
JRD 2011 (1)

A. Subbarama Naidu*,
C. Devendra ** and
D. Chandramouli*

RURAL MEAT PRODUCTION AND
PROCESSING CENTRE (RMPPC) –
AN IMPORTANT MARKETING
MODEL

Journal of Rural Development, Vol. 30, No. (1) pp.  81 - 90
NIRD, Hyderabad.

* Scientists, Central Leather Research Institute, Chennai.

* * Consulting Tropical Animal Production Specialist, Kuala Lumpur, Malaysia.

Acknowledgements

The authors acknowledge with thanks the IDRC, Canada, CFTRI, Mysore, the AP State AH Department,
Hyderabad, The District Collector Nellore, the Nellore District Livestock Breeders Association and the ANGR
Agricultural University, Hyderabad for all the inputs and cooperation extended in making the RMPPC model a
successful venture. The success of the project is due in part to the initial guidance and leadership of Shri
K. Seshagiri Rao, the former Deputy Director and Head, Economics Research Division, CLRI. We express our
gratitude to Prof. N. Krishna, Former Head, Department of Animal Nutrition, ANGR Agricultural University,
Hyderabad for kindly going through the manuscript and for his valuable comments and improvements.

ABSTRACT

The existing system of meat production and marketing in urban centres in India
suffers from a number of disadvantages like transporting live animals over long
distances in ill-equipped vehicles, loss of weight during transit, involvement of
middlemen between livestock owner and the urban butcher, slaughter of animals in
old and ill- equipped and congested slaughter houses, and contamination of meat
both in slaughter houses as well as in retail outlets. To overcome many of these
disadvantages and losses, Central Leather Research Institute(CLRI), Chennai, planned
and executed a project on ‘Meat Handling Systems’ and established a Rural Meat
Production and Processing Centre (RMPPC) funded by the International Development
Research Centre(IDRC), Canada. Under this system, sheep are directly procured from
the livestock owners, slaughtered in RMPPC and packed mutton is sold in nearby urban
centres. An attempt is made in this paper to analyse the performance of this new model
in meat marketing.


