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Chapter 3: Marketing and Economics - Marketing Lamb in Ontario

M arketing Lamb in Ontario

Marketing decisions can dramatically affect the profitability of your operation. Y our marketing strategy
will influence important management practices, including the timing of breeding and lambing seasons,
amount of feed required for raising lambs (pasture and/or confinement feeding), and lamb weight at
marketing. Y our marketing plan should determine your management system, rather than management
dictating your marketing decisions. Learning about your options regarding where and when to market your
lambs will help you make informed decisions regarding thisimportant aspect of your operation. The
information in this chapter is intended to give a basic overview of lamb marketing in Ontario. The consumer
base and therefore type of lamb in demand varies from areato area across Ontario. It is advisableto talk to
other sheep producers and/or the OM SA director in your areato gain afull appreciation of marketing options
in your district.

Where Should | Market My Lambs?

There are three basic approaches for marketing lamb in Ontario: through auctions, direct to buyers and/or
packing plants, or directly to consumers. Each of these marketing strategies has advantages and
disadvantages. A diverse marketing strategy using more than one of these approaches may help decrease the
risk of having ‘all of your lambs in one basket’, if the price in one market falls.

Marketing Who's Who:

- Packers own processing plants and buy animals for butchering and sall meat products to wholesalers
and retailers.
Livestock dealer s buy from producers, auctions etc. and resell live animals.
Livestock broker s are similar to dealers, however, do not actually own or take possession of the
animals. They charge a commission fee for arranging the sale of your animals (e.g auctions).
Wholesaler s buy animals or meat products from any of the above groups to supply retailers.
Retailer s sell directly to the consumer through shops, restaurants etc. Some retailers may only be
interested in buying specific cuts of lamb and will generally go through a wholesaler. Others may wish
to deal directly with producers, and have a daughter facility that they deal with regularly.
Ontario Sheep Marketing Agency: Except to act as abroker for the forward contract program,
OSMA does not have direct involvement in the sale of sheep and lambs in Ontario. OSMA is enabled
by the Products Marketing Act to claim a per head check-off fee for the sale of sheep and lambs. The
check-off is used to benefit the industry as a whole through product promotion and producer advocacy.

SalesBarns

In Ontario, most producers sell their animals through public auctions. Thisis afree market system, where
prices can vary daily and seasonally depending on supply and demand. Buyersfor packing plants and
abattoirs will buy live animals at auctions (sales barns). An advantage of selling through sales barns is that
the producer doesn’t have to expend effort in finding a buyer. Auction marts are generally bonded, which
guarantees that the producer will be paid in atimely fashion. Sales can be risky, however, as the price you
receive will be largely based on the amount of competition among buyers on agiven day. Although thereare
~130 packing plants/abattoirs that deal with sheep in Ontario, only five handle the majority of the sheep and
lambs. Factors that are generally out of your control, such as whether your lambs go through at the beginning
of the sale or at the end, can aso influence the price regardless of the quality of the lambs. Once the sale has
started the producer has little control over the price he/shereceives. Some auctions will allow the producer
to set a minimum (floor) bid before the auction as a condition of sale. Auctions are not required to provide
this service, however, and your animals may go for much lessthan anticipated. Sales barns charge a per
head fee for selling animals, which goes towards facility maintenance, auctioneer, and staff salary. If there
are anumber of sales barnsin your area you may wish to contact each one to compare their fee rates.
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There are many sales barns throughout Ontario (see page 35 for alisting). Fourteen of these markets
provide weekly sales information to the OSMA office. Of these 14, four sales handle a large mgjority of the
shegp and lambs. For the years 1999 to 2001, Ontario Stockyards Inc.(OSl), Ontario Livestock Exchange
Inc.(OLEX), Brussels Livestock, Embrun Livestock Exchange handled atotal of 94% of the total sheep and
lamb sales (0OSI=57%; OL EX=15%; Brussd s=12%; Embrun=10%). Although the largest sale (OSl) tendsto
set the price trends, there can be awide variation in price across the province.

Weight Categories:
At auctions, animals are sold based on their live weight. The weight categories for Ontario sales are as
follows:
Lambs
Under 501b*
50-64 Ib*
65-79Ib
80-94 1b
95-109 Ib
- Over1101b
Sheegp (adult animals of any weight)

* Lambs under 65 |bs may also be referred to as ‘ new crop’, ‘milk lambs', or (in the US) ‘hot house lambs'.
They are generally freshly weaned at the time of sale.

Breeding Stock

With the mix of animals that come together at sales barns, buying breeding stock at auctions increases the
risk of bringing an unwanted disease home with your new animals. Many of the adult animals that are sold
at auction are there as culls. By purchasing breeding stock from these sources, you may be buying another
producer’ s problems. It isfar better to go through a reputable breeder and buy animals with a known health
status. Producers who buy or sell breeding stock may wish to advertise in recognized agricultural newspapers
such as the Ontario Farmer or in publications such as in the Breeder’s Directory of the Ontario Sheep News.
See Chapter 5 for more information concerning purchasing breeding stock.

Price Reporting:

Prices from these sales are reported as price per hundred weight ($/cwt) for live animals. Dividing this
number by 100 will give you the price per pound. The low-high range, average price, and top price for
individual weight groups are reported from each sale. To account for abnormally high and/or low prices, the
range includes 80% of the animals marketed for that day. Datais presented by OSMA from each of the four
largest sales (OSI, OLEX, Brussels, and Embrun), and asa summary of 14 markets. Summarized prices are
reported as weighted averagesto account for the number of animals sold for specific price. For example,
more emphasisis placed on the price of 100 animals from market A, compared to the price of 10 animals
from market B. A non-weighted average places equal emphasis on both prices.

Sources of Ontario Sale Barn Data

Weekly Ontario market information can be accessed viathe OSMA market line (519-836-0043 select
market data option from menu), website (www.ontariosheep.org/MARKET .html), or the Ontario Sheep
News. Aswdl, The Ontario Farmer, the Lanark Era, Better Farming and The London Free Press post market
data provided from OSMA on aweekly basis.

Producer to Dealers, Packers, and Retailers

An estimated 10-15% of the market in Ontario involves direct sales from producers to dealers, packers,
retailers etc, without using the services of an auction mart. Direct marketing provides the producer with the
option of negotiating with the buyer and not salling the animals if a priceis not adequate. Developing along-
term relationship with areliable buyer isideal for both parties. Over timethe producer is able to adjust
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his’her management to consistently produce the type of lamb the buyer requires. The producer receivesa
relatively predictable price and may be ableto negotiate a premium for providing the buyer with animals of a
known quality. However, succeeding with this marketing option may require a great deal of time, effort, and
market knowledge on the part of the producer. Keeping an eye on sales barn prices during the time of the
year you are selling will help ensure you are recelving afair pricefor your animals. Finding out as much as
you can about the buyer, including asking for a credit check, may prevent problems with future payment.

Know what your rights are with regard to the timing of payment and when it is appropriate to filea
complaint. A lone producer contributing a small percentage of the total business for a buyer may not be a
priority for speedy payment and there have been casesin Ontario of such problemsin the past. When selling
directly to buyersit isimportant to maintain a paper trail of all transactions. Controversies, such asthe
agreed upon price, the number of animals received or length of time between delivery and daughter, are
more likely to be resolved in your favour if you have documentation. This should include a proper invoice,
including the buyer and seller name, sale date, number of animals, and the buyer/transporter signature.

OSMA ' sforward contract program involves direct marketing from producers to packing plants (see page
36). Thelamb numbers and producer payment are brokered through OSMA, which helps ensure producers
are paid in atimey manner.

Feedlots

In Ontario, the majority of sheep operations keep their lambs from birth until they are sold for slaughter.
In Western Canada the practice of feedlotting lambsisreatively common. Thisinvolves gathering young
stock (feeders) from various sources for finishing. To date, feedlots haven't been commonplace in Ontario,
but there are some indications that they may become more popular in the future. If this occurs there may be
new opportunities for sheep producers to supply lambs directly to these operations.

Live weight vs dressed weight

When selling lambs directly to a buyer, you may have the option of being paid either on alive animal or
dressed carcass basis. With the auction system, you will always be paid based on live weight on the day of
the sale and paid accordingly. Live weight when selling to a buyer, is generally based on the weight of the
animal as it crosses the scale at the abattoir or processing plant. Once the animals have left your possession
(i.e. they are picked up from your farm or you deliver them to the plant) you have no control over how they
are handled before slaughter. Animals may be held for aday or more before being killed, which may lead to
significant ‘shrink’. Shrink isthe change in live weight that occurs during transport and holding before
slaughter, if animals are not given full accessto feed and/or water. This change includes the loss of gut fill
and (generally after 24hrs) moisture and nutrients from carcasstissue. This change can be 3-5% of the total
carcass weight or higher in some cases. Y ou may wish to discuss applying a shrink calculation to the sale
price to compensate for thisloss. Although they may not be accepted asthe ‘official’ sale weight, itisalso a
good idea to weigh animals on your farm before shipping, to cross-reference with the weights at saughter.

When lambs are sold on a live weight basis, the buyer estimates what the yield and quality of the carcass
will be and accepts therisk of being wrong. Alternatively, dressed weight (or rail grade) priceis based on the
actual carcass weight and grade. Complexity of the grading system may vary considerably depending on the
buyer, from measurements for fat depth and muscling, to a visual assessment, to not being performed at all.
Carcass weight generally ranges between 48 and 54% of the live weight, depending on animal age, finish (fat
cover), and how the carcass was dressed (i.e head on/off, organsin or out). Carcass dressing methods vary
depending on the market requirements (e.g. some retailers may require that the head isleft on and organs
included etc.). Be sure to ask about the details of how the carcass will be graded and dressed before agreeing
toaprice. Asonly the carcass, not including the digestive system, isweighed no shrink calculation enters
into rail grade pricing. If the animals are |eft without feed and water to the point that the body is absorbing
moisture from the carcass (causing tissue shrink), the producer is not compensated for this|oss.

Producer to Consumers

Producers may sell a portion or their entire lamb crop directly off-farm one animal at atime as ‘ freezer
lamb’. Thisinvolves developing your own client base and can be agood way to diversify your market. It
eliminates the cost of the ‘ middle-man’ and may allow you to realize more return on your product. Since
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you negotiate the price, you should be able to avoid the price fluctuations of the open market. Provided
you've done agood job of establishing a solid client base, you will have a steady market for at |east some of
your lambsiif auction pricesfall. However, this method can be time consuming, as you may need to deal
with many individual clients interested in buying only asingle animal. Individuals may have very different
preferences, requiring the producer to have a wide variety of animals available. By law, lamb for off-farm
sales must be daughtered and butchered in a licensed abattoir or processing plant. In most cases producers
incur the cost of dlaughter and butchering. Producers may have to spend considerable amount of time
promoting their product and developing their client base. Aswith selling to larger buyers, it isimportant to
maintain a paper trail, including invoices, to prevent misunderstandings.

When Should | Market My Lambs?

Aswith all free market livestock commodities, lamb price fluctuates throughout the year and from year to
year. Before you decide when to market your lambsit isimportant to learn as much as possible about typical
price patterns and what to expect when marketing lambs of different weights. Y ou may wish to market
lambs at different stages to take advantage of various marketing opportunities, rather than relying on a single
market for one weight range.

Market Cycles

Long-term Cycles

Long-term price cycles tend to last for several years and continue to repeat the same pattern over along
period. Changesin price trends (either up or down) are due to changes in product volume, feed availability
and cost (partially dependent on weather), international and inter-provincial trade activities, and the overall
state of the economy. Thelamb market is based on free market trade and is not controlled by a marketing
board or quota system. In this type of market, the number of producers often triggers the changes in the long-
term cycle. If prices have been high for several years, the number of new producers entering the industry will
increase. If demand remains the same eventually there will be an oversupply of the product. With more
product on the market, the price falls and the cycle will repeat. Although the sheep industry does go through
these cycles, it is estimated that only ~50% of the demand for lamb is provided domestically. Thereis ample
room for the industry to grow if imported lamb is replaced with domestic product.

Seasonal Cycles

To acertain extent pricesin all livestock markets tend to follow seasonal patterns and conform to the
pattern every year. Seasonality in price occurs as aresult of theinteraction of consumer demand and the
supply of the product. Fluctuationsin consumer demand for lamb arelargely based on cultural traditions,
from centuries-old religious celebrations to more recent rituals, such as barbeque season. On a seasonal
basis, changesin product supply are due to sheep biology and the prevalence of various management
practices, such as out-of -season breeding. The influence of supply and demand lead to distinct seasonal price
patternsin each of the lamb weight groups.

i. Market Data:

To gain aclearer picture of the changes that occur during the year, it is advantageous to look at market
datafrom past years. The graphs on pages 30 to 34 are derived from weekly information provided to OSMA
from 14 Ontario sales barns from 1999 to 2002. For these charts the two lightest weight groups have been
combined into the under 65lb group, and the two heaviest groups are combined into the over 95lb group.
Figures 1a-1e on pages 30 and 31 show weekly volumes and prices for the various weight groups. These
charts demonstrate how gradually or quickly changes occur in each of the weight groups. For instance the
total yearly volume of lambsin the under 65lb group and in the 65-79lb group are similar. However, the
seasonal dispersion of the two groupsisvery different. The supply of lambs under 65lbsincreases
dramatically at specific times during the year, whereas changes in the 65-791b group are prolonged and
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consistent. Generally speaking, pricesin all groups are highest for the first few months of the year. They fall
relatively quickly from ~mid-April until ~mid-June, at which time the decline levels off. Thelowest prices
of the year tend to occur in the late summer and early fall. Please note that the values plotted in the graphs
represent only the volume and prices for the years 1999-2002. Although the seasonal trends represented by
the graphs will likely be similar from year to year, the actual values plotted in these graphs may not be
indicative of future values. For example, prices may be lower (asin 2002) or higher (asin 1996), than the
values plotted

Figures 2a and 2b on page 32 show the changes that occur on a quarterly basisin price and volume within
each weight group. These graphs demonstrate the level of fluctuation that occursin volumes and prices
within weight groups throughout the year. For instance, there is alarge amount of fluctuation in the under
65lb group, whereas the mature animal category is relatively constant (close to zero) in supply and price
through the year

The graphs also show the effect of the volume (supply) on price. For example, when the volumeis above
the average, price tends to be below average and when the volume is down, the priceis up. There are some
notable exceptions to thisrule. For example, even though there are lower than average numbers of lambs
under 65 Ibs. during the third quarter (Jul-Sep), low demand at that time of year for light lambsisreflected
by the below average price. Conversely during the first quarter for this same group the volume is above the
year average. Generally the later part of the first quarter includes many of the weeksleading up to Easter,
therefore, demand for these lambs is strong enough for the price to be above average.

While Figures 2a and 2b show what happens within different weight groups on a quarterly basis, Figures
3a-3c on page 33 compare volumes and prices across lamb weight groups. Figure 3a shows the percentage
of the total number of lambs marketed falling in each weight range for each quarter. Figure 3b shows that
relative to the price per pound averaged for all groups, the two lightest weight groups are always above
average and the two heavy groups are below the average. Although price per pound is higher for the lighter
lambs, Figure 3c shows that the price received per head is higher for lambs over 80lbs. The extra cost of
feeding lambs to higher weights should be taken into account when considering marketing heavier lambs.
The article stating on page 37 of this chapter provides moreinformation regard these costs.

ii. Sheep Biology and the Markets:

Traditional fluctuations in the supply of lamb throughout the year are in part due to the seasonal nature of
sheep reproduction. Left to their own inclinations, sheep will breed during the shortening day lengths of the
fall and lamb in mid to late spring (see Chapter 6). Although more producers are going to year-round or out
of season breeding systems, many producers have a single lambing season in the spring. The supply of lamb,
therefore, tends to increase after mid-June and peaks in August and September. The price paid isinfluenced
by the availability of the product, and the time of peak supply generally corresponds with the lowest prices.
The graphs on pages 30 and 31 for lambs between 65 and 95Ibs reflect the typical seasonal supply and price
patterns as discussed above. More operations using year round productions systems would decrease the
seasonal nature of the sheep industry. Thistype of operation is not for everyone, however, as there are often
increased overhead and labour requirements. Y ou must also choose a breed of sheep that is adapted to
reproduce out of season and/or consider using methods of controlling the estrous cycle (see Chapter 6). A
detailed study regarding the cost of production for different systems begins on page 37 of the current chapter.

ii. Holidays and Ethnic Markets:

Lamb holds a significant meaning in the observances of many mgjor religions, and lamb and mutton are
dietary staplesin many countries. According to the 2001 census data, alarge portion Ontario’s population
increase since 1996 was due to immigration. As ethnic diversity increases, the traditional patterns of supply
and demand for lamb in Ontario may change. As such, there is substantial advantage in learning about the
type of lambs preferred for these markets. In particular, the Islamic faith is estimated to be one of the fastest
growing rdigionsin Canada, increasing 129% between 1991 and 2001. Sixty-one percent of Canada's
Muslim population residesin Ontario (see table on the following page).
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Religious affiliation of the Canadians according to 2001 Statistics Canada census
data
Canada Quebec Ontario West Atlantic
(MB,SK,AB,BC) (NB,NS,PE,NF)
Catholic & Protestant 22,372,205 6,332,055 8,149,440 5,768,985 2,050,865
Christian Orthodox 479,620 100,375 264,055 110,055 4,825
Muslim 579,640 108,620 352,530 112,585 5,645
Jewish 329,995 89,915 190,795 46,220 2,985
Buddhist 300,345 41,380 128,320 127,745 2,600
Hindu 297,200 24,525 217,555 52,885 2,145
Sikh 278,410 8,225 104,785 164,765 495
Other 101,525 7,295 36,765 53,175 3,290
No religious affiliation 4,900,090 413,190 1,841,290 2,440,460 185,885
Total 29,639,030 7,125,580 11,285,535 8,876,875 2,258,735

Lamb isatraditiona dish for many important events and celebrations. As well asthe holidays listed
below, demand for lamb may increase before the summer long weekends and prior to various other ethnic
observances.

Western or Roman Easter: Easter lambs should be freshly weaned (milk fed) and not older than 3 months

of age. Numbers of lambs under 65 |b begin to increase approximately three weeks before Easter, and
peaks during the week before Easter. Numbers of 65-791b lambs tends to increase during thistime as
wdl. Figures 4aand 4b on page 34 show the price and volume changes during the weeks leading up
to Easter for the years 1999 to 2002. Although volume increases were fairly predictable from year to
year, price patterns varied considerably during these years.
- April 20, 2003

April 11, 2004

March 27, 2005

April 16, 2006

April 6, 2007

Eastern or Greek Orthodox Easter: Generally speaking the same type of lamb preferred for Western

Easter is preferred for Orthodox Easter. Orthodox Easter very often falls on the same day or withina
week of Western Easter, making it difficult to determine demand and supply patterns from past data.
In 2002, however, Orthodox Easter fell approximately a month after Western Easter. Volumes of
lambs under 65Ibs increased by ~800 head and $0.14/1b the week before the holiday, relative to the
average valuesfor the three previous weeks.
- April 27,2003

April 11, 2004

May 1, 2005

April 23, 2006

April 23, 2007

Passover: Passover is an eight-day Jewish observance, which generally fallsin close proximity to Easter.

April 17-24, 2003
April 6-13, 2004

April 24-May 1, 2005
April 13-20, 2006
March 16-April 2, 2007
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Christmas: Lambs preferred for the Christmas market are similar to those preferred for Easter (ie. light
weight and milk fed). The graphs on pages 30 and 31 (Figures 1a-1e) show the changesin volume
and price leading up to Christmas, which fallswithin ‘Week 51’ on the charts. Out-of-season
breeding is required to produce the favoured type of lamb for this market.

Christmas will fall on December 25 for the foreseeable future.

Ramadan: Ramadan isthe Islamic holy month. During the month Muslims fast during the daylight hours,
but often prepare special foods for family and friends after the sun has set. Lambs can be either male
(castrated or intact) or female and not older than a year of age. Preferred lambs are between 60-80Ibs
live weight and not overly fat. Thefirst day of observance can vary dightly from the dates stated (see
the Note on the Hijah or Islamic Calendar below).

- October 26, 2003
October 15, 2004
October 4, 2005
September 24, 2006
September 24, 2007

Id al Fitr: Id al Fitr isthe Festival of breaking of the Ramadan fast, and occurs at the end of the month of
Ramadan. Generally the sametype of lamb is preferred as for Ramadan.
- November 25, 2003
November 15, 2004
November 3, 2005
October 24, 2006
October 24, 2007

Id al Adha: Id al Adha, thefestival of sacrifice, isone of the most important observancesin the Islamic
faith. Lambs should be under ayear of age and be unblemished. Blemishes may include open
wounds, torn ears or other physical unsoundness. In some cases, wethers and lambs with docked
tails may not be acceptable. This observance may also be referred to as Qurbani. Although thisterm
more correctly refersto the actual act of slaughtering the animal. Volume and prices changes
leading up Id al Adhain 2002 are shown in Figures 5a and 5b on page 34.

February 12, 2003

February 1, 2004

Note on the Hijah or Idamic Calendar:

One of the more confusing aspects of marketing lamb for Islamic holidaysis that these events do not
occur within specific seasons or on fixed dates of the Gregorian (Western) calendar. Since~638 AD, the
timing of these observances has been determined using the Islamic (Hijah) calendar. This calendar has
twelve months with each new month beginning at sunset on the day the crescent moon appears. Asthe
calendar is based on lunar activity, the 12-month rotation occurs in approximately 354 days. Therefore the
months move backwards through the seasons and occur approximately 11days earlier every year according to
the Western calendar. The start of each month of the Hijah calendar is based on actual sightings of the moon
and/or astronomical calculations. The importance of sightings versus calculations varies from place to place,
with somerdlying heavily on physical sightings and others using only calculations. If sightings are required,
thefirst day of the month may vary slightly from the predicted starting date depending on atmospheric
conditions and other events affecting the sightings.
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What Should Market Lambs Look Like?

Lamb weight

Asdiscussed earlier different markets favour lambs of different weights.
Generdly speaking lambs in Ontario and Quebec are marketed at alighter
weight than in the West or in the US. Excepting various holiday peaks, the
magjority of lambs marketed in Ontario are between 65-79Ibs. Buying ascale
and monitoring lambs on-farm will help ensure your lambs are fitting into the
desired category.

Degree of finish

The amount of finish (fatness) will depend to some extent on the age of the
lambs. Generally speaking, market |lambs should have a good fat cover, but
not be overly fat (condition score of ~2.5). Condition scoring and modifying
your feed schedule accordingly with help finish lambs properly (See Chapter
7 and the Code of Practice at the end of the binder for details on condition
scoring). Be aware that some breeds will mature at different weights. If you
wish to market heavy lambs, breeds with light adult weights may mature and
be over-finished (too fat) before they reach the desired weight.

Hedthy & Clean

Buyerswill be much more likely to pay agood price for lambs that ook
healthy and clean. Some ethnic markets require ‘unblemished’ lambs,
referring to the lack of marks, injuries, or other faults.

Many buyers prefer shorn animals with docked tails. Shorn animals are
eas er for buyersto visually assess for quality (muscling, fat cover etc.). As
well, shorn anima's take up less room during transport. Thereisless chance
of carcass contamination during slaughter by bacteria from soiled fleece if
the animals have been shorn and the tails are docked.

Castration

Castration of ram lambsiis preferred or of little importance in most cases.
When marketing older lambs, castration may help decrease bruising from
animals fighting. Generally, however, lambs will be marketed before they
become sexually mature and some producers prefer to leave them intact. As
well, certain ethnic markets favour ram lambs.

Uniform

If you are selling a number of animals, try to have the group as uniform as
possible. Buyers are often looking for a specific type of animal. If your
animals are similar in appearance, they may go for a better price than if the
buyer has to pick and chose the preferred animals.

Food Safety

Maintain records regarding the use of medication and double check that
animals being shipped to market have met the recommended withdrawal
dates for all medications.
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Market Graphs

Graphs 1la-1e: The following five graphs show the numbers of animals sold and the average price per
pound paid for various wei ght/age groups reported weekly from 14 Ontario sales barns during 1999-2001.

Months corresponding to the weeks plotted are:

Jan (wk1-5); Feb (wk5-9); Mar (wk9-13); Apr (wk13-17)

May (wk17-22); Jun (wk22-26); Jul (wk26-30); Aug (wk30-35)
Sep (Wk35-39);0ct (wk39-44); Nov (wk44-48); Dec (wk48-52)

Note: Vaues shown are representative of the years 1999-2002 only, and are intended to demonstrate

possible seasonal variations. Valuesin agiven year may be higher or lower than those shown.

Figure la: Volume and price data for lambs under 65lbs
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Figure 1b: Volume and price data for 65-791b lambs
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Figure 1c: Volume and price data for 80-95Ib lambs
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Figure 1le: Volume and price data for mature sheep (over 1 year of age)
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Chapter 3: Marketing and Economics - Marketing Lamb in Ontario

Figure 2a: Change in quarterly volumes from the year average for each weight group
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Figure 2b: Change in the average quarterly price paid per pound from the year
average for each weight group
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Figures 2a and 2b show the relationship between supply, demand, and the price paid by yearly
quarter within each of weight group. The average for the year is represented by the mid-line (zero on
the y-axis)

The top graph shows the change from the year average in the number of animals sold during

each quarter. The bottom graph shows the change from the year average in the price paid per pound
during each quarter.
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Figure 3a: Percentage of lambs marketed on a quarterly basis which fall in each weight group (1999-2001)
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Figure 3b: Difference between the average prive/lb paid for all lambs versus price/lb paid within each
weight group on a quarterly basis (1999-2001)
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Figure 3c: Difference in the average price/head paid for all lambs marketed versus the price/head for lambs

20,00 within each weight group on a quarterly basis (1999-2001)
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