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ABSTRACT: Ghana’s domestic poultry industry is one of manyMest Africa that is seeking
strategies to compete with imported poultry producthis study investigates if urban Ghanaian
consumers are willing to pay for non-price attriesitin poultry; hence, offering potential
competitive niches. Consumer preferences in Adshana for domestic and imported chicken
were studied using a choice based conjoint analy&igotal of 138 respondents who were
directly purchasing broiler products were drawn damly from both traditional and modern
markets for inclusion into a revealed preferencetad&ollection. A conditional logistic
regression model was used to estimate the parthwoft attributes of both domestic and
imported broiler meat. The study reveals that pasghdecisions are not entirely based on price,
but also non-price attributes such as conveniefigshness and origin of the product. In the
case of Ghana, consumers prefer imported chickemherbasis of convenience, as imported
chicken is primarily offered as pre-cut pieces, almnestic chicken on the basis of taste and
origin. The findings suggest that there is an opputy to market domestic chicken on
attributes in addition to price such as conveniere®l origin. To take advantage of this
opportunity, investment in the domestic poultryustdy is required, across the supply chain
from processing to marketing

KEYWORDS: Consumer Demand, Broiler Attributes, Choice Based Conjoint Analysis

INTRODUCTION

In the middle of rapid urbanization, income growtthanging work schedules, shifts in
production technology and liberalized markets, ké#ic appears to have become a dominant
affordable “convenience” food in many West Africaountries, following many developed
countries around the world. The need for urbanvenrence emanating from increasing traffic
jams, women who now double as caregivers and wgrkiothers, limited leisure as well as
conversion of residence kitchens into apartments ¢lu increasing urban demand for
accommodation is causing a change in consumerferpreee and demand.

Worldwide, consumption surveys indicate that chicke the second largest consumed meat
(Pattisonet al, 2008; FAO, 2010; FAO, 2012). According to the@£2012), poultry accounts
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for approximately 33% of world meat intake, serviag the chief meat in consumer diets in
many low to middle income countries. Overall, thélaok for global chicken consumption is
optimistic as it is expected to increase along witpulation and income growth (Pattiseinal,
2008; Mengesha, 2012). However, the average urk@rsumer's taste and preferences
surrounding chicken appears to be changing attarfpace than domestic producers can match.
Consumers now prefer convenient forms of chickeat #re pre-cut or ready-to-cook or even
ready-to eat and of certain sensory characteristitgnany countries without import restrictions,
price competitive imports are filling this demand.

Ghana is no exception. Rapid population growth medeasing incomes has created a higher
demand for broiler meat already and more is toXpeeted in the wake of Ghana’s oil find and
GDP per capita growth. The urban population inaddsom 23.3% in 1960 to 51.5% in 2010,
according to the Ghana Statistical Service (GS&)Z2, and this trend according to the GSS will
continue with more people residing in urban ar@aaditionally, chicken is sold as live birds in
Ghana but changing urban lifestyle has compelledswmers to prefer processed imported
broiler meat to local live birds. As shown in Figut, the proportion of imported chicken in
aggregate broiler consumption in Ghana increased #7% in 1989 to 63% in 2009, thus over a
20 year period. Yet, in an era of a global econoneyailers and wholesalers of Ghanaian
chicken have failed to recognize the need to kesge pvith changing consumer preference for
broiler meat in order to boost demand (FAO, 2010).

While much attention has been devoted to tradedllzation and surging imports on the impact
of demand for Ghanaian chicken, there are limitegbigcal studies on the changing consumer
preferences for broiler attributes of the Ghanalaicken. In contrast to well-developed poultry
marketing studies of more developed economiesjesduttiat have attempted to describe broiler
attributes that the Ghanaian consumers preferlisleft with speculative and weak analysis and
limited empirical evidence. The studies that ekistpoultry in Africa indicate that non-price
characteristics are increasingly important to ddine®nsumers. Huget al (2009) studied the
influence of dietary lipid sources on sensory cbimastics of broiler meat in South Africa.
Ojobho and Alufoha (2010) in studying the impa€tpoice and total expenditure on food
demand in South-Western Nigeria found that denmfandood items in Nigeria is not much
determined by prices but rather other factors sash ease of preparation, household
characteristics and urban lifestyles.
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20 -year View of the Role of Imports in Ghana's Domestic Poultry
Supply (1989-2009)
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Figure 1: Import as a Percentage of Total Broiler @nsumption in Ghana (1989-2009)
Source: Authors’ calculations using FAOStats dataaccessed October 2012.

In Ghana, Egyiet al. (2012) studied the ‘made in USA poultry label’ aswhsumer choice. The
study found that consumers who attach much impoetan poultry packaging, meat quality and
expiry date are likely to choose US poultry lafdle study concluded that since consumers who
attach importance to country of origin do not nsee$y choose US poultry label, the made in
Ghana label can be promoted if a reputation fotityuand food safety can be earned. However,
Kwadzoet al, (2013) in studying preference for broiler meatGhana found that price of the
meat continues to be an important attribute thiduences the ordering of consumers’ preference
in purchasing broiler meat. Therefore, measuregsmarove the productivity of farmers as a
means of reducing prices and increasing competiise continue to be needed.

As domestic Ghanaian chicken producers continusotopete with imported chicken which is
often cheaper, this study looks further into atttés influencing urban consumers’ preference
for Ghanaian and imported broiler meat using madata from sampled urban consumers
directly buying chicken and a varying and rigorausthodological approach. The study also
draws logical and coherent comparison of the atte of imported chicken that consumers
prefer but which the Ghanaian chicken may lackrieo to develop remedial action aimed at
improving consumer preference for the Ghanaiankeimc

Thus far, domestic producers have competed with efter and with imports on a price basis.
Increasingly, urban consumer food demand in Ghartiffierentiating from unprocessed foods
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toward processed and convenient forms. This reketirerefore hypothesizes that price is
important, but attributes such as taste, freshrmess/enience and origin are gaining prominence.
But most domestic poultry producers are yet tooadgo this unprecedented demand for change
in preference for chicken attributes. The questmrretailers, wholesalers and producers is not
only how to remain competitive in the face of ttapid change, but how to anticipate it.

Efforts to overcome this industry development daradle posed by changing consumer
preference begin with accurate measurement of kaleb meat attributes that consumers across
the various market segments prefer. This is dubddact that sensory evaluation is an integral
part of product development and preference foroddsrproduct by consumers may depend on a
successful combination of sensory properties sushtaste, convenience, freshness or
appearance, price, smell and texture. Therefore, identification of consumers’ behaviour
relating to food as well as their preference semgsa critical building block for improving
chicken marketing in Ghana and developing broilevdpcts that meet consumers growing
expectation. It would also help in the design digies and programs in meat processing and the
targeting of interventions in the broiler indusay a whole. For the purpose of this study, broiler
and chicken have been used interchangeably butrbe#im the same.

The study is relevant, particularly to Ghanaian lfpguretailers, as consumer demand for
Ghanaian chicken declines relative to imported fppuBesides contributing to the existing

literature on poultry marketing in West Africa, teidy also offer applied marketing strategies
to support domestic supplier and retailer compwetitess.

METHODOLOGY

Analytical Framework

The basic theory serving as the foundation for stigly is the random utility and Lancastrian
consumer model. Lancastrian consumer theory ptsisthe utility consumers derive from a
good is equal to the combined utilities the indiat derives from the attributes of that good
(Loureiro and Umberger, 2007). Random utility theoin line with neoclassical economic
theory assumes that rational individuals maximizartjoint utility from the consumption of a
good, X, but assumes that the utility derived by the irdilal contains a random component
unobserved by the researcher. For instance, umdgrihe demand function is consumers’
choice of goods and services that are most prefedeconsumer’s utility(U(X)) from a
purchase of good is thus dependent on the attributes of the pred(icidd and Zobe, 1977;
Lancaster, 1971, van Ravenswaay and Hoehn, 19%1ghwan be tangibl&, or intangibleX,

in nature. Consider a produdf, offered at priceP,. There aréV alternative products
represented by vectar= (x5, ..., x,,) offered at prices corresponding to veghoe (p,, ..., Pn)-
The productx, containsW attributes,a; = (ay4, ..., a1y); productsx contain a matrix of
attributes,a= a;,,(i = 2, ..., N,and j = 1, ..., W). Consumers purchase the product because of
the consumption services provided by the attriqusesh as taste, satisfaction of appetite,
nutritional qualities, and ease of use. Servicesapressed as:

s=S,X,a,X,a), b=1..,B (1)
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Where:

Sis a vector ofB consumption services. In this formulation, eacbdpct has the same set of
potential attributes associated with it. Howevéie amount of each attribute varies with the
specific product, and some attributes may be camlgleabsent in some products. The
consumer's utility function is represented by:

UX) = u(Sy, ..., Sp), (2)
Equation (2) is maximized subject to the budgetst@mt:

PiXi <m (3)
This yields a demand function f&t of the form:

Xs = Xi(Pa;, p,a,m) (4)

Substituting for services in the utility functiomda products in the service function yields the
indirect utility function:
V= U(Pl, a;,pq, m)

®)

Model Selection

Contingent valuation method (CV), hedonic price Blo(HP), and conjoint analysis (CA)
approach are the three main approaches for megstwimsumer preferences. In contrast to the
CV and HP methods, conjoint analysis helps iderhy/factors that matter most to the different
category of consumers that are included in theyshydestimating the relative importance that
each consumer attaches to a given factor in makimgychasing decision. It measures preference
based on the utility of consumers (which accordingthe Marginalist is ranks), which is
assumed to be a function of the product's attréouliehe use of preference, rather than a
monetary value makes strategic behaviour on thieopéine respondent less likely. Therefore the
conjoint analysis was more suited for the study laence was adopted.

Ghanaian and imported broiler meat are the two combroiler meat found on the Ghanaian

market. Whiles imported chicken are processed, &hanchicken are sold as live birds. The

consumers made choices between the attributes aidsdm chicken and imported chicken. Five
main attributes of broiler namely taste, price, wwmence, origin and freshness were studied
because they were the factors most commonly mesdidsy consumers as influencing their

purchasing decisions. This attribute list was degvetl based on discussions with consumer
focus groups and pretesting as suggested by BakkCeosbie (1993) and Baker (1999). The

choice of attributes was also driven by the needdequately and realistically describe the
product, balanced by the need to reduce the numbéactors so that the resulting survey

instrument is relatively simple and brief.

Consumers choice of a product across the variougatsa traditional and modern, was noted
and represented as a dichotomous choice (Ghanaiaken=1, otherwise = 0). To ensure
realism as suggested by Kotri (2006), these consurfeho had previously revealed their
preference by choosing and purchasing one of tbepteducts) were made to rank the attributes
of the chosen product. Four of the five attribuiese explicated into two categories each based
on the attributes of Ghanaian and imported chickgntaste (tasty, not tasty), knowledge of
product origin (Yes, No), convenience (Conveniédf convenient) and freshness (fresh, not
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fresh) and used in the estimation of part-worthetbgr with the price per kilogram of broiler
product.

Model Estimation Method

The study employed the conditional logistic reg@ssnodel based on the random utility model
and the revealed preference (choice) data. Thecegbeitilities u(x) was modeled in terms of
characteristics of the alternatives. If, Uepresents a vector of characteristics of the n-th
alternative, the conditional logit model may becdfed as:

Un =Vin + €in (6)

Where:

U;, is the utility that a consumer would receive framoosing the product ri/;,, is the
deterministic portion of utility and;,, is the stochastic component of utility. Consumeese
not restricted from choosing any particular chickeaduct. However products generally could
be classified into two categories, Ghanaian chiakeimported chicken. The probability of the
consumer choosing any of the products is given by:

Pr{n is chosen) = Pr {V;, + €in = Vi + €im; for all m € S;} @)
Where:

S; is the choice set for consumerSi£ Ghanaian chicken or imported chicken). According
Maddala (1983), if the random errors in equation &re independently and identically
distributed across the alternatives and N indivisiwath a Type 1 extreme value distribution and
scale parameters equal to 1, the probability osaarer i choosing product n is given as:

ExpVin (8)

ExpVim

Conceptually, equation (7) is the general modelduseexamine the factors that influence a
chicken consumer’s preference decision. FollowingtRet al, (2010) and Jaffret d., (2004),
preference for either Ghanaian or Imported chickas estimated specifically as:

Pr{n is chosen} =

Log (:—;l) = ay + a taste + ayprice + asfresh + asconvenience + asorigin + ¢ (9)

Where:

U; = the probability that a choice for broiler is reaoly chicken consumer (which is Ghanaian
broiler or imported broiler product)

ay = a constant term

a,-as = the coefficients of the explanatory variables

taste = taste of the broiler product measured as a dufdmyasty, 0= not tasty)

Price = price per kilogram of broiler meat (Ghanaianmported);

freshness = perceived freshness of the product measuredlamany (1= fresh, 0 = not fresh);
Convenience = level of convenience associated with product measured as a dummy (1=
convenient, 0= not convenient);

origin= knowledge of origin of the product measured dsmmy (1= yes, 0 = no)
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¢ = the random error term.

Marginal effects were post-estimated from the doeffits from equation (9). The model
assumes no interactions between the variablesrélave importancé; of an attribute “i” was
estimated as:

Utility Range;

Fi_

- Y. Utility ranges for all attributes

| + 100% (10)

Data Collection

The revealed preference data for imported and Gharchicken used in the study was derived
from actual market transactions. According to Bdfiva et al (1994) as cited in Sattlet and
Volckner (2002), because revealed preference dathased on actual purchases observed under
realistic marketing mix conditions, a high degrdeegternal validity can be assumed and the
data do not suffer from over-bidding or under-bidgbiases. The study was conducted in four
chicken retail market outlets, comprising two ttexhal and two modern markets, in Accra,
Ghana. The study focused on chicken consumersoppsins of both live and processed poultry
products in the markets. Primary data was obtatinexigh the administration of both structured
and open-ended questionnaires designed for chickesumers through personal interviews in
Accra. The survey design was pretested on a smaatiple in both traditional and modern
markets to ensure that respondents would find tineey clear and easy to complete. Follow-up
focus group discussions were held to ensure tlspiorelents clearly understood their task and
that their interpretation of the questions was wast with the researcher's intent.

The multi-stage sampling procedure was employedsébecting individual respondents in the
study. The first stage which involves the selectad markets (traditional and modern) was
purposively done. Markets known to be the majapging centers for poultry products were
selected for this purpose. The second stage, wimgblves the selection of individual
respondents (shoppers), was randomly done. Enuoneraere positioned at various sales points
within the market and randomly selected and ineaveid consumers actually purchasing poultry
products (Ghanaian or imported broiler products)forimed consent was obtained from
respondents before questionnaire were administénedll, 138 respondents were interviewed
for the study.

RESULTS

Socio-Economic Characteristics of Sampled Consumers

Broiler marketing in Ghana can be segregated utwdermain market types based on product

types sold in the market. These are the traditiomalkets and the modern markets. Traditional
markets can generally be differentiated from modearkets as they are characterized by the
sale of live birds. Modern markets only sell preszsbroiler products. Presented in Table 1 are
the socio-economic characteristics of survey redpots grouped under the two main market
segments. The average household size of all resptsdés 4.5. The figure however was lower

for respondents in the modern market. The per @agicken consumption also varied across the
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two identified market segments with respondentsnftbe modern market consuming a little
above their counterparts in the traditional markée ages of respondents ranged from less than
26 years to over 60 years with most of the respotsdilling in the age group of 26-45 years.
But whiles it was common to find oldies shop foicklen in the modern market; this was not
observed in traditional markets. The majority ddpendents interviewed were mainly females.
This finding of higher percentage of women in thenple is consistent with the expectation that
shopping in Ghana and most developing countriemast frequently done by females in the
household (IFAD, 2013). There are also variationthe percentage of women who shop in both
markets. Whiles over 80% of people who shop fockdm in modern market are mainly women,
less than 60% of sampled consumers in traditioredkets were women. Majority of chicken
shoppers are also married and ranges from 70-7566sathe markets. The educational level of
respondents is generally low for respondents in tthditional market contrary to those in
modern market. Sampling also cut across respong@éntying income levels. The results from
the table show that sampling was random as no suggoup of people in terms of their income
level was included or excluded in the data coltettiBut the trend of income distribution of
respondents in traditional and modern market aremgdly inversely related as more people
were in higher income category in modern markedtne to traditional markets and vice versa.
These socio-economic characteristics as well adlifferences across the markets has important
implication on chicken preference in an environmehtchanging work roles, urbanization,
population growth and rising incomes.

Table 1: Socio-economic Characteristics of Surveyd®pondents

Characteristic Type of marke Overall (%
Traditional (% Modern (%
Mean household si 4.8t 3.8¢ 4.4¢
Mean per capit 0.4¢ 0.47 0.47
chicken consumption
Age distributiol <2€ 14.¢ 14 14.t
26-45 76.5 56.1 68.1
46-60 8.€ 22.¢ 14.t
>60 - 7 2.¢
Gender Femal 84 56.1 72.t
Male 16 43¢ 27.t
Marital Marriec 74.1 70.2 72.F
Single 25.¢ 29.¢ 27.t
Level of educatio No educatiol 6.2 - 3.€
Primary schoc 7.4 - 4.z
JHS 30.¢ 7 21
SHE 32.1 17.k 26.1
Training 13.¢ 5.2 10.1
school/college
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University 9.¢ 70.2 34.¢

Household incom <200 18.t 10.k 15.2
level 201-35C 17.: 5.2 12.

35C-50C 23.t 5.2 15.¢

501-70C 22.2 12.c 18.1

701-100( 17.c 8. 13.¢

1001-150c¢ 24.¢€ 10.1

1501-200C 1.2 10.t 51

> 200( 22.¢ 9.4

Total 10C 10C 10C

Segmentation of Chicken Marketing in Ghana

Chicken marketing in Ghana is highly segmented diffdrentiated. Modern markets generally
sell only imported chicken products such as frodeicken parts, chilled or ready-to-eat chicken
products (see Figure 2) whiles traditional marketly sell Ghanaian chicken in the form of live
birds as well as imported frozen chicken parts.jokliy (52.6%) of the chicken consumers who
shop in modern market prefer chilled chicken. Al2d% of the shoppers in modern market
prefer ready-to-eat chicken with only 15.8% goingimported frozen chicken parts. The rest of
the chicken consumers who shop in modern market ditgr products such as imported
marinated chicken, whole dressed chicken and atineken products.

In the traditional market, chicken consumers areegaly shared between Ghanaian chicken and
imported frozen chicken parts, commonly known inaGd as ‘Akoko focks’, with 48.1% and
51.9% preferring Ghanaian and imported frozen @rckarts respectively. Overall, the most
preferred product is imported frozen chicken p&hanaian chicken and chilled imported
chicken are preferred by 28.3% and 21.7% of theswowers respectively. By aggregating the
number of consumers who indicated their preferdaceémported and Ghanaian chicken in the
entire study, it could be observed that preferefuceimported chicken account for 71.7%
whereas only 28.3% preferred Ghanaian chicken.
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Figure 2: Market Differentiation and Distribution o f Consumers across Market Types

Price Differentials of Ghanaian and Imported Chicken Products

Differences in the price per kilogram of Ghanaiaw amported chicken products also exist. In
the case of Ghanaian chicken, the average prickilpgram is GHC 9.1. For imported chicken
the prices vary depending on the product type. hepofrozen chicken parts is the cheapest
whereas other products such as marinated chickewhmle dressed chicken is the most
expensive broiler product on the Ghanaian markettsgure 3). However, it is important to note
that whereas Ghanaian chicken may be the most skgerchicken product on traditional
markets, it is not the most expensive product enGhanaian market (comprising modern and
traditional market).
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Figure 3: Average Price of Ghanaian and Imported Ckcken Products

Note: 1GHS = 0.5 USD

From Figure 4, the pricesf Ghanaian chicke, and imported chickeproducts sol in modern
market wereconsistently higheiThis is becausanlike the imported chicken produc Ghanaian
chicken has nstandardized price per kilogram of the productsl. Therefore the price of tr
product depends partly on the bargaining powehefadonsume Consistent with the findings |
Figure 3 thathe only imported broiler product sold traditional marketds imported frozen
chicken parts which is the cheapest of all prodsalsl on the markethe price of imported
chicken productsold on the traditional market was relatively loy
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Figure 4: Price Differentials of Ghanaian and Impoted Chicken across Market Types
Preference for Attributes of Ghanaian and ImportedBroiler

The conjoint analysis and relative factor imporeamnesults for Ghanaian and imported chicken
is summarized in Table 2. From the estimates, tstmreferred attribute of the Ghanaian

chicken is the taste as it has the highest utgiymate. The knowledge of product origin is the
second most preferred attribute of the Ghanaiankehi The least preferred attribute of the

Ghanaian chicken is the convenience associatedtiétiproduct use. On the contrary, the most
preferred attribute of the imported chicken is to@venience which it provides to consumers.

The taste however is the least preferred attribtithe product. The results further indicate that
apart from the taste, consumers prefer the prieshhess, convenience and origin attributes of
imported chicken than that of the Ghanaian chicken.

The results of the relative factor importance adsggest that the convenience attribute of a
product is the most important factor consumers idensn making their purchasing decision.
Perceived freshness of the product is the seconst nmoportant attribute that influence
consumers choice of a chicken product. This iofedld by the taste and price with the origin
being the least important factor.
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Table 2: Preference for Attributes of Ghanaian andmported Broiler

Part-Worth of broiler products Attributes/Variables
price taste freshness convenience origin
Part-Worth: Ghanaian -0.113 0.1241 -0.6813 -2.3996 -0.0882
(0.67) (0.45) (0.54) (0.87) (0.47)
Part-Worth: Imported 0.113 -0.1241 0.6813 2.3996 0.088198
(0.67) (0.45) (0.54) (0.87) (0.47)
Relative factor importance (%) 3.32 3.64 20.00 70.45 2.59

Note: Figures in parenthesis are standard errors

DISCUSSIONS

Preference for chicken by the sampled chicken aomssiwas higher for imported chicken than
Ghanaian chicken. This gives a snapshot of grownederence for imported chicken. Also, the
prices of chicken products vary depending on tipe tyf chicken product and the market where
the product is sold. The average price per kilogdr&hanaian chicken was consistently high
although the price for some other broiler prodwess higher than that of the Ghanaian chicken.
Chicken consumers still patronised those importedken products that were more expensive
than that of the Ghanaian chicken. This gives ehayrgunds to say that price may not be the
most significant factor influencing consumer prefeze for chicken products contrary to the
finding by Kwadzoet al. (2013) that price is the most important attribunduencing consumer
preference for chicken in Ghana.

Taste of the Ghanaian chicken has the greateseimfe on the choice of Ghanaian chicken over
imported chicken. This is perhaps due to direcgeasaf the product after slaughter without it
going through any handling or storage process. @& d¢ontrary, the price, freshness,
convenience and origin of the product reduce tlefepence or choice for Ghanaian chicken.
This is mainly because the price of Ghanaian brqié kilogram is slightly higher than that of
imported chicken, partly due to lack of standardipece per unit weight of the product and high
production cost. Unexpectedly, consumers percemported chicken to be fresher than
Ghanaian chicken. This is because freshness gfrtituct is perceived to be influenced by the
appearance of the product and the hygienic comditicnder which it is sold. Most traditional
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market centers for Ghanaian chicken were unhygiantcthe appearances of some of the birds
were unhealthy, probably as result of protractedeakes, fatigue or poor feeding and
maintenance of birds. Conversely, most shops fguomed chicken were sold in serene and
relatively hygienic environments, except a few shap traditional markets. Another possible
reason for this is that demand for imported brdid@rmost of the shops visited was high and so
consumers of imported chicken presumed that stdek®ot last longer and therefore the chicken
they buy are fresher than the Ghanaian chickenidemsg their appearance and environment
being sold. Other consumers of imported chickenewadrthe view that for imported chicken
there is inspection and standardization requirembgtthe Food and Drugs Board and Ghana
Standards Authority, and therefore only fresh céiclcould have been imported unlike the
Ghanaian chicken where standardization and inspedsi limited. In the same vein, Ghanaian
chicken is unprocessed and this left consumers litiiiln or minimal level of convenience in the
product usage.

Imported chicken; however, offers variety to mestying consumer preferences. For instance, a
consumer may be interested in the thighs and motvthgs or breast. In such a case, a consumer
can purchase the part of the product preferredowtthaving to waste money and time thinking
of what to do with the rest of the product afteingghe preferred part as in the case of Ghanaian
chicken. Also, Ghanaian chicken unlike importedckln is not branded or labeled making it
difficult for consumers to infer the origin of tipeoduct.

CONCLUSIONS

The effect of price and non-price attributes orfgnence for Ghanaian and imported chicken has
been analysed using a conjoint analysis. This pdesvia clear description of the utility
consumers' obtain for price, taste, freshness, exiaace and origin attributes of the products
they purchase. The findings show that non-pricebaties such as taste, convenience, freshness
and origin can be more important than price asofacinfluencing consumer preference for
broiler meat in Ghana. This has implications feicken marketing in Ghana as a whole as well
as for the domestic chicken industry.

The study finds that, in an environment of rapidamization and surging incomes, broiler shop
owners, sellers and producers will need to re-aligir products to meet growing and changing
consumer preference and demand. Government and stifikeholders should also work to

improve the hygienic conditions of the environmestere Ghanaian chicken are sold. Routine
inspection of traditional markets, especially whdoemestic chicken are sold will also help to
improve the hygienic conditions of the environmeéntterms of improving the competitiveness
of the local broiler industry, there is an opportyrto compete through improving domestic

processing, packaging, and clear nutrition and yebarigin labeling. Demand for ready-to

cook, ready-to-eat, ready-cut or ready-to-heatiksly to increase with the growing urban

lifestyle.
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