and Aleppo are low resulting in annual losses having to be 

absorbed by the government. Governmen t 's monopolizing of the marke t, 

either partial ortotal,have resulted in high marketing charges and 

poor services. Individuals who have benefited 
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are" thosemerchantswn.o' have slaughtered illegallyse.lling car-

casses to butchers at prices higher than government controlled wholesale 

prices. Butchers pass these costs on by charging higher retail prices. 

In the two large urban centers of Damascus and Aleppo, government's 

system of transporting carcasses is below sanitation standards with some 

basic health procedures not being followed. In Aleppo, delivery of car-

casses is not. reliable causing inconveniences to butchers. In Damas~us 

carcasses could be handled in ways to minimize spoilage or contamination 

I 
of meat. Simple procedures could be introduced at -low cost·to the over-

all operation. 

Absence of grades and standards in the government controlled mar-

ket of Damascus results in poor performance of the marketing system. Di5-

satisfaction with the system by butChers has bene·fitedthe trade in ille-

gal slaughter carcasses which further undermines government's services 

and facilities. Because government also restricts private meat shops. 

from selling different meat products, butcher shops must either operate 

at a low volume of sale or transgress the ruling and· sell different types 

of meat being subject to fines. Restricting types of meat sold, results 

in meat shops being less efficient having to pass the cost on to customers 

in the form of higher prices. 

2.4. Recommendations and Project Proposals for Improvement in 
Mar keting . and Relat.ed· S truC!tures 

2 ~ 4. L Improvement in Marketing Facilities 

In the major livestock areas of Romes"Hama, and Aleppo, livestock mar-

kets could be improved. Because of the volUIi1e in sales of sheep, auc-

tion facilities could.be designed with holdj.ng pens to expedite the buying 

and selling of animals. Simple designed and low costs, facilities could 

' ... ': 
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minimize the difficulty in herding animals and allow more competitive 

market conditions. Imp,roved weighs~ales could be introduced toancourage 

, sale by liveweight. Alternative market facilities could be studied in 

countries with ,similiar product~0n'an:dmanagement conditions l,ike Syria. 

Any new market facility in,Aleppo should be'constr1.lcted near the slaugh-

ter plant to facilitate" in transpott, of animals. 

The second phase of' project would be improvement of livestock tna.t-

ket facilities in the smaller ,markets of Al Raqqa.h, Dier-ez .... zor, and, 

Al l1asakah. Improvement in the cattle markets could also begin" during 

this phase of the project. 

2.4.2.. Improvement in Marketing Institutions 

Establishment of,a $heep,Ma.rketing Board 

An agency such as a. Sheep Marketi~gBoa.rd could be established to 

serve the interest of producers who areillvolved in sheep production 

and marketing. The Board, could be designed' to represent the interest 

of private and cooperative fattening operations. The Board wOl.1ld under-

take the following responsibilities: 

L To collect, analyze and communicate marketing news throl.1gh 
organized channels on domestic prices for sheep and meat, 
prices in neighboring "export counties, volume of sales, 
(daily, weekly or monthly), and other information necess­
ary to facilitate marketing activities. 

2. To advise government on changes in'costs of production to 
keep the purchase price of the Meat Bureau in line with 
production costs and export l'rices. 

3. To advise government on qua:ntit~es of imported frozen and 
chilled,catcasses which could depress domestic prices for 
fattened sheep and force increased illegal e~orts of 
live animals. 

4. To advise goveriua:ent on import and export policies 
affecting the sheep industry. .The Board would represent 
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exporters to determining number of ,licenses' and quantity 
to be exported. The Board would assist in negotiating 
export c.ontracts., 

5 .. To assist the industry by doing marke'tresearch toimpro'Ve 
its efficiency and performance. A research propo·sal .for 
the Board would be to analyze the benefits to the industry 
in exporting chilled or frozen carcasses rather than live 
.iinimals. 

The, Board could be designed based 'on 'examples ofc'ommodity marketing 

boards ih, other countries. A few of the basic principles would be: 

1. Members of the Board of Directors would have representatives 
from private sectors, cooperatives,' and government proportional 
to itsmelllbers in the industry. 

2. There would not be more than 15 members on the Boarcfof Directo,rs, 
and members would revolve every' two to three' years< 

3~ The Sheep Marketing Board. could be funded by a tax paid on 
fattened sheep sold by producers. 

4. The funds would be us~d to pay salariesfor a full-time :managing 
director and staff of employees. Operatinganci ov.erhead expenses 
for maintaining a head office in Aleppo would be 'paid fromthe£und. 

The Board would be designed as a service organizat'ionto the industry 

and wOuld not take possession of any livestock. (An a'lternative rec'omtnenda,.., 

tionwasmade to the authors. This recommendation was a Meat Board consist~ 

ing ofmembe'rs of all segments of the industryandincltiding consumer re"': 

presentatives. It would produce data and information· and provide overall' ". 

Expanding Responsibilities of the ,Butchers ,Associations 

It is recommended that the Bl1t~hers Associations be given more control 

in supervising and servic:ing its members. Upgrading of Services could be 

encouraged in the foliowing areas. 

1. Monitor standards in distribution and sale of meat in urban 
areas to improve sani tation and handling of meat.' 

, 2. Encourage thel.lse ,of grades and standards in the wholesale of 
meat products. The As$ociation could he allowed to represent 
butchers in negotiations vihere the Meat Organization controls 
slaugl1ter and distribution to ,enact p:xice differentials by quali­
ty of carcasses. ' 

;.. . 

.~ 



3. Register all butChers who operate in a mohafazat 
and enforce the sale of inspect.ed meat. 

4. Repl;'esentmembers in negotiations with local mohafa­
zatadministra1:ions to allow putchers to. expandi the 
numbers of meat products sold by an individl.lalshop. 

5~ Encourage cooperative arrangement among groups of 
butchers to operate as a single facility·· selling 
several types of meat products. This wOl.lld reduce 
the e:ltc.essive competitiveness curren1:1yin theur .... 
ban· ·marite1;. 
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Mod::i.fications in Qperating Procedureso.f Meat Bureau in M;i,nistty of 
of Supply· 

The Meat Bureau, as an established marketing institution, could im-

prove the meat qistribution sYsteIll py introducing simple changes in 

pricing premiums and discounts based on grade at).c:l yield. of their carcasses. 

But.chers wcu!d be allowed a choice in type of IIleat need.edrather than 

random ql.lal±tyin delivered products. Unless the>service cfthe Meat 

Bureau tanPe substantially improved consideration should he given to 

turning distribution back tc the private trade. 

2.4.3. Improvement it). Processing. Facilities 
'.. 

Co.t).s1:ruction of Slaughterfla,nts in Homs and Hama 

Modern slaughter facilities in HC1llSartd Hama are needed to properly 

service these expanding urban areas. Slaughter plants in. ea,chcitycoUld 

be based on the design of the A.leppo plant which unlike Damascus has re-

taining pens for animals as they enter the killing floor. These additions 

would help minimize danger,: paFticl.llarly of cattle iIljuring employees. 

Size of theslaughterplants±tl each city shol.lldbe based on dailY 

localcotlsumption plus possible expansion of slaughter of sheep for ship .... 

mentto·Damascusand £orexport. Coldsto1;'age capacity would be suf£i-

cient to handle carcasses which rnightbe transpcrted to the Gul£ States. 
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Locatio:n,of th~ new slaughterplq,nts is import!;1nt aJ;ldshouldbeeasil,;:y' 

accessible to the livestock market in, each city. This encourages use of 

the plant by merchants who otherwise might slaughter in their hOlUes. ' 

Ip!prove.tnent in Sla1,1sh,terFacilit;les in Aleppo" and D~scus 

Sanitation and handling procedures could be easily imprQved at low 

cost • Inv:e&tme'i:itinclean1ng:d~tergen:ts with str:i:cter hygend.c ctltl.di­

tions shoul4,be required by each municipality.' Thes~ rel:J.uirements Should 

also be appl:i-edinthe transportq,tion of meat from slaughter' house to 
, ' ' 

" ' 

butcher shops." Improvement in the transport vehic~es servicing the Aleppo 

market need upgrading to alleviate chronic breakdowns. 

~ewstrategiel!lbY eaChmUtl.;LCip~lity for increasing,utilization of 

available SlaUghter ca;p'ac1tys'hoUldbe investigated. l'rivate mer¢hants 

who ar.e currentlysla-ughtering illegally in DamaSCuS should be given' 

incentives't·o ,use the slaughter plant. Thetnunicipa11tycauldnrake 

arrangements to db slaughtering for priva.tesectors aswell.as for the 

Mes.t Bureau charging a fee that covers cost of opera,tion., This will help 

to-minimize the heavy losses in.tlla DaIIlascusplq,nt. tn-Aleppo, there 

the, municipality. . This will inc.rease the" supply of sheep utiliZing un-

usedca.paeity atthe,plant~ 

1£ all methods fail to restl:'ict illegal'slaughter and to .encourage 

" private sector to use municipal slaughterplant,salternativeprivate 

slaughter plants which operate 'under st.ateinspection could be allowed;~ 

The meat buSiness is ,co1llple~, requiring decentralized deci$ionmaking and" 

the best operated meat business, are run by the: private sector. ~ven' 

cooperatives have: not been very successful in meat sla~ghter.anddist't:t ... 

bution except inSCandanaviancountries. 
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.A Feasibility Study of the Wool Scouring Plant in Hama 

Preliminary analysis indicates that the scouring plant in Hattla is 

operating below e~ected performance and producing a product which is of 

inferior quality compared to production from the private sector. A fea­

sibility study to judge the performance of the plant is recommended. Al­

ternative strategies sho·ti,ld be investigated in how to o.perate the plant 

to produc'ea quality product which could be economically used in Syria. 

A possibility in the ass~ssment would be to estimate the economic 

feasibility of importing greasy woel frem New Zealander Australia. This 

weol could be blended with Syrian wool and scoured at the Hama plant to 

prdduce a product with geod top-,to-:-yarn yield which could be spuhfer 

thread for the local te:x:tile mills. There are examples of countries 

which employ this marketing procedure to. supply their local industry. 

With Syria's current imperts of teps and yarn from West Europe, this pro­

ject would help to reduce expensive imports and make the Hamaplant a 

more viable operatien. 



3 •. ' Assessment artdRecommendations tor the Poultry and Egg Subsector 

3 •. 1. Description of the Subsector 

The poultry industry in Syria has grown rapidly in recent years • 
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. By the Spring of 1979,. the industry has reached self-sufficiency in egg 

productiort and is approaching self-sufficiertcy innieat production. 

Current egg production', in Syria is 'between 80{)';'900 million eggs per year. 

'the General Orgallization for Poultry. (Gal?) estimated broiler production 

was betweert21-22 million birds in 1978 which GOP estimated-below 

demand requirements given prices of broiler, beef, and m1,ltton meat .• 

On February 26, 1974 the GOP in the Ministry of Agriculture was 

establiShed to assuine full respons-ibility for the Giev-elopm.ent 0·£ the· 

poultry tn:duBt:ry,· both private and -.public se;ctp~s. . Its qltitnat:e objec-­

tive was to achieve self..,.sufficiency in poultry :.qteat andeggproduct:Lon. 

Since that time. substantial investments have been made in both the 

public and private. sectors. In 1978-79 capacity was still being added 

in both broilers and eggs. 

The GOP has nine production units either under constr1,lct10n or in 

operation. Eacho.peration is supposed to supply the needs of the sur­

rounding region with minimal transportation of products to other regions:. 

One government official estimated' t.otal production -of eggs from' the 

GOP's operations at 100 million eggs in 1979 andex;pects production to 

be 200 million in 1980. The public sector has been estim51ted to be pro­

ducing . 9 percent of the eggs and. 28 percent of' the chickens • In 1978/79 . 

there were an estimated 289 commercial egg producers and 655 broiler 

producers. There are three large commercial hatcheries supplying the 
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p~ivatesector. The GOP will begin construction in 1979 of hatcheries 

in Damas,· andHoms,and··Aleppoito'produce layer parent stock and day old 

broiler chicks. Hatcheries should be operational, by 1982 producing 

72,000 layer parent stock per. year and 12.8 million broiler chicks. 

Layer and broiler chicks will be distributed to government and private 

operations. 

Growth in the poultry industry has been m,ade possible by growth in 

the feed industry. Only the government's General Organizati~n of Feed 

can import feedstuffs and minerals for feed rations. Poultry feed is 

sold either by government or by private mills who mix the feed ration 

bought from government. There were about, 40 small private mills that 

sold 35% of their volume as pou.ltry feed and 65% as feed for cattle and 

sheep •. Sheep feeding utilized the largest share of government feed mills 

and pou:Ltry feed the smallest, also. 

A thorough study of the Syrian poultry industry was made by EXperience 

Incorporated of Minneapolis, Minnesota in November, 1976. At that time 

they reported a shortage of broilers at the official pri.ce because the 

private retail stores visited (September, 1976) had not beenab:Le to 

purchase sufficient quantities. In the meantime expansion took place 

and the General Consumption Institute followed a policy of importing· 

frozen broilers to hold 'down the price of sheep meat. Despite the in­

crease in official prices of beef and sheep meat, increased output of 

poultry meat. has kept increases in official retail prices for dressed 

poultry to a minimum of 2.5% from 1976 to 1979 (table 3.1) Government 

retail egg prices have seen a higher percentage ju.mp in prices (table 3.1). 
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Table3.l. Official Prices for Eggs, Bt'oilers aIidRed Meat ip;Damascus, 
1976and·1979. 

···Item· .. 
'k .• 

Retail broilers, 
dressed 
Retail broilers, '.' 
live 

Retail .. beef, red 
meat 

Retail mutton, 
. :ted meat· 

$SS~ . . ~- .... ,-" . 

Ret.ail 53 gr. at' 
less (S. L .• I egg) 

Retail 53;..6'0, gr. 
(S.L./egg) 

Retail 60 gr. 

Sept •. 
1976 

$.L~lkg . 

7.80. 

10.50 

17.00 

.20 

.23 

and' over (5 .L. legg) .2.5 

a. The March,. 1979 price. is 

b. '. The March, 1979 . price is 

c. the March" . , 1979 prices is 

for 

for 

for 

March', 
1979 

S.~.lkg 

8.00 

5.50 . 

16.00 

20.50 

.' a 
.275 

. b 
.30 

.325c 

eggs less than 51 

eggs between 51 ... 57 

eggs 58. grams and 

Percent;age 
Increases 

·1976" -1979 

2.5 

52.3· 

20.6 

27.3 

23.3 

23.1 

grams,. 

grams. 

over. 
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3.2· Assessment of MarketingSyst.em for Poultry and Eggs 

3.2.1. Transport Network and Flows of Poultry and Eggs 

Domestic Production 

Domestic production of poultry and eggs are not transported long 

distances in Syria with production units located near the larger urban 

consumption areas. For the large poultry project in Sednaiya, the 

government has one truck for transporting chickens to the poultry slaughter 

plant in Damascus. The truck"has·a capacity of 3,500 chickens and usually 

makes two trips per day carrying chickens. 

In assessing the transportation system for poultry and eggs, no 
I 

constraints seem present to limit the operational efficiency·oithe 

system. Transportation is available and usually provided by the whole ..... 

salerwho distributes poultry meat and eggs to retail shops. Small 

Suzuki trucks are used mainly by wholesalers to distribute poultry meat 

and eggs in the urban areas. 

Imports af Poultry and Eggs 

Imports of frozen chickens by the Heat Bureau of G.C.I.for the. 

years of 1976 to 1978 are listed in table 3.2. In 1978, 2,500 metric 

tons (m.t.) were imported at an average cost of $1.128/m.t. cost plus 

freight (c&f). Import duty is 4% of the "value. Frozen chickens are 

landed in Tartous or Latakia and then transported to Damas in refriger .... 

atedtrucks. Trucks are either from the Ministry of Supply or rented 

£rom private sectors. Transportation rates were quoted at S.L • 

• 22/kg/km if trucks are able to backhaul on the return trip; otherwise, 

the price is double. Source of imports is the Baltic countries of 
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Table 3.2. Imports of Frozen Chicken by Meat Bureau, 1976-1978. 

Import 
Year Qtr. Quantity Value Duty 

m. t. $ 1m. t. $/m. t .• 

1976 2 1,000 1,175 47 
2 600 1,250 50 

1977 4 100 1,250 50 

1978 1 500 1,170 47 
3 1,000 1,015 41 
4 1,000 1,220 49 

1979 2 500 1,200 48 

Source: Files of Meat Organization, April 1979. 
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Romania or Bulgaria as well as Sourth America.. The Meat Bureau also has 

on order 500 m.t.of frozen chicken from Bulgaria in 1979 which will be 

delivered by refrigerated trucks. No bottlenecks seen present in distri­

bution system. 

\3.2.2· Processing Facilities 

Poultry Hatcheries 

There are Sto 6 private hatcheries in Damascus which distribute 

day old chicks. The government project at Sednaiiaalso distributes 

chicks but mainly to supply its own farms. If surplus occurs, the 

farm will sell day old chicks to private operations. Production cost 

of day old chicks at Sednaiya was estimated at S.L. l..10 per Chick. For 

the private sector, the full cost of production of day old broiler 

chicks fr·om local. parent stock was estimated at S.L. 1.35 assuming an 

80% yield in hatched eggs. If hatching eggs are imported, then cost 

of production of a broiler chick was estimated to increase to L.S. 1. 50 

based ana 80% yield in eggs. The hatcheries distribute day old layer 

chicks which are imported. One hatchery, which impbrts day old layer 

chicks from Lebanon, pays L.8. 2.85 per chick cost. plus transport to 

Damascus. 

The net profit on each chick is estimated at 5% for imported da.y 

pld layer chicks by a private hatchery in Damascus. Day old layer chicks 

retail for L.8 •. 3.00. For broiler chicks, net profit was estimated 

,at 19% for broiler chicks produced from local parent stock. Net profit 

from day old broiler chicks from imported eggs drops to 6.7%. 
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Private hatchel:'ies also mix poultry ration from ingredients purchased 

from General Organization of Feed (GOF). Hixed feed for broilers was 

sold for S.L. 1,250 per metric ton (m.t.), F.O.B. Damascus. Themixed 

feed is sold in 50 kg. bags. Premixed broiler feed bought from GOF 

costs L.S. 1,150/m.t. The government's price is slightly less than the 

costs of private hatcheri~s. Hatcheries are competitive and try to 

operate as efficiently as possible given constraints on supplies of feed 

and its quality which must be purchased from the government's GOF. 

Hatchery operators complained that quality of feed: is not reliable which 

is one reason why private firms are able to sell their own mixed ration 

from government's input supplies. Private hatcheries are realizing a 

favorable return on investment of 19% in locally produced day old 

broiler cliickswhich is an encouragement for further eXpansion in the 

hatching industry. With the growth of the public sector to construct 

three large hatcheries by 1982, this margin of profit will be reduced. 

The private hatcheries also provide excellent marketing services to pri­

vate customers. The hatchery has free delivery of day old chicks 

directly to a producer's farm being responsible for any mortalities in 

chicks while in transport. 

Poultry Slaughter Plants 

Most of the poultry slaughtered and dressed are done in private 

slaughter facilities. In Damascus, there are an estimated 15 private 

slaughter plants for poultry. Private merchants contract with broiler 

producers to purchase their broilers. These private merchants have 

their owtl transport and take delivery of the poultry at the producer's 
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farm. In table 3.3, the marketing margin" for broiler meat is estimated 

from farm gate to wholesale. Cost of broiler production in Damascus 

mohafazat was estimated atS.L. 4.90/kg. Poultry producer realized a 

33% ort his investment. Net return to private merchant who purchases, 

slaughters, and transports dressed carcass meat was estimated at 9.5% 

return on his investment. The value of the marke.tingmargin bgtween 

the farm gate and wholesale is 26% with 68% of the marketing margin' 

being the costof slaughter. The middlemen who slaughter and wholesale 

dressed poultry make a 10% rate of return which is not excessive. The 

middlemen play an important role in facilitating marketing processes 

effi~iently and at a reasonable cost. 

In the public sector, the government has a poultry slaughter plant 

in Damascus. The plant was designed to receive supplies from the large 

poultry farm at Sednaiya, and GOP is responsible ,for managing the plant. 

The poultry slaughter plant was c,onstructed in 1973 but was not opera­

tional until 1976. The plant operates from 7 a.m. to 10 a.m. everyday. 

The plant has the capacity to slaughter 1,000 chickens per hour. Poultry 

arrive in plastic cases holding 12 birds per case. 

The poultry plant received 3,000-5,000 broilers per day during the 

months of March and April. There are 44 employees at the plant, 24 

laborers and 20 routine workers in administration,with average monthly 

salaries of S.L. 600. Since supplies are dependent on the GOP's 

government farm, the plant capacity is not utilized. Marketing margins 

'for poultry processed through the GOP plant is compared with the pri­

vate slaughter houses in Damascus (table 3.3). The margin is higher 
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Table 3.3 Marketing Margin for Dressed Poultry in Damascus, April, 1979 

Co.st to Produce Broiler 
of 1, 300 gr. liveweight 

FannPrice of Live 
Broiler weighing 1,300gr. 

Net Profit to Producer 

Slaughter Cost of live bird 
weighing 1, 300 gr. 
Transportation to store 
Wholesale cost/kg liveweight 

Average Wholesale Price 
per kg.. dressed carcass 
Matketingmargin of broiler 
meat 
Sale of Offals 

Revenue from Sale of Chicken 

Net Margin of Profit to 
Wholesale Merchant 

Private· .::Go'31e'x:nment 
Merchant Slaughter Plant 

Value Percent Value Percent 
L.S./kg.-- - %- - -L.S./kg.- - % - --

4.90 5.10 

6.50 5.10 

1.60 33 

1.17 1.65 
.30 

7.97 6.75 

8 .. 20 7.50 

1.70 26 2.40 47 
.53 .53 

8.73 8.03 

.76 9.5 1.28 19 
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in the pra:cessing plal,'J,twith a 47% price differential between the farm 

. pric.e and. the price' of processed poultry with 68% of the mal:'gin being. 

from the cost of slaughter. For an 8 hour shift, the plant; is utilizing 

38% of its available capacity. Urtliketl1e private- slaughter facilities 

in Da.masc14:s, GOP does .notdeliver dressed chickens to retail outlets. 

A govetn,inent administrator estimated average daily .consutnptiQn in 

Damascus <)£18,000 chickens. Consumption during the wiXlter falls to 

12, 000-15,000 chickens per day and rises to 25,000 chickens p,E!r day 

during the suttlIiier. The majority of processed. chickens are supplied by 

.the private sector while the government maintains a plant which has a 

larger capacity but is underutilizecl. The GOpfs plant could not compete 

with private processots for poultry from private farms because of their 

high slaughter costs. the plant would have to chargeawholes;;I.le price 

at the plant higher than the government 's controlled retai;!.. price. 

3.2.3. Marketing Facilities 

Distribution and Wholesaling Facilities (a) Poultry l1arketing 

The private sector has the major responsibility for deliv-ery of 

live and d1;'essedpoultry. The facilities are lOMTcost operations with 

a large number of small firms involved in the trade. ,. Restaurants area 

major market for dressed poultry and require daily delivery. of chickens. 
. . . 

A dispersed marketing system could handle the necessary flows for major 

urban markets like Damascus and Aleppo. The diStribution and wholesaling 

facilities can be. described as efficient and low east. Only o.nedraw-

back in the system is:j:hatsanitation conditions under which poultry are· 

slaughtered andtratlSported arel.acking. One reasortcostsare low is 
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that facilities are kept simple with low overheads. 

(b) Egg Marketing Facilities 

Many of the middlemen who wholesale and distribute dressed poultry 

also handle eggs. Average cost of production for eggs in Syria is 

estimated in table 3.4. The government has seven grades for eggs and 

given an average weight of 60 grams for an egg, averageF.O.B. farm 

price was S.L .. 249/egg. Wholesaler takes delivery of eggs from the 

poultry farm. Based on survey of poultry·retail shops, wholesale price 

of eggs in Damascus wasS.L •. 279/egg in March, 1979. Thewholesalers 

margin on each egg· is . an average o·f S. L. . 031 egg which is· a gross 

margin of 10.7% of the wholesale price. The return to the wholesaler 

would be less when cost of transportation and overhead costs are paid 

for. The distribution and wholesaling of eggs see1llS efficient and com-

petitivewith a reasonable rate of return to the wholesaler. Themiddle-

men are providing a useful and adequate service at reasonable costs. 

Retail Shops f·or Poultry and Eggs (a) Description of Poultry 
Retail Shops 

Poultry retail shops were surveyed in Dama.scus and Aleppo. In 

Damascus, five shops were surveyed distributed across income areas 

while in Aleppo only two shops were interviewed in the middle inc01lle 

area. Characteristics of the. shops is detailed in table 3.5. Poultry 

shops operated on the average 12 hours per day, and most shops were 

open seven days per week. Many of the shops sold dressed or roasted 

chickens' and customers were dropping in to purchase food .. ' Shops inter--

viewed in both cities were small, efficiently run operations. Because 



Table 3.4. Marketing Margin for Eggs from Farm Gate to Wholesale 
in Damascus, March 1979. 

production cost 

F.O.B. farm price 

egg < 50 gr. weight -
egg = 60 gr. weight 

egg > 70 gr. weight -
Average F.O.B. farm price 

Average Wholesale Price a 

Marketing Margin 

Marketing Margin as % 
Wholesale price (%) 

Value 
S.L./kg . 

• 215 

.216 

.227 

.305 

.249 

.279 

.03 

10.7 

a. Average wholesale price determined from survey of poultry 
retail shops in Damascus. 
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Table 3.5. Characteristics of Private Poultry Shops in Damascus and Aleppo, March, 1979 

DAMASCUS ALEPPO 
Low Middle High Middle 

Income Income Income Total Income Total 

Shops surveyed (no. ) 2 1 2 5 2 2 

Size of shops (sq.ft.) 407 N.A. 360 385 169 ,169 

Ave. time shopes open(a.m.) 8:00 8:00 8:00 8:00 8:30 8:30 

Ave. time shops close(p.m.) 8:00 10:00 6:30 8:00 8:00 8:00 

Shops open everyday(%) 50 100 100 80 50 50 

Ave. no of EmplQyees/shop 1.5 2 3.5 2.3 3 3 

Shops with fulltime employees (5) 100 100 100 100 50 50 

Shops operated by relatives (%) 100 100 50 80 50 50 

Owner of shop in society (%) 0 100 50 40 0 0 

Shops with refrigeration 100 100 100 100 100 100 

Shops with display case (%) 100 0 100 80 100 100 

Shops with freezer 0 100 100 100 100 100 

Shops with Operator/owner 100 100 100 100 100 100 

Owner has other job 100 0 50 20 0 0 

Operator owns other shop (%) 100 0 50 20 0 0 

Cleanliness of store good good fair + good good good 



of the turnover in inventory, m.any shops did.not have freezets.but 

did have refrigerated diSplay cases so customers could choose their 

dressed chickens. As in the m.utton and beef retail shops, shops are 

managed ·and owned by the sa~e individual. 

(b). Record of Sales 
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Operators were asked to estim.ate their average monthly sales of 

poultry products sold in the first and second quarter of each year 

(table 3.6). Average sales of dressed chicken was_higher in the second 

quarter for Damascus shops. Consumption of poultry is reported to in­

crease during the spring andsutmner months. Sales of dressed poultry 

was highest in the high income areas of Damascus. Because only two 

shops were interviewed in Aleppo, i"l: is difficult to make general state­

ments about "l:hecity .. Average sales of dressed poultry was 1,500 kg 

each month which is higher than the average, sales for similar products of 

mutton and·beef in retail shops in Damascus. 

Each retail shop in Damascus rep0rted selling eggs. Average monthly 

sales per shop was 304 d0zen, higher than reported sales of one shop 

selling eggs in Aleppo. In several shops, owners reported buying their 

eggs and chickens from the same wholesaler. Only two shops reported 

selling offals in Damascus, and affals· constituted a small percentage of 

monthly sales. 

Daily sales of poultry was highes"l:on Fridays in Damascus (table 3. 7) 

corresponding to the weekly hOliday when there would be more purchasers 

of roasted chicken. In Aleppo, shops reported significant increases in 

sales on Thursday and Saturday. Some increase was·observed on Friday. 



Products 

EGGS (doz.) 

OFFALS (kg.) 

Table 3.6. Monthly Sales of Poultry and Eggs in Retail Shops in Damascus and Aleppo, 
March, 1979 

DAMASCUS ALEPPO 
Low Hiddle High Middle 

Income Income Income . Total Income 
1st 2nd 1st 2nd 1st. 2nd 1st. 2nd 1st 2nd 
Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. Qtr. 

753 753 600 600 1,650 2,250 1,081 1,321 1,500 1,500 

460 460 120 120 '240 240 304 304 167 167 

80 80 24 24 37 37 

Total 
1st 2nd 
Qtr. Qtr. 

1,500 1,500 

167 167 



Table 3.7. Average Sales of Poultry per day and during Religious Festivities in Damascus and 
Aleppo, March, 1979 

DAMASCUS ALEPPO 
Low Middle High Middle 

Sales/Day Income Income Income Tptal Income Total 

Weekdays 

Sunday 10 17 55 31 23 23 
Monday 10 17 55 31 23 23 
Tuesday 10 17 55 31 25 25 
Wednesday 10 17 55 31 25 25 
Thursday 10 17 55 35 50 50 
Friday 10 45 55 35 30 30 
Saturday 10 17 55 31 50 50 

Ave. Daily Sales 10 21 55 32 32 32 

Festivities: 

Rammadan 8 85 59 140 140 
Adaha 48 115 93 65 65 
Christmas 25 90 6,8 65 65 
Easter 25 90 68 50 50 

Sales/customer/wk. 3 3 N.A. N.A. 

Source: Personal Interview, March, 1979. 

I-' 
I-' 
N 
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Average daily sales per shop was 32 kg., the same for Damascus and Aleppo. 

Sales of poultry was reported to increase with greatest increase occuring 

during the festival of Adahain Damascus; sales were observed to increase 

most during the RalllIlladan festivities. 

(c) Wholesale and Retail Prices for Poultry Products 

Retail shops reported buying live and slaughtered poultry. There 

. are poultry shops which sell live birds so the customer can choose his 

chicken. These shops were mostly located in the low income-areas of 

Damascus. Dressed poultry were sold per kg. with the visceral and in­

testine being sold to different specialty retail shops. Wholesale and 

retail prices are subject to supply and demand conditions for a parti ... · 

cular period. Wholesale and retail priceS for live chickens for 

Damascus and Aleppo are listed in table 3.9. The marketing margin was 

slightly higher in Damascus for every year reported except 1970. Retail 

price for roasted chickens were approximately the same in both cities. 

Shops seem to be adhering to government controlled prices for this item. 

Retail prices for dressed poultry were approximately equal between the 

two cities. The marketing margin for Aleppo shops was higher with a 

margin of S.L .. 87/kg of dressed poultry sold. 

Wholesale and retail prices for eggs for the year of 1970 and the 

period of 1974-1978 are listed in table 3.10. The marketing margin in 

1978 was lower in Damascus which could be explained by the production farms, 

government and private, supplying the Damascus urban area. It is likely that 

in 1979, the marketing margin will be reduced in Aleppo with increased 

production from the new government farm in Zurbeh~ The marketing 



Wholesale Prices Paid 

Poultry (S.L./kg.) 

Eggs (S.L./dpz.) 

OHals (S.L./kg.) 

Retail Prices Received 

Poultry (S.L./kg.) 

Eggs (S.L./doz.) 

Offa1s (S.L./kg. 

Low 

Table 3.8. Wholesale Prices Paid for Meat by Mutton Butchers and Prices for 
Meat in Damascus and Aleppo 

DAMASCUS 
Middle Total 

ALEPPO 
M~ddle Total 

Income Income 
High 

IncolJIe Shops Income . . Ipcome 
Live Slau Other,:·.. Live Slau Ofhet-:- Liye SlauOther Live . Slall Other Live Shy· Other 

'5.10 8;50 8.5Q 6.60 1.60 5.75. 8.05. 6.50 7.68, 6.50 7.68 

3.23 3.40 3.50 3.37 3.60 3.60 

11.00 10.00 10.50 

5.50 8.50 ;1.4.008 9.50a 8.00 1O.85a 5.50 8.25 11.45a 8.55 12.00 8.55 12.008 

3.40 3.60 3.75 3.61 - 4.20 4.20 

12.00 11.00 11.50 -

aSales price for roasted chicken 

, .. 

/ 
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Table 3.9. Wholesale and Retail Prices and Marketing Margins for Live 
Poultry in Damascus and. Aleppo for Selected Years . 

. DM1ASCUS ALEPPO 
Year· . Wholesale Retail Margin . Wholesale Retail Margin 

- - - ~--- - - - - -{S.L./kg.) - - - - - - - - - - -
1970 2.94 3.18 .24 2.78 3.16 .38 

1974 6.02 6.55 .53 5.73 5.95 .26 

1975 5.93 6.40 .47 5.60 5.95 .35 

H76 6.00 6.65 .65 6.20 6.53 .33 

1977 6.63 7.12 .49 6.70 7.10 .40 

1978 

Source: Central Bureau of Statistics, 1978. 

-
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Table 3.10. Wholesale and Retail Prices and Marketing Margins for Eggs 
in Damascus and Aleppo for Selected Years 

DAMASCUS ALEPPO 
Year Wholesale Retail ~1argin Wholesale Retail Margin 

1970 1.6.8 1.90 .22 1.68 1.90 .22 

1974 2.99 3.26 .28 2.94 3.38 -- --. .44 

1975 2.70 3.12 .42 2.78 3.18 .40 

1976 3.00 3.50 .50 2.88 3.31 .43 

1977 3.83 4.31 .48 3.50 4.00 .49 

1978 3.37 3.58 .21 3.60 4.20 .60 

Source: Central Bureau of Statistics, 1978. 
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margin reported by private poultry shops for eggs was S.L. 24/dozen in 

Damascus which is S.L .. 03/dozen higher than the reported price spread 

in 1978 (table 3.10). The gross margin on each egg is extremely low, 

S.L .. 02, which is slightly above the government's official marketing 

margin of @. L. .015/ egg at retail. The price spread for Aleppo between 

~holesale and retail was S.L •. 60 per dozen which was the same spreacl. 

in 1978 which :is a gross margin of 14%. 

(d) Performance of Retail Poultry Shops 

Performance of poultry retail shops in Damascus and Aleppo is 

high. Shops have adequate supplies of products reporting high volume of 

sales with low overheads. The shops were owner operated and services 

seemed adequate. Examining the financial balance sheet for an average 

month of operation, average net profit on total sales was 23% in 

Damascus and 21% in Aleppo (table 3.11). Because retail shops are low 

overhead operations with no butchering of poultry. costs are kept to a 

minimum. Since there is little government intervention in the distribu­

tion and wholesale stage of the industry. \vholesa;I.ers are competitive in 

providing low cost products. Because of the fluctuations in supply, it 

is likely that net profits will decline when there are surplus poultry 

products in the market. 

3.2.4. Marketing Institutions 

There are two institutions involved in the marketing of poultry 

products, General Organization for Poultry (GOP) in the Ministry of 

Agriculture and the General Consumption Institute (GCl) in the Ministry 

of Supply. 



Table 3.11. Monthly Financial Balance Sheet for Poultry Retail Shops in 
Damascus an4 Aleppo, March, 1979 

DAMASCUS ALEPPO 
Low mdd1e High Total Middle Total 

Income Income Income Sho~s Income Sho~s 
Sho~s Value Sho~s. Value Sho~s Value ShQI!s Value Sho}!s Value ShoI!s Value 

S.L./mo. S.L./mo. S.L./mo. S.L./mo. s.L.bllO. S.L./mo. 

Revenue from Sales: 

Poultry 2 8,471 1 5,700 2 15,551 5 10,464 2 14~550 2 14,550 

Eggs 2 1,564 1 432 2 900 5 1,072 1 701 1 701 

OHals 1 960 1 264 2 0 2 612 2 0 2 0 

Nonthly Revenue 2 10,515 1 6,396 2 16.451 5 .11,781 2 14,901 2 14,901 

Costs: 

Products 2 7,046 1 5,148 2 12,060 5 8,537 2 11,520 2 11,520 

Overhead 2 294 1 115 2 599 5 380 2 282 2 282 

Wages 2 0 1 0 1 680 5 136 2 0 2 0 

Monthly Costs 2 7,340 1 5,863 2 12,999 5 9,053 2 11,802 2 11,802 

Net Retljrnlmonth 2 3,175 1 533 2 3,453 5 2,721 2 :3,099 2 :3.099 



119 

of Supply. Both institutions are government agencies. GOP is in 

control of the government poultry farms and the slaughter house in 

Damascus. The GOP has not developed a marketing system for their products. 

Emphasis of GOP has been on increasing production with little foresight 

given to how products could be best distributed. Given supplies of 

poultry and eggs from the private sector in Aleppo, the government's 

farm at Zurbeh is likely to flood the Aleppo market. Prices for pr~ducts 

will decline necessitating efforts by government to become aware of mar­

keting strategies to remain competitive in the mar-ketplace. By the end 

of 1979, Zurbeh will reach 80% capacitY,marketing 800,000 broilers and 

36 million eggs annually. Officials at Zurbeh, when asked how these 

products would be marketed, were not sure, only that plans would be 

developed. A slaughter plant in Aleppo, like the one in Damascus, is 

proposed. 

G.C. I. markets poultry and eggs through their Heat Bureau and sells 

products in their meat shops and supermarkets. Gel has a total of 100 

department stores in Syria with at least one department store in each 

city and two in each mohafazat. As described in table 3.2, G.C.I. imports 

frozen chickens \vhich sell at a government controlled price which is 

less than the price of local poultry • G. C. I. buys from GOP farms to 

supply its requirements for chilled poultry and eggs. G.C.I. has cold 

storage facilities outside Damascus for keeping frozen imports to offset 

any shortages in the market place. Operating distribution, wholesale, 

,and retail facilities, G. C. I. is actively involved in providing marketing 

functions. G.C.I. performance is rated higher in their marketing effi-

. ciency for poultry and eggs, probably because of the few services required. 
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In the private sector, each stage of the marketing system can be 

described as being a dispersed market except for marketing of day old 

chicks. There are three large hatcheries in Syria that service the needs 

of the private sector. From all information, they are conducting busi­

ness·competitively •. With government's. plans to construct three new 

hatcheries in Syria and·also serve private firm-sthiS will narrow the 

profit margins for privately owned hatcheries. 

3.2.5. Purchase and credit Facilities 

Because of the large number of private firms at all stages in the 

poultry industry, purchase and credit fac·ilities are not viewed as a 

const:E'aint on the operational efficiency of the marketing system. There 

seems to .beeasy entry into poultry marketing, excep't at hatchery level, 

to insure pricing 'efficiency at each level in the industry. 

3. 2. 6. Market Information Sys tems . 

Very little market information is readily available to participants 

in the marketing system. If the government was to promote more market 

information services:, decision--making by privatein.dividuals would be 

better. Since at .. each stage of, the matketing system, there are many 

fitms, e.fficient operation is dependent on easily accessible infonriation 

on cost·· of inputs. and product prices • Retail outlets must rely on 

word-of-mouth in determining the best price possible. 

,3.2.7. Grades and Standards 

Compared to the livestock-meat industry, grades and standards for 

,poultry egg·s are utiliZed more in' t:n.e 1IIarke~tingsyst~. 'The government 
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has seven grades for classification of eggs with the major determinate 

being weight of eggs. The government's official marketing margin of 

S.L .• 025 per egg or 8% (retail SL.L .015 and wholesale S.L •• Ol/egg) 

is extremely low and provides no possibilities for services such as 

refrigeration, candling and further grading. In retail pOUltry shops, 

eggs wel;'e neither refrigerated reducing their shelf life !lor cleaned or 

packaged, increasing breakage. 

3.2.8. Degree of Competition 

Degree of competition is high in poultry and egg marketing with 

easy access to entry into the market place. With government's increased 

expansion iIi the production of poultry and eggs, profit margins will 

narrow with probably smaller firms in the industry hav.ing difficulty to 

survive. In the Damascus market, there are 15 private merchan);s who 

slaughter and wholesale dressed poultry in addition to the GOP's whole­

saling of poultry from the slaughter house. Competition is adequate to 

keep prices in line with supply and demand conditions of the market. 

3.2.9. Degree of Coordination 

There is only some vertical coordination in the marketing system 

for poultry products. Some private merchants in Damascus who purchase 

and slaughter live broilers also have a retail outlet for their processed 

product. There·is no evidence that broiler or egg producers have 

facilities to process their product. The larg.e hatcheries have expanded 

'into mixing poultry feed from ingredients purchased from the General 

Organization for Feed (GOF), but they have not expanded into production 

of meat or eggs. Even the government has assigned"twoseperate 
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institutions, one to produce and the other to market poultry and eggs. 

An obvious lack of coordination has occurred preventing any increased 

efficiencies to occur through the marketing system. 

3.3 Summary of Assessment 

The marketing system for poultry and eggs seems to be performing 

well. The consumer has a variety of alteratives including direct home 

delivery of chickens and eggs by the producer. Many specialized 

chicken restaurants are available and fresh domestic or frozen imported 

birds can be purchased in private or government stores. 

Poultry meat and. eggs are priced well below red meats. The price 

differential between poultry, mutton and beef has increased since 1976 

indicating that expansion in the poultry industry with appropriate 

technology has kept retail prices from rising. For the period of the 

next 5 year plan (1981-1985), the prospects are that beef and lamb 

prices will be at record highs throughout the :tvliddle East. Much of the 

growth in animal protein will need to come in poultry production. 

The official marketing margin for eggs is extremely low and provides 

no possibility for services such as refrigeration, candling and further 

grading. Little effort by wholesalers or retailers is made to market a 

clean, packaged product. Eggs are not refrigerated which lessens their 

shelf life. 

Operational efficiency is present at each stage of the marketing 

,system. At the retail level, average monthly net profit for stores in 

Damascus is S.L. 2,727 which isa 23% return on sales which is higher 

than what was estimated for private beef and mutton retail shops. If 
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cost efficiencies are to occur in the future, then more coordination 

between stages in the marketing system will evolve. With government's 

GOP planning to increase hatchery capacity and general production of 

meat and eggs, it is likely that the inefficient operator will be 

squeezed out of business. 

The ~overnment's poultry slaughter house is only partially utilizing 

its available capacity. The facility is clean and modern, but GOP .. is 

unable to purchase poultry from the privat_e sector because their 

wholesale price would increase. Priva1le slaughter facilities supply 

approximately 80% of the broiler meat consumed in Damascus daily. Alter-

native strategiep should be researched to utilize more of the available 

capacity. 

As an input to the poultry industry, feedstuffs have been the key 

to expansion. Private poultry producers complain though· that quality 

of feed input received from government's (GOF) is not always reliable. This 

is why some private feed mix sell their own premixed ration from ingre-

dients purchased from the govern~ent. 

3.4 RecoiDl1l.endations for Improvement of l1arketing Systems for Poultry 
and Eggs 

Additional government investment in poultry production capacity is 

not likely to be needed for the next 5 year plan if it is clear to the 

private sector that they will be allowed to make a reasonable return 

on investment. In the next 5 year plan more emphasis needs to be given 

to marketing and processing facilities. 



124 

3.4.1. Marketing Institutions 

In the next 5 year plan, production of poultry meat a.nd eggs will 

require m.arketing strategies to insure efficient distribution of. products 

If present policies are continued with government being a poultry .. producer 

and. competitor in pou1try~and feed,.tnere is a.likelihood that the govern-

ment poultry industry will. lose money thIoughout muehof the period. 

Because of a reluctance to raise prices to cover costs, it may cause 

losses among private firms who must make a profit to surviv~.. Any 

future government production farms should conduct a ma.rket survey 

study to determine how products will reach consumers at lowest cost. In 

a proJect, such as the size of Zurbeh, production will likely cause 

surpluses in Aleppo which will require marketing studies on distribution 

of products to other deficit regions. No marketing contingency studies' 

have been undertaken •. GOP should emphasize development of its existing 

marketing department to design marketing alternatives for government 

production. 

Governmenes G0:P. has not developed linkages with the private 

sector because of organization difficulties. At Sednaiya, government 

personnel said that private individuals were willing to purchase supplies 

of broilers and day old chicks from the farm but the farm found it more 

difficult to coordinate these sales,p:r:eferring to supply government's 

institutions only. More coordination between GOP and the private sector 

could be developed in the next 5 yea.r plan. 

'3.4.2. Government Pricing Policies. 

It is recommended that price controls on poultry meat and eggs be 

removed. There are a large number of competitors with relatively free 
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entry and expansion. With government as the largest single producer 

and a large ,number of relatively small competitors this should be ade­

quate protection for consumers.· Additional protection for consumers 

can easily be maintained by keeping import restrictions low. 

3.4.3. Poultry Processing Facilities 

GOP's slaughter house in Damascus is using only a portion of its 

available capacity. The plant is slaughtering only 20% of the city's 

daily consumption. Efforts should be made to enco~rage rise of the 

plant by the private sector. Cooperative or partnership agreements 

could be designed between GOP and private slaughter houses in Damascus. 

If the government is unable to increase their utiliz;ation of the plant's 

available capacity, the government could leaSe the facility to private 

firms on a sealed bid basis fo;r five year periods and allow the plant 

to be operated by the private sector. 

There is a processing facility for making feed ration from the 

discarded parts of the chicken. vlith greater utiliz;ation of the poultry 

plant capacity, there would he more feed ration available. Thediscarded 

parts of chicken in the private sector have no way to be economically 

utiliz;ed. The feather processing plant needs to be made operational 

again. If these processing facilities from the chicken's by-products 

are not economical for the governemnt, then plans to lease them to the 

private sector should be encouraged. 
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4. Assessment and Recommendations for Dairy Marketing 

4.1 Description of Industry 
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The majority of the milk produced and marketed is controlled by the 

private sector. Approximately only 2.6% of cow's milk produced in 1977 

was from state farms (Census Bureau of Statistic, 1978).. From 1973 to 1977 

tlie rate of increase iil production of cows- milk has- averaged 17.1% annually. 

(table 4.1). From 1976 to 1977, milk production increased 1?y approximately 

9.0%. Production of sheep's milk reached an all time high of 285,000 m.t. 

in 1976 but declined in 1977 by 16%. Production of sheep milk is going 

to be highly dependent on forage conditions in a particular year. 

Consumption of processed milk also reached an all time high in 1976 

but fell off in 1977 by 2.7%. Only fresh milk consumption has increased 

each year from 1973 to 1977. The value of milk and milk products in cons­

tant 1963 prices had a noticeable increase in 1976 but ~eclined slight"ly 

in 1977. 

Milk production in: Syri.a has been assisted by the UNICEF in established 

dairyplants'.;wnich: can process.local milk with 'imported milk powders to 

bot~le sterilized. milk. The Syrian ·government with assistance from World 

Food Program operate tliree dairy plants in,Damasclls, Homs~ and Aleppo. The 

dairy plants do not handle sheep.~s milk. which is. processed mainly' into 

yoghurt ch.eese, or ghe.e.· All processing of she.ep's milk is by manual methods . 

. In an overview of prices for milk· and dairy products, regional prices 

for the center of. each Mohafaza.t ;is.gi:ven intahle 4.2~.Marketing margins 

for dairy products were relatively low •. Many sales are direct from farmer 
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to conStlmer. Retail prices and wholesale to retail marketing margins 

varied over Moha:eazats and :eor the same Moha:eazat over time (table 4.2). "' 

Examination of these data suggest a very market oriented industry. These 

data have the same variability over geographic areas and over time that 

one.would expect for a market system without price controls .. Marketing 

margins are loweSt on milk and fresh yoghtlrt and hi$hest on cheese. The 

variability in wholesale/retail price spreads over time is a.n exampie of 

the response to supply and demand conditions of a competitive._marketing 

system. 

A thorough study ()f the feasibility for increased dairy production 

was condtlcted by the German Agency for Technical Cooperation, LTD in 

1978. Syria was estimated to remain a defiqitmilk production country at 

l.east until 1988 even with an infusion of 10,000 imported heifers. Total 

milk production in 1983 and 1988 was estimated to be 777 and 900 thousand 

tons until 1983 and 1988, respectively, given natural growth rates. The 

study estimated that Syria would have to import 504 thousand tons in 1983 

and 855 thousand tons of milk products in 1988 to satisfy domestic consump­

tion requirements. The study does indicate that local production will 

be increasing constantly which will place increased pressl;lre on the current 

marketing system and processing facilities (German Agency for Technical 

Cooperation, p~ 86). 

4.2 Assessment of .Marketing SystelJ} for Dairy Products 

4.2.1 Transportation Network and :Flows of Milk and DairyProdtlcts 
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Domestic Production 

The marketing system for domestic production ofsheep~s milk is in 

the form. of yoghurt, ghee, or cheese. Private merchants purchase directly 

from producers and supply the urban areas. The marketing system • in dairy 

products from sheep's milk has developed over many years with the relation 

ship between private merchants and bedouins on the Steppe. Dairy products 

from the Steppe are still marketed in this manner • Ifthe.bedouin is J,.iv .... 

ing within one days travel to an urban area, he will sell milk or yoghurt. 

If the herder lives a distance of 2 to 3 days traveltime from an urban 

area, he likely will market cheese. If over three days, the herder· 

will prepare and sellghee. The system would be different if the private 

merchantpick$ up dairy products with a vehicle. 

In the Damascus lilarket area, private merchants operate as middlemen 

visiting private dairy farms twice per day to collect producers' milk. 

These middlemen transport the milk to town to sell to merchants who make 

yoghurt or sell fresh milk. It was estimated by a government official 

that the Damascus dairy plant receives only 20% of the area's milk produc­

tion. A major barrier to increasing the plant's market share is lack of 

proper container vehicles-to- pick-up producers' milk. Because many pro­

ducers are small operators, the plant would not find it economic to visite 

each producer. The lack of on-farm storage coolers or central collection 

centers is an obvious barrier preventingcompeti.tiveness by the dairy 

plant. The same problems are affecting the dairy plant in Aleppo in 

1;>eing able to compete with the private sector for supplies of fresh milk. 
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Imports of Dairy Pi-oduct 

The trad.e balance of Syria-in dairy products has been _negative and_ 
. . -

steadily increasing each year since 1971 (table 4.3). In 1977, .the negative 

trade balance was S.L. 206 million. Aftercereal.s and cereal preparations, 

dairy imports had the largest negative trade balance of any other food 

cOtlllllOdity imported.. Imports of dairy products was only 4.3% of total 

domestic production in 1978. The ~eason for the high value of imports is 

that these are processed dairy products, butter and cheese •. 

The Syrian Arab Dairy Company imports powdered skim and whole milk 

for their three processing plants • This company is supposed to be the only 

importer,of(:whole~Gwdered milk, of which 1,.200 m. t. was for the Damascus 

2, 700 m.t.o f powdered- skim milk,o f which 1 ,200m.t .' was for the Damascus 

plant. The Damascus dairy plant also purchased 1,000 m.t.of whole powdered 

mille. The powdered skim milk are shipments from the United Nation' sWorld 

Food Program in 1978 while the powdered whole milk was bought on the 

commercial market. In 1978, 200 m.t. of butter were imported for process-

ing ghee in the dairy plants in Damascus and Homs. 

4.2.2. Processing Facilities 

The only processing facilities are operated by the government owned 

Syrian Arab Dairy Company. Construction on theplants·began in 1963 and 

operation began in 1970. Each plant has the capacity to process 30 tons 

daily of fresh milk into sterilized milk. Currently the Damascus plant is 

rece.iving18-22 tons per day. The plant receives 66% of its fresh milk 

from government or cooperative dairy farms in the Damascus area. About 

34% comes from the private sector. The plant manager estimated that they 
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receive only 20% of the total p"roduetion in .the area, 

In Aleppo, the dairy plant is utili~i_n.g even loess of its: available 

capaci.ty. r>aUy supplies oJ; fresl].. I!lilk were reported at 7.5 tons with close 

to 50% 'being received--from t.he.· government farm atZut'beh.' The plant was ria· 

~@;;ted to have a net loss in 1973 of S. L. 300.,000.-- The difficulty the plant 

h,ad was purchasing supplies of fresh m:ilkfromthe-pri.vate sector at prices' 

which werewithingthe guidelines set by the government. 

In: evaluating the peiormanceof the Damascus dairy .plant:, _ financial 

balance sheets fot 1977 and 1978 were developed (table 4.4). The Damascus 

dairy plant had, significant increases in profit from S.L. 2.6{1 million 

in 1977 to S.~. 2. 71 million in 1978, an increase o·f 4.4%. The major 

reason for t:hearatnatic increase in profits was from the sales of ghee 

and butter. Sales of YQg:hurt an.dwhitecheese showed a decline because 

of poorconSUlller acceptance of these products reported by plant. management. 

The plant is currently undertaking research with the University of Damascus 

to try and improve the taste of their white cheese. A profit rate of 12.2% 

in 1978 is very high for this type of plant, especially when the plant 

management complains that wages are extremely low causing excessive turn­

overs in employment. 

The.plant manager complained that transport vehicles used to'distribute 

products in the city were old and needed replacement; yet,. much of the 

profits whi"ch the plant realized in 1978 were not funded back into the 

plant's operation. Themanagementre_ported spending up to' S .L. 200 ,~oo 

'on vehiCle maintence in 1978; and there have not been any replacemnts~ 

Majority ·of the plant's 'l?rofits', are being used for dairy production. 
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4.2.3. Marketing Facilitie.s 

In assessing marketing facilities, neither the private nor public 

sectors have adequate facilities for .collectiag,· dist.ributing, wholesaling 

and retailing dairy products. In the private sector, there are many 

middlemen who handle small volume of products. There is little modern 

technology present tailored to the needs of the small operator. Simple, 

low cost technology has not been available for collecting. and cooling 

milk. The dairy plant complains that acidity levels someti~es exceed 

17% in milk, especially during the summer months, lowering the quality 

of their dairy products. 

Distribution afdairy products from the dairy plants have cr.eated 

barriers in competing with the private sector. In Damascus, vehicles are 

not reliable and the delivery system has been slow. At the Aleppo plant, 

the·plant was unable to service their customers adequately. Retail store 

owners had to arrange for their own delivery system and still sell at 

government controlled prices. With a competitive private sector, the dairy 

plant has difficulty providing a quality product with marketing services. 

Private merchants are willing to provide services to assure contract 

deliveries from dairy producers. 

4.2.4. Marketing Institutions 

One difficulty occurring in the dairy marketing system is the lack 

of coordination between the two institutions involved with the dairy 

industry. The Ministry of Agriculture is responsible for production 

while dairy delivery systems and processing are under the Ministry of 
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Industry. The General Organization for Food Industries. (GOOI) in the 

Ministry of Industry supervises processing and marketing. GOPI is respons ... 

ib.le for 17 other food processing sub.-industries. As it. was reported 

that net profits were not being reinvested in dairy plants operations, 

profits are likely being used in other areas, like dairy production. 

Very few changes in the marketing system have (occured)iin the public sector 

which have left the plants at a disadvantage in competing with private 

merchants for supplies of fresh milk. 

4.2.5. Purchasing and Credit Facilities 

It has been reported that private merchants who purchase the fresh 

milk from producers provide cre4it facilities. This service allows middle­

ment to develop contracts with groups of buyers making it difficult for 

the dairy plant to purchase supplies from the private sector. The dairy 

plants must rely on the government or cooperative dairy farms fo·r their 

supplies. It was no.t determined whether the credit arrangement by middle~ 

ment were exploiting the small dairy producer. It would be healthy to 

allow producers other alternatives for credit through government loans. 

4.2.6. Market Information Syst.ems 

There is very little market information services available for dairy 

producers, especially since much of the dairy transactions are done on 

the producer's farm. Private producers are generally small volume operators, 

at a disadvantage in the marketing system as an individual s.eller.s ~ Improve­

ment in market news services could help in the bargaining position of 



producers. Organized collection centers for producers with small 

volume could allow an alternative ~rketingsystem. 

4.2.7. Grades and Standards 
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Few grades and standards are followed in the private sector. It 

was reported that because of improper cooling facilities, the dairy plant 

was receiving milk with too high an acidity level. If the dairy plants 

were to become a major purchaser in the private sector they~w9uld have 

to design standards for butter fat content and level of acidty. The use 

of collection centers for fresh milk could help administer appropriate 

grades and standards. 

4.2.8. Degree of Competition 

The dairy marketing system is highly competitive in the private 

sector. The degree of competition places government. plants at a dis­

advantage in being unable to compete for supplies either in prices or 

services rendered. In 1977, the price spread for fresh milk in Damascus 

between the wholesale and retail levels was 11.5% (table 4.2). This does 

not seem to be an excessive margin implying competition in the market is 

keeping prices in line with costs. 

4.2.9 •. Degree of Coordination 

Coordination in theIIiarketing system is observed between the private 

merchants and oedou.in heJ:ders ina1:ranging supplies of.··.dairyproducts ~for 

sale in urban market13. The dairy plant being the sole purchase of milk 
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, 
pr!.Oduced on government dairy farms is another marketing sys.tem linking 

production directly to pro.cessing. The output of Illilk from the government 

dairy farms is a small fraction of national production, less than 10%. 

The coordination in purchasing arrangements by private merchants with 

individual Illilk producers have been effective in developing contracts for 

milk supplies over a time period. If the government. processing plants are 

to capture a larger market share, their efforts to provide additional 

services and coordinate delivery with medium to long run supply contracts 

will be necessary. 

4.3 Summary of Asses.sment 

Dairy marketing in Syria is Ghiefly in the hands of the private 

sector. Cheese, yoghurt andghee are the major dairy products with the 

majority manufactured manual1Y~ The government does operate three dairy 

processing plants managed by the Syrian Arab Dairy Company. The dairy 

plant has been unable to compete effectively to obtain supplies of fresh 

milk from the private sector. The Damascus dairy plant receives only 

20% of the milk produced :i.n the Mohafaza of Damascus. 

The d:i.stribution system for da:i.ry products is grossly lack:i.ng. The 

majority 'of fresn miTt<. is~ collected in s1llall 'containers on the farm with 

, littl~ use of Euik carrierS-. On farm cooling systems are not avai1~ 

able requiring daily viSits, sometimes twice per day, to an individual 

farm." TRig: system ~otila/De-madelllore' effi'Cient' and quality probahly 

,improved •. 

Government dairy plants are using vehicles which have been operating 

since 1963. Vehiclemaintance costs are exorbitanCcausing delays in 
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delivery and low marketing performance. Profits from the plant~s operation 

have not been reinvested in the plant for new machinery and equipment. 

The processing plants experienced difficulty in daily delivery of sterilized ~ 

milk to central distribution stores causing bottlenecks in the marketing 

system. Empty bottles must be returned by the plant's trucks so they can 

be reused for sterilized milk. Even the level of technical skills in the 

dairy plants are low because salaries have not been increased. There is 

a high turnover in employment even though the plant made a large net pro-

fit in 1978. 

Little 'ef£6r.t has been made to modernize the dairy marketing system. 

Emphasis has beenplac.@(lOn production. The dairy plants have sufficient 

plant capacity that is not being used. Or.derly marketing of milk and dairy 

products should be a major conern of the next. five year plan. Require .... 

men.tscan be met with appropriate technology and management at low cost 

to the industry. 

4.4 Recommendations for Improvement of I1arketing.System 
for Dairy Products. 

4.4.1. Marketing Facilit ies 

Collection Centers and Cooling Facilitie.s 
for Fresh Milk. 

Because many of the private producers are small operators, a system 

of centrally located collection centers for fresh milk would be a method 

for reducing the number of visits to individual farins.Both in the 

Damascus and Aleppo plants, management cOIl!:pJ..ained of difficulty to compete 

in obtaining supplies of fresh milk. The plant did not have the facilities 

to make regular visits to each producer. Collection centers would be able 
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to grade the milk paying premium prices for quality .milk while keeping 

milk cool until pick:",up by th~ plant. Even low cost technology is avail­

able for an on-farm cooling of milk until pick,,",up by the plant. This 

would enhance the bargaining position of dairy producers. Currently the 

marketing system does not seem to be operating at least cost. 

4.4.2. ProcessingFacilities 

Damascus Dairy Plant 

With large profits realized in 1978 by the plant~ reinvestment in 

the operation would be .advised in upgrading their vehicles. With over 

S.L. 200,000 spent annually in vehicle servicing, high costs of maintence 

could be reduced. Motor vehicles for delivery of milk are recommended 

for service of distribution centers in the city. The plant has only four 

trucks, and riot all are operating at one time. 

Improvement in product design and quality is necessary in making 

yoghurt and white cheese. '.['he plant recen~1y designed new containers for 

merchandising their yoghurt, which is smaller than their Skg bucket. 

Continued research is suggested in design, processing and packaging of 

white cheese which had a decline of 13% in value of sales from 1977 to 

1978. To improve their marketability of milk products, the plant could 

design milk dispensers for sale of milk to schools and other institutions. 

Improvement in marketing strategies are necessary if the plant is to 

compet.e with the private s.ector. 
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Aleppq Dairy Plant·· 

Many of the same difficulties. faced by Damascus plant is. ~perienced 

in the Aleppo plant. Market penetration by the plant has been more 

difficult because of the highly competitive private sector. In the Aleppo 

market, there are supplies of sheep's milk which customers prefer 

in making yoghurt. It is recommended that market research be conducted 

in product design to determine how the plant can present a more acceptable 

product. Selling yoghurt in smaller and easy to handle conta1-ners should 

also be introduced at the Aleppo plant. Improvement in the plant's 

distribution system needs modernizing just as in Damascus. 

.. 
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Table 4.1. 
. . a 

Value and ProducUon of Milk and Dairy Produc\:1iI in Syria. 1971~1977 

Value 0.£ Milk· 
Milk Produc t:i.on IU1k Products Produced and products 

al:CO~lstant 
Year Goats Sheel! Cows Butter Cheese . Ghee fresh milk Milk 1963 I!rices 

_ _ . ...l. (1000 m. t. )- ':"'" - - ~ - (m.t,)- - ------ - ~ - - - -(100Q m.t.)-·~ -(miliion S.L.) 

1971 53 188 199 2,045 27.758 5.530 157 441 201.5 

1972 48 223 187 1.353 26.640 7,836 141 458 177.8 

1973 40 173 179 1.092 24.084 2,166 134 394 177.5 

1974 52 235 212 1,269 25,837 7,993 176 500 167.7 

1975 53 250 263 1,283 29,862 8,911 200 567 172.7 

1976 72 285 307 1,083 34,550 9,180 245 665 194.7 

1977 71 240 335 839 30,160 7,586 2~3 647 187.9 
,. 

Source: Central Bureau·of St~tistics, 1978: 



Table 4.2 Prices,and Price Spreads for Dairy Products by Mohafazat, Animal Average, 1977 

Mohafazat 

Damascus 
Aleppo 
Horns 
Hama 
Tortous 
Lattikia 
Id1eb 
AIRakka 
Deir..,.es-Zor 
Al Hasakeh 
Sweida 
Dalia'· 

Year 

1977 
1976 
1975 
1974 . 
1973 
1972 
1971 
1970 

Retail 
Piasters/kg. 

130 
132 
1i2 
112 
106 
100 
12:J. 
108 

96 
125 
120 
116 

.. ' 

.. , 

130 
120 
100 

95 
83 
69 
68 
59 

Source: CS - 1978 

j 

Wholesale 
Retail 

difference 
(%) 

11.5 
9.1 
8.9 

11.6 
12.3 
5.0 

10.7 
5.5 
8.3 

4.2 
5.2 

Retail 
Piasters/kg~ 

.145~ 

165 
133 
133 
115 
120 
160. 
158 
123 
134 
125 
123 

Wholesale 
Retail 

difference 
(%) 

,8.3 
18.2 

',15.0 
6.0 
8.7 

12.5 
12.5 
16.5 
8.1 
7.5 
8.0 
8.9 

Retail 
Piasters/kg. 

.. 700 
750 

.614 
644 
634 
693 
642 
645 

. 692 
622 
625 
638 

Prices ·and Price Spreads for Damascus by years • 

11.5 145 8.3 700 
16.7 142 ·12.0 665 
10.0 125 8.0 663 
10.5 110 10.9 477 
14.5 96 9,.4 417 

91 374 
84 379 
'72 305 

• 

Wholesale 
Retail 

difference 
(%) 

15.7 
13.3 
10.4 

6.8 
9.3 

12.2 
10.7 
15.5 
27.7 

-.:., 
4.3 

11.8 
11,' 

15.7 
22.6 
32.1 
8.2 
8.1 

I-' 
w 
~ 
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-Table 4.3. Imports and Balance of Trade of Dairy Products in Syria, 
1970-1977. 

Imports as 
Percentage 

Value of" of Domestic 
Year a Production Trade Balance 

a 
Imports 
(1000 S .L.) % (1000 S. L. ) 

1970 24,821 1.8 -22,151 
1971 54,366 3.4 -53,569 
1972 56,175 3.4 -5~,185 
1973 76,817 4.4 -75,823 
1974 94,602 3.2 -93,665 
1975 103,878 2.0 -102,292 
1976 1?O~.146 3.2 -178,861 
1977 207,936 4.3 -206,124 

a. Trade statistics included egg imports in the total. 
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Table 4.4. .Financial Analyses of Dairy Plants in Damascus, 1977 

Sales: 
Sterilized milk 
Yogurt 
Concentrated dry Yogurt 
White cheese 
Butter oil (ghee) 
Butter 

a Total Revenue 

Costs: 
Raw materials 
AuxilIary materials 
Packing materials 
Energy and fuel 
Other (interest, ins.) 
Sub-total 
Salaries and wages 
Depreciation 
Total Costs 

Net Profit 

Profit on Sales (%) 

Gross Margin (%)b 

a . 
Value of product at thE! pla~t. 

~.. :.it 

Qty. 

(tons) 

2,470 
6,050 

450 
350 
800 
155 

and 1978 . 

1977 
.. V~lue 

(S.L. '000) 

2,964 
5,445 
1,620 
1,260 
5,800 

976 

17,356 

12,061 
8} 

432 
217 
568 

13,315 
1,100 

345 
14,760 

2,596 

15.0 

23.3 . 

b 

Qty •. 

(tons) 

. 2,580 
5,317 

,421 
228 
908 
590 

1.978 
Value 

S.L. '000) 

3,250 ... 
4,998 
1,68.0 
1,095 
7,143 
4,108 

22,274 

16,229 
90 

619 
338 
446 

17,]22 
1,353 

48~ 
19,563 

2,711 

12.2 

20.4 .. 

% Increase 
in Value ·1977/78 

. 9.7 
"';9.9 

3.7 
-:13.1 

23.2 
20.9 

. 28.3 

34.5 
11.1 
.43.2 
55.7 

-21.5 
33.0· 
23.0 
41.5 
32.5 

4.4 

-18.7 

":"'12.5 

Calculated as sales lIlinus cost of·raw materials. 

.. 
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5. Appendix: Design of Survey for Retail Meat Shops in Damascus and Aleppo 

With assistance from the Meat Bureau in the General Consumption In ... 

stitute, a list of butchers being supplied mutton from the slaughter house 

was provided for Damascus. The names of six mutton butchers and three 

alternates were randomly selected from the lists of butchers in low, middle 

and high income areas. A letter of introduction waS prepared by the 

managing director of G~C.r. informing the butchers of the visit oy a· survey 

team. Poultry and retail shops were also selected randomly by stop,ping 

at a shop that was located in the vicinity of a mutton retailer. Two 

poultry and beef retail shops were selected for each income area. 

Interviews were conducted at each retail shop. The researcher was 

accompanied only by an interpreter and no representative was present from 

either the Meat Bureau or Butchers Association. It was found that pre­

sence of a government representative made respondents extremely suspicious. 

In Aleppo, retail shops were selected at random by driVing in differ­

ent income areas. Because the retail of meat is uncontrolled, unlike 

Damascus, butchers were reluctant in several instances to be interviewed. 

Only where personal acquintance between interpreter and butchers occurred 

was suspicion minimized. Fewer butcher shops were surveyed in Aleppo be­

cause of the difficulty with cooperation from,butchers. 
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