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ABSTRACT 

	Introduction: Food safety is a growing concern in Bangladesh, particularly in the goat meat distribution channel, where supply chain risk and consumer distrust threaten market integrity. The safety of goat meat depends on various stakeholders, from producer farms to consumers’ tables.
Objectives: The study aims at understanding the (a) consumer’s preferences and consumption behavior on meat and goat meat, (b) consumer's concern of safety in the goat meat distribution channel and (c) understand opinion to pay for safer goat meat. 
Materials and methods: Data were collected from a total of 160 consumers by through personal interview using structured questionnaires from September to October 2019. In addition, open discussion and observations were conducted to supplement the finding.
Results: 54% consumers liked beef, 36 % goat meat and 10% like chicken meat but they purchased chicken most due to its low price. Only 21% consumed goat meat primarily during festival. 41% of consumers believed that rough handling of goat during transportation has negative effect on the meat quality. 88% consumers had idea about food poisoning, diarrheal disease may occur from unhygienic goat meat but only 49% respondent had knowledge about zoonotic disease. 48% of consumers reported seller malpractices (e.g., underweight, mixing fat with flesh meat, selling previous-day meat as current-dated meat, etc.). While most consumers expressed a positive response to pay extra for safe goat meat, only 19% are prepared to pay an additional BDT 100 per kg. 96% demanded improved goat meat handling systems. 
Discussion: Consumers in Bangladesh prefer goat meat and beef, but price drives chicken purchases. While concern of basic food safety risks, knowledge gaps exist. Moreover, distrust between sellers and buyers is prevalent. Consumers strongly desire improved meat handling system.
Conclusion. Future policy should prioritize zoonotic education, enforce hygiene standards, and incentivize transparent practices. This will help align consumer concerns with safer distribution channels.
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1. INTRODUCTION 

Food safety is one of the major concerns for consumers due to its direct influences on human health. It is becoming an important issue for consumers in making purchase decisions. Meat is a risky item regarding food safety. It is a fact that consumers have the right to expect safe and suitable food (Hossain et al., 2008). Comparing to other meat, goat meat production is safer than beef and chicken meat in Bangladesh because they are still reared in a domestic way by local farmers without using antibiotics or growth promoters (Alam, 2019) which is an advantage of goat meat for consumers. Meat consumption is affected by many factors, such as price, income, nutritional value, dietary habits, safety, eating quality, the convenience of purchase and so on (Wu and Xiao, 2013; Liang et al., 2014; Zhang et al., 2014). The quantity and quality requirements of consumers in terms of meat are influenced by income, religious beliefs, nutritional value and quality of meat (Yanwei et al., 2016). Delgado (2003) found that the amount of meat consumed in developing countries grew three times as much as it did in developed countries between the early 1970s and mid-1990s reflecting different rates of income growth.
Within the modern meat chain, consumers occupy a crucial position and are being situated at the end of the chain as the end-user as well as at the start of the chain as inspiration for a consumer-driven or market-oriented chain organization (Gellynck et al., 2004).
There have been very few studies about consumers’ perceptions of meat in Bangladesh. Sarma (2017) studied consumers’ preference and willingness to pay premium prices for organic beef in Dhaka city of Bangladesh. He collected data of beef consumers from supermarkets and found about 73% of consumers are willing to pay an extra 26.12% for organic beef. But this study focused on supermarkets customers who are generally high salaried persons in the context of Bangladesh. Islam et al., (2018) recently conducted consumer profile analysis towards chicken, beef, mutton, fish, and egg consumption in Bangladesh. According to their findings, Bangladeshi consumers had no specific reason for preferences and consumption patterns of fish, chicken, beef, mutton, and egg consumption. They emphasized the necessity of studies on each product individually for better understanding of the consumption pattern. 

This study focuses on the consumers' concerns about safety issues in the distribution system of goat meat from the slaughterhouse to consumers. Since it is little understood, the present study aims at 
a) Understanding the consumer's preferences and consumption behavior on meat and goat meat considering the socio-economic condition.
b) Ascertaining the meat handling in butcher’s shop considering consumer satisfactions and exploring the way to improve the situation.
c) Exploring the consumer's concern of safety in the goat meat distribution system and approach towards ensuring safe goat meat from the market.
d) Understanding consumers' perspectives on paying more for safer goat meat to improve food safety awareness.


2. material and methods 

2.1 Research site and time
This research was conducted in the Mymensingh district of Bangladesh. It ranked 4th in terms of goat population in the country (BBS, 2011). Four upazilas of Mymensingh district, namely Mymensingh Sadar, Muktagacha, Gafargaon, and Bhaluka. These four upazilas were selected considering the density of urban population and the availability of consumers. Mymensingh Sadar ranked 1st in terms of the density of urban people among the upazilas of Mymensingh, whereas Gafargaon, Muktagacha, and Bhaluka ranked 2nd, 3rd, and 4th, respectively (BBS, 2011).
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Figure 1 Research Site (Mymensingh district, Bangladesh)


2.2 Data Collection and analysis

The questionnaire survey was conducted during the field visit from Mid-September to Mid-October 2019. In depth interviews using a questionnaire were conducted at the branch office of a state-owned commercial bank located in each upazila. Since consumers at meat shops were very busy, only simple information was available. To get in-depth information, bank customers who had free time while waiting for their turns were selected as informants. Bank customers are of different social classes from various places, and therefore, wide range of informants was expected to be available. 
A semi-structured questionnaire was used for face to face interviews of the bank customers. The first section of the survey questionnaire was composed of socio-economic information of consumers (name, age, education, marital status, source of income, household numbers, monthly average income, place of living, etc.). The second section of the questionnaire was composed of the questions related to consumers preferences of meat and goat meat, consumption pattern, meat purchasing behavior, frequency of visiting a restaurant, concern about safe and quality goat meat, perception about the use of the hormone, antibiotic, growth promoter in goat production, understanding about the effect of rough handling to meat quality, knowledge of the zoonotic disease, opinion about the present hygienic condition of the meat shop, satisfaction level towards freshness of meat, attitude towards malpractices by butchers or sellers, consumer perspectives on paying for safe and fresh goat meat. The questionnaires were pre-tested in Mymensingh Sadar and Muktagacha. 
A total of 160 consumers (40 from each upazila) were selected for responding to the questionnaire survey. n addition to the surveys, observation of meat shop activities and open discussion with meat sellers and consumers were conducted at Mechua Bazar during the field visit in March 2020.The hygienic condition of the meat shop was also observed during the field visit. Data were analyzed using IBM SPSS software (version 20.0). Both descriptive statistics (e.g., frequencies, percentages and means) and correlation analyses were performed to summarize the findings and identify relationships between variables.










3. results 

3.1 Socio-economic and demographic characteristics of respondents of consumer survey

Table 1 shows the socio-economic and demographic background of respondents.
 

Table 1 Socio-economic and demographic characteristics of respondents (N=160)
	Variable
	Category
	Frequency
	Percent
	Mean ± SD

	Gender
	Male
	138
	86
	

	
	Female
	22
	14
	

	Marital Status
	Married 
	133
	83
	

	
	Unmarried
	27
	17
	

	Age (years)
	≤ 20
	9
	6
	

	
	21-30
	46
	29
	

	
	31-40
	57
	36
	37.4±12.0

	
	41-50
	21
	13
	

	
	≥50
	27
	17
	

	Education
	No Education
	8
	5
	

	
	Primary
	6
	4
	

	
	Secondary
	39
	24
	

	
	Tertiary
	107
	67
	

	Family Size
	Small (3-4)
	66
	41
	

	
	Medium (5-8)
	86
	54
	4.8±1.5

	
	Large (>8)
	8
	5
	

	Place of Living
	City/Urban
	57
	36
	

	
	Peri Urban/Upazila
	49
	31
	

	
	Rural/Union
	53
	33 
	

	[bookmark: OLE_LINK1]Occupation
	Service
	88
	55
	

	
	Business
	35
	22
	

	
	Student
	10
	6
	

	
	Farmer
	10
	6
	

	
	Housewife
	8
	5
	

	
	Foreign Remittances 
	4
	3
	

	
	Others
	5
	3
	

	Monthly income
	≤ BDT 10,000
	21
	13
	

	
	BDT 10,000 - BDT 25,000
	96
	60
	22518.8±11394.0

	
	BDT 26,000 - BDT 50,000
	39
	24
	

	
	≥ BDT 50,000
	4
	3
	

	Religion
	Muslim
	141
	88
	

	
	Hindu
	19
	12
	

	
	Others
	0
	0.0
	


(Source: Field Survey,2019)
Among the 160 respondents, 86% were men, 14% were women, 83% were married, and 17% were unmarried. The age groups of the participants were as follows: 36% were between 31 and 40 years old, 29% were between 21 and 30 years old, 17% were 50 or older, 13% were between 41 and 50 years old, and 6% were 20 or younger. About 67% of respondents had a tertiary education, 24% had a secondary education, 4% had primary education, and 5% had no formal education. The rate of tertiary education was higher than the national average of 17.33%. Fifty-four percent of respondents came from medium-sized families (5-8 people), 41% from small families (3-4 people), and only 5% from large families (>8 people). About 36% of respondents lived in cities or urban areas, 31% in peri-urban or upazila areas, and 33% in rural areas.
Out of the 160 respondents, more than half (55%) reported service as their primary occupation, followed by 22% in business, 6% as students, 6% as farmers, 5% as homemakers, and 3% receiving foreign remittance, while 3% reported another primary occupation. Monthly income ranged from BDT 10,000 to BDT 50,000. Sixty percent of respondents’ monthly income fell between BDT 10,000 and BDT 25,000, and 24% earned between BDT 26,000 and BDT 50,000. About 13% had household incomes of BDT 10,000 or less, and only 3% earned BDT 50,000 or more per month. Religiously, approximately 88% identified as Muslim, and 12% as Hindu.
3.2 Consumer preferences, consumption behavior of meat and goat meat
The type of meat mostly preferred and consumed by the consumers is shown in Figure 2. The majority of consumers liked beef (54%), followed by goat meat (36%) and Chicken meat (10%). By contrast, the most consumed meats were chicken (43%), followed by beef (39%) and goat (18%).
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     Figure 2 Meat types preferred and consumed by the consumers 
      (Source: Field Survey)

The frequency of meat and goat meat intake is shown in Figure 3a and 3b. Out of 160 respondents, none intake meat every day. 63% took meat once a week, 29% took it fortnightly, 7% took it monthly, and 1% took it quarterly.  31% of respondents consumed goat meat once a month, 26% once a quarter, 21% only at events or festivals (Eid, Akika, wedding ceremony, etc.), 19% once a fortnight, and 3% consumers consumed goat meat once a week.
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Figure 3 Intake frequency of a) meat and b) goat meat (Source: Field Survey).

Figure 4a describes the preferences over the type of goat meat. 61% liked the Khasi (castrated male goat) the most, 12% liked the young kid, and only 2% liked the Buck (male goat). 96% of consumers prefer live goats as a source of goat meat over the processed goat meat available in supermarkets (Figure 4b).
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Figure 4 Consumers preferences over a) goat meat type and b) the source of goat meat (Source: Field Survey).

Figure 5 shows the frequency of goat meat purchases. 34% of the respondents purchased goat meat during festivals and special events, 31% purchased it monthly, 18% purchased it every other week (fortnightly), and 15% purchased it quarterly. Only 2% of consumers purchased goat meat weekly. At the time of purchase of goat meat, 33% of respondents paid the most attention to the freshness, 31% to the safety of meat, 21% to taste, 10% to price, and 5% to fat content (Figure 6).
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Figure 5 Goat meat purchase frequency               Figure 6 Most considering points during purchasing  
                                                                                               of goat meat
(Source: Field Survey, 2019).

Information regarding goat meat purchase patterns, such as monthly meat consumption costs, the distance between consumers' homes and the meat shop, and the usual time required by consumers to return home after purchasing meat, is shown in Table 2. 


















Table 2 Consumers purchase and consumption behavior of goat meat

	Variable
	Category
	Frequency
	Percent
	Mean±SD

	Amount of goatmeat purchased in each time 
	small (<1.5 kg)
	94
	59
	

	
	Medium (1.5- 3.0 kg )
	64
	40
	1.5±0.7

	
	Large (>3.0kg)
	2
	1
	

	Monthly consumption  
cost for meat (BDT)
	< BDT 1000 
	22
	14
	

	
	BDT 1000-2000 
	104
	65
	1863±898

	
	BDT 2000-4000 
	29
	18
	

	
	> BDT 4000 
	5
	3
	

	Distance of meat shop 
from home (km)
	< 1 km
	80
	50
	

	
	1- 5 km
	71
	44
	2.4±2

	
	6-10 km
	6
	4
	

	
	> 10 km
	3
	2
	

	Time required to return  home after meat purchase (minutes)
	<25 minutes
	78
	49
	

	
	25-50  minutes
	59
	37
	30.0±26.9

	
	50-75 minutes
	18
	11
	

	
	>75 minutes
	5
	3
	

	Purchasing goat meat 
from same shop

	Yes
	69
	43
	

	
	No
	91
	57
	


(Source: Field Survey, 2019)

On average, 1.5 kg of goat meat was purchased by consumers each time. 59% of consumers purchased less than 1.5 kg of goat meat each time, whereas 40% purchased 1.5 – 3.0 kg, and only 1% of consumers purchased more than 3.0 kg of goat meat each time. Most consumers (65%) spent BDT 1000–2000 on their monthly meat consumption costs, followed by BDT 2000–4000 (18%), less than BDT 1000 (14%), and more than BDT 4000 (3%) as their monthly meat consumption expenses. 50% of respondents purchased meat from the nearest local meat shop (less than 1 km distance from home), whereas 44% from a 1-5 km distance, 4% from a 6-10 km distance, and 2% of consumers purchased meat from more than 10 km distant meat shop. 49% of respondents returned home within 25 minutes after purchasing goat meat, 37% returned home between 25 and 50 minutes, 11% returned home between 50 and 75 minutes, and 3% of consumers returned home after 75 minutes. 43% of them purchased from the same shop regularly, and 57% purchased goat meat from different shops. Consumers cited various reasons for purchasing goat meat from the same shop. 22% of respondents purchased meat from the same shop due to personal relationships fostered by long-term relationships with sellers, and sometimes they received a discount. 14% of consumers trusted the specific shop for its meat quality, and 2% of consumers sought fresh meat at a fair price and with optimal weight.
Out of 160 consumers who responded, only 17% reported eating at restaurants less than once a year. To eat in the restaurant, 32% visited quarterly, whereas 22% visited monthly, 21% visited during festivals, 6% visited fortnightly, and 2% visited weekly. In an open discussion, consumers expressed their preferences for Kacchi Biryani (a goat meat dish made with seasoned rice) at restaurants. 

3.3 Activities and hygienic condition of meat shops
Most consumers (93%) agreed that the sanitation and cleanliness of slaughterhouses and meat shops were important to obtaining fresh and quality goat meat. Figure 7 is a photo of the storefront of a meat shop. Meats hung bared, and there were flies. Therefore, the hygienic situation at the meat shops was not at a desirable standard.
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                         Figure 7 Hygienic condition of meat shop



Figure 8 illustrates consumers' opinions on the most important aspects of sanitation and hygienic practices in slaughterhouses. 36% of respondents expressed the opinion that goats should be properly slaughtered in slaughterhouses, 29% focused on the point that meat should not be mixed with dung, and 28% emphasized the importance of clean and blood-free meat. Only 7% of consumers had no opinion regarding the importance of sanitation and cleanliness of slaughterhouses. Regarding the current situation, 52% of respondents believed they could obtain fresh meat from the market, while 48% did not think they could obtain fresh goat meat. Consumers' opinions about the freshness of purchased goat meat are shown in Figure 9. About 37% of respondents reported that the freshness of the meat was at an acceptable level, 25% responded that it was good, and 6% of consumers responded that it was perfect regarding the freshness of the purchased goat meat. On the other hand, 32% of respondents reported that the freshness of the goat meat was poor. 

Figure 8 Consumers opinion about the most important points on the sanitation and hygienic practices of slaughterhouses (source: Field survey, 2019).


Figure 9 Consumers opinion about the freshness of purchased goat meat (source: Field survey, 2019).
From the observation at Mechua Bazar, a total of 25 consumers purchased meat from a shop on one weekday.  The number of consumers increased in the weekly holidays. Out of 25 consumers, the number of male consumers was 23 (92%) and female was 2 (8%). In Bangladesh, shopping is under male’s responsibility. Though women also have come to go for shopping these days, but the shopping of meat is still dominantly under male’s responsibility. 

3.4 Consumers’ perception about the present distribution system of goat meat
Consumers had various concerns about the goat meat supply chain. 52% had no concerns about the safety and quality of the meat. Others had specific expectations 17% wanted disease free healthy goats 14% wanted higher quality meat 9% wanted organic and natural production 8% wanted better hygienic conditions in slaughterhouses and meat shops to reduce contamination risks (Figure 10).

Figure 10 Existence of concern about safe and quality goat meat by respondents 
(Source: Field survey, 2019).

Table 3 shows consumer knowledge and perception on food safety. 
Table 3 Consumer’s knowledge and opinion about various aspects of food safety regarding goat meat
	Statements
	Category
	Frequency
	Percent

	Do you know that sometimes farmers use hormone, growth promoter or excessive amount of antibiotic
for rapid growth of animals (cattle, chicken and goats)
	Yes
	141
	88

	
	No
	19
	12

	Do you agree with this statement, use of hormone or excessive antibiotic in goat meat production is less than beef and chicken meat production
	Yes
	122
	76

	
	No
	38
	24

	Do you know that rough handling (Stress, injury) of live goat and uncomfortable transportation may affect the meat quality
	Yes
	66
	41

	
	No
	94
	59

	Do you know that eating unhygienic goat meat may cause food poisoning, diahhoera which may lead you to death
	Yes
	141
	88

	
	No
	19
	12

	Do you know about zoonotic disease (disease may transfer to man from animal)
	Yes
	78
	49

	
	No
	82
	51

	Do you think at present situation, you get fresh goat meat from the market
	Yes
	83
	52

	
	No
	77
	48


(Source: Field survey, 2019).
88% believed farmers sometimes use hormones, growth promoters or excessive antibiotics in animal production farming. 76% agreed that such practices are less common in goat meat production compared to beef and chicken production. Food safety awareness issues such as food borne illnesses (88%) and zoonotic diseases (49%) were high. 41% of respondents mentioned rough handling and transportation affects meat quality, shows there is a gap in consumer awareness.
Out of 160 consumers who responded, only 52% believed they received fresh meat from the butchers, whereas 48% believed that butchers or meat sellers did not provide fresh goat meat at all times. They believed that goat meat sellers tried to cheat buyers in various ways, such as providing less weight, mixing fat with flesh meat, mixing female meat with male goats, selling the previous day’s meat as current date meat, and mixing mutton meat with goat meat (Figure 11).


Figure 11 Consumers concern on adulteration of goat meat by meat sellers 
(Source: Field survey, 2019).

3.5 Consumers’ opinion towards ensuring about getting safe goat meat from market
Most respondents (96%) agreed that improving the goat handling system from farm to market, as well as ensuring stress-free transportation from market to slaughterhouses, was necessary for producing quality goat meat. 

Table 4 Consumer’s opinion and activities to buy safe and quality goat meat from butchers’ shop
	S.L. No.
	Consumers opinion and activities
	Frequency
	Percent

	1
	Increase inspection
	43
	27

	2
	Purchase goat meat from known butchers
	27
	17

	3
	Slaughter goat  in presence of customers
	27
	17

	4
	Live goat purchase by group or individual
	18
	11

	5
	No idea
	13
	8

	6
	Effective Supervision
	9
	6

	7
	Improvement of  Hygienic condition the  of slaughterhouse
	7
	4

	8
	Improve knowledge and  awareness of consumers  about good quality
	6
	4

	9
	Improvement of facilities of slaughterhouse and meat shop
	5
	3

	10
	Development of any easy and quick test
	5
	3

	
	Total
	160
	100


(Source: Field survey, 2019)

To minimize the existing mismanagement by butchers, consumers provide free answers, focusing on the points outlined in Table 4. Approximately 27% of consumers focused on increasing inspection by concerned authorities of the slaughterhouses and meat shops, 17% preferred to buy goat meat from reliable butchers, and 17% preferred to buy goat meat from butchers who slaughtered goats in front of them (Table 4). 11% of respondents reported that they have ever purchased live goats individually or in groups to ensure fresh goat meat consumption. Consumers also emphasized the need for effective supervision, enhanced knowledge and awareness among the public, and improvements in facilities and hygienic conditions of slaughterhouses and meat shops. Moreover, 3% of respondents expected the invention of an easy and quick test to determine the quality of goat meat.

3.6 Consumers’ opinions to pay more prices for safe goat meat

Most respondents (91%) expressed a positive response to paying extra money for safe and quality goat meat, even though the current price of goat meat is higher than that of other types of meat. Figure 12 illustrates the level of extra pay consumer’s desire for safe goat meat. In response to the level of extra pay for safe meat, 31% of respondents were willing to pay an additional BDT 50 per kg of goat meat, whereas 41% were willing to pay an additional BDT 75, and 19% were willing to pay an additional BDT 100 (Figure 12). 9% of consumers were not interested in paying extra money for safe goat meat.


Figure 12 Level of extra pay for safe goat meat production

3.6 Relationship of consumers’ socio-demographic condition with meat consumption and their perceptions of food safety and opinions to pay.
3.6.1 Socio-Demographic Factors and Meat Consumption Patterns
Table 5 highlights the relationships between socio-demographic conditions and meat consumption behaviors. 
The correlation coefficients demonstrate a significantly weak positive relationship among the following variables: the coefficient of correlation between age and their average monthly income was found to be 0.326 ** (at the 0.01 level of significance). 
The findings indicate that the age of the respondents has a significant positive relationship with their average monthly income, implying that the age of the respondents increases with the increase in average monthly income among them. There is also a positive relationship between age and the amount of meat bought (kg) each time, education, and the monthly average income, and the monthly average income and the amount of goat meat bought (kg)/each time. Consumers with a high monthly income spend more money on meat than others, as well as buy more meat each time, because a positive relationship is found between the amount of goat meat bought (kg) each time and the monthly consumption cost for goat meat.

Table 5 Relationship between socio-demographic condition and meat consumption 
	Pearson Correlation

	
	Age
	Education
	Monthly average income
	Most preferred type of meat
	Amount of goat meat bought (kg)/each time
	Monthly consumption cost for meat/goat meat

	Age
	1
	
	
	
	
	

	Education
	-0.095NS
	1
	
	
	
	

	Monthly average income
	.326**
	.435**
	1
	
	
	

	Most preferred type of meat 
	-0.045NS
	0.088NS
	0.031NS
	1
	
	

	Amount of goat meat bought (kg)/each time
	.196*
	.223**
	.316**
	0.023NS
	
1
	

	Monthly consumption cost for meat/goat meat
	0.115NS
	0.154NS
	.325**
	-0.022NS
	

.322**
	1


NS Means not significant (P>0.05) ** Correlation is significant at the 0.01 level* Correlation is significant at the 0.05 level of significance, List wise N=160

3.6.2 Socio-Demographic Factors and Food safety Perceptions Patterns

The relationships between socio-demographic factors and food safety perceptions, as shown in Table 6, underscore the importance of education in shaping consumer awareness. 

Table 6 shows the relationship between socio-demographic conditions and consumers' perceptions of food safety. There is no effect of age on knowledge regarding various aspects of safe animal handling and food safety. Educated individuals had concerns and knowledge about hygienic meat, the drawbacks of rough handling of goats during transportation, and awareness of zoonotic diseases. So, according to Pearson correlation analysis education has positive relation with some variables like concern about hygienic and safe meat,  opinion of no using hormone or excessive antibiotic in goat meat, rough handling of (stress, injury) live goat has effect on meat quality, unhygienic goat meat intake may cause food poisoning, diahhoera and knowledge about zoonotic disease. The monthly average income has a weak, positive, and significant relationship with concerns about hygienic and safe meat, but no significant relationship with other safety issues, such as rough handling of goats, unhygienic goat meat intake, and knowledge of zoonotic diseases. Consumers who expressed concern about the hygienic and safe handling of meat also showed a positive attitude towards other safety issues related to the goat meat distribution channel.


Table 6 Relationship between socio-demographic condition and consumers perceptions of food safety
	Pearson Correlation

	
	Age
	Education
	Monthly Average Income
	Consumer’s  concern about hygienic and safe meat
	Opinion of no using hormone or excessive antibiotic in goat meat
	Rough handling of (Stress, injury) live goat has effect on meat quality
	Unhygienic goat meat intake may cause food poisoning, Diahhoera.
	Knowledge  about zoonotic disease

	Age
	1
	
	
	
	
	
	
	

	Education
	-0.095
	1
	
	
	
	
	
	.

	Monthly Average Income
	.326**
	435**
	1
	
	
	
	
	

	Consumer’s  concern about hygienic and safe meat
	-0.052
	.577**
	.201*
	1
	
	
	
	.

	Opinion of no using hormone or excessive antibiotic in goat meat
	-0.092
	.265**
	0.138
	.250**
	1
	
	
	.

	Rough handling of (Stress, injury) live goat has effect on meat quality
	-0.016
	.442**
	0.133
	.515**
	.206**
	1
	
	

	Unhygienic goat meat intake may cause food poisoning, Diahhoera.
	-0.016
	.311**
	0.01
	.180*
	.189*
	.283**
	1
	

	Knowledge  about zoonotic disease
	-0.014
	.525**
	0.142
	.512**
	.287**
	.454**
	.335**
	1


** Correlation is significant at the 0.01 level* Correlation is significant at the 0.05 level of significance. List wise N=160

3.6.3 Socio-Demographic Factors and opinion to pay for safe goat meat
As presented in Table 7, positive opinion to pay a premium for safe goat meat showed a positive relationship with both education (r = 0.195, p < 0.05) and monthly average income (r = 0.207, p < 0.01). Table 7 illustrates the relationship between socio-demographic characteristics and consumers’ willingness to pay extra money for higher-quality goat meat. In this study, the coefficient of correlation between education and willingness to pay for safe goat meat was found to be 0.195* (at the 0.05 level of significance), indicating that education has a positive impact on willingness to pay extra for safe meat to some extent. There is also a positive relationship between the monthly average income and consumers’ willingness to pay extra money to get safe goat meat. Therefore, consumers with higher education and higher income expressed their opinion to pay extra money for safe goat meat.
Table 7 The relationship between socio-demographic condition and consumers’ opinion to pay extra money to get more quality goat meat
	Pearson Correlation

	
	Age
	Education
	Monthly average income
	Consumers’ willingness to pay extra money to get safe goat meat ( as farmers, traders and butchers give opinion it required for safe meat production)

	Age
	1
	
	
	

	Education
	-0.095NS
	1
	
	

	Monthly average income
	.326**
	.435**
	1
	

	Consumers’ willingness to pay extra money to get safe goat meat ( as farmers, traders and butchers give opinion it required for safe meat production)
	0.046
	.195*
	.207**
	1



NS Means not significant (P>0.05)
** Correlation is significant at the 0.01 level* Correlation is significant at the 0.05 level, Listwise N=160


4. DISCUSSION
In Bangladesh, shopping is often considered a male responsibility. Though women also have come to go shopping these days, the shopping for meat is still dominantly under males' responsibility. In this survey, the participation of female respondents (14%) was remarkable compared to their male counterparts (86%) involved in goat meat purchase. The middle-aged groups predominantly make purchasing decisions, reflecting their role as primary earners in households. Respondents were highly educated. Education levels among respondents were higher than the national average, with 67% attaining tertiary education, compared to the national tertiary education rate of 17.33% (BBS, 2018).  The average family size of 4.8 individuals was slightly higher than the national average of 4.5 (United Nations, 2017). The urban or city is becoming a good choice for living day by day due to the country's rapid urbanization. This survey also indicated that some respondent works at the peri-urban or upazila level but live in an urban area. The average monthly income of Bangladeshi people was 13,258 BDT per month in 2017 (BBS, 2018), indicating that the respondents in this survey had a higher monthly income (BDT 22,519). Consumption decisions are heavily influenced by one’s degree of education and level of disposable income (Khara et al., 2021). Bangladesh is a country comprising several religious and ethnic groups, with the two major groups being Muslim and Hindu. Mymensingh district is also a favorable place for all types of religious people, which is why the proportion of Hindu consumers is found to be higher (12%) than the national level (9%).

This survey indicated that the majority of consumers preferred beef, goat meat, and chicken meat; however, they primarily consumed chicken meat due to its lower price and greater availability. The high consumption of chicken compared to other meat types could be attributed to its relatively low price (the most affordable type of meat available in the market) and typically convenient portions (Melisa et al., 2022). The goat meat intake frequency was lower than the total meat intake frequency of the respondent, but the goat meat intake frequency was higher on the occasion of different events or festivals. Goat meat is the ultimate choice for various official parties, birthday celebrations, wedding ceremonies, picnics, and even religious programs of both Muslims and Hindus. In Bangladesh, these two major religious communities live as neighbors throughout the country and actively participate in each other’s programs. The Hindu community cannot consume beef due to religious barriers, and goat meat is a compulsory item in festivals and various events. 

Respondents of this study did not want to buy goat meat from supermarkets. Li (2012) studied consumers’ behavior when purchasing quality and safety beef and reported that those with higher education were more likely to buy meat from supermarkets in China. By contrast, Kiran et al. (2017) reported that 46.5% of respondents purchased meat from a meat shop. In contrast, only 4.7% purchased it from a supermarket, despite 72.7% of consumers having a tertiary level of education. These are the standard consumption practices observed in the South Asian countries. The price of meat and income level also affect meat consumption (Liang et al., 2014). Most consumers can only judge the color and appearance of meat to evaluate its freshness during the purchasing process (Li, 2012). It is better to return home just after finishing the shopping to keep the meat fresh.
The hygienic condition of a meat shop is also important for supplying fresh goat meat. In this regard, the satisfaction level of consumers should be high or above average in terms of quality. In an open discussion, consumers expressed their dissatisfaction with the hygienic conditions in butcher shops and strongly emphasized the need for regular inspections by local authorities.

Trust is considered to be a precondition for exchange (Fischer et al., 2006). One of the primary objectives of food safety measures is to enhance consumers' trust in food and alleviate uncertainty; therefore, information regarding meat quality and safety must be provided to consumers (Gellynck et al., 2006). The meat sellers should be considered in consumers’ trust by avoiding malpractices or cheating activities. Consumers also try to ensure the quality of meat through various activities, such as purchasing goat meat from reputable butchers, or meat from goats slaughtered in the presence of consumers, or purchasing live goats by group or individually. Although these activities have a positive impact on meat safety and may foster new networking based on trust, they are not sustainable for a large number of consumers. The active involvement of the government/concerned authorities may improve the situation, as some consumers gave their opinion about adequate supervision.
The price of goat meat is higher than beef and chicken. So, it is not easy for consumers of different income groups to express positive response to pay extra price for safe meat. Consumers having better education and high salary show more interest to pay extra money for safe goat meat which indicates that consumers’ economic capability has direct impact on response to extra pay.   

This study revealed several weak but notable correlations between socio-demographic characteristics, meat consumption patterns, food safety perceptions, and the understanding of paying for premium quality goat meat. Consumers with better economic conditions tend to prioritize larger purchases, which may include higher-quality meats. Consumers with heightened awareness of one food safety issue are more likely to be knowledgeable about other related concerns, suggesting that integrated educational campaigns could effectively address multiple aspects of food safety. Respondents who were educated and those with higher incomes were more likely to invest in premium-quality meat, reflecting a direct link between socio economic capacity and consumer preferences.
This behavior aligns with global trends, where financially secure and better-educated consumers prioritize food safety and quality, even at higher prices. The findings suggest that policies and initiatives targeting affordability and accessibility could ensure safe goat meat for consumers across all socio-economic groups. For example, subsidies or tiered pricing strategies could cater to lower-income segments while maintaining safety and quality standards.

5. Conclusion
Goat meat is very popular but consumption is limited due to high price. Despite that goat meat has cultural and social value, it’s an essential item for festivals and special occasions. The study found that consumers are not aware of meat safety and therefore not concerned about goat meat safety. Moreover, dissatisfaction with the hygiene of butcher shops and butchers’ behavior has led some consumers to buy goats directly from farmers to ensure freshness and quality.
Regular inspection by technical personnel from local government is very important to improve the safety and hygiene of meat shops. Good to see that most consumers are willing to pay extra for safe and quality goat meat, that’s a growing trend of food safety.
These findings can help to raise awareness of local consumers about food safety and bring positive behavioral change in traditional meat markets especially in developing countries. Bangladesh government should take proactive step to promote safe handling of goats and establish a monitoring system throughout the supply chain from live goat markets to meat shops. That’s the only way to ensure availability of safe and quality goat meat for all.
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