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Abstract
This study aimed to determination of the marketing channels that its function reaching the veterinary drugs to the farmers in which  the animal take it for diseases prevention and treatment, and determination of the marketing margin of veterinary drugs with determination of its level at different periods of the drugs productions, manufactuers and marketing. This study was carried-out during the period extended from the period of 2017 to 2019 on the certain drugs that marketed in Egypt of a higher distribution and commonly used for treatment of the large, small and poultry against different diseases affecting them. The drugs produced by Atcopharma for pharmaceutical industries at Industrial zone, Quisna, Menofia, Egypt.
The drug sales areas includes El-Garbia, Kafr El Sheikh, Monufia, Qalyubia, Beheira, Alexandria, Dakahlia, Sharkia, Cairo, Fayoum and Upper Egypt. The data was collected from records found in the firm, wholesalers, distributers, veterinary office, and animal farms. Also, the research questioner was used if the records not found or the data not accurate. The data obtained includes, type of drugs (We take 10 samples places of the drug) and we collect the information about each drug that includes (Price of drugs in the firms, Price of the drugs at different periods of the transportation, Price of the drugs at the period in which the farmers purchase it).

Our results concluded that, the marketing margin constitutes about 40 – 45 % from the price of the drug at the factory level and constitutes about 29 - 30 % from the price of the drug at the farm level. The main factors affecting the marketing margin is the values that added to the prices of the drugs due to costs of transportation, storage, payements, advertising, costs of veterinary office and at the farm, for improving and decreasing the price of the drugs we must decrease the level of marketing margin. The decreasing of marketing margin is done through improving and save the transportation methods, storage and warehousing, veterinary office and the methods of transportation to farm and to veterinary office. 
Keywords: Marketing margin, Economic, Marketing channels, Veterinary drugs.

1. Introduction
The larger, increasingly affluent and urbanized population will consume more high-quality foods, and in particular meat, milk and eggs. People will be better nourished and more food secure. Indeed, estimated changes in the demand for livestock products between 2015 and 2050 are impressive: consumption of beef, milk, poultry and eggs will increase by over 400%, 300%, 1100% and 480% respectively (Breisinger et al., 2020).
Veterinary care involves professional services and usually includes the provision of laboratory services, prescription drugs and non-prescription materials. As supply of drugs and nonprescription items is an important contributor to veterinary business income, it is important to have a working knowledge of accounting methodologies for arriving at pricing of veterinary supplied items. Effective inventory pricing and management is an area that offers significant positive impact in the areas of cost containment and profitability (Ackermann, 2007). 

Veterinarians are commonly asked, ‘Why are animal medications so expensive?’ In response to this question, it is worth pointing out that there is no Pharmaceutical Benefits Scheme (PBS) for veterinary medications, so without government subsidy the full cost must be passed on to the client. Nonetheless, some drugs are cheaper for animals than the equivalent or similar for humans. Understanding how prices are derived will help you be confident in the value of the cost to the client, and also help you understand that a general attitude of conservation and nonwaste among staff of the practice is extremely important (Ackermann, 2007).

The market place is not what it used to be, it is radically changing as a result of major societal forces such as technological advances, globalization and deregulation. These major forces have created new behaviors and challenges. Most businesses face internal and external environmental forces like management changes, culture changes and financial changes in internal and external analysis thus the organization need to develop a good strategy to overcome the forces. Marketing strategy is a vital key to the business growth and development. A good business should always have strategies to overcome the competitors which are well evaluated, implemented and controlled during the analysis of the business agenda. Marketing strategy enables the organization to utilize the limited resources to the maximum to achieve its goals and have competitive advantage in the business (Napwora, 2011).
The veterinary pharmaceuticals market consists of sales of veterinary pharmaceuticals by entities (organizations, sole traders and partnerships) that manufacture veterinary pharmaceuticals (or drugs) used to sedate, treat animal diseases and/or to improve animals’ performance and health. The veterinary pharmaceuticals industry includes establishments that manufacture veterinary pharmaceuticals such as veterinary vaccines, veterinary antibiotics, and other veterinary pharmaceuticals (The business Research Company, 2020). The global veterinary pharmaceuticals market reached a value of nearly $33,762.4 million in 2018, having increased at a compound annual growth rate (CAGR) of 11.9% since 2014 (The business Research Company, 2020).
Because of lower margins and market liberalisation veterinarians and farmers are increasingly negotiating rates. Therefore, the margins of veterinarians are under pressure. In addition, the sales if drugs, performance of operations or giving of advice are more and more separated. These developments give veterinarians uncertainty about the profitability of their activities for dairy farmers. Not much is known about margins on veterinary activities on dairy farms. Moreover, it is interesting to see how much margins of the bovine practitioner differ between veterinary practises and dairy farms. In this study, invoices for bovine activities of 14 veterinary practises were combined with milk production registration data of the dairy farms of these practices. This way, the gross margin per bovine practitioner could be studied for the different veterinary practice (van Genugten et al., 2011).
 Moreover the relation between gross margin and specification of the veterinary practice could be studied. Finally, the gross margin per dairy farm and the factors that influenced this gross margin were studied. The most important result was the observation that the gross margin per bovine practitioner was dependent on the number of dairy farms per practitioner, the margin on drugs and the region of the veterinary practice. The size of the veterinary practice, the share of the dairy farming within the practice and the source of the gross margin (drugs, time or operations) did not influence the gross margin. Variables that explained the gross margin per dairy farm were, amongst others, the number of dairy cows, the milk production level of the farms and participation in PIR-DAP (a system to support the veterinarians herd health and management program). There is no relation of gross margin per dairy farm and the veterinary practice or region (The United States Pharmacopoeia convention, 2012).
Three broad approaches are used to estimate marketing margins: a- Representative samples of a certain product are followed through the whole marketing system, prices and charges are noted at each stage and averages are then computed. b-The gross reciepts and outlays of each handler a long a marketing channel are divided by the number of volume-units handled. c- Prices at each stage from producer to consumer are averaged for a standard quality over a period of time. Only (a) and (c) are much used in most developing countries. Great care is needed in drawing conclusions from comparisons of marketing margins (Kuester et al., 2006).
International comparisons of margins are always dangerous. The margin may be higher in one country than in another because more services are provided. A higher percenatge marketing margin may simply indicate that production costs are especially low. Comparisons of absolute (or cash) margins raise the problem of selecting an appropriate exchange rate. It is most meaningful to compare analysis of costs and margins in the marketing of similar products over comparable distances and under similar conditions. There should also equivalent from a clear comparison (Kotler and Armstrong, 2013). 

Methods of decreasing the marketing margins (Tait, 2002) includes the secret to any retailing is using marketing to create awareness and stimulate action on the part of clients. Like any other retail outlet, there are some practice- specific strategic planning ideas you can implement in your business to help to stimulate retail sales. 1- Location, location, location! Every practice will have a different amount of space in which to display retail products. , 2-Let them play! Consumers like to handle retail items, read the package information, check the cost, and get a close look at the product to help them to make a judgment on its perceived value for them, 3-Don't over brand! Carrying multiple lines of any retail product crowds your own market, takes up space, increases your purchase and carrying costs, and often confuses the client. , 4-Know your stuff! One of the criteria on which veterinary clients judge their providers is assurance, or how well they appear to know their material. Retail sales are no different. 5-Set up a catchy display! The appearance of your display unit creates an important visual perception that prompts clients to look closer at products. It should be inviting, well lit, and organized (Heinke et al., 2002 and Hult and Olson, 2011).

The drivers of antibiotic usage in Peri-urban smallholder dairy farms considered as the key drivers directly influence the irrational usage of veterinary antibiotics: (a) direct marketing of veterinary antibiotics to consumer; (b) enabling of informal prescribers and caregivers to fill the gap created by inadequate coverage of veterinary services; (c) failure to regulate informal antibiotic supply chains in the community through drug depots and unfettered access to drug distributors; and (d) low literacy levels and poor awareness of antibiotics and the role they play in animal and human health through. 1. Direct Marketing of Veterinary Antibiotics to consumer, through direct marketing and selling drugs without prescriptions is illegal in India, there are several loopholes in the existing regulatory provisions which have failed to keep up with the changing technological and socioeconomic milieu (Lal, 2001).  2-Direct-to-Consumer Pharmaceutical Advertising (DTCPA) is a heavily debated issue which remains strongly regulated and closely monitored in developed countries (Humphreys, 2001). 

Retailing is an area in practice where many veterinarians tend to feel uncomfortable. Veterinarians are typically not trained in marketing and sales techniques, and thus can be pulled out of their comfort zone when displaying and strategically marketing various products. A lack of background in marketing, combined with competitive pressure from pet superstores and other high-volume, low-margin retail outlets, makes it tempting for veterinarians to avoid pushing retail sales and focus on the professional service side of the business (The United States Pharmacopoeia convention, 2012).

So, the objectives of this study, is the determination of the marketing channels that its function reaching the veterinary drugs to the farmers in which  the animal take it for diseases prevention and treatment, and determination of the marketing margin of veterinary drugs with determination of its level at different periods of the drugs productions, manufactuers and marketing.
2. Materials and methods
This study aimed to studying the marketing channels and agencies and marketing margin of certain veterinary drugs in different regions in Egypt. This study was carried-out during the period extended from the period of 2017 to 2019 on the certain drugs that marketed in Egypt of a higher distribution and commonly used for treatment of the large, small and poultry against different diseases affecting them. Drugs under study produced by Atcopharma for pharmaceutical industries at Industrial zone, Quisna, Menofia, Egypt. Drug sales areas includes, El-Garbia, Kafr El Sheikh, Monufia, Qalyubia, Beheira, Alexandria, Dakahlia, Sharkia, Cairo, Fayoum, Upper Egypt.
A-Materials of data collection: 
Records found in the firm, wholesalers, distributers, veterinary office, and animal farms. Also, the research questioner was used if the records not found or the data not accurate.
B- Data processing: 
The data obtained includes, Type of drugs (We take 10 samples places of the drug) and we collect the information about each drug that includes (Price of drugs in the firms, Price of the drugs at different periods of the transportation, Price of the drugs at the period in which the farmers purchase it).
Table (1): Types, structure, dose and uses of different drugs under the study.
	 

 
	Products
	Structure
	Package
	Uses

	1
	methoxi-tri
	Each 100 ml contain:  sulphadimethoxin sodium 35.69 gm  (equal sulphadimethoxin base 33.3 mg)+ Trimrthoprime 66.7 gm
	500 ml
	F.cholera & Coryza

	2
	Atcotylan 100
	Each 100 gm contain :Tylosin tarterate 100 gm  (equal 92 gm tylosin base )
	100 gm
	CRD

	3
	Atoerytherin 
	Each 100 gm contain :Erthromycin 20 gm  base
	1 Kg
	CRD

	4
	Tilmicoral
	Each 100 ml contain : Tilmicosine phosphate 27.8 gm (equal Tilmicosine base 25 gm )
	240 ml
	CRD

	5
	D-Tylo
	Each 100 gm contain : Tylosin Tartarate 57.3      (equal Tylosin base 50 gm) +    DoxycyclineHcl 30.60 gm     ( equql Doxycycline base 25 gm )
	250 gm
	CRD

	6
	Atospectin
	Each 150 gm contain : Lincomycin Hcl  
 38.5 gm (equal Lincomycin base33.3 gm) Spectinomycin Hcl 73 gm (equal Spectinomycin base 66.7 gm )
	150gm
	CRD

	7
	Spectal super 50
	Each 100 gm contain : Spectinomycin Dihydrochloride  75 gm (equal Spectinomycin base 50 gm )
	100 gm
	CRD


I-Economical analysis:-
1-Calculation of marketing margin 

= Price of the drugs at the firm level – price of the drug at the farm level.

2-Calculation of the percentage of marketing margin from the price of the drug at the farm level.
3-Correlation analysis: (Atallah and El-Banna, 2005): The correlation analysis was carried-out between the different price level of the drugs at the different places under the study that includes: Price at the drug at the factory, price of the drug at the whole sale market, price of the drug at veterinary office, price of the drug at the farm level. 
4-Regression analysis:- (Atallah and El-Banna, 2005): The regression analysis was made between the factors affecting marketing margin, price of the drug at the factory, price of the drugs at the whole saller distributer, price of the drug at the veterinary office and price of the drug at the farm.
  II. Statistical analysis:
    Data were collected, arranged, reject all unlogic data, summarized and then make homogeneity test. Analysis by using computer program SPSS/PCT (2001) For Study the significance among different drugs in its different types of costs at (Manfacture factory, whole sallers distributers, veterinary office and its price at the farm level.
3. RESULTS AND discussion
As food safety has attracted the widespread attention of society, the quality safety of agricultural products has become an important part of food safety and also confronts multiple challenges. In fact, the safe use of veterinary drugs in the production process has become one of important guarantees for the quality safety of agricultural products. It’s of great significance to regulate the breeding farmers’ safe use of veterinary drugs and to create a safe and healthy production environment for agricultural products.  (Wang et al., 2018).

Smallholding dairy farmers operated within very small margins of profits. The paucity of formal veterinary services at the community level, coupled with easy availability of antibiotics and the need to ensure profits and minimise losses, promoted non-prescribed antibiotic consumption. It is essential that these local drivers of irrational antibiotic use are understood in order to develop interventions and policies that seek to reduce antibiotic misuse. (Chauhan et al., 2018).
A- Price of the drugs at different steps of marketing.

Our results observed in table (2) cleared the significant differences (P < 0.1) of the price of the drugs at different steps of drug marketing. The higher factory price observed in D-Tylo (315 LE), Atoerytherin (308 LE), followed by Methoxi-tri (287 LE), Atospectin (259 LE). While, the lower factorty price observed in Tilmicoral (203 LE), Spectal super-50 (161) and Atcotylan -100 (98 LE).

The results of the drug value at transporation, wharehousing showed that, the higher prices observed in D-Tylo (347 LE), Atoerytherin (339 LE), followed by Methoxi-tri (316 LE), Atospectin (285). While, the lower price observed in Tilmicoral (223 LE), Spectal super-50 (177) and Atcotylan -100 (108 LE). This results attributed to the differences in the method of transportation, costs of warehousing storage and the length of transportation period that causing differences in the price of drugs at this stage.

The Wholesale prices of the drugs showed that, the higher prices observed in D-Tylo (364 LE), Atoerytherin (356 LE), followed by Methoxi-tri (331 LE), Atospectin (299) while, the lower wholesale price observed in Tilmicoral (234 LE), Spectal super-50 (186) and Atcotylan -100 (113 LE).

The results of veterinary office price of the drugs showed that, the higher prices observed in D-Tylo (382 LE), Atoerytherin (374 LE), followed by Methoxi-tri (348 LE), Atospectin (314) while, the lower veterinary office price observed in Tilmicoral (246 LE), Spectal super-50 (195) and Atcotylan -100 (119 LE). These results attributed to the differences in the method of sales and distribution that done by the veterinarian, also, the location of the veterinary office and the methods of reaching to it for purchasing the drugs.

While, our results on the farm price of the respiratory diseases drugs showed that, the higher prices observed in D-Tylo (450 LE), Atoerytherin (440 LE), followed by Methoxi-tri (410 LE), Atospectin (370) while, the lower veterinary office price observed in Tilmicoral (290 LE), Spectal super-50 (230) and Atcotylan -100 (140 LE). These results attributed to the differences in the method of sales and transportation, also, the location of the farmers and the types and severity of the diseases the drug taken against it.
This results attributed to the differences in the transportation, warehousing costs and direct expenses (sales and marketing team) of drugs used under the study from area to another area and also the differences in labor value used in the transportation of the drugs that differ from locality to another.This results agreed with those of (Chauhan et al., 2018) where they reported that, the main factors affecting the cost of the drugs and antibiotics are the costs of the transportation, veterinarian costs that prescriped and administerated the drugs to the animals.
This results agreed with those of (Humphreys  , 2009) where they reported that, Direct-to-Consumer Pharmaceutical Advertising (DTCPA) is a heavily debated issue which remains strongly regulated and closely monitored in developed countries. Some interesting facets with elements of DTCPA emerged as drivers of antibiotic use in livestock. Several veterinarians, pharmacists, and dairy farmers reported being approached by representatives of pharmaceutical companies advertising their products, some of which were veterinary antibiotics. Additionally, several respondents reported receiving free samples of the products. (Sahoo et al., 2010). Also, our results agreed with those of (Ministry of Finance, 2015) where they reported that the drug transportation, storage and veterinarian office management are the main costs in drug marketing.
Table (2): Price of the drugs at different steps of marketing.
	Products
	Factory Price
	Transportation, warehousing costs and direct expenses (sales and marketing team)
	Whole sale price for large projects
	Veterinary office price
	Farm price

	Methoxi-tri 
	287±12.87C
	316±6.31C
	331±13.34C
	348±13.48C
	410±14.50C

	Atcotylan 100
	98±8.19G
	108±8.10G
	113±11.12F
	119±11.18F
	 140±14.40G

	Atoerytherin 
	308±8.15B
	339±13.39B
	356±13.55B
	374±13.42B
	440±14.45B

	Tilmicoral
	203±12.30E
	223±12.33E
	234±12.34E
	246±12.46E
	290±12.90E

	D-Tylo
	315±13.50A
	347±13.34A
	364±14.34A
	382±12.14A
	450±15.40A

	Atospectin
	259±12.40D
	285±12.88D
	299±12.98D
	314±11.14D
	370±13.71D

	Spectal super 50
	161±16.20F
	177±11.77F
	186±16.44E
	195±12.15G
	230±13.42F


Means within the same column of different litters are significantly different at (P < 0.01).
B-Marketing margin, its percentage from factory price and farm price:
Our results observed in table (6) and Figure (5) cleared the significant differences (P < 0.01) of among the farm prices of the respiratory diseases drugs. The higher marketing margin observed in D-Tylo (135 LE), Atoerytherin (132 LE), followed by Methoxi-tri (123 LE), while, the lower marketing margin Tilmicoral (87 LE), Spectal super-50 (69 LE) and Atcotylan -100 (42 LE). The marketing margin percentage from the factory price constituted the higher level 42.87 % in spectal super-50 and 42.86 % for all other types of the drugs used under the study for the drugs methoxi-tri, Atcotylan-100, Atoerytherin, Tilmicoral, D-tylo and Atospectin. The percentage of marketing margin from the farm price constituted about constituted about 30 % of the drug price at farm price. 
Table (6): Marketing margin of the drugs used under the study.

	Products
	Marketing margin
	% of marketing margin from the factory price
	% of marketing margin from the farm 

	methoxi-tri
	123±4.25 C
	42.86±4.55A
	30.00±3.40 A

	Atcotylan 100
	42±3.25G
	42.86±4.27A
	30.00±3.40 A

	Atoerytherin 
	132±5.24B
	42.86±4.66A
	30.00±3.40 A

	Tilmicoral
	87±3.24E
	42.86±4.89A
	30.00±3.40 A

	D-Tylo
	135±5.42A
	42.86±4.87A
	30.00±3.40 A

	Atospectin
	111±4.55D
	42.86±4.88A
	30.00±3.40 A

	Spectal super 50
	69±3.24F
	42.87±4.89A
	30.00±3.40 A


Means within the same column of different litters are significantly different at (P < 0.01)

C-Structure of marketing margin:

Our results observed in table (8) cleared that, the structure of marketing margin that includes (Price of the drug at transportation, storage and other costs of marketing – Factory price), whole sale price – price at transportation, price at veterinary office – whole sale price) and Farm price of the drugs – office price, differ significantly among different drugs (P < 0.01). The higher value of the marketing margin constituents observed in the value added at the farm as it ranged from 15 % to 15.22 % from the marketing margin for Atcotylan 100, teoeryterin and Spectal super 50.
Followed by the value that added at transportation and the storage period as it ranged from 6.96 to 7.11. for Tilmicoral and D-Tylo, respectively. While, the lower percentage of marketing margin constituents observed in whole sale costs that, ranged from 3.66 % to 3.91 % from the final drug costs at the farm level for the drugs methoxi-tri and spectal super-50 , respetively. Followed by the costs of veterinary office that ranged from 3.91 % to 4.15 % for Spectal-super and Atcotylerin-100, respectively. 
This results indicated that, the transportation and storage costs and veterinarian office costs are the main costs controlling the level of marketing margin of the veterinary drugs. Our results agreed with those (De Briyne et al., 2013) where they reported that, the main factors influencing the drug marketing margin includes owner demand, culture, profit margin, transportation and storage of the drugs costs  and advertising. The lack of correlation between profit motive and type of practitioner suggests that differences in country practitioner type profile doesn't explain the different emphasis between countries given to economic factors.
Also, Dubois and Lasio (2018) reported that, the transportation costs and the costs of marketing channels is the main costs that increase the level of marketing margins in relation to the factory price, and the results of (Sarah Owermohle, 2017) where she reported that, in the drug pricing debate, blame has been thrown from pharmaceutical companies down to pharmacies themselves, and back again. A new report suggests that it depends on whether it is a brand-name medicine or a generic one. Manufacturers make the highest margin on branded drugs, while the negotiating middlemen, pharmacy-benefit managers, see the biggest margin on generics, according to the report from the University of Southern California Schaeffer Center for Health Policy & Economics.  She reported that, Researchers found that for all branded and generic drugs, average gross margins are 71.1% for manufacturers, followed by insurers at 22.2%, pharmacies at 20.1%, pharmacy-benefit managers, or PBMs, at 6.3% and wholesalers at 3.7%.

Table (8): Level and percentages of marketing margin at different stages of drug marketing from the drug value at farm level. 

	Price of the drug at the farm

Products
	Price of the drug at transportation – Factory price
	Whole sale price – Price at transportation
	Price at transportation – Veterinary office price
	Farm price – Veterinary office price

	
	Value
	%
	Value
	%
	Value
	%
	Value
	%

	methoxi-tri
	29
	7.07
	15
	3.66
	17
	4.15
	62
	15.12

	Atcotylan 100
	10
	7.14
	5
	3.57
	6
	4.29
	21
	15.00

	Atoerytherin 
	31
	7.05
	17
	3.86
	18
	4.09
	66
	15.00

	Tilmicoral
	20
	6.90
	11
	3.79
	12
	4.14
	44
	15.17

	D-Tylo
	32
	7.11
	17
	3.78
	18
	4.00
	68
	15.11

	Atospectin
	26
	7.03
	14
	3.78
	15
	4.05
	56
	15.14

	Spectal super 50
	16
	6.96
	9
	3.91
	9
	3.91
	35
	15.22


D-Correlation between the price added to the marketing margin at different steps of marketing and marketing margin:-
The results of correlation observed in (25) cleared that, there is a positive higher correlation between the marketing margin of the drugs and value that added at whole sale marketing (0.98). Marketing margin and value that added during transportation, storage and other payments (0.97), marketing margin and the value that added at veterinary office (0.95).
Table (25): Correlations between the constituents of the marketing margin.
	
	Marketing margin
	Price of the drug at transportation – Factory price
	Whole sale price – Price at transportation
	Price at transportation – Veterinary office price
	Farm price – Veterinary office price

	Marketmar
	1
	
	
	
	

	Price of the drug at transportation – Factory price
	1.000**
	1
	
	
	

	Whole sale price – Price at transportation
	0.98**
	0.95**
	1
	
	

	Price at transportation – Veterinary office price
	0.97**
	.97**
	0.94**
	1
	

	Farm price – Veterinary office price
	0.95**
	.97**
	.97**
	0.98**
	1


E-Marketing margin cost function:-
   Logarithmic function
Our results of the marketing margin cost function cleared that, the Marginal cost is the dependent variable and the factors that affecting its level that includes values that added to the drug price at (transportation, storage and other costs of marketing, Whalesalling and distribution costs, veterinary office costs and the costs of the drugs at the farm for using) considered as independent variables.
The choosing of the best functions depends upon, reality of the function, significance of the function according to (T-test and F-test), adjusted regression coefficient values (R-2). The best function is the logarithmic function that take the form of:-
Log MC = 2.34 + 1.44 Log Trans prt and storage + 0.46 Log Office cost +  

        t.          (41.22)   (4.55)**                                           (4.15)**     

                               0.15 Log Wholsale + 0.49 Log Farmprice 
         t.                        (3.17)**                      (4.51)**

R-2 = 0.85                                                              F= 62.44**

The function indicated that, transportation, storage and other costs if increased by 10 % causes increasing the marketing margin by 14.40 %, wholesalling and distribution costs if increased by 10 % increase the marketing margin by 1.50 %, increasing the veterinary office costs by 10 % increased the marketing margin by 4.6 % and increasing the farm costs by 10 % increased the marketing margin by 4.90 %.
Our results agreed with those of (The University of Adelaide, 2020) where they reported that, a veterinary business orders, records, stores, transportations  and labels, and communicates with the client about appropriate use of a product or the results of the test performed, are the main costs items of the drug marketing and this costs affecting greatly the marketing margin. Furthermore, the veterinary business is responsible to pay for ordered items. Thus, when an animal health item is provided to a client, the client should pay for it, otherwise the veterinary business is losing money.
Our results concluded that, the marketing margin constitutes about 40 – 45 % from the price of the drug at the factory level and constitutes about 29 - 30 % from the price of the drug at the farm level. The main factors affecting the marketing margin is the values that added to the prices of the drugs due to costs of transportation, storage, advertising, costs of veterinary office and at the farm, for improving and decreasing the price of the drugs we must decrease the level of marketing margin. The decreasing the marketing margin is done through improving and save the transportation methods, storage and warehousing, veterinary office and the methods of transportation to farm and to veterinary office. 
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