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Abstract 

A mrvey Ivas cOlldllcled in April 2010 Ivilh emphasis 10 vegelable vallie ellllill ill Golilla Model'll 

irrigalioll selleme. Tile Silldy allempled 10 assess Ihe lIalllre of bolll forward ami backward lillkages 

{Jud interactions {[moug vegetable prot/ucers, traders and consumers, input suppliers alld service 

providers in vegelable vallie chaill ami 10 idelllify Ihe lIIajor cOllslrainls, challellges, alld 

opportunities embodied with ill tlie chains. Data were collected by llsing hOllse/lOld survey {lnd 

mixed methodologies were Itsed including key i1{/ormalll interviews, fOCIIS group discllssions alld 

observation. Tlte data were analyzed by descriptive statistics, conlelll flllalysis (Inti interpretative. 

The glliding lille of analylical frame work was Michel Porler Qllalilalive vallie elwin 1II0del. 

Farmers ill Go/ina modern irrigation scheme produced t!tree fillIes ill a year. Cereal production is 

!lIe leading sector across all prot/uctioll seasons followed by vegetables. Onioll find lomal0 are lite 

major vegetable prot/uced ill the study area. Market insecurity, drought, pest incidence, lack of 

injJut and lack of effective service provisions are the major constraints of vegetable sub sectul'. 

Wllereas, lack 0/ collaboralive chain aclors in 10111010 vallie elwin, lack of lransporlalion facilily, 

ab.';,ence of standardize measurement, undeveloped proces.·.;ing technology, lack of knowledge in 

market it~tornlfltion I1wnagel1lents are reported to be the major mal'/(eting challenges in tlte !;'/udy 

area. Tomato subsectorfaces complex marketing problel11, hence, dumping tonwto in markets and 

feedillg cattle with it is coml1lon in SIII'lJ/US production periods. The opportunities that need to be 

Ii/rthe,. e~\jJloited are better access to irrigation, main road access, market potentials, experience of 

farmers, and existence of community-based organizatioJls (trrulitio/l.\j . Producers incurred 0.67 

birr 10 produce & sell a single kilogram 0/ nwrkelab/e fresh 10l11aloes 10 Mekele whole sellers. Tilis 

produclion cosl covered 17.40% of Ihe 10101 cosls reqllired 10 produce and disiribllie one kg of 

10l11aloes 10 Mekele consulllers. The rel1laining 83.60 %( 3.18 birr) of lile 10101 cosl was cosls 0/ 

disiriblliion, covered by Mekele lraders conslillliing 58.96% (2.27 birr) by Ivl/Ole sellers and 

relailers covered Ihe rel11aining 23.64 % (0.91 bin) of Ille lola! cosio Producers oblained a lIel of 

0.21 birr 0111 of a single kilogral1l of lIIarkeled fresll 101l1llioes 10 Mekele Ivl/Ole sellers, Ihis bene(il 

covered 13.29 % of Ihe 10101 nel bellefils of a kilogram of lomaloes oblained ((/ier sold 10 Me/ie/e 

COnSlIl11ers. Mekele Iraders shared Ihe relllaining 86.71 % (1.37 bin) of Ihe 10101 nel benefil 

conslillliing 70.87 %( 1.12 bin) by wl/Ole sellers and relailers enjoyed Ihe rel11aining 15.82 %( 0.25 

bin) oflhe lolal lIel benejils. Finally, a single kilogram oflonlllioes gave a nel bene(il of 1.58 birr, 

in its path ./i"om jill"lllers 10 consllmers. Prol11olion of vegelable produclion should be aI/ached willI 

lIIarkel strenglh. Solving sllch conslrainls lIIay Ilefp poor producers 10 increase Iheir incollle and 

improve tlteir efficiency. 
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Chapter I: Introduction 

1.1. Background of the study 

Value chain describes the full range of activiti es whi ch are requ ired to bri ng a product or service 

from conception, th rough the different phases of production; involving a combination of physical 

transformati on and the input of vari ous producer services), delivery to final consumers ( Porter, 

1985 cited in Altenburg, 2007 ) . The value chain concept has proven particularly useful for the 

identification and formul ation of projects as we ll as in the development of strategies for 

improved agri cultural and rural development (ECA, 2009). 

More than 85% of the Eth iopian popu lation , residing in the rural a rea, is engaged in agricultural 

production as a major means of livelihood. The Ethiopia government strategy of Agriculture 

Deve lopment Led Industrialization (ADLI), as formulated in 1994, v iews agriculture as the 

r:irivin g force of the economy, and encourages for investment in agri cu lture as both a motor for 

econom ic growth and a means of ensuring household and national food secu ri ty (PASDEP, 

2005/06). The overa ll performance of Ethi opia 's econom y is highly influenced by the 

performance of the agricultural sector which itse l f is subj ected to vagari es of weather and re lated 

natural and synthetic factors. Ever-increasing population pressure coupled with declining land 

holding sizes and natural resource degradations is leading to low level o f production to meet Ihe 

consumption requirement of the households in ra in dependent agricultural subsystem. North east 

part of Ethiopia is one o f the most degraded land, drought, and famine prone areas having hi gh 

popu lation density. In such areas, the Ethiopian government encourages promot ion of effective 

irrigat ion based agriculture in the national Plan of Great Transfo rm at ion Period (MoFED, 20 10). 

Vegetable prod uction is one of the most potential sub sector that provide multiple advantages in 

improv ing farmers ' income benefits and supporting loca l economies and national economies. 

Vegetab le sector presents growth opportuniti es for Eth iopia in term s of both the expand in g 

dom estic market and the regional and even European market, which is yet largely untapped. The 

sector provides business opportunit ies for al l actors in the va lue chains and it improves 

li velihood with potential of backward and forward businesses development. It a ll ows intensive 

production and increases smallholder participation. The poor fanners who produce vegetables 
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can benefit a lot and their li velihoods can be enhanced through the prov ision of cont inuous 
innovation processes of integrated vegetab le value chains (ECA, 2009) . 

Vegetable production in Ethiopia has shown faste r growth rate than the rest of crops categori es, 
however its contribution is sti ll insignificant (MOA, 2006, 2007). Eth iop ia had on ly 1.4 % of 
benefit out of the overall agricultural ex port val ue in the year 2006 and 2007 (ibid). Likewi se, 
WB (2004) showed that, Ethio pia 's total horticu ltura l export income in 2000 was about 2.8 
million USDs, which was onl y 2.2 percent of Kenya ' s export income from the same sub-sector 
in the same year. 

The domestic demand of vegetab le production is very hi gh, but the average consumption of 
vegetab le in Ethi op ia is arou nd 26.7kg/person/year (W HO, 2005), which is wel l far below the 
WHO-recommendations vegetab le intakes, 146 Kg/person/year. This implied that both th e 
domestic and export horti culture market of Ethiopia tends to be very weak. Small-sca le fanners 
produce the larger share of vegetab le production for domestic consumption and most 
vegetables are cu ltivated as an ann ual crop in most of the low land regions of the country 
(MOA,2009) . 

Amhara National Regiona l State is one of the regions of Ethiop ia hav ing good potent ial s of 
irri gation for vegetable production (CSA, 1994). Even though the region has an ample 
production potential and market access to the nearby reg ions, it had never reaped the 
opportuni ties of vegetab le production, as it would su ppose to be. Vegetable production is 
constrai ned by drou ght and market chall enges that reduced efficiencies of the subsector and 
farmers' income. 

Generally , to increas ing competiti ve participations of smallho lder producers in small- and 
medium-size irrigati on schemes, value chai n upgrad ing is the key element in creating effective 
forward and back ward integratio ns with loca l, national , regional and internati onal markets. 
Therefore, vegetab le va lue chain anal ys is is a criti ca l intervention point to readjust both value 
add ing and value redu cing activities of the subsector accord ingly. 
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1.2. Statement of the Problem 

Availab il ity of irrigat ion water, quality seeds and seedlings, pests and disease, and the 

peri shable nature of the product a ll limit the marketability of the products and constrain 

expansion of horticultural crops in the area. Horticulture marketing is a means of li velihood 

providing business opportunities for a ll actors in the market chain including the producers, 

brokerslcomm iss ion agents, transporters, traders, processors, and consumers . 

Un like grain markets, vegetables are more sensitive to the immediate lose unless they tend to 

be timely marketed. Vegetables are highl y perishables and susceptible to further loses. This 

implied that vegetable production alone is not sufficient unless it is attached to the string of 

functional market. In the absence of good market, farmers may sell their vegetab les at any 

bedrock prices that in turn open huge holes on their income and investment. This condition 

may work a ' down spiral effect' and discourage the subsector growth potential. 

Accordin g to Demelash Seifu (2003), majorities of the Ethiopian vegetable producer farmers in 

particular and other market actors in general are said to be low benefit earners due to several 

and networked constraints of production and marketing. Lack of organized input delivery 

system, trad itional tools and practice, absence of responsive technologies and ri sk of drought 

coupled with poor ri sk minimization strategies. These production constraints and marketing 

challenges reduce the performance of the sector significantly. Similarl y, Bezabih Emana and 

Hadera Gebremedhin, (2007) indicated that, though, horticulture production provides an 

opportunity for market integration for smallholder farmers in eastern Eth iopia, fa nners faced 

challenges of low output prices. 

The study area was not special for constraints of vegetable production and marketing. The 

Wereda was selected purposively for its high potentials of vegetab les production constrained 

with marketing challenges. The offic ial annual report of Kobo Woreda Agricultural and Rural 

Development office in 2008/09 and the diagnosis report of (SWI-IISA, 2007) indicated that, 

modern irrigation based vegetable production of the Wereda faces problems of market for 

produced vegetables. To the contrary, the Wereda has better location and infrastructural 

advantages than other Weredas. 
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Genera ll y, Bezabih Emana and Hadera Gebremedhin , (2007) and demelash Seifu, (2003) 

concluded that producers are in a disadvantageous position in terms of vegetab le marketing 

margin . However, the depths of farmers ' di sadvantageous pos ition in vegetab le marketing 

chains were not clearl y investi gated thoroughly. Both of the studies did not exam ine cost and 

benefit distributions in any of the marketing chai ns, therefore, it might be di fficult to ide nti fy 

c lear intervention points without indent ifying the degree of benefits acc rued between chain 

actors. Moreover, Demelash seifu (2003) focused on the general characteri stics o f vegetables 

production and marketing issues without di saggregating by crops and production seasons; 

hence, it lacked to address critical production and market constraints of speci fic crops over 

various production periods over a year. T he nature and context of actors' re lationshi ps may 

va ry on; types of vegetab le, product ion seasons, demand tests, market structures and degree of 

participations, soc ioeconom ic and biophys ica l environments. Such gaps were more seriously 

reflected in the study of Bezabi h Emana and !-ladera Gebremedhin (2007), in which the study 

was too aggregated under horti culture sub sector. 

The above di scussions provide us with basic and important Issues on the general level of 

agricultural production and marketing challenges. However, it has litt le or no efforts made so 

f'~lr to d isaggregate constra ints and detailed stud y of the forward and back ward interactions of 

value chain actors on a certain prod uct cases . Moreover, different products may have different 

marketing conditions in different localities and periods. There was a significant and clear 

methodological and scope differences between thi s study and the past studi es ( Demelash 

Seifu, 2003; Bezabih Emana and Hadera Gebremedhin 2007). The studies used a one-way 

market chai n/ supp ly chain approach to study marketing and producti on challenges. Besides, 

there was no any study conducted in vegetab le (tomato) va lue chai n showing cost benefi t 

distribution among major actors and its implications. 

Therefore, thi s study attempted to fill the gaps by using descriptive and survey research design 

with the support of Michel porter qualitative model of value chain ana lys is. The study tried to 

answer the nature of forward and backward linkages and in teractions among vegetable 

producers, traders, consumers, in put suppliers and service providers in vegetab le va lue chain 

and identify the major constraints, challenges and opportu niti es embod ied within the cha ins. 
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1.3. Objectives of the study 

1.3.1. General Objective 

The general objective of the study was to assess the nature of both forward and backward 

linkages and interactions among vegetabl e producers, traders and consumers, input suppliers 

and serv ice providers in vegetable value chain and to identify the major constraints, challenges, 

and opportun ities embodied with in the chains. 

1.3.2. Specific Objectives 

There were four specific objectives in the study: 

» To identify major actors, their roles and rel ationships in the tomato va lue chain. 

» To assess the flow of input and output in the value chain of tomato both in backward and 

forward linkages of the chains. 

» To assess income and cost d istributions among market actors in the tomato value chain. 

» To assess constrains and opportun iti es faced by the tomato value chain members. 

1.4. Significance of the Study 

The primary significance of the study is to actors who participate in the vegetabl e value chain 

system. By revea ling strengths and weaknesses, findings wil l help cha in stakeholders and po li cy­

makers to de lineate corrective measures. Moreover, it can also help to create a shared vis ion 

among cha in participants through maintaining or establi shing common goals and minimiz ing 

barriers of chains. Hence, actors may create harmonious and synergic relationships both 

between and among the vegetable value chain actors in forward and backward linkages . 

Particu larly, it will contribute a lot for the poor fanners in design ing and responding of potentia l 

cha ll enges and barriers of production and marketing. 

Though vegetab le value chain analysis is a newly introduced approach for Ethiopia, the output of 

th is study may serve as a supportive resource for further studi es of the academic ian world . 

Moreover, it will tri gger policy makers, service su ppliers and development agents to review, plan 

and execute effective deve lopment activities in add ress ing vegetable value reducing and 

maxim izing va lue-adding interventions under their local contexts. 
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1.5. Research Questions 

The study attempted to address the fo ll owing research questions. 

>- Whom are the stakeholders participating in the value chain and what are their roles? 

>- What is the nature of institutional mode of operat ion in the value chain? 

>- What is the nature of stakeholder relati onships in the va lue chain? 

>- What is the level and nature of income and cost distribution among cha in actors? 

>- What are the challenges and opportunities that exist in the value chain? 

>- What are the potential so lutions and strategi es for the value chain development? 

1.6. Methods of Data Collection and Analysis 

Th is section d iscusses methods of research design, sampling techn iques, data collecti on tools and 

analysis. 

1.6.1. Research design 

For the study, survey research design was employed to collect data from vegetable producers, 

wholesalers, retai tel's, rural dea lers & service providers, hence, household survey and market 

visits were conducted to co llect data using structured , semi structured and open ended 

questi onnaires. Besides, due to the complex nature of the va lue chain analys is, and to avoid 

biases, mixed methods such as, focu s group discussions, observations, key in fo rmant interviews, 

and informal di scuss ions were employed to co llect suffici ent data. To collect the data, cross 

sectional data co llection approach was employed and finall y the co ll ected data were ana lyzed in 

descript ive stati st ica l too ls, content analys is and interpretation methods, under the guide line of 

Michel Porter's qualitative value chain model. 

1.6.2. Sampling procedm"cs and techniqucs 

1. Population of the study 

Vegetable producer fanne rs 111 modern irrigation schemes (medium sca le), and major actors 

invo lved in vegetable value chain were the major focu s of the stud y. Therefore, participant actors 

like, producers, input suppliers, serv ice providers, rural assemblers, whole sellers and retail ers 

were included in the study as source of information and information tr iangul ation purposes. 
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2. Selection of irrigation scheme 

The study area was se lected purposefull y fo r two major reasons . Size & type of the scheme and 

the degree of vegetab le production were cons idered. I-Ience, Golina modern irrigation scheme 

was both the largest both in size of scheme and vegetab le product ion in general and tomato in 

particul ar. The scheme is 400 ha in size serving 1375 I-II-I s and found to be the onl y major 

tomato suppl y sources of the Wereda in particul ar and the region in genera l ( WoARD, 20 I 0). 

Moreover, Golina medium scale modern irrigation scheme was proposed by the local communi ty 

representatives and officers WoARD of Kobo based on the level of tomato production and 

market constraints. Tomato production & marketing is the most chall enging business than th e 

rest of vegetab le types, the scheme has hi gh tomato and onion production potenti al coupled with 

marketi ng challenges (SWHI SA, 2007; WoARD, 2009). 

3. Selection of respondent fanners 

Fo llowing to scheme selection, the document of water uni t association was used to select 

vegetab le producers fro m the total li sts of 1375 I-II-I s who have registered as beneficiaries of the 

scheme. Accord ingly, 60 Hl-l s were selected through simple random sampling techniq ue. 

4. Selection of respondents from Rural assemblers, wholesalers and retailers 

Since the universe is unknown, the samples were se lected by using a non-random sampling 

techn ique. Moreover, it was impractical to access a ll chains actors and traders eas il y in cross 

sectiona l due to the nature of business that traveler traders are engaged in . Hence, snow ball 

sampling technique was employed to se lect 18 vegetabl e wholesalers based on degree of 

participation, di stance factors and accessibility/availab ility. Likewise, 28 retailers were selected 

purposively from weekly loca l market centers. To add accuracy, various actors like local dea lers, 

key inform ants, offi cial experts and concerned bod ies provided relevant information. 

Generall y, the total respondent sample size was taken as 106 constituting; 60 vegetab le producer 

households se lected by si mple random sampling, 18 wholesalers and 28 retailers selected by 

purposive sampling techniques. Principally, the sample size required depends on the required 

precision, the variance of vari ab les among the total population, and the sampling technique. 
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However, in practica l terms, apart from the nature o f the value cha in study, th e sample s ize is 

often restricted by the amount of avai lable fund and time . 

1.6.3. Data collection, tools, and techniques 

Different mi xes o f tools and techniques were used to coll ect data a nd tri angulate inform ation. 

Data co llecti on tool s incl ude ; both structured and semi-structured, matri x & ratin g types, ranked/ 

ordin al open-ended sets of question s in questionna ire form s, and observations, key in formant 

interviews and focu s g roup di scussion were used to collect data on input system, production 

system, marketing system, services system , actors re lation s in the value chain s and cost-benefi t 

d istributions. 

1.4.3.1. Primary Data Collection 

A. Quantitative data collection using survey questionnaire 

1. Translation, pretest and ennmerator training 

The data co llection too ls were translated in to Amharic language version. The translated vers ion of 

questionnaires were pretested on the ground and modified accordingly. Then, ten enumerators were 

selected from the target localities based on their educational background and interest. The selected 

enumerators were trained fo r two days. On the fi rst day of the training, theoretical concepts were 

discussed on areas of how to co llect data, how to approach respondents and how to manage data. On the 

second day, enumerators were given practical skills on ground. Moreover, three local DAs and four 

researchers were included to fac ilitate the data collection processes smoothly and to capture their 

tech ni cal knowledge on various discipli nes. 

2. Data collection, Supervision and Monitoring 

The data were co llected through continuous fo llow up to correct unexpected cha lle nges/problems 

/gaps durin g the data coll ection time . Thi s enabled the researcher to make proacti ve and 

corrective measures . Through se lf-admin istration s, marketing data were co ll ected s ide by s ide 

from traders in weekly local market centers & farm gate market. Codin g of data was done both 

on the des igning stage of the questionnaire, and after data coll ecti on. Coded data were screened 

and transferred into SPSS 17 software package and exce l sheet. 
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B. Qualitative data collection 

1. Interview with Key informants 

To gather informat ion, checkli sts, semi structured and unstructured questionnaires were 

employed. Key in formants were se lected based on the requirements of re levant issues, their 

ex periences, responsibilities, and positions on some spec ific issues. Likewise, WUA leaders, 

input suppliers, Zonal and WoARD level concerned bodies and expel1s of diffe rent divi sions, 

KGVDP manager and technical experts, cooperative members, traders of Meke le and Kobo 

were in terviewed accordingly. 

2. Observations 

Observations were employed to gather more information that mi ght not be accessed through 

interpersonal communication. Observab le facts were gathered and recorded both by using 

digital and by taking note on a notebook. Field observations were made on; fann ers plol, 

irrigation canals, road networks, farm gate markets, week ly local markets and Vegetable 

markets of Mekele were inc luded. Hence, farm managements, harvest ing & transportation 

techniques, post harvest techniques, farm gate marketing activities like sort in g, grading & 

packaging were observed. Weekly visits were made to observe the cond itions of tomato 

marketing, the vo lume of suppl y and qualities, and marketing perfo rmances in week ly local 

market centers of Kobo, Alemata & around kobo . 

Focus group discussions 

Focus group di scuss ions were employed with five groups constituting participants of 10 tomato 

producers, eight loca l dealers, five Meke le traders, five Woreda of agri cultural office experts 

and eight committee of WUA members. Accordin gly, issues that had not been obtained through 

indiv idual approach were tri angulated . It helped the researcher to; get di sclosed ideas/issues 

which were vague or/and closed realiti es . The first focu s group discuss ion was made with 

tomato producers on areas of both potential chall enges encountered and so lutions taken on 

product ion, pre harvest ing, post harvesting and marketing stages . The second focus group 

discussion was conducted with loca l dea lers on the issues; their wo rki ng norms and roles, 

challenges they encountered and so lutions taken, desired and actual product quality, their 

relations with se ll ers and buyers, identification of large buyers and thei r roles in the market. 
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The third di scussion was made with Mekele traders on areas of mode of trad ing operation, 

chall enges and opportunities, relations and they have with prod ucers, local dealers and 

d istributors, between producers and related other issues. The remaining two discussions were 

made official experts and WUA focusing on areas of challenges and constraints encountered in 

various stages of va lue chains, like in service provision in input suppl y, in technical support, in 

train ing arrangements in linking producers with markets etc. 

1.4.3.2. Secondary data collection 

Both relevant quantitat ive and qual itative secondary data were co ll ected and rev iewed fo r the 

development of further anal yti ca l framework. Official reports, pub lished and unpu bli shed 

materials, proceedings, manuals, internet sources and others were used as major sources of 

secondary data. Data were gathered through the support of official letters to make smooth 

interactions with data providers. 

1.6.4. Data analysis 

The underl yi ng methodology to analyze vegetab le va lue chains was the Diagnosis Qualitat ive 

Model of Michael Porter' s value chain model. The model is a simple Cause and Effect 

relat ionshi p. Hence, the nature of backward and forwa rd relationshi ps of parti cipant actors, the 

physical fl ow of in put and output along the value chai n, the flow of services and sk ill s along the 

cha in, destination of sales, cost benefit distributions were analyzed through descriptive, content 

ana lyses and interpretative methods. SPSS 17 software and excel sheet were used to analyze the 

data. Besides, si mple cost benefit analys is of economics methods were employed to determine; 

costs of production and marketing, gross output va lues, net output values (gross output, minus 

input costs). 

1. Qnalitative data analysis 

Qualitati ve data were analyzed by using content, interpretative, cause and effect diagnosis 

methods. Content analysis was used as a major too l to avo id errors of misinterpretation and 

description of data. Unlike interpretative approach, through systematic procedure, qualitative 

individual responses were grouped & categori zed into quantitat ive for ms based on common 

theme patterns and analyzed quantitatively in content analys is. 
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2. Quantitative data analysis 

The collected quantitative data were ana lyzed by using stati stical tool s li ke; simple stati stical 

descriptive methods including; mean, median, mode and standard deviat ions. SPSS Version- 17 

was used to analyze data. Cost and benefit analys is was anal yzed by a simple economics 

ap proach of simple cost benefit anal ys is methods. The analyzed data are presented and 

summari zed by using tables, percentages and grap hs and frequency di stributions. 

1. 7. Scope of the study 

The geographi ca l scope of the stud y was limi ted to a single Woreda (Kobo), on one medium 

sized modern irrigation scheme (400 hal called Go lina. However, maximum efforts were made 

to collect data on the general vegetab le value chain system by incorporating major actors 

participating in the value chain . Hence, vegetab le traders of Kobo and its surroundings, and 

major buyers of Meke le vegetable traders were included. 

The content scope of the study covered; production coverage, pattern , potentia l and constraints 

of major crops were considered. However, due to the complex nature of va lue chain research, 

due emphasis was g iven to tomato subsector to make detail invest igations on production, input 

and out flo ws, cost and benefi t di stributions, service provisions, actors re lat ions and constraints 

and opportun ities of the sub sector va lue chain . The type of crop was limited to tomato, because, 

it is the major perishable crop that has hi gh potential constraints throughout the cha ins. Hence, it 

seeks in depth and focused attention than other crops do. 

Attempting to anal yze the entire va lue of the commod ity is an imposs ible action g iven th e 

lim ited resources and human skill. Th us, the study focused on detail anal ysis of tomato va lue 

chins with due em phasis on major channe ls. 

1.8. Limitations of the Study 

Value chain approach is a newly introduced approach, it was introduced in 1987 to the world by 

Michel Porter, and in 2007 by Netherlands Development organization (SN V) to Eth iop ia 

(Wi lh elm Elfring, Yohannes Agonafi r, (2005). In Ethiop ian context, the approach is still very 

yo ung; as a result, there are not sufficient and relevant supportive references so far. 

Methodolog ically, the approach is lim ited to qualitative mode l until now. In real li fe, it is 

imposs ible to isolate some causal mechani sms and factors. It is also diffi cult to avoid unwan ted 
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interferences or circumstances that are likely to affect the nature of your observations and 

measurements. Data on cost of production and other transaction costs were insufficient, however, 

systematically, effort s were made to coll ect and tri angulate such data and map cost-benefi t 

distributions descriptively. 

The time and financial limit as factors squeezed the chance to include other areas of vegetab le 

production, marketing and its implication to the case of the study area. Despite such lim itations, 

maximum efforts were made to fill such gaps and to search advantage points of intervention. 

1.9. Organization of the Report 

The report is organi zed in to three chapters. Chapter II describes li terature parts focusin g on 

operational defin itions, value chai n concepts & conceptual framework , overview of Ethiopian 

Vegetable sub sector and ends with empirical evidences of the value chain concept. Chapter III 

prov ides certain highlights of demograph ic, agI'o climatic and irri gation potenti al and status of 

the background of the study area including the target scheme. Finally, Chapter IV shows the 

result and di scuss ion parts on vegetable val ue chain , whi ch descri bes; soc ioeconomic and 

demograph ic characteri st ics of producers, vegetab le production and marketing, in put and service 

provisions, ro les and relationships of major val ue chain actors. Vegetables production covering 

farmin g systems, type of vegetable crops produced, and inputs used, production level, pre and 

post harvest techniques . Vegetable marketing functions covering market centers, market 

structures, marketing channel, facilities/infrastructure, constraints and opportun ities for vegetabl e 

market ing including the prices of vegetables are di scussed. Fi nall y its shows the cost an d benefit 

d istributions across chains and ends with final concl usion and recolllmendations. 
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Chapter II: Vegetable Value chain Analysis: Reviewing the Literature 

This chapter begins with de finitions and operational terms that can be appli ed in the rest of 

literature bodies and in the final discussions of the report. Following to thi s the theoretical body 

of knowledge on va lue cha in is discussed thoroughly. The conceptua l framework , importance, 

analytical too ls, approaches and other related components orthe va lue chain system is presented. 

Fo ll owing to thi s, the context of Ethiopian vegetable sub sector and value chain status are 

highlighted. Finally, different empirical ev idences are presented to show the relevance of the 

value chain approach. 

2.1. Operational definitions in vegetable value chain analysis 

2.1.1. Definitions of value chain and Value chain analysis 

Va lue chain : defined as a set of va lue adding activities through which a product passes fro m the 

des ign to the consumpt ion stages. The approach presented in this paper is attempt to combine the 

strengths of va lue cha in analysis with the promotion of sustainable, market-based so lutions that 

respond to the recurrent needs of micro, small , and medium scale enterpri se (MSME). 

The primary focus in val ue chai ns is on the benefits that accrue to customers, the interdependent 

processes th at generate va lue and the resu lting demand and funds flo ws that are created. 

Value chain analysis: has a diversified type of importance. It is useful to understand problems 

of production, market access, chall enges and opportunities of markets, di stribution of ga ins along 

the chain , to find "Leverage" points for policy and organizing initiatives, to identify funnel s for 

technical assistance (Porter, 1987). 

2.1.2. Types of Actors involved in a vegetable value chain 

Input Traders: Large traders, generall y who lesa les, of inputs. 

Input Retailers: Genera lly the small traders particu larly in the di strict towns or remote areas 

retailing inputs of the producers. They generally buy the ir inputs from the wholesalers 

Vegetable Producers: Farmers engaged in production of vegetable, in thi s case it refers those 

small-sca le fanners in modern irrigation schemes. They are important participants in the value 

chain since they ensure the com monl y is available for the initi al transacti on to take place. The 
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smallholder producers do not have good marketing strateg ies for their produce as they wa it for 

traders to go and buy the commodity at farm gate . 

Agents/brokers-Intermediaries: The interm ed iaries or rura l traders are in volved in ru ral 

purchases and transportation arrangements and sa les at the termina l markets or di stribution 

points. 

Local Trader: Local traders are d irectl y invo lved in buy ing and se lling tomatoes from 

different remote di strict towns or markets and se ll s to the wholesalers at a profit. They often 

work as a commission ing agent of the large wholesaler or exporters. 

Transporters: They facilitate the movement of the commodity from the production point to 

the consumption end. Transporters playa key ro le in moving the produce from rural to urban 

markets due to the wide variation in agro-ecological zones and geographical d istribution of 

horticultural produce. 

Wholesalers: These are the individuals found at the market place dea ling with bulk quantiti es 

of produce. Who lesa lers deal with large vo lume of products through either local traders or 

farmers. They invest and transact large amount of money in thei r business and often control the 

market price. The wholesa lers sel l the produce to the retail ers who then sell to consumers. 

Their main buyers are retail ers, institutions and processors : 

Retailers: Comparatively, small business traders buy and sale tomatoes in relati vel y small er 

quantity and sell s directly to the end user. The retai ler's stock very small quant ities of the 

commodity, mainl y due to hi gh cost and limited demand among the users. The un its of 

measure at the reta il point vary depending on the c li ents and the quantities the reta ilers are ab le 

to afford. The main buyers from reta il ers include individual households, hote li ers and 

institutions dea ling in relati vely small quantities. 

Trader/Exporter: These are large traders mostly workin g for large fo rward markets. 

They may obta in their products from the wholesalers, fa nners or loca l traders and even through 

their Owen comm iss ioning agents to co llect desired quantiti es of products. These traders o ften 

work as exporters, se ll directly to foreign market traders, and play the role as comm ission agent 

for other fo rward markets 
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Consumers: Different types of consumers are served through different market channels. The 

consumers in the domestic market and regional market are served by var ious channe ls 

depending on the type of commodity, the location (urban verses rural) and wealth status Ui·om 

slum resident to up-class hotel guests) of the consumer. 

2.1.3. Vegetable Product Characteristics 

Product: the core output (either a service or a manufactured good) produced by a firm . Da Sili va 

(2005) emphasized the importance of product tra its in his review of the growin g ro le of 

contracting in agro- food systems. As noted by Da Si li va, peri shab le products require carefu l 

hand I ing and synchronization of production, transportation and process ing. 

Perish ability: Vegetables are hi ghl y peri shable, as the result, they must be so ld ri ght after 

harvest, and continued throughout the process unti l they are consumed. For thi s purpose 

elaborated and extens ive marketing channels, faci li ti es and equipments are vita l. Se llers might 

have little market power in determining a price. The urgent, informa l marketing processes often 

leads to disputes between buyers and sellers of fresh fruits and vegetables. 

Seasonality: vegetables have seasonal production d irectly influencing their marketing. Normall y 

they have lim ited period of harvest and more or less a year round demand. In fact, in some cases 

the cu ltural and religious set up of the society also matter demand to be seasonal. Thi s 

seasonality also worsened by lack of fac iliti es to store. 

Product Quality: qua li ty of fresh-cut vegetable products IS a combination of attributes, 

properties, or characteristics that determine their value to the consumer. Quali ty parameters 

include appearance, texture, flavor, and nutritive value. Consumers judge quality of fresh 

vegetables based on; appearance and freshness ("best if used by date") at the time of purchase. 

However, subsequent purchases depend upon the consumer's satisfaction in terms of textura l and 

flavor (eating) quality of the product. Consumers are also interested in the nutritional qua li ty and 

safety of fresh-cut products. Quality of the intact vegetab le depends upon the cu lti var, pre 

harvest cul tura l practices and climatic conditions, and time between harvest and harvest ing 

method. Handling procedures, condi tions, and time between harvest and preparat ion as a fresh­

cut fruits and subseq uent handling cond itions (packaging, speed of cooling, maintaining 
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optimum ranges of temperature and relevant hum idity, expected marketing, and proper sanitati on 

procedures) . 

2.2. Theoretical literature: Value chain Analysis 

The underl ying methodology to ana lyze vegetable value chains was the Diagnosis Qualitative 

Model of Michael Porter's value chain model. The model is a simple Cause and Effect 

relationship. Porter (1985) indicates that value can be created by di fferentiation along every step 

of the value chain , through act ivities resulting in products and services that lower buyers' costs 

or raise buyers' performance. In much of the food production and distribution value chain, the 

value creation process has focused on commodities with relati ve ly generi c characterist ics, 

creating relatively thin profi t margins. Porter distinguishes between primary activities and 

support act ivities. Primary acti vities are directly concerned with the creation or delivery of a 

product or service. 

They can be grouped into live malll areas: inbound logistics, operations, outbo und logistics, 

marketing and sales, and service. Each of these primary activities is linked to support activities, 

which help to improve their effectiveness or efficiency . Secondary acti vities are supportive 

service provisions that facilitate the effic iencies of primary acti vities. Profi t margin impl ies that 

the chain actors rea lize a profit margin that depends on the ir ability to manage the linkages 

between all activ ities in the value chain. The model enab le us to go beyond mere fin ger pointing 

and understanding of core transactions within the chain: it needs to identify the underlying 

system ic causes of bott lenecks in the chain. 

Figure 2.1: the basic model of Porter's Value Chain 
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2.2.2 Types of Value Chain 

Accordin g to Kaplinsky, (2000), the type of va lue chains can be categorized in to three, namely; 

Simple va lue cha in , extended value chain and one or many va lue chain types. 

1. The simple va lue chain 

The va lue chain describes the full range of activities, which are required to bring a product or 

service from conception, throu gh the d ifferent phases of production (invo lving a comb ination of 

phys ica l transformation and the input of various prod ucer services), delivery to final consumers, 

and final disposa l after use. From th is, production per se is on ly one of a number of va lue added 

links. 

2. The extend va lue chain 

In the real worl d, of course, va lue chains are much more complex than th is. For one th ing, there 

tend to be many more li nks in the chain. In addition to the manifo ld links in a va lue chain , 

typica ll y intermed iary producers in a p3lticular va lue cha in many feed into a number of different 

va lue chains. In some cases, these a lternative value chains may absorb on ly a sma ll share of their 

output; in other cases, there may be an equa l spread of customers. 

2.2.3. Strategic Approaches to national value chain development 

There are three poss ible strateg ic approaches for promoting value cha ins: (a) comprehens ive 

plann ing approach; (b) participatory workshop- centered- tools approach; and (c) incentives for 

private -sector-driven proj ects approach (Altenburg, 2007). Accord ing to A ltenburg (2007), there 

are five major drivers in va lue chain development, name ly, system effic iency, product qua lity, 

product differentiation , soc ial environmenta l standards and enabling business env ironment. 

2.2.4. Innovations and upgrading of Value chains 

Innovation in itse lf may not be adequate. If the rate of innovat ion is lower than that of 

competitors, thi s may resu lt in declining va lue added and market shares. Thus innovation has to 

be placed in a re lative context- how fast compared to compet itors-and thi s is a process, which 
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can be referred to as one of upgrad in g (as distinct from innovati on) ex plicitly recogni zes relati ve 

endowments, and hence the ex istence of rent ( Dolan etal, 200). 

Process upgrading: increasingly the efficiency of internal processes such that these are 

signifi cantl y bette r than those of rival s, both within individual links in the chain(fo r example, 

increased inventory turns, lower scarp), and between the chain ( for example, more frequent , 

sma ller and on-ti mer deliveries) 

Product upgrading: introducing new products or improving old products faster than ri val s. Thi s 

invo lves changing new product development processes both within individ ual links in the value 

chain and in the relationship between di fferent chain I inks. 

Functional upgrading: increasing value added by changing the mi x o f activiti es conducting 

within the firm ( for example, taking responsi ble for , or outsourcing accounting, logistics and 

quality functions or moving the locus of activities to different links in the value chain ( for 

example from manufacturing to des ign) 

C hain upgrading is the moving to a new value chai n (for example, moving from ex porting 

fresh tomato to exporting processed tomato products) . 

2.2.5. Barriers to cntry and governance of value chain 

2.2.5.1. Barriers to entl-y, Rent a nd Governance of value chain: 

Barriers to entry and rent: Essenti a ll y, the primary returns accrue to those parti es who are able to 

protect themselves fro m competition. This ab ility to insulate activities can be encapsulated by the 

concept of rent, which ari ses from the possess ion of scarce attributes and involves barri ers to 

entry. There is a vari ety of forms of rent. The focus of much of the literature, entrepreneurial 

energies and government po li cies is on what is call ed economic rents . Consequently, it is 

sometimes argued that the primary economic rents in the chain of production are increasingly to 

be found in areas outside of production , such as des ign, branding and marketing. Yet, thi s is too 

simple a conclusion, since even within production some activiti es in vo lve greater barriers to 

entry. The pervas ive trend is towards control over di sembodied activi ties in the va lue chain. 

Governance: A second consideration which helps to transform the value chain an heuristic to an 

analyt ical concepts is that the various activ iti es it the chain- within firm s and in the div ision of 
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labor between firm s- are subject to what Gereffi has termed 'governance ' exp la ined by 

Kaplini sky ,(2000). Value chains are governed when parameters requirin g product, process, and 

logisti c qualification are set which have consequences up or down the val ue chain encompass in g 

bundles of acti v iti es, actors, roles, and function s. 

2.2. 5.2. Equity issues and cost benefit distributions in value chains 

Accord in g to Donal and eta l (2000), Value chain analysis can help to expla in thi s growin g 

di sj uncture between the spread of activities and incomes, particularly in a dynami c perspective. 

The key to understand ing di str ibutional outcomes is to be found in a focus on the incomes, which 

are sustained in different parts of the chain, rather than on profits. We need to focus on the value 

added (that is output value minus input costs) rather than the gross va lue of sales/exports in each 

link of the va lue chain . Value chain analysis provides a direct line of entry into identi fy in g th e 

nature and extent of thi s barr ier to entry along the chain. However, the d istinct ion between 

determinants to barriers to entry, which are endogenous and exogenous to the chain , is not as 

clear as it might seem. 

There are two potential equity Issues with va lue chain processes. The first concerns the 

distribution of rents in vertica ll y coordinated food suppl y chains. The second concerns the 

partic ipation and exclusion of smallholders and poorer fanners in contract fanning. Value chain 

has the potent ia l to affect the way of income di stribution with in rural economy and can 

exacerbate to ex ist ing patterns of econom ic stratification CDa si Iva, 2005). 

Simple economic cost benefit distribution: A Simple economic cost benefit di stribution 

between chain helps to identify the nature of benefit & cost asymmetry in the value chain . Cost 

ca lcu lation is the way to calculate the total costs of mak ing and selling a product 01' providing a 

service. Costing helps to; set prices contro l and red uce costs, plan & make better decisions. Steps 

to calcul ate costs include; Ident ify cost components, systemati ze costs, Ca lculate variable costs, 

Ca lculate fi xed costs, and finall y Calculate total costs pel' unit. Production cost includes; 

manpower, raw materials, transpo rt, rent, et, equipment and too ls, and others; Marketing costs; 

production loses, cost of promotion, commissions, Costs of packaging, transport and marketin g 

arrangements etc and Finance costs; interest, taxes, fees. Fina ll y profit is ca lculated by a s im ple 

econom ics model, Profit ~ revenue - cost. Estimation of typical volumes and values of prod uct 
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sold ; quality preference in terms of variety, appearance, size, taste, pack ing, gradin g; post­

harvest practices, shelf life, storage opportunities; differences in demand acco rdi ng to time of 

yea r, day of the week and whether. Identificati on of different marketing channels fo r major 

produ cts and their relative importance; who the important businesses in vo lved in agri cultural 

marketing are and how/where they can be make transactions, how they like to do business with 

farm ers and the ir trading and business interests. Such important information needed to build up 

knowledge about the crops and other agricultural products and to be able to ca lculate the costs 

and possible returns across major channels. 

In a Val ue Chai n marketing system, farmers are linked to the needs of consumers, working 

close ly with suppli ers and processors to produce th e specific goods required by consumers. 

Us ing thi s approach, and through continuous innovat ion and feedback between different stages 

a long the va lue chain, the farmer's market power and profitab ility can be enhanced. Rather than 

focusing profits on one o r two links, players at a ll leve ls of the value chain can benefit. 

F igure 2.2: Conceptual framework of vegetable value chain 

S ..... lc:e proY1der. ' 

(Source: adapted from world report fa ll (2006), 2010) 
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Agricultural transformation should be broad based , starting from productivi ty improvements and 

encompassing the upgrading of infrastructlll'e and auxi li ary serv ices and industries throu ghout 

the value chai n of strategic commod ities, Macroeconomic conditions, policies, laws, standards, 
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regulations and institutional support services (com munications, research, innovation, finance, 

etc.) which form the chain environment - are a lso important elements affect ing the performance 

of va lue cha ins. As pointed out earlier, value chains are entrenched in broader production system 

contexts and are affected by a wide range of po li cies. 

Vegetable value chain encompass activities that take place at the farm or rural level, 

including input supply, vegetable production, and continue through post harvest 

handling, Sorting, grading, packaging, transporting, storage & distribution . As products 

move success ively through the various stages, transactions take place between multiple 

chain stakeholders, money changes hands, information is exchanged and value is 

progressively added and distributed across chains . 

The nature of horizontal & vert ica l coordination, between & within chains is the determinant 

factor that determ ines the performances of the value chain system. Hence, assess ing the nature of 

chains, their rol es & responsibilities could be one of the critical areas of in vestigations. 

The nature of services provisions on improved production process like; improved rarming 

techniques; use of appropriate doses of fertili zer and pesticide; soil , fertili zer and pest 

management; quality seed production, preservation and use; improved harvest ing and post 

harvesting techniques (i nclud ing sorting, grading, pack ing and arrangement for safe 

transportation), determines the performance of production . Likewise, the leve l of service 

provi sion for market development including marketing information, fi nancing, infrastructures, 

market regulation & subsidi zed trade promotion influences the nature of market perfo rm ance, 

hence the assessment of cost of producti on, marketing & di stributions is found to be critical 

interventi on to improve vegetable va lue chain . 

2.3. Overview of the Ethiopian vegetable snb sector 

Vegetable cultivation is certainly not a new activity in Ethiopia as the product ion of horticultural 

crops has been undertaken for decades. There are numerous small producers growing a small 

range of vegetables for the loca l and regional export market. The sector comprises large state 

fa rms supplying fruits and vegetables to the local market and for exports. However, a few private 

companies invo lved in the commercial production of vegetables and vegetab les for export trade 

(tomatoes, strawberries, fresh herbs). The tota l area under fruit and vegetab le cul tivat ion 
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(including potatoes and other roots and tuber crops) in Ethiopia amounts to around 800 thousand 

ha which accounts for around 5% of the total land under cultivation (MoA, 2007). 

Small-scale farmers mainly produce the fresh onions, tomatoes, cabbage and potatoes for exports 

to Djibouti and from there to Saudi Arabia, Yemen and other Middle East destinations. Due to a 

general lack of care and proper facilitates during transport however, produce often arrives in 

poor condition. Over the last two decades, the volume of export has not shown a clearly 

discernible and sustainable positive trend, except for a sharp rise in the second half ofthe 1990s ( 

Tesfaye Zegaye, 2003). Also some of the large state farms , i.e. Upper Awash Agro-Industry 

Enterprise near Wonji and the Horticulture Development Enterprise near Ziway, sometimes 

produce and transport the produce directly by state owned trucks and trains to the international 

harbor in neighboring Djibouti (Frank .1,2007). 

2.3.2. Tomato production in Ethiopia 

Tomato is one of the most widely world crops in the cultivated crops in the world. It is an 

important source of vitamins and an important cash crop for smallholders and medium- scale 

commercial farmers. The bulk of tomato production is concentrated in the Central Rift Valleys 

however; there are favorable growing pockets in different parts of the country. Farmers are 

interested in tomato production more than any other vegetables for its multiple harvests potential 

of year round production, which result in high profit per unit area (Lemma Desalegn, 2002) . 

Table 2.1: Characteristics of the released tomato cultivars 

Cultivars Growth habit Fruit shape Fruit size (g) Maturity (days) Research yield q/ha 

Chali Short Square 80-85 80-90 431 
Cachoro Short Oblong 70-76 80-90 463 
Miya Tall Plum 90-97 82-90 471 
Fctane Short Cylindrical 110-120 75-8 0 454 
Bishola Short Slightly cylindrical 140-150 85-90 340 
Eshetc Tall Slightly flatten 130-140 75-80 394 
Metade Semi-tall Slightly flatten 190-100 75-80 345 
MelkaShola Short. Cylindrical 60-70 100-120 430 
MelkaSalsa Short set Pear 40-50 100-110 450 
Sirinka Tall set Round I 60-65 95-100 382 
Wayno Short set Oval 40-50 85-90 249 

(Source: MoA, 2009) 
According to MoA, (2009) , tomato (Lycopersicol1 esculul1lum Mill) is one of the most important 

and widely grown vegetable in Ethiopia. It is produced in altitudes between 700 and 2000, which 

is characterized as warm and dry day and cooler night, are favorable for optimum growth and 
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development of tomatoes. Tomato is widely produced under irrigation. Product ion in the rain y 

season is also poss ible, but need intensive pest management. The bulk of tomato production is 

concentrated in the Central Rift Val leys however; there are favorable growing pockets different 

parts of the country (MoA, 2009). Tomato research in Ethiopia was started in mid 1960s to 

address various production constraints (Lemma Desalegn, 2002) . 

2.3.3. Trade balances of tomato and tomato processed prodncts 

The follow ing figure indicated that Ethiopia is both exported and im porter of tomato processed 

products. However, the export trend shows an increasing trend, hence expansion of agro­

processing industry can play vital role for both domestic and export markets. 

F ignre 2.3: Tomato prodncts trade balance of Ethiopia (1997-2009) 
,.-------------------------- -- ---
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(Source: Raw data of Ethiopian Custom Authority, 20 I 0) 

Fresh, processing and cherry types are produced in the country. Small -sca le fanner produces the 

bu lk of fresh market tomatoes. Process ing types are main ly produced in large-sca le horticultural 

farms. It is an important cash-generating crop to small-scale farmers and provides employment in 

the production and processing industries. It is also important source of vitamin A and C as well 

as minerals. Farmers are interested in tomato production more than any other vegetables for its 

multiple harvests potential of year round production, which results in high profit per unit area. 

The fresh produces is sliced and used as salad. It is al so cooked for making local sauce. The 

processed products such as tomato paste, tomato juice, tomato ketchup and whole pee l-tomato 

are produced for local market and export. Recently tomato is recogn ized for treating va rious 

human di seases. 

2.3.3 Status of Value chain Approach in Ethiopia 

SNV Ethi op ia is using va lue chain analysis to understand how farmers are interlin ked with other 

actors, and to identi fy capac ities of key actors that req uire strengthening, Netherlands 

Development organ ization (SNV) Ethiopia has adopted value chain as a framework for its work 
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in various production chains, including those for honey, mil k, oi lseed and frui t. For each chai n, 

SNY brings together key actors to create a multi - stakeholder platform . The members may 

include representatives of the private sector (i nput suppliers and processors), producer 

associations, government programs, as well as potential investors 

(www.snvworld .org/en/countries/ethiopia). The value chain approach in vo lves a combination of 

desk research, market analysis and fi eld studies in which all actors in the cha in , both direct and 

indirect, are interviewed , so that they are a ll able to contribute to the larger picture. 

2.4 Empirical Literature Review 

2.4.1. Small scale farmer participation in agro-food value chain: H onduras 

To anal yze the role of transaction costs and collective in the deci sion of Honduran small -scale 

farmers whether to suppl y the FFY, a survey of participant and non-parti cipant fa rmers was 

carried out over the period April to June 2005(Syde etal, 2009). This was in formed by a 

qual itative research phase during the period September 2004 to December 2004, which 

included in-depth interv iews with small -sca le producers, supermarkets, market intermediaries 

and so forth. The study exp lored the ro le of transaction costs and co ll ecti ve action in shaping 

small-sca le fanner partic ipation in the fresh fr uits and vegetable (FFY) supply chain to 

supermarkets (SSC) in Honduras. Transaction costs and co llective action are found to be 

signifi cant in determin ing farmer participation in the SSe. Contrary to the findings of othe r 

stud ies, human capital and farm characteri stic variab les are not significant, suggesting that 

small -sca le farmers can be included in new supply chains under certa in conditions, espec iall y 

if incentives to farmers, trust-based relationshi ps between buyers and sellers, ri sk reduction 

practices and new forms of collective action are put in place. 

2.4.2 Coordination and Distribution along commodity Value Chain : FAO case studies 

Between 2000 and 2005 , FAO conducted a seri es of case studies and regional workshops on 

agribusiness development and farm-agribusiness linkages. While these cases main ly focused on 

fa rm agribu siness development and business linkages were covered in the case studies and 

regional workshops. The Work in Africa began in 2002 with preparation of five case studies 

coverin g th ree or four agribusiness models in each of Kenya, South Africa, Uganda, Ghana and 

N igeria. The purpose of the consultat ion was to identi fy opportuniti es for strengthening fa rm-
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agribusiness linkages, and identify poss ible acti ons to be implemented by government 

institutions, pri vate sector organi zati onal and NGOs. Generall y, the FAO case studies and 

consultations on farm- agribusiness linkages point to a number of issues th at are likely to affect 

contracting a ll leve ls of value chains. One of the most important issues is to clarify stakeholder 

perceived advantages of linkages and contracts. Case studies and consultations indicate that 

attention is required to create enabling environments these are; fac ilitation and linkage programs, 

strengthening of fanner and professional organi zations, and building technica l and management 

skill s can all play important ro les in reinforcing business linkages. 

2.4.3. Workshop on Value Chain Development: Egypt 

Project name is 'Ethiopia Four Thousand Tons per Day: A Global Deve lopment Alli ance with 

the Heinz Group ' represented in Egypt. 

The Four Thousand Tons per Day program is a market-driven horticultural va lue-chain program, 

anchored by Heinz and its intent to enhance its current tomato processing capac ity in Egypt fro m 

75 0 MT per day to 4,000 MT in fi ve years. The program is strengthening hori zontal and vertical 

linkages to achieve higher level s of producti vity and quality in the horti cultural chain by I) 

transferrin g appropri ate technologies and best practices to smallholders, 2) encouraging 

information fl ows and partnerships to increase coordination along the horticulture va lue chain, 

and 3) facil itating development of commercial business service prov iders in production, post­

harvest and marketing. 

During the five-year timeframe, the program will build the capacity of 8,000 smallho lder fa rmers 

to profi tably serve as re liable suppli ers by increas ing farmer organi zati on, improvi ng product 

quality and quantity through extensive training in good agri cultural practi ces and targeted on­

farm support, and deve loping sustainable linkages to the market and support services. Increases 

in production will tri gger a series of investments by Heinz in process ing facilities and fac ility 

upgrades in Egypt. Production planning, post harvest, and marketing services will be transferred 

to smallholders producing hi gh value horti culture crops for export, grown in rotation with 

tomatoes. Key challenges inc lude mobil izing and training 8,000 fanners in GA P certificati on and 

crop-specific production practices; facilitating a successful and long-term relationship between 

the farmers and Heinz processors through contract sales of process tomatoes; and integrating 
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production planning and market inte lli gence into fanner decisions 111 growing and marketing 

hi gh val ue horticulture for export. 

2.4.4. Changes in response to integrated interventions in the value chain of vegetables: The 

case of Atsbi-womberta district of T igl'ay Region, northern Ethiopia 

With irrigated vegetab les deve lopment, interventions on the uses of improved inputs such as 

water lifting dev ices; vari eties; on-farm water, nutri ent and pest management, and access to 

credit and market in fo rm at ion were introduced in Atsbi-Womberta di stri ct, Ethiop ia. Bes ides, 

skill and uptake capac ity of vegetable growers, extension service prov iders and vegetab le traders 

were improved accord ingly. The response to the integrated interventions in the val ue chain of 

vegetab les indicated that the total annual income increased from less than 16,733 in 2000 to 

more than 3.0 milli on US D in 2008 . Simultaneously, benefici ari es increased by 82% whil e 

irri gated vegeta ble coverage by 87%. These successful changes in income attr ibuted to im proved 

capacity of a'ctors to manage irrigated vegetables effec ti ve ly in response to emerging 

opportun ities and challenges incl uding shifts in irrigated crop choices in rep ly to nutr ient min ing, 

pest load and market demand. Hence, the introduction of highland pulses in rotati on wi th 

vegetab le successfull y breaks the pest load and increase soil fe rtil ity while simultaneously 

generating hi gh income. Moreover, the presence of attractive market fo r vegetab les and 

alternative crops tri ggers the expansion of water harvesting and ut ilization, increased crop 

diversifi cation and sharpened the choice of marketab le crops to optimize income. 

2.4.5. Value chaiu management and poverty Alleviation in rural areas: Project Experience 

of Ky rgyzstan, 2005 

Thi s report rev iews the status of va lue chain management in the Kyrgyz agricul ture sector and 

works out recommendations fo r how to proceed in the development of agricul tural va lue chai ns 

in Kyrgyzstan so that the poorest fanners are not exc luded. With 53% of the employed Kyrgyz 

population in vo lved in fannin g, and a large proporti on or those engaged in subsistence farmin g, 

investi gat ing methods for linking small farmers to markets and ensuring sustainab le bus iness 

development fo r processors and traders addresses rural poverty. A rati onale for value chain 

development is based on the authors' ex peri ence in local market development in Kyrgyzstan, 

The authors have observed that loca l producers face a lack of access to potentia l markets fo r 
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several reasons : I) lack o f trust and unstable relati onships between producers and potential 

buyers, 2) lack of re liable in fo rmation about markets and financia l reso urces, 3) small production 

vo lume, es pec ia ll y in the south where land is scarce, 4) lack o f qua li ty seeds and fe rtili zers, and 

5) lack of mechani zati on. The report builds on project experi ence to offer several 

recommendati ons to other practiti oners who are inte rested in pursuin g loca l market development 

using the value cha in approach. 
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Chapter III: Back ground of the study area 

3.1. Demographic Characteristics 

CSA, (2007), indicated that, Kobo Wereda has an estimated total popu lation of 247, 672 

constituting 123, 595 and 124,077 were male and female respectively. Out of the total 

population , 20.15% live in urban, which is by far greater than the Zonal average of 8.9%. Kobo 

has a population dens ity of 127.6 people per square kilometer, which is greater th an the zona l 

average of 105.59 (CSA, 2007) . 

3.2. Geographical location 

Kobo is one of the 11 4 Wereda of Amhara regional states of Ethiopia, located in northeast corner 

of north Wollo zone. Kobo Wereda boarded; on the south by Logya River which separates the 

Wereda from Habru and Gubalafto, on the west by Gidan Wereda and on the north and east by 

the Afar regional state. Kobo Wereda is divided in to 32 peasant associations and 4 towns 

including the town of the Wereda administrative center ( WoARD, 2009) . 

3.3. Agro climatic condition 

According to WoARD report, (2009), the agro climatic feature of the Wereda is inclined to be 

tropica l as 7.9, 37 .2 and 54.9% are Dega, Woinadega and Ko la respectively. As described by the 

report of WoARD, 65% is plain whi le the rest 20, 6, 5 and 4% are mountainous, ru gged, gorges 

and swampy. 

Kobo is characteri zed by low and errat ic rainfall with mean annua l rainfall of 577.33 mm. 

Compared to other Wereda of the zone, Kobo Wereda has relatively hot climate, it has mean 

annual temperature of 23. lc.The land escape of the Wereda is characterized by a broad fertile 

plain which is separated frol11 low lands of the Afar region by the Nob le mountains, wh ich are 

over 2000m high. In general , the altitude of Kobo ranges from 1100 meters on the plains to 

slightl y more than 3000 meters above sea level, along the border with Gidan. 

The rainfall is erratic, unreli able and low. However, its di stribution is bimodal. The first and 

short rains or ' Belg' season rains fall from March to May and the second major rains or 'Meher' 

season rains fall from July to September. The who le rain however, is hi ghl y va ri able from year to 

yea r and less adequate in amount to support the growing period. 
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Frequent dry spell s and droughts exacerbate the incidence of crop fa ilure and hence food 

insecurity and poverty. Kobo wereda of North Wollo administrative zone is among parts 0 f the 

Am hara National Regional State (ANRS) with food insecurity and vulnerable society for fam ine. 

Given the amount of water ava ilable, even whil e passing through the semi -ar id , arid , and desert 

areas, it is evident that the promotion of water development technologies, especially irrigation , at 

both small and large-scales, can provide an opportunity to improve the productivity of land and 

labor and increase production vo lumes. As Kobo is found in dry agro eco logy, water is a very 

important and cruci al resource. 

3.4. Irrigation Development in Kobo 

According to North Wollo Zonal Agricultural office (20 I 0), Kobo Woreda shares 43.74 % of the 

total 472927ha of irrigab le land of North Wollo, which is equivalent to 5.5% of the total irrigable 

land of the region. There are around 17, 000 ongo ing pressurized irrigation projects run by 

KGYDP in this Woreda and valley. However, the document indicated that di scuss ion with the 

regiona l government has been started to decide upon the conti nuation of the project. 

Among the major water sources of Kobo, Gol ina River is one of the largest rivers that have a 

potential to irrigate 10345.6, 6724.65 and 5172.8 ha of land in supplementary, primary and 

secondary irrigation periods respective ly. The river covers 10.75% of the total irrigab le land of 

the Woreda. According to Amhara water resource Bureau (2009), Golina River has II d iversions 

and two pumps irrigation structures having water sources of 12 rivers and I ground water. 

3.4.1. Golina irrigation scheme 

Go lina irrigation scheme is a medium scale ri ver divers ion irrigat ion scheme studi ed and 

des igned by Kobo Alamata Agricultural Development Proj ect in 1985 funded by (Eth io-Italy 

government and UNDP). The head work (wei r and delivery canal) construction started in 1986 

by Ethiopi an Water Works Constructi on Enterpri se, suspended for some years due to security 

problems and completed in 1998. The Ministry of Water Resource Development carried out 

design of the infrastructure and construction started in 1998 by a Chinese Construction Private 

Limited Company comp leted in 2000. Development was commenced in 200 I, dry season. It 

serves for 1,334 users with about 0.30 ha average irrigable land holding per farm household (Co­

SAERAR and CECE P.L.C. , 1999). 
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The project was planned to irrigate 400 ha. The diversion weir is located upstream of Golina 

bridge (bridge constructed on Addis Ababa to Mekelle road). The irrigable land is located 

immediately at the downstream of Aradom village on the left side of Golina River (Co­

SAERAR and CECE P.L.e., 1999). The Golina irrigation scheme in Kobo sub basin receives 

annual average rainfall of 610 mm. The mean annual maximum and minimum temperature are 

26.2 and 14.8 OC, respectively. Topographically, the command area is flat plain. The command 

area has good slope for surface irrigation. Vertisol (heavy black light black) is the dominant soil 

in the command area. In general, soils of the scheme area are considered productive with 

medium to very deep depth (Co-SAERAR and CECE P.L.C., 1999). 

Figure 3.1: Map of the study area 

Source: Adapted (Co-SAERAR, 1999) 
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Chapter IV: Result and Discussion 

This chapter presents the ana lytica l part of the study. There are fo ur main sections to meet the 

object ives of the study. The first section presents a summary of demographic and 

soc ioeconom ic characteristics. The second section present and di scusses analys is of 

product ion overages, patterns, mode of vegetab le productions and constraints, the nature of 

service prov isions, the ro le of vegetab le value chain actors in backward and forward 

interactions, the third section di scuss and analyzes the nature of value chain cannons including 

the cost and benefit distr ibution map. Finally, it ends up with conclusion and recommend ation. 

4.1 Demographic and socioeconomic characteristics 

This section presents the demographic and socioeconomic compositions of the study 

population including sex, age, marital status, re li gion , ethn ic composition, education level , 

wealth status and soc ial participation , family sizes, and labor profi les . 

4.1.1. Demographic characteristics 

Sex com position: 

Accord ing to Arado m (Kebe le 06) offi cial report of 20 I 0, the kebe le has 6 141 peop les 

constituting 32 148 ma les and 2893 females. Out of the total population of the kebele, 1375 

households benefit from Go lina modern irrigati on scheme, out of them, 1200 are ma les whil e 

the rest 175 are female. 

From the tota l 60 sample respondents, 85 % of the total sample respondent farmers were male 

whil e the rest 15 % were female . Out of the total respondents, 50% produced tomato in 

different seasons of 200911 0, pred ictably, 83 .33% were male and 17.67 % were female. 

Similarl y, 70 % of the total respondents produced onion, more seri ous ly, 90.48% were male 

and 9.52% were female (see Table 4 .1 .1 below). Comparatively, in the landscape of vegetable 

production, women participation seems to be very low in on ion product ion than tomato. 

Involvement of women is so poor; the problem deep rooted in the heart of soc ioeconomic 

characteristics of a given society. Unden iably, irrespective of gender biases, the part icipat ion of 

a ll fanners in vegetable production is a fundamenta l element of development dri ve . Without 
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active participation of women, it is unatta inab le to fuel and accelerate the success of the 

des ired change of rural poverty. 

Table 4.1.1: Demographic, socioeconomic characteristics of respondents 

Major Cases 
c~ltcgo rics 

HH sex Male 
Female 
Total 

Religion Orthodox 

Muslim 
Total 

Marital status Married 

Un Married 
Divorced 
Widowed 
Total 

Ethn icity Amhara 

T iGrie 
Dromo 
Total 

Education Unable to Read and Write 

Literacy grade level 
Completed 
First cycle completed 
Hioh school (9-IO) 
Others 
Total 

Wealth status The poorest of the poor 

Poor 
medium 

Rich 
Total 

Social Ed ir (Yes) 
organ ization Edir (No) 

Total 
Eq uib ( Yes) 
Equib( No) 
Total 
Jigie (Yes) 

Source: Own Field survey, 20 I 0 

Age composition: 

Total 
Respondents 

N % 

51 85.0 
9 15.0 
60 100 .0 
56 93.3 

4 6.7 
60 100 
47 78.3 

6 10.0 
6 10.0 
I 1.7 
60 100.0 
57 95.0 

2 3.3 
I 1.7 
60 100 .0 

25 41.7 

14 23.3 

10 16.7 
10 16.7 
I 1.7 
60 100.0 
2 3.3 

7 I I. 7 
46 76.7 
5 8.3 
60 100.0 
54 90.0 

6 10.0 
60 100.0 
5 8.3 
55 91.7 
60 100.0 
17 28.3 

Tomato 
Producers 

N % 

25 83 .33 
5 16.67 
30 50 
27 90.0 

3 10 .0 
30 50 
24 80.0 

3 10.0 
3 10.0 
0 0 
30 100 
28 93.3 

I 3 .. 3 
I 3 . .3 
30 100 

10 33.3 

7 23.3 

6 20.0 
7 23.3 
30 100.0 

0 0 

3 10.0 
24 80.0 
3 10.0 
30 100.0 
27 90 .0 

3 10.0 
30 100.0 
5 16.7 
25 83.3 
30 100 

33.3 

Onion 
lH"oducers 

N % 

38 90.48 
4 9.5 2 
42 70 
42 100.0 

0 0 
42 100.0 
34 81.0 

5 11.9 
2 4.8 
I 2.4 ------
42 100.0 
42 100.0 

0 0 
0 0 
0 0 

17 40.5 

9 2 1.4 

7 16.7 
8 19.0 
I 2.4 
42 100.0 
2 4.8 

5 11.9 
3 1 73.8 
4 9.5 
42 100.0 
37 88 .1 

5 11.9 
42 100.0 
3 7. 1 
39 92 .9 
42 100.0 
14 33.3 

In the rural economy, members of a house hold , who are in the domai n of 'working ages', are 

active participants throughout the day to day act iviti es of agricu ltural sub systems. It is sensib le 
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that the average age of the total sampled household heads was 42.27 years, ran ged between 2 1 

to 68 years (Tab le 4.1.2). The average ages of tomato producers and onion producers were 

42.60 and 40.05 respectively with similar age range of the total sampled population. 

Noticeabl y, majority of fanners are ad ult ages. The average age of tomato producers was 

higher than that the onion producers. 

Marital status: 

Boldly, marriage holds famil y members tied together in one umbrella; it enables a fam il y to 

SUppOlt itse lf along the road map of rural li fe . Predictably, marital status of the total 

respondents const ituted marri ed, unmarried , divorced and widowed with 78.3%, 10%, 10%, 

and 1.7% respectively. Interestingly enough, 80%, 10%, and 10% of tomato producers were 

married , unmarried and divorced respective ly. Likewise, from the tota l onion producers, 

81.0%, 11 .9%, 4.8% married, unmarried , and divorced respectively whi le the rest 2.4% were 

widowed (Table 4.1. I). 

4.1.2. Socioeconomic characteristics 

As the table above indicated that, majority of the total respondents, (93.3%) were Orthodox 

religion followers whereas the rest 6.7% were Musl ims. Out of the total tomato producers, 

orthodox and Mus lim followers were 90% and 10 % respectively while 100% of on ion 

producers were orthodox. Like the reli gion composition , the ethn ic compos ition of 

respondents was found to be so homogenous, 95% of respondents were Amhara wh il e the rest 

3.3% and 1.7% were Tigrie and Oromo correspondingly. From the total tomato producers, 

93.3%, 3.3%, 3.3% were in the orders of the above-mentioned ethnic groups, whi le 100% of 

onion producers were Amhara (Tab le 4.1.1). 

Ed ucation status: 

Education is the build ing block of li fe that enab les peoples to be responsive for various social , 

po li tical , econom ica l, and envi ronmental phenomena of life they tend to face. 

Out of the tota l respondents, 41.7%, 23.3%, 16.7%, 16.67%, and 1.7% were unable to read and 

write, li teracy grade completed, first cycle grade completed, high schoo l grade level completed 

and preparatory grade completed respective ly ( Table 4.1. 1). From the total tomato producers, 

33.3%, 23.3%, 20%, 23.3%, were unable to read and write, literacy grade completed, first 

33 



cycle grade and high school completed in that order, while 40.5%, 2 1.4%, 16.7%, 19.0%, and 

2.4% of onion producers unable to read and write, li teracy grade comp leted, first cycle grade 

completed, hi gh school grade level completed and preparatory grade completed respectively. 

Illiteracy was relatively hi gh to total respondents than vegetable producers. 

Wealth status: 

After identifying and determining the indicators of wea lth position of the com munity with loca l 

elders, ownership of cattle, shelter (iron-roofed house), food security status, and bank deposits 

were assumed to be major wealth indicators of the community. Consequently, respondents 

were asked to position themse lves in four types of wealth status categories in their community, 

accordingly, 3.3%, 15%,76.7% and 8.3 % of the total respondents claimed that they were the 

poorest of the poor, poor, medium, and rich respect ively. As well , , 0%, 3%, 80% and 10% of 

tomato producers categori zed themselves as, the poorest of the poor, poor, medium , and ri ch 

respectively while 4.8%, 11 .9%, 73.8%, and 9.5% were for on ion producers in the above 

ordered wealth categories ( Table 4. 1.1 ). Relatively, majority of the respondents categorized 

themselves as medium income groups, in fact, irrigation based production practices might 

have hi gher role to improve their livelihood than rain fed agrarians of the locality. Tomato 

producers might be good indicators, as there was onl y 3% poor and none of the poorest of the 

poor categories. 

Informal institutional participation 

Rural communities have various informal institutions that tie them together in their soc ial , 

economical , and reli gious dimens ions of life. Such social institutions can improve group spi rits 

and sustain privileges through synergic cooperation and coordination. Majority of the 

respondents (90%) participated in Ed ir, while, 8.3% and 28.3% participated in Equib and .I igie 

social organization respective ly. Out of the total tomato producers, 90% participated in Ed ir, 

and 16.7 % participated in Equib, and 33.3 % in Ji gie (Tab le 4.1.1). Generally, such 

institutions run by pull ing resources jointly and supporting each others in ; the t ime of so rrows 

and happiness, the faces of ups and downs of life, labor shortages in peak periods, the t ime of 

drought and etc ... 
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Among all info rmal institutions, Edir is the major and fundamental institutions for th e rural 

peop le. Ed ir is the most popu lar institut ions of farmers that accommodate majority of the 

commun ity members with irrespective of poli tical, re li gious, ethni c, and economical 

dimensions. Usuall y, when a member of a household depart fro m thi s world, members of the 

community support the household ; in running the funeral ceremoni es smoothl y, pooled 

resources 1 ike money and grains. Thi s institutions al so present sense of be longingness to the 

fa mil y who loss its members through coordinating neighbors and vill agers in treating broken 

hearts of the famil y member. Thi s local insti tution faci li tates self-supportive mechani sms an d 

create strong social bond. 

Equib is one of the maj or informal institutions that can support farmers to save money 

co llectively and solve parts of thei r financial needs to cover; schoo ling expenses of children, 

food defi c its of bad days, farm input expenses, clothing expenses etc. Apart to its economical 

benefits, Equib can build soc ial cohes ions and group spri ts. However, this im portan t in forma l 

institution seemed to be weakened and ignored by service supporters. 

Jigie is one of the major institutions that coordinate labors to support one by others durin g 

labor defici t periods. Such labor sharing culture can play vital role for farmers having 

constrained labor inputs, women farmers, poor fa rmers and elders may use shared labor 

sources to, timely manage maj or agricultural practices in growing vegetab les. However, th is 

social insti tuti on is less practiced. Hence, it seeks due attention to strengthen such and other 

socia l insti tutions as they can play vital role in supportin g directly o r indirectly the soc ial & 

economica l spheres. 

Family sizes and labor profil e of house hold members 

The average family s ize was estimated to be 6.03 with a range o f 2- l O.The average fa mil y size 

of tomato and onion producers indicated that, 5. 87% and 6.1 % respecti ve ly (Tab le4. l . 2). 

Based on the 2007 Census result of the CSA, the average famil y size of rural parts of Ethiopia 

and Amhara region indicates that 4.7% and 4.5% respectively. This shows that the study area 

has larger fa mil y size than both the national does and the regional average fa mil y size. 

Children below 10 and elders above 64 were assumed dependentli nacti ve labors whil e 

indi vidua ls found in age range of 10-64 were independent family members/acti ve labors. The 
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average active labor for a ll respondents, tomato producers, and onion producers showed that, 

4.08, 2.08, and 2.02 respect ive ly. The average inactive labor for total respondents, tomato 

produ cers, and onion producers were, 1.95, 1.97, and 2.02 respective ly. The average of inacti ve 

to active labor ratio for total respondents, tomato producers and onion producers indicated that, 

0.52, 0.49, and 0.49 respectively (Table 4.1.2) . The labor scarceness in the lowlands is very 

significant during weeding, harvesting, and threshing in the rain fed farming areas and, 

additionally, during cultivation in irri gated farm s (SARC, 2000). 

Table4.1. 2: Family size, age of household head, and labor protlles 

Category Dcsc.-iptions 

Total Age of HHH 
Fami ly size 
Inactive labor 
Active labor 
Inacti ve: Active 
labor ratio 

Tomato Age ofHHH 
producers Family size 

Inactive labor 
Active labor 

Inacti ve : Active 
labor ratio 
Active labor 
Inacti ve: Active 
labor ratio 

On ion Age o fHHH 
producers Family size 

Inactive labor 
Active labor 
Inactive: Active 
labor ratio 

Source: Own Field survey, 2010 

Livelihood and food security 

Minimum Maximum S UI11 

2 1 68 -
2 10 362 
0 4 11 7 
I 8 245 
0 2 -

2 1 68 -
3.00 9.00 176.00 
.00 4.00 5900 
2.00 3.00 7 1.00 

.00 1.50 -

2.00 3.00 7 1.00 
.00 2.00 -

21 68 -
3.00 10 .00 256.00 
.00 4.00 85 .00 
2.00 3.00 100.00 
.00 2.00 -

Mean Std. 
Deviation 

42.27 10.62 
6.03 1.59 
1. 95 1.2 1 
4.08 1.75 
0.52 0.45 

42.60 11 .28 
5.87 1.43 
1.97 1.066 
2.37 .49 

.83 .42 

2.37 .49 
.84 .63 

40.05 10.86 
6. 1 1.60 
2.02 1.20 
2.38 .49 
.85 .5 19 

The farming community of Kobo lives in very diverse, ri sk prone and complex circumstances. 

A number of factors that are dynam ic and changing any moment, thei r changes significant ly 

affecting the effic iency of agriculture, influence their foundation of life - agricul ture - . This 

implied that both on farm and off farm income generating activiti es play vital role in ensuring 

rural livelihoods. 

According to respondent interviews, 25% of the total respondents had additiona l income 

sources while the rest 75% relied on a single agricultural income sources (Table 4. 1.3). The 
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add itional income sources include pity trades; fo rage trade, urban commod ities li ke salt, sugar, 

cotton fiber making, local drinks, seed ling business; dail y labors in different land preparation, 

waterin g, weed ing and harvesting, urban construction; and others like cart rent, oxen rent, 

etc. wh ich accou nts 15%, 50%, and 15% of income earn ers respectively (Tab le 4. 1.3). 

Fanners might be able of feeding themselves fo r some months and fai l to do so in some others. 

Respondents were asked that they had reserve grains and money s ince a year before, hence, 

33.3 % oflhe respondents had crops depos its while the rest 66.7 % did not have. Onl y 23.3% 

had saved money while the rest 76.3% had not any in the same year. Among the tota l 

respondents, 20% faced food shortages du ring the last five years period (Table 4. 1.3). Out or 

them, 41.7% used a strategy of selling cattle, while the rest 25%, 16.7%, 16.6 % used food for 

work, trad ing, and others respectively to so lve food shortage (Tab le 4. 1.3). 

Therefore, due attention is required to expand and diversify the bases of non-farm I11come 

generati ng acti viti es. Trainings, cred its and relevant sets of technica l supports can contribute to 

fill the gaps of links between rural and urban econom ies. 

Table 4.1. 3: Food insecnrity a nd additional income sources 

Cateeory Cases Frequency Percent 

Rese rve crops 
I do have 20 33.3 

I do have not 40 66.7 

Saving practice 
I do have 14 23.3 
I do have not 46 76.7 

Add itional income sources 
I do have 15 25 
I do have not 45 75 

Types of income source 
Pity trades like 3 20 

Laborers 5 33.3 (N~ I 5) 
others 7 46.6 

Incidence o f food shortage 
Ves 12 20.0 

No 48 80.0 
Seiling cattle 3 9. 1( 14.3) 

Food fo r work 3 9.1 ( 14.3) 

Borrowing money 2 6.1 (9.5) 

Off/non farm i I1CO I11 C 5 
15 .2 
(23.S) 

Strategies used to solve food insecurity 
Food aid I 3.0 (4.8) ( N~ 1 2) 

51.5 
Responses of labo rers 17 

(S I.O) 
Responses of 

2 6 . 1 (9.5) 
Remittances 

Total responses ( 157. 1 ) 

Source: Own survey, 20 [0 Key: () refer mu ltip le cases 
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4.1.2.1. Land Holdings 

The study indicated that the average total land holding size was 0.872 ha ran ged between 0. 12-

2.12 ha with a standard deviation of 0.46 (Tab le 4. 1.2. 1). The total average land holding sizes 

for women and men were 0.746 and 0.894 ha respective ly. The average land holding of 

respondents in Go lina modern irrigation schemes was 0.342 ha with a range of 0.07-1 ha. In 

Go li na, the average land holdings for females and males ind icated that, 0.289 and 0.352 ha 

respectively with ranges 0. 12-0.37 and 0.07-1 ha in the same order as above (Table 4. 1.2. 1). 

The average total land holding size of modern irrigation, rain fed land and traditional irri gation 

were 0.342ha, 0.443 ha and 0.25 ha respectively with standard deviation of 0.208, 0.262 and 

0.045 respectively (Tab le 4. 1.2. 1 ).Gender disaggregated data showed that men have an average 

of 0.352 ha land size whil e women have 0.289ha land in Golina modern irrigat ion scheme. 

Tomato producers and onion producers have average land holding of 0.32 3and0.365 ha 

respectively in Go lina modern irrigat ion scheme while non-tomato and onion producers have 

0.36 17 and 0.289 ha respective ly (Table 4. 1.2. 1). 

Table 4.1.2.1: Access to land and land holding size in ha 

Land Cases Description Mini M~xim Tota l Mea n Stan. 

categories s N % land Dev iation 

Golina Total Male 51 85 .07 1.00 17.94 .35 .22 
modern responde Female 9 15 .12 .37 2.60 .29 .09 
irrigat ion IllS Total 60 100 .07 1.00 20.54 .34 .210 

Tomato Producers 30 100 .12 .87 9.69 .32 .19 
Onion Producers 42 100 .07 1.00 15.33 .37 .23 

Other Total Male 10 19.6 0.0 1 1 0.42 0. 31 0.3 1 
modern Female 0 0 0 0 0 0 0 
scheme Total 10 16.7 0.01 1 0.42 0.3 \ 0.31 

Al l Modern Tota l Male 51 85 .07 1.62 22. 19 .44 .35 
irrigat ion responde Female 9 15 .12 .37 2.60 .29 .09 

nls Total 60 100 .07 1.62 24.78 .41 .33 

Traditio n Total Male 2 3.9 0.25 0.25 0.5 0.25 0 
a1 responde Female 0 0 0 0 0 0 0 

IllS Total 2 3.33 0.25 0.25 0.5 0. 25 0 
Rain fed Total Male 48 94.1 0.04 1.25 22.47 .47 .26 

responde Female 9 100 .25 .62 4.1 1 .46 .1 '1 
nlS Total 57 95 0.04 1.25 26.56 0.'17 0.25 

Total Total Male 51 85 .12 2. 12 45.60 .89 .49 
land respon Female 9 15 .37 .99 6.7 1 .75 .19 
holding dents Total 60 100 .12 2.1 2 52.3 1 .87 .46 

Tomat Producers 
30 100 .1 2 2.12 24.46 .82 .5 1 

0 

Onion Producers 42 100 .12 2. 12 37.24 .89 .49 

Source: Own field survey, 20 I 0 
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The study indicated that respondents has mixed sources of land access ei ther in one or more 

land types from land sets of modern irrigati on schemes (in Go lina or/and in other modern 

irrigation schemes), in trad itional irrigation scheme, and in rain fed lands. Hence, 16.6 % of th e 

total respondents have access over other modern irrigation schemes, in wh ich all of them were 

ma le. While, 3.33% of the sample has access over trad it ional irrigation scheme, likewise 

women have no access. Except 5%, 95 % of the tota l respondents have access to rain fed lands. 

Un like the access of both traditiona l and other modern irrigab le lands in whi ch women had 

denied accesses, 100 % of women had access in rain fed lands whil e 94. 1 % of the samp le 

males had access over ra in fed lands (Table 4. 1.2. 1). 

Share cropping and lease practices in 2009/10 

Table 4.1.2.2: Share cropping practices for the last two years 

Respondent Land Oescriptions Sharecropping Share 
categories holding types in croPI)ine out 

N % N % 
Total Modern Male 15 29.4 2 3.9 
respondents irrigation Female I I 1. 1 1 1 1.1 

Total 16 26.7 3 5 
Trad itional Male 4 7.8 I 2.0 
irrigation Female 0 0 0 0 

Total 4 6.7 I J.7 

Rain fed Male I I 2 1.6 I 2.0 
Female 1 11.1 0 0 
Total 12 20 I 1.7 

Source: Own field survey, 20 10 

Sharecropping is more popular fo r modern irrigation fo ll owed by rain fed. In tab le 5, the stud y 

imp lied that 26.7 %, 20% and 6.7% of the land holdings in modern irri gat ion, rain fed and 

trad itional irrigati on were under 'sharecropping in ' agreement respectively Cfable 4. I .2.2). 

Besides, 5%, 1.7% and 1.7% of respondents were under ' in share cropping out' agreement 

respectively. 

In the study area, sharecropp ing in and out is commonly practiced between fa rmers with a 

share of half dividends of the gra in yie ld between landowner and fa nners that contract the land. 

The contractor fa rmer is allowed to use the crop residual yield alone. In share cropping system, 

landowner only prov ide hi s land to the one who can accommodates a ll the necessary inputs like 

labor, seed, fe rtilizer, and chemical. Term of agreement is usuall y unknown initially; the 
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landowners a long the track can decide it in the future. Most of the cases, kinships, fri endships, 

and proximity are prime factors to get in crop sharing agreements 

4.1.2.2. Livestock ownerships 

The livestock production system is an im portant means of security during crop fa ilure at Kobo. 

It plays a vital ro le in the li ve lihood of the wereda' s populat ion. The livestock subsystem is 

hi ghly interrelated with the crop production subsystem. That is, the sub system provides 

draught power and means of transportation fo r the crop farm ing. The total average T LU was 

estimated to be 3.53 with a range of 0- 11 .13 at a standard dev iat ion of 1. 88 (Table 4.1.2.2b.). 

Table 4.1.2.3 : Livestock holding 

Catego r Cases Mini Std. 
y mum Maximum Sum Mean Deviation 
Total Male 0 11.13 184.72 3.62 1.98 
responde Female 1.66 4.34 26.9 2.99 1.05 
nts Total 0 I 1.1 3 21 1.62 3.53 1.88 

TLU 
Tomato producers 1.00 8.70 99. 14 3.30 1.67 

Ownership 
Non .00 11.1 3 112.48 3.73 2.07 
producers 

On ion Producers 1.00 8.70 99.14 3.30 1.67 
Non .00 11.1 3 11 2.48 3.75 2.07 
producers 

Total Male .00 4.00 85.00 1.67 .84 
responde 

Female .00 2.00 11.00 1.22 .83 
nts 

Total .00 4.00 96.00 1.60 .85 

Oxen in Tomato prod ucers .00 4.00 46.00 1.53 .78 

numbers Non .00 4.00 50.00 1.67 .92 
prod ucers 

Onion Producers .00 4 .00 67.00 1.60 .91 
Non .00 3.00 29.00 1.61 .70 
producers 

Total Male .00 1.00 26.00 .51 .50 
responde Female .00 1.00 2.00 .22 .44 
nts Total .00 1.00 28.00 .47 .50 
Tomato producers .00 1.00 19.00 .63 .49 

Donkey Non .00 1.00 9.00 .3 0 .47 
producers 

Onion Producers .00 1.00 19.00 .4 5 .50 
Non .00 1.00 9.00 .50 .51 
producers 

Source: Own field survey, 20 I 0 

As we can see from the Tab le 4. 1.2.2b, TLUs of oxen, cows, bu lls, calf, camel , donkey, sheep, 

and goat were 1.6, 0.77, 0.24, 0. 13, 0.25, 0.35, 0.03, and 0.1 6 respectively. The total average 

TLU for women was 2.99 with a range of 1.66-4.34, whi le men have an average TLU of 3.63 
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with a range of 0- 11.1 3. Averages of TLU ownership fo r tomato producers and Ol1lon 

prod ucers were equal, 3.3, whi le non-producers of tomato and onion were 3.7 each. Oxen is 

found to be the major power source to plough and cul tivate land , however , 8.3%, 43.3%, of 

respondents had no oxen and had only a single ox out of the total oxen ownershi ps. Sim ilarly, 

pack animals like donkey and camel are the major transportation means in the study area, but 

53 .3% of the respondents have no donkey whil e the rest had one donkey each. Simi larly, 81.7 

% of respondents had no any camel whil e onl y the rest had camels ranging 1-4 (Table 

4.1 .2.2b). According to fanners view, the trend shows that livestock population both in number 

and species composition declines from time to time due to the recurrent d rought and shortage 

of land caused by increas ing human populati on. 

4.2. Vegetable production and cropping pattern 

Fanners in the risky venture of agri culture, particul arl y when it is in Wollo, have two mai n 

obj ecti ves to achi eve. The first and more important one is producing suffi cient food for the 

fa mil y (Girma et al 1999).The second objective of the farming community is securing some 

cash . The major vegetable crops grown includes onion, tomato and pepper whi le teff, maize, 

sorghum are from cereal s. Besides, crops like sesame and chi ckpeas are prod uced. Teff and 

maize are grown as rain fed and irrigated crops whil e sorghum parti cula rl y those long maturing 

types are exclusively grown under rain fed condition. Crop producti on objecti ves va ry 

considerab ly with crop commodities. Vegetab les such as tomato, onion and pepper are 

produced mainl y fo r cash income. Maize production largely targeted to satisfy household food 

and feed requirement. On the other hand , teff is such a versatile crop and meets food, cash 

income and feed production obj ectives of the households that indicate its importance in thi s 

particul ar producti on system. 

Tablc4.2: Producers by cropping season 

Prod Primary Secondary Sl!pplemcntary Annual 
ucers 

% % % % % % 
% 

% Iseas 1\ 
Column Raw 

N 
Column Raw N 

Column Raw 
N Colu 

Raw on mil 

Yes 39 65 27.46 48 80 33.8 55 91.67 38.73 142 78 .89 100 
No 21 35 35 12 20 20 5 8.3 3 8. 3 38 21.1 1 100 
Source: Own fi eld survey, 2010 
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In Gol ina modern irrigation scheme, farmers produce in three product ion seasons, namely, 
primary, secondary and supplementary fi'Dln November-Feb, March-June and July-October 
respectively. Generally, 88.33 %, 70%, 50% and 2 1.67% respondents each of the total 
respondents produced cereal s, onion , tomato, and hot pepper respectively in 20091 I 0 
production seasons respectively. Out of the total respondents, 65%, 80%, and 92.7% produced 
in primary, secondary and supplementary production seasons respecti vely (Table 4.2) . 
Generally, an estimated number of 78.89% of the total respondents irrigated 67.38% of the 
total irrigable land in 2009/10. This indicates that number of farmers whom produce crops is 
high in supplementary followed by secondary irrigation periods, hence majority of the land can 
be covered durin g wet periods of supplementary irrigation. 

4.2.1. Land allocation and coverage 
Table4.2.1: Land allocation and coverage in Golina modern scheme. 

Productio Crop No. Land allocation 
n Season plot 

Min Max Tota mea Std. % cu Ui s 
I I)eva vated in a n 

tionn. season 

Supplemc Tomato II 0.03 0.25 1.28 0.12 0.056 7.77 ntary Onion 24 0.07 0.62 4.71 0.2 0. 12 28 .6 
Pepper I 0 .37 0.37 0.37 0.37 - 2.25 Producers 
Cereals 33 0.07 0.87 10. 1 0.3 1 0.19 6 1.38 
Total 55 0.03 0.87 16. 5 0.24 100 

Primary Tomato 6 0.07 0.37 1.06 0. 18 0. 11 9. 8 Producers Onion 6 0.06 0.62 1.8 0.3 0.2 16.63 
pepper 6 0.12 0.25 1. 14 0. 19 0.07 10.53 
cereal 25 0.1 2 0.75 6. 82 0.27 0.19 63 .04 
Total 43 0.06 0.75 10.8 0.25 100 

Secondary Tomato 13 0.06 0.25 2.5 0.19 0.07 17.57 
Onion 12 0.06 0.62 2.27 0. 19 0.2 15.95 
pepper 8 0.07 0.25 1.21 0.15 0.08 8.5 
cereals 30 0.06 0.62 8.25 0.27 0. 16 57.98 
Total 63 0.06 0.62 14.2 0.22 100 

Total Tomato 30 0.03 0.3 7 4. 84 0. 16 0.81 I 1.66 
Onion 42 0.06 0.62 8.78 0.2 1 21. 15 
Pepper 15 0.07 0.3 7 2.72 0. 18 6.55 
Cereals 88 0.06 0.87 25 .2 0.29 60.64 
Total 175 0.03 0.87 41. 5 0.24 100 

Source: Own fi eld survey, 20 I 0 
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From the total land owned in Golina modern irrigation scheme, 10.82ha (52.68%), 14.23ha 

(69.28%), and 16.47(80. 19%) ha of land were covered in primary, secondary, and 

supplementary production periods respectively (Table 4.2.1). From the tota l annual cultivated 

land, 4.84 ha ( 11.66%), 8.78 ha (2 1.1 5%), 2.72 ha (6 .55%), and 25.18 ha (60.64%) were 

covered by tomato, onion, pepper, and cerea ls respective ly (Tab le 4.2. 1). Out of all the three 

seasons, the maximum average land allocated for cereals and tomato was recorded in 

supplementary wh il e primary was for oni on. The study showed that more land was allocated to 

cereals than vegetab le crops across all the three production seasons. Onion was the first leading 

vegetab le crops followed by tomato. 

4.2.1.1. Prima ry production system 

Out of the total 10.82 ha land covered in primary irrigation, 6.82ha (63%) was covered by 

cereals and 1. 8ha (16.63%) was by onion while the remaining 1.14 ( 10.53%) and 1.06(9.8%) 

ha were covei·ed by pepper and tomato respectively (Table 4.2.1). Cereal production is fo und to 

be the tirst leading crops category followed by onion, pepper, and tomato respectively under 

primary irrigation period. As indicated in Tab le 4.2. 1, the average land allocated in Primary 

production period for cerea ls, onion, tomato, and hot pepper were 0.27, 0.3, 0. 11 , and 0. 19 ha 

respectively. Unlike the other two production seasons, the larger average land was allocated for 

onion followed by cereal. 

4.2.1.2. Secondary production system 

Out of the total land 14.23ha covered in secondary production period, 2.5 ha ( 17.57%), 2.27 ha 

(15.95) percentage, 1.2 1 ha (8.5%), and 8.25ha (57.98%) were covered by tomato, onion, 

pepper, and cereals respectively (Table 4.2. 1). Likewise, the average land allocated in 

secondary prod uction period for cereals, onion, and tomato vegetables were 0.27, 0.19, 0.19, 

and 0. 15 ha respectively. In secondary production period, the maximum average land was 

all ocated fo r cerea ls followed by tomato and on ion with similar average land. Larger portion 

of land was a llocated to cerea ls than the rest crops fo ll owed by tomato under secondary 

irrigation period. 
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4.2.1.3. Supplementary production system 

Similarly, from the total land covered (16.47 hal in supplementary product ion periods, 1.28 ha 
(7.77%),4.7 1 ha (28.6%), 0.37ha (2.25%), and 10. llha (6 1.38%) were covered by tomalo, 
onion, pepper, and cereals respectively. The average land allocated in supp lementary 
production period for cereals, on ion, and tomato vegetab les were 0.3 1, 0.2, and 0.12 ha 
respectively (Table 4.2.1 ). Hot pepper production is not common in thi s season. 
4.2.2. Vegetable production and Technology 

Table4.2.2: Technology utilization 
Produce Inputs Users Non-users 
rs N % N % 
Total Fertili zers 20 33 .3 40 66.7 
(60) Manures 27 45 33 55 

Compost 7 11.7 53 88 .3 
Chemical 47 78 .3 13 2 1.7 
Improved seed 49 81.7 \I 18.3 
Furrowing 45 75 15 25 
Plowing_with own oxen 38 63 .3 22 36. 7 

Tomato Ferti lizers 8 26.7 22 73.3 (30) Manures 15 50 15 50 
Compost 3 10 27 90 
Chemical 22 73.3 8 26 .7 
Improved seed 25 75 5 25 

Onion Ferti lizers 12 28.6 30 7 1.4 (42) Manures 18 42.9 24 57.1 
Compost 7 16.7 35 83.3 
Chemical 35 83.3 7 16.7 
Improved seed 33 78.6 9 2 1.4 

Pepper Fertilizers 5 38.5 8 61.5 ( 13) Manures 6 46.2 7 53 .8 
Compost I 7 .7 12 92.3 
Chemical \I 84.6 2 15.4 
I mproved seed 0 0 9 100 .. Source: Own held survey, 2010 

From the total respondents, it is witnessed that the general level of technology adoption of 
improved seed, fert il izer, manure, compost, pesticide, and in the study area were 81.7, 33.3 , 45, 
11.7, and 78.3%, respectively (Table 4.2 .2). From the total respondents, 75% used furrowing 
methods of watering techniques while the rest 25% used simple flooding techn iques. Out of the 
total respondents, 36.7% did not have their own oxen to plow their land. From the tota l onion 
producers, improved seed, fert ilizer, manure, 78.6, 28.6, 42.9, 16.7 , and 83.3 % respectively 
adopted compost, and pesticide. Whi le pepper producer adopted, improved seed, fert ili zer, 
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manure, 84.6, 38.5, 46.2, 7.7, and 0 % respectively adopted compost, and pesticide. From the 

total tomato producers, 75, 26.7, 50, 10, and 73.3 % respective ly adopted improved seed, 

fertilizer, manure, compost, pesticide (Table 4.2.2). 

Figure 4.2.2: Tomato production steps and sources of major inputs 

I Operations main function I I Soecific main function SUDoort services 

r ---- Cart/animal /veh icl e rent: 
I Transporting ~ 

Transport ing tomato 

I Labor/cart I to markets f1nn ivinll::l I"l 

1 Packaging materials: 

r ~ Picking the tomato 
I. (Mekele traders, 
I 

r I Labor/self I supermarkets, shops, 
Harvesting nthpo!"",) 

( ~ I. Ferti lizers: (Coop, 

WoARD, Open market, 
Fertilization Fert il ization & Pesticide NGOs), 2. Pesticide: 
& Pesticide use in the land (Coop, WoARD, NGOs, 

e/ 
Mekele vegetab le traders, 
open markets) & 3. 
Sprayer rent: (Individuals , 
Coop.) 

Weed ing Labor/self 

[Irrigation' I Canal clean ing & 

t 
maintenance: community, 
irrigation association, 

~ 
*Furrowin 

/ g/nooding 

I Transplantation / l Transplantat ion 

I Labor/se Land I 
Land \ preparation Oxen/own/ rent!, 

-< P I O\~i ng - shared. Ji gie 

the land 

/ 
Seed supply (Coop. , 

Seedling 
WoARD, NGOS, 

Meke le vegetable 
preparation I Seedli ng traders, open markets) 

Source: Own construction, 20 I 0 
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4.2.3. Onion Production 
Currently, Kobo Woreda has become known for its high onion production. According to FGD 

made with producers, the di scuss ion made with experts of WoARD and views of key 

committee of cooperatives, and manager of KGYDP, the share of onion coverage has increased 

fro m time to time in modern irrigation schemes. Hence, Bombie Red and Adama Red var ieties 

)f on ion are adopted widely. These varieties have been introduced s ince 1998.The area 

overage and production are increased from time to time. KGYDP has made strong efforts in 

teating market linkages with different whole sellers from different parts of the country. Open 

. ction system is practiced in setting competitive selling prices of onion products. Hence, 

~tential traders tend to be in vited from di fferent parts of the country like from Mekele, AA, 
'I-hi s 

Bh ir Dar, Dess ie, GondaI' and Humera who are sa id to be the major onion buyers. 

lltrketing system may attract fanners and create more interest to produce onion than any types 

o!)egetable. 

O~ of the total onion producers, 24(57. 14%), 06 (14.28 %), and 12 (28 .58 %) producers 

prCiuced in supplementary, primary and secondary production seasons rcspective ly. Most 

farners produce onion largely in supplementary production season periods. The general 

esti llated average lands a ll ocated for onion were, 0.19, 0.29 and 0 .1 8 ha in supplementary, 

primq.y and secondary production seasons respectively. The total vo lumes of producti on were 

esti mued 355 .76, 78.44, and 175 quintal s in the order of mentioned seasons. The i ~portance of on ion to small-scale producers is reflected by its area being the largest of all 

produced vegetables. In supplementary production season, the demand of on ion is expected to 

be very hi gh than the rest of the seasons due to Eth iopian new year ceremony, low suppl y, 

high pr~bability . However, most fanners preferred to plant onion in supplementary production 

season, the average land size a ll ocated for was the least out of a ll the seasons. This might be 

due to aiJocation of more lands for diversified crops like cerea ls. To the contrary, the number 

of farmers who produced onion in primary production season was small er than the 

supplemelltary while the land a ll ocated was higher. Relati vely, inverse reasons of 

suppleme~tary production season may work. 
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Productivity of on ion In supplementary, pnmary and secondary product ion seasons was 

estimated 79.94, 37.78, and 136.57 quintals/ha respective ly. All productiv ities were ran ged 

from 2-258.1 qt/ha under the context of supplementary and secondary production seasons 

respectively. However, the product ivity of the crop is very low compared to the potential yield 

obtained in the research centers and on technology verification studies on farmers' field. The 

productiv ity on ion , tomatoes compared to the potential yield of 400 q/ha in the research center 

(EIR, 2008). General ly, there are quite a lot of complex producti on and technical constraints 

that limi t the expansion of the sector in the country. These includes low genet ic potential, lack 

of high yielding and high quality cultivars for domestic and export markets, appropriate 

management techniques, appropriate di sease and insect pest control measures, quality seed 

supply, post harvest technology, trained manpower and research faci li ties(EIR, 2008) . 

4.2.4. Tomato production 

Tomato is produced throughout the year in Golina modern irri gation scheme constituting 

supplementary, primary and secondary production periods include the time between Jul y to 

October, October to end of January and Febru ary to May respect ively. Out of the total tomato 

producers, 11 (36 .67%), 06 (20%), and 13 (43.33%), produced in supplementary, primary and 

secondary production seasons respectively. 

According to WoARD of Kobo, the major source of tomato suppl y both for loca l and for cross 

regional demand is Go l ina modern irrigation scheme. Tomato is the second major vegetab le 

crop produced in Gol ina modern irr igation scheme three times in a year. The major buyers of 

the crop are whole se llers of Mekele tomato traders. Hence, Meleka sholla & Marglobe tomato 

varieties are used; however, Melka sholla is widely adopted in the community. Th is is because 

of its long shelf life-(not easily perishable), high productive and less labor for handling. 

Productivities of tomato were estimated based on the yield data gathered fro m producer's 

information. Moreover, tomato producers estimated pre and post harvest tomato loses. Finall y, 

pre harvest loses were excluded and post harvest loses were inc luded in est imation of 

prod ucti vity of tomatoes. Producti vity of tomato in supplementary, primary and secondary 

production seasons was estimated to be 120, 101.5, and 97 .8 quintal s/ha respectivel y (Table 

4.2.3). Productivities of tomato li ed with a range of 2.5-333.33 qt/ha, the minimum and 
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maxImum productiviti es were recorded under secondary and supplementary production 

seasons respecti vel y. As we can see from the prev ious Table 4 .2. 1, the esti mated average lands 

a ll ocated for tomato were 0.1 2, 0.18 and 0. 17 ha in supplementary, primary and secondary 

production seasons respecti ve ly. The tota l vo lumes of production were estimated 97.5 , 80, and 

267.5 quintals in the order of the above-mentioned seasons (Table 4.2.3). It implies that higher 

yield was recorded in supplementary production period followed by primary whil e the least 

yield was recorded in secondary production season. The minimum average land all ocated was 

recorded in supplementary production period while the maximum was in dry peri ods of 

primary and secondary periods. However, the highest total volume of tomato was obtai ned in 

dry period of secondary irrigati on. 

The above mode of productions have their own implicati ons on moisture availabiliti es, 

farmers' decisions and participations, seasonal supply distributions and market conditions. 

Moisture stress is the major constraints that reduce tomato producti vity . In add ition, demands 

of tomato may vary across seasons, hence, producers may use di fferent seasons to make market 

responses acco rdingly. On the assumption of good market opportuniti es, production of cash 

crops can play vital rol e in addressing both food security and income leve l of households but 

with secured market of produces . 

Producing tomato in wet season might be an opportunity for the one who can manage the fi eld 

drainage and the frequent pest occurrences properl y and it can ri sky for the one who cannot. 

Tomato can be grown throughout the year provided di seases control measures and irrigation 

water are ava il ab le (MoARD, 2009; Lemma Desalegn, 2002) . Supplementary producti on 

season is characteri zed by the major water avail able season and the highest tomato product 

defi cits as well. However, most fanners plant cereal s both to minimize in put costs of vegetable 

production and to secure cereals for household consumptions and anima l forages for the 

coming drought seasons. There are heavy di seases infestations, high rate of insect attack and 

high rate of fruit and Oower drops in rainy seasons (Lemma Desalegn, 2002). In the absences 

of support and chemical inputs, E IRA recommended that tomato production should be limited 

in dry season. 

Currentl y, farmers who have better land holding sizes or better resource pos itions cultivate 

vegetables like tomato and onion in supplementary production peri ods and fetch better income 
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Different standards of containers in terms of size, quality and appropr iateness need to be 

assessed, identified and supplied for producers, like the other input suppl y arrangements. In 

good standard quality containers that attract consumers, tomatoes could be packed to a net of 

6-10 kg tomatoes for short and distance markets (MoARD, 2009). Except wooden crate and 

locally made baskets, the rest co ll ecting materials may have a potentials to speed up the 

phys ica l damage of ripen and soft tomato and create media fo r pathogenic infections un der 

condit ions of poor hand ling, poor transportation facilities coup led with exposure of tomato to 

high temperatures in open markets . 

Storage 

Storing tomato fruits in hot climates like Kobo Woreda can be difficu lt without cold storage . 

Tomatoes that are to be so ld fresh for table consumption must not be stored for long. It was 

evidenced that producers did not store tomato for longer days, the durat ion of storage days 

range from 1-2 days with a mean of 1.37 days li fe (Tab le 4.2.4.3). The average du ration of 

days to store tomatoes in under supplementary, primary and secondary production periods 

were, 1.64, 1.1 7, and 1.23 days respectively. Thi s may reduce the profitability of the tomato 

sub sectors by large. However, fresh market tomatoes harvested at turning stage can be held a 

week at 10- 12 OC long storage for 1-2 weeks. 

However, red ripened wi ll not stay more than 7 days (MoARD, 2009). Moreover, fru its could 

be stored in ventilated ambient conditions or co ld storage. Harvesting at breaker stages has the 

advantage of keeping fruit for longer period. Storage in breaker and turning stages has about 

fi ve days storabi lity advantages over fu ll y red ripen fru its (MoARD, 2009). This shows that 

fanners may have rooms to extend storage li fe of fresh cut tomato and capture better price 

potentials within days of a week. 

Table 4.2.4.3: Storage life of tomato 

Tomato production 
cycles N Minimum days Maximum days Mean days Std. Deviation 

Supplementary II I 2 1.64 0.50 

Primary 6 I 2 1.17 0.41 

Secondary 13 I 2 1.23 0.44 
Total 30 I 2 1.37 0.49 

Source: Own field survey, 20 I 0 
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Tnmsportation 

Most of the farmers transport their product from fi eld to street side by using either own cart or 

rent cart, pack anima ls and overhead carryi ng. From the total responses of 133.3% given by 

producers, 86.7% showed that cart is commonly used to transport produces to Kobo markets 

wh il e the rest 46.7 % used vehicles(Table 4.2.4.4). Producers indicated that Vehicle transport 

is not on ly so expensive but also unava il ab le when needed than cart. Cart is the popular means 

of transportation in the stud y area . According to key informant intervi ew, farmers usually pay 

4 birr/wooden cart to transport produces from fie ld to street side in rent cart. The average 

di stances from fi eld to farm gate markets and to Kobo open markets were, 2.78 and 9.78 Km 

respective ly. 63.3% of farmers shou ld travel from 2.0 I km -4km from field to farm gate 

market. According to the study, 70% respondents need to travel 8.01-10 km if they need to sell 

their products to Kobo markets. Producers pay additional 4-5 birr! wooden cart. Poor 

avai lability of means of transport and high cost of transportation is contributing to low 

profitability of the fanners. 

Table 4.2.4.4: Transportation 

Means of major 
M. Responses (Yes) M. ReSI)OnSeS (No) transportation 
N % 0/0 of cases N % % of cases 

Cart 26 65 86.7 4 20 20 

Vehicles and others 14 35 46.7 16 80 80 

Total 40 100 133.3 20 100 100 
Source: Own field survey, 20 I 0 

Sorting and grading at farm gate markets 

After harvesting and co llecting stages, dea lers sort fruits by picking up and screening out low 

quality products from healthy fruits. Farmers usuall y mi x poor qualities with good qualities, 

matured with immature, thick flesh with thin flesh products when they supply to markets. 

Grading simply consists of arranging the tomatoes into a number of uniform categori es 

according to the economically important physical and quality characteristics. The process 

in volves identification, class ifi cation and separation. Then after, Packaging is convenient for 

handling, transporting and storing tomatoes. It protects against pathogens, natural predators, 

loss of moisture, temperatures, crushing, deformation of tomatoes and brui sing. 
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Sorting areas are found on street side of AA-Mekele road, and exposed to direct sun li ght. 

Nevertheless, sorting areas need to be out of direct sun light, preferably coo l and clean. In these 

small -scale handling and sorting operations, dealers act as both as med iators and work forces 

fo r, sorting grad ing, and load ing of tomatoes. Care is required in grad ing and packag ing, 

mature green tomatoes can be stacked on top of one another in a package, since they are firm , 

but not too many must be packed all at once, or the tomatoes at the bottom of the package will 

be deformed or bruised due to excessive we ight on top of them. 

There was no estab lished system for the grading quality of agri cul tural products of tomato. 

This has two important im plications. First, product prices become non-comparable between 

areas. Second, lack of grad ing leads to transactions only between sellers and buyers who kn ow 

each other, contracting of the size of the market place. These have resulted to low packaging 

quality, absence of quality standard fo r packagi ng of prod ucts for the local market. 

4.2.4.2 Tomato P roduct loses 

Table 4.2.4.5: Tomato productivity and loss 

Tomato Loss Q t/ha N M i Max Mea n Std. % 
Ilroduction nim imu Deviati LOST 
t.:ycles urn m on 
Supp lement Pre harvestJha II 10 43.33 25 .2 1 12.1 1 2 1.02 
ary Post harvestlha I I 10 60 26.09 16.83 21.74 

Tota l waste/ha I I 20 103.33 51.3 22.96 42.76 

Productivity/ha II 40 333.33 119.99 82.13 

Primary Pre harvestlha 6 10 17. 14 12 09 3.29 I 1.91 

Post harvestlha 6 10 26.67 18.33 8.68 18.06 

Total waste/I,. 6 21 36.67 30.43 6.72 29.97 

Productivity/ha 6 16.67 246 .15 101.52 101.98 

Secondary Pre harvest/ha 13 10 43.33 18.0 1 9.77 13.19 

Post harvestlha 13 10 43.33 16.72 9. 15 12.24 

Total wastell,. 13 20 86 .67 34.73 18.11 25.43 

Productivity/ha 13 2.5 250 136.57 85.57 

Annual Pre harvestlha 30 10 43.33 19.47 10.8 15.78 

Post harvestlha 30 10 60 20.48 12. 83 16 .6 1 

Total wastell,. 30 20 103. 39.95 20. 13 32.3 8 
33 

Productiv ity/ha 30 2.5 333 .33 123 .48 85 .62 

Source: Own fi eld survey, 20 I 0 
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Table 4.2.4.5 indicated that, the average total pre harvest, post harvest and total amoun t of 

tomato loses were estimated to be 19.47 gtlha, 20.48 qtlha and 39.95 qt/ha respecti ve ly with a 

percentage of 15.78%, 16.6 1% and 32.38% of the product in the same order. The total average 

loses of tomato in supplementary, primary and secondary were 42.76%, 29.97% and 25.43% of 

the products respectively. Both pre and post harvest loses were higher in supplementary 

production season which accounts 2 1.02% of the total product. 

According to Girma Abera Jibat, (----), the loss of vegetables between production and 

consumption is estimated to be 25-35%. He indicated that, the purpose of packing, transport 

and storage is to mitigate post harvest loss gap between producer and consumer. And or reduce 

the time interval between harvesting and consumption. The case of Kobo has relati vely better 

infrastructure advantage in both feeder roads and major international roads. According to 

fanners view, over surplus and market imperfection were deep-rooted challenges that faced 

them for both pre and post harvest losses. 

4.2.4.3. Factors of pre and post harvest losses 

Table 4.2.4.6: Factors of pre and post harvest tomato loses 

Tomato Pre harvest lose factors Post harvest lose factors 
productio 
n cycles 

Supp lel1l 
entary 

Primary 

Secondar 

Y 

Factors N % % Factors 
response cases 
S 

Stay ing tomato on 3 16.70 37.50 Non 
fi eld to wait markets Marketed 
Flood 5 27.80 62.50 Diseases 

Pest 6 33.30 75.00 Handling 

Drought 4 22.20 50.00 Insect 

Tota l 18 100.00 225 Total 

Over ripened but I 33.30 100 Non 
uncollected Marketed 
Pest I 33 .30 100. Diseases 

Flood I 33.30 100 Total 

Total 3 100.00 300 

Stay ing tomato on 2 10.50 16.7 Non 
fie ld to wait markets Marketed 

Pes t 7 36.80 583 Diseases 

Flood 10 52.60 83.3 Handling 

Total 19 100.00 158.30 Insect 

Total 

Source: Own fie ld survey, 20 I 0 
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N % 
respons 
cs 

7 50.00 

3 2 1.40 

2 14.3 0 

2 14.30 

14 100.00 

3 50.00 

3 50.00 

6 100.00 

7 36.80 

6 3 1.60 

5 26.30 

I 5.30 

19 100.00 

% 
cases 

87.50 

37 .50 

25.00 

25.00 

175.00 

100 .00 

100.00 

200.00 

70.00 

GO .OO 

50.00 

10.00 

190.00 



Table 4.2.4.6 indicates that, tomato producers in Kobo faced various and complex constraints 

that limit the profitability of the subsector in both pre and post harvest stages. Out of the tota l 

225% of multiple responses, the major causes of pre harvest loses in supplementary irrigation 

was pest (75%) followed by fl ood (62.5).Drought and lack of market acco unted the rest 50% 

and 37.5% respectivel y. 

Unlike the rest seasons, market was not the major factor because there might be low supply of 

tomato in wet season of Jul y to August. In thi s season, there might be high potential of pest 

incidence and flooding which may damage tomato fruits on field leve l. Moreover, from field 

observation and key informant interviews made with producers and experts, there was no any 

practice of tomato bed making in the Woreda in general and the scheme in particular. 

Accordin g to the farmers, tomato bed making is not common due to lack of awareness, lack of 

bed maki ng material s, and labor. However, such practices are recommended in tomato 

product ion to keep the fruits from soil contact and fl ood ing (Lemma Desalegn, MoA , 20 I 0). 

Out of the tota l 300% multiple responses, lack of markets, pest, and flood were equall y 

important facto rs of pre harvest loses which acco unt 100% each. Here, marketing problem was 

scemed to be critical factors and may tr igger the rest two constraints. Farmers usuall y adjust 

harvesting days to gain better advantages of hi gher prices through strateg ies of spending some 

marketing days and harvesting on the coming market ing days. This leads mass vo lume of 

product loses both in markets and fie lds that may expose the ripened fruit s for pest, drought or 

flood. 

Out of the total 158% multiple responses, 16.7,58.3, and 83 .3%, marketing problem, pest, and 

flood were factors of pre harvest loses in secondary production season respectivel y (Tab le 

4.2.4.6). Flood ing was the maj or facto r followed by pest. Fanners gave witness that they faced 

tomato wastages on field level caused by the water they irrigate and natural flood. However, 

thi s can be solved through developing tomato bed maki ng culture, proper furrow irrigat ion 

management and drainage excess water. Pest and fl ood were important prob lems than market 

problems in supplementary, primary and secondary production seasons. 

Post harvest lose is production loses occurred after harvest. Prob lems of poor handling in 

transportation , grad ing, storing, load ing, and unloading techniques, leads lack of su fficient 
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buyers of the product. Thi s loss accounts from harvesting up to marketing stage. Ev idently, 
lack of market was the major factor of post harvest loses over the three producti on periods, 
which accounts 50%, 50 %, and 36% of responses in supplementary, primary and secondary 
production periods out of the total 100 % response for each seasons respective ly. Thi s problem 
was associated with incidences of diseases and insects, and poor techniques of loading and 
unloading whi ch minimize the des ired quality of fruits, which in turn may minimizes the 
quality of the fruits and its potenti al market pri zes as well. 

4.3. Service Provision in Vegetable value chains 

There is a wide range of primary and secondary stakeholders in vegetab le sector value chains. 
This includes input suppl iers and stockiest, producers, often smallholder fa nners, brokers, 
interm ediaries and traders, processors, di stributors, reta ilers including shops and traders on 
markets. [n addi tion to these primary stakeholders, there are various supporting and service 
de livery instituti ons including Government Ministries, Research Institutes, trade and promotion 
associations and NGOs. Both primary and secondary stakeholders have key roles to play in 
ensuring the value chain operates effecti vely. Increasingly representatives of each stakeholder 
are encouraged to meet to analyze their roles, identify constraints and seek so lutions using an 
innovati ons systems approach, often described as an Innovati on Platfo rm . 

4. 3.1 Input sources and system 

Generally, there are two major categories of input channels in the study area, namely, informal 
and formal input sources . Formal input sources include; cooperati ves, NGOs, WoA RD and 
formal sources whil e inform al sources include local chemica l suppli ers, open markets, and 
major tomato buyers of Mekele whole sellers. 

As indicated in Table 4 .3. 1, the form al input sources fo r fe rtili zer, chemical, and improved 
seed covered 85, 3 1.9, and 48.9% of the respective users respecti vely. The rest 15, 68.09, 
5 1.1 % sourced these inputs from informal sources in the same input ord ers. This implies that, 
improved seed and chemical were majorl y pumped by the in fo rmal input channel system while 
the formal system has major role in fertili zer supply. 
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Table 4.3.1: Major input sources 

Inpu Tota l Wo Coop MK Open NGOs Othe Form Infor ts A markets rs al mal ~ % % N % N % N % l\ % )\ ')) l\ % N % 
Ferti l 20 33.3 9 45 8 40 0 0 3 15 0 0 0 0 17 85 3 15 izer 3 
Che 47 78 .3 8 17. 7 14. 17 36. 12 25 .5 3 0 0 3 6. 15 31. 32 68. mical 3 02 89 17 38 91 09 Impr 49 81.6 6 12. I I 22. 12 24. 10 2004 1 7 14. 3 6. 24 48. 25 5 1. Dved 6 24 45 49 29 12 98 02 seed 

Source: Own field survey, 20 I 0 

Cooperatives, WoARD, and NGOs have small share in suppl ying certified seeds and chemicals 
to farmers. Out of the total fertili zer users, 45%, 40%, used 15 %, had access chemica l thro ugh 
WoARD, Coop and open markets (Tab le 4.3 .1). Likewise, 17.02 %, 14.9%,36. 17%, 25.53%, 
and 6.38% of chemica l users used WoARD, cooperative, Meke le traders, open markets, and 
other sources. Out of the total improved seed users, 35%, 19.05%, 28.87%, 23.8 1 %, 19.05 %, 
4.76%, 4.76% accessed seeds through WoARD, cooperative, Mekele traders, open markets, 
NGOs and others respectively. 

Generall y, it shows that it is necessary to be aware that informa l and formal seed systems have 
complementary tasks in supporting agri cu ltural development. Input regulatory frameworks can 
prov ide legal boundari es in which both systems operate, even though; thi s has been designed to 
regulate the formal system on ly. Both formal and in forma l input sou rces have thei r own rol es 
in supporting the vegetable input value cha in . 

The degrees of ; input affordability, timely delivery, technological divi sibi li ty and avai lability, 
presence of menu of alternatives and quality problems of inputs influences farme rs decisions 
on types of channels to use. Producers revea led that they enjoy in formal channels in 
affordability of inputs li ke tomato seed, onion seed and chemicals coupled with the poss ibility 
of getting inputs easily both in time, space, types, and quanti ty, as they requi re. The 
cooperat ive rarely supplied tomato seed, oni on seed, and chemica l with prices of 320 birr/kg, 
380birr/kg, and 420birr/ li ter respectively whil e informal input suppliers supp lied these inputs 
with 2 10, 250, and 350 birr respectively (WoARD, 20 10). 

However, According to case team leader of cooperative deve lopment of WoARD and the cha ir 
or the cooperative of Go lina irrigati on scheme, the cooperative rllns without having lega l enti ty 
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and enough cap ital, hence, unlike the other legali zed cooperatives, it does not have any 

guaranty to buy inputs in credit from other high-level cooperatives. This implies that the 

cooperat ive has limited resources like financial , human, and material s, as a result its 

performance has come so week in supplying requi red inputs and search ing potential markets 

for their products. 

From the total 1375 HH beneficiaries of the scheme on ly 270 are members, hence majority of 

the beneficiaries use informal input system from the illegal traders (traders who usually buy 

them their product)( WoARD, 2010). Among the formal input sources, strategica ll y, 

cooperative must play major roles in supplying inputs and in marketing outputs. However, the 

cooperative is not strong enough to provide such serv ices effectively to its members, which 

lead less involvement of beneficiaries in memberships. Such and other reasons may forces 

significant numbers of farmers to prefer illegal chem ica l and seed suppliers ' channels. 

Likewise, from the group di scussions made with case team leaders of WoARD showed that, 

fanners usually req uest inputs lately and DAs sometimes estimate demands of inputs 

random ly. Farmers also claimed that they experiences on on ion seed germination problems. 

Expired seeds were supplied by cooperative in 200 1 E.e. , and tomato seed too by WoARD in 

2000E.C. Leaders of case teams of WoARD indicated that, the management bodies decided to 

accept 75% germination rate of tomato seed in 200E.C, which is below 85% of minimum 

standard of germ ination rate. Woreda experts claimed that Farmers request seed usuall y after 

they prepare their land, hence it can be difficult to make germination test, quarantine, and 

inspection work before distribution. Accord ing to farmers' view, quality problem is associated 

with associated high input cost and scarcity of input supply. These inter related challenges 

might be due to lack of effective coordination both within and between various stake holders­

producers, extension experts, researches, coop, input suppliers and etc. along the three major 

stages of technology generat ion , transformation, and utilization. 

The Ethi opian Seed Enterprise (ESE) is a sole governmenta l organization dedicated to 

contribute for the improvement of agricultural production in the country. The enterprise itself 

does not directly supply select seeds to farmers but through Un ion, cooperat ives, Associations 

and agricultural bureaus established at various leve ls. These bod ies usually add their 

transportation expenses. To satisfy the grow ing needs of seed demands in Ethiopia, the 
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government has realized that ESE alone cannot satisfy farmers and investors. Hence, the 
enterprise has planned to expand its scope and the roles of private investors, research centers, 
and other organizations efforts in increasing seed production and distribution. This initiative 
can be good news to encourage the private sector roles. 

In the stud y area, farmers has already built a circular type of relationships with some Mekele 
traders through inflow of input and output flows of out puts between them. This input and 
output ci rcu lation between farmers and some vegetable traders of Mekele has developed the 
interest of farmers to maintain their relations with the expectation of mutuali sm. Hence, 
Mekele traders play major role in suppl ying inputs like tomato seed, onion seeds, and 
chemica ls to fanners. Traders usually buy tomato fru its and onion yields from various parts of 
the country like Meki of Oromia, some of them circulate inputs like tomato and onion seeds, 
and pesticides from one area to the others as a multipurpose journey. 

However, Fanners usuall y buy seeds of tomato and onion, and chemicals from various sources 
without any quarantine and qua lity standards. Unlike onion, there is no organized seed system 
espec ially in the tomato sub sector. Open market, shops, tomato whole se ller of Mekele, and 
others are involved in pumping out tomato seeds to producers without any legal entities. These 
situations may open doors for expans ion of the roles of illegal input suppliers' and the chances 
of introduc ing expired, inappropriate chemicals and seeds to producers without any contro l 
of quality management. However, many farmers prefer informal input channels, farmers has 
become victims of low quality seed and expiry chem ical supply. 

4.3.2 Credit access and facilities 

In subsistence agrar ian society, financial service can play vital roles in encouraging small-scale 
producers to accelerate the rate of technological adoption. However the producers in the study 
area showed that only 11 .7% were beneficiaries of the service while the rest not. As indicated 
in Table 4.3.2, out of the total women respondents, 22.2% were credit service beneficiaries and 
9.8% for male respondents. This implied that very small numbers of vegetable producers were 
beneficiaries of cred it in 2009110 production season. However, relative ly, women' s 
participation was higher than men were. 
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Money made from sa les of the previous tomato harvest season can be of great help. It is 
important to save part of the money earned, so it can used to buy the inputs requ ired for the 
next production cycle. Money can also be borrowed from many sou rces. Cred it sou rces 
included ACS [, loca l lender, cooperative, ARD (others) with shares of 57. 1, 14.3, 14.3, 14.3 , 
percentage respective ly. Relatively, ACS I prov ide better coverage of assistance to small 
farmers on co ll ateral bases. Out of the total seven cred it users, 4 borrowed from ACSI, and the 
rest one each sourced from local lender, cooperative, and Woreda ARD. Amo un t of cred it 
borrowed were 200- 1000, 1001-2000, 200 1-3000 categories in wh ich 28.6, 42.9, 28.6% of 
users used respectively (Tab le 4.3.2) . 

None of the respondents used Banks as source of finance, though Banks are also avai lable for 
loans, but usuall y banks are not interested in very sma ll loans and demand proof of property as 
a guarantee. However, it can be easy to get loan and cred it services from potentia l financial 
sources like Bank if fa nners organize themselves into form al cooperati ve association. 
Sometimes farmers unite, to form cooperatives or informal assoc iations, for example marketing 
groups or production groups. Poo li ng resources together can have big advantages for small 
farmers. 

Out of the total credit users, 14.3, 71.4 and [4.3% used the money for buying fa rm tools, 
fattening and other purposes . Therefore, the major money went for animal fatte ning. Key 
informants indicated that pou ltry fanning, sheep and goat fatten ing are the major focus of 
many farmers usually for marketing purpose. None of the respondents d irect the money 
borrowed directly to the development of the vegetable subsector 

4.3.2.1. Awareness on credit 

The nature of producers' awareness on credit determines the level of credit participat ion 
regard less of the presence of cred it services. 

Producers were asked to indicate their view on weather credit has va lue or not. Hence, 50%, 
28 .3%, and 2 1.7% indicated that credit has good value, cred it has no value, and they do not 
know respectively. Likewise, onl y 45. 1 % of the tota l male respondents had good awareness on 
the advantage of credit while the rest 3 1.4% did not accept that credit has value and the rest 
23.5% did not know the value of cred it. By fa r, women had good awareness on cred it, 77.8% 
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of women respondents rea li zed the importance of cred it. Thi s implies that there is a need to 
work on awareness creation to increase the level of participation. 

Table 4.3.2: Credit services 

Credit Case N 'Yo Awarene Ma l Female Tot users s ss on c al 
credit N % N % N % 

Male Yes 5 9.8 It has 23 45. 7 77. 30 50 
good I 8 
benefit 

No 4 90 . It has no 16 3 1. I II . 17 28. 
6 2 value 4 I 3 Total 5 10 I don ' t 12 23. I I I. 13 21. 
I 0 know 5 I 7 Female Yes 2 22 . Total 51 10 9 100 60 10 

2 0 0 
No 7 77. Purpose of credit Credit source 

8 
Total 9 10 Purpose N % Sources N % 

0 
Total Yes 7 II. Farm I 14. ACSI 4 57. 1 

7 tools 3 
No 5 88. Fattening 5 71. Friends& I J 4.3 

3 3 4 re latives 
Total 6 10 Others I 14 . Cooperati I 14.3 

0 0 3 ve 
Repayme Yes 6 85. Amount N % WoA I 14.3 Ilt 7 

No I 14. 200 - 2 28. Total 7 100 
3 1000 6 

Total 7 10 100 1- 3 42. 
0 2000 9 

2001- 2 28. 
3000 6 

Source: Own field survey, 20 I 0 

4.3.3. AgricultuJ'a1 extension service 

Knowledge and information about new seed variet ies and their cu lti vation techniques are 
extremely critica l area fo r increasing fa nner' s productivity and profitab ility. Producers' were 
asked to indicate their awareness and knowledge level on areas of market informat ion , 
fertil izer application, chemical application, improved seed app li cation, vegetable production , 
and post harvest hand ling. Acco rd ingly, 83 .3%, 65%, 60%, 5 1.7%, 38.3% and 75% of 
respondents respective ly indicated that they do not have sufficient awareness and knowledge 
(Table 4.3.3) . Market information was the major problems of farmers fo llowed by post harvest 
handl ing and input uses. 
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Moreover, access to market information is much more difficult for the tomato producer than it 

is fo r the trader in the study area. The prices of many vegetab le products are constant ly moving 

up and down. It is up to the producer to try to find out the market price at any given time. 

Unfortunate ly, very little market information is ava ilable on the more obscure vegetable 

products on wh ich many communities of producers depend. Producers of these products 

shou ld be aware, however, that most commodity prices rise and fall in concert. Perhaps the 

most useful way in wh ich producers can inform themselves about the markets for the ir goods is 

to link with other producers of the same product. Different producers have different market 

experiences, different market experiences, different contacts, and sources of information. 

The success of agricultural development depends, among other institutions, on the ex istence of 

an efficient marketing system. If the marketing system is ineffic ient, high marketing costs wi ll 

render products uncompetitive. Standardization of agricultural products, improving the supply 

of market information system, expand ing and strengthen ing cooperatives, and strengthening 

private sector participation are key elements for proper functioning of the agricu ltu re 

marketing system . Because of several reasons, Agricultural marketing in Ethiopia is weak and 

inefficient. Somc of the inherent causes are absence of effective transport network, poo r rural 

urban linkages, lack of market information, presence of too many intermed iar ies, and absence 

of standards, storage difficulties and genera l under development. These limitations made 

smallholders, econom ica ll y di sempowered and exploited too much not to benefit out of their 

effort (Lemma Desalegn, 2000). 

4.3.3.1. Trainings and Field visit participation 

Field visit participation is one of extension approach to create mutual learn ing opportunities 

within and between farmers and experts. Effective filed visits will create opportunities to 

improve farmers' awareness, know ledges, and skill s on different areas of farmin g practices. 

However, the study showed that 75 % of the respondents did not participate in field days wh il e 

only 15% rarely participated and I the rest 10% frequently participated. Three DAs serve 

fanners in areas of livestock production, crop production and natural resource management. 

Table 4.3.3 indicates that, only 45% Of Producers indicated that DAs ass isted them on field 

level vi sits frequently and 36.5% of the respondents complained that no service was given on 

field level visits. The rest 16.67 % indicated that, on filed assistance had been given rarely. 
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Table 4.3.3: Farmers' Knowledge of production & their participation in extension 

services 

Farmers) knowledge 
level Extension service & farmers' participation 

Production Participati Nothi Ra rely Freque 
knowledge Yes No on ng ntly 

N % N % N % N % N % 

Field vis it 
37 61.7 23 38.3 participat io 45 75 9 15 6 10 

Vegetable production n 

18 30 42 60 
On fil ed 

22 36.7 10 16.67 27 45 
Chemical appl ication DAs Visit 

2 1 35 39 65 
Training 

47 78.3 8 13.33 5 
8.3 

Fertili zer app lication access 3 

Improved seed uses 29 48 .3 31 51.7 

Post harvest 
15 25 45 75 

knowledge 
Market information 
management 10 16.7 50 83.3 

Source: Own fie ld survey, 20 I 0 

Train ing is one of the critical interventions to support producers in pre cu ltivation , pre harvest, 

harvest, and post harvest practices. However, 8.33%, 13.335 and 78.3% of total respondents 

ind icated that, training was given frequently, rarely, and nothing, respectively (Tab le 4.3.3). 

From key informant interviews made with elders, on ly producers who are better in powers, 

who have better relations with DAs, who have better income levels and those who are called 

model farmers have better training opportun ity than the rest of the majority. The agricultural 

extension department as well as research center is, supposed ly, the primary suppli ers of thi s 

knowledge; however, the disseminati on process is ineffi cient. According to the eva luation 

made in 20 I 0 to assess woreda agricu ltural offices performances in implementing packages of 

irrigation development programs, it was witnessed that Kobo Woreda (town) was the least 

performer out of the tota l 12 Weredas of the zone. The Wereda agricultural officer complained 

that the office do not have sufficient labor, vehicles and office materials. 

Problem ranking of on ion 

According to responses of onion producers, insect, di sease, moisture stress, high input price 

and canal damage were ranked fro m 1-5 respectively having sco res of 78.57%, 76.1 9%, 59.52 

%, 52.38% and 42.86% in the above order of prob lems(Table 4.3.4). Among which insect, 

di sease and moisture stress were the major top three of constraints of onion production. These 
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problems might be aggravated due to the hi gh shift from other crops to onion that lead 

expansion of mono cropping mode of production practices. 

According to the reports of WoARD (2009), the newly introduced auction based market 

linkage system playas a magnetic effect in attracting large number of farmers to onion 

production. The marketing opportunity forced fanners to produce onion twice in a year with 

chickpea production in between the two onion production seasons. This phenomenon may 

trigger input scarcity and increase input costs. Moreover, hi gh rate of moisture stress has been 

increasingly exhibited after the crop shifts from low water loving cereal crops to hi gh water 

loving on ion crops. Thi s might be associated with poor water management practices in and out 

of the fi eld. Such interlinked constraints may expose the crop to hi gh rate of incidences of 

insects and pests. 

In such a context, market is not like a freewheeling tool that correct and drive by itself. So far, 

efforts are seldom made to link production with market. It is a simple unpleasant fact to see 

tomato products over surplus periodically. To create a synergic fu nction ing vegetable value 

chain , market and production strings need to be attached together. It is common to see farmers 

in the samc area all planting tomatues at the same time. Everybody does what the others are 

doing. Of course, this results in a glut and low prices at harvesting time, it causes for further 

low prices. With respect to increasing production for the market, irrigation schemes can be 

judged success ful when fanners achi eve greater output, higher standard of life and are ab le to 

sell more of their output on the market thus stimulating the multiplier effects of agrari an 

development (Fiona Wilson, 2004). Low quality products wi ll not be easily transported to long 

di stances where there are high demand potentials. Therefore, the demand of the product will be 

limited only around sma ll radius of production area and it may have low demand with low 

output prices. 

This works as a downward spiral - " to keep the pnce of tomato competiti ve, the local 

producers tend to use: cheaper, lower quality, and inadequate amount of inputs like seed, 

fertilizer and pesti cide, which greatly reduce yield and profitability" . Th is results in significant 

loss of market share over time. 

The local producers have also started experiencing hi gh cost of production due to increased 

price of inputs, Poor farming practices, hi gh cost of labor, hi gh price of packaging material s 
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and high transportation cost, etc. All the above factors are prohibiting local producers from 

attain ing des ired economy of sca le to increase per unit cost of tomato. 

Table 4.3.4: Problem ranking of onion and tomato sub sectors 

Crops Not a Less Medium High Total 
Problems problem 

N % N % N % N % N % Rank 

Onion Insect I 2.38 3 7.1 5 11.9 33 78.57 42 100 I 

Diseases 3 7. 14 3 7. 14 4 9.52 32 76. 19 42 100 2 

Low output price 8 19.05 6 14.29 14 33.33 14 33.33 42 100 8 

Market 4 9.52 8 19.05 14 33.33 16 38.1 42 100 6 

insecurity 
High input price 9 2 1.4 4 9.5 7 16. 2 52.3 42 100 4 

3 2 67 2 8 
Input scarcity 10 23.8 8 19. 9 2 1. I 35.7 42 100 7 

I 05 43 5 I --
Canal damage 6 14.2 I 23. 8 19. I 42.8 42 100 5 

9 0 8 1 05 8 6 
Moi sture stress 2 4.76 4 9.5 I 26. 25 59.52 42 100 3 

2 I 19 
Labor sho rtage 15 35.7 1 II 26.19 9 2 1.43 7 16.67 42 100 10 

Poor servi ce 22 52.3 7 16 .67 8 19 .05 5 11.9 42 100 10 
delivery 8 
Capital shortage 18 42.86 10 23.8 1 4 9.52 10 23.8 1 42 100 9 

Transport 18 42.86 10 23. 81 6 14.29 8 19.05 42 100 I I 
shortage 
Storage 15 35.7 1 6 14.29 4 9.52 17 40.48 42 100 6 

Tomato Insect 2 6.67 7 23.33 9 30 12 40 30 100 5 

Diseases 2 6.67 7 23.33 II 36.67 10 33.33 30 100 8 

Low output 2 6.67 2 6.6 4 13 . 22 73.3 30 100 2 

Erice 7 33 3 
Market I 3.33 2 6.67 3 10 24 80 30 100 I 
insecurity 
High input price 9 30 5 16.67 6 20 10 33.33 30 100 8 

Input scarci ty 4 13.33 I 3.33 9 30 16 53.33 30 100 4 

Cana l damage 5 16.67 7 23.33 5 16 .67 13 43 .33 30 100 7 

Moisture stress 2 6.67 4 13.33 7 23.33 17 56.67 30 100 3 

Labor shortage 10 33.33 6 20 7 23.33 7 23.33 30 100 9 

Poor service 13 43.33 6 20 5 16.67 6 20 30 100 10 
de livery 
Capital sho rtage 14 46.67 6 20 5 16.67 5 16 .67 30 100 II 

Transport 5 16.67 4 13.33 7 23.33 14 46.67 30 100 6 
sho rtage 
Storage 6 20 7 23.33 2 6.67 15 50 30 100 5 

Source: Own field survey, 20 I 0 
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Problem ranking of tomato 

Like of onion, s imilar procedures were engaged on tomato producers to identify problems that 

reduce profitability of tomato. Accord ingly, market insecurity, low output prices, moisture stress, 

input scarc ity and insect problems were ranked fro m 1-5 respective ly by 80%, 73.3%, 56.67%, 

53.33%, and 40% respo ndents respectively (Table 4.3.4). Tomato subsector is constrained by 

various and complex problems of spider waves. Among the major constrai nts, marketing 

problems were the criti cal factor reducing profitability of the subsector. Each problem has 

systematic interacti ons to reduce the crop yield potentials both in quality and quantity terms. 

Marketing of tomatoes at low price was a simple unpleasant fact for tomato producers. 

To effective ly reducing rural poverty levels, it requ ires think ing beyond product ivity, and 

incorporating themes such as profitability and competitiveness. Market is the central element of 

deve lopment drive in the agri cultural development too l kits. In the absence of effective market 

linkages, encouraging farmers to produce perishable vegetab les is li ke di scouraging them not to 

produce. 

4.4 Vegetable Market 

Productions of perishable crops demand efficient marketing system. The efficiency could be in 

the speed with which the produce reached the ultimate consumer, the prices, and qualiti es. 

Bulkiness and Perish ab ility of products - Tomatoes have a relatively low va lue compared to 

their volume/weight, which influences transportation cost making commodities with hi gher 

va lue but lower volume and/or weight more attractive. Tomatoes are a peri shab le crop with 

lim ited time between harvest and the onset of deteri oration. For a critical understanding and 

identificati on of the ineffic iencies, the following section is spent for some invest igation of the 

prevailing marketing system. 

4.4.1 Market structure and roles of participant actors 

The major actors involved in the system were producers, rural dealers/assemblers, wholesa lers, 

retailers, transporters and consumers. Tomato products flow towards two major market 

categories namely out of region market and within region markets. The major out of the region 

tomato buyers are wholesa le traders of Tigray region, who buy the bulk of tomato from fa rm 

gate through rural dealers and transport to Mekele. Other wholesale traders are from within 
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reg ion th at buys tomato from Kobo and transport to other towns of the North Woll o, South 

Wo ll o, and border towns of southern Tigray (A lemata, Korem, and Maichew). Relatively, the 

within region wholesale traders buy tomato from open markets of Kobo town. Retail ers are 

also the other parti cipants who buy tomato from open markets of kobo and retai I either on the 

same market or/and other markets of Kobo and its surroundings . The loca l demands usuall y 

buy small quantiti es of tomato from open markets of Kobo town and its surroundings. 

4.4.1.1. Producers 

These are th ose types of the actors who fa rm and sale onion/tomato . They either wo uld have 

their own land or rented to produce both or one of the two crops. These fann ers produced 

vegetables and sold commonly at roadside fa rm gate and rarely at open markets of Kobo and 

its surroundings. 

According to the group di scuss ion made with producers, producers usually harvest from their 

fi elds and sell their product on roadside farm gate market to Mekele whole se llers. Buyers may 

come, check the quality and ' negotiate' the price. Otherwise, fa nners in fo rm dea lers to search 

them potential large traders, and dealers informed Meke le traders through mobile phone, 

pass ing truck dri vers, or other passengers. 

As soon as large traders and producers meet at farm gate, dealers negoti ate prices between 

se ll ers and buyers. After price agreement farmers would do harvesting and co llecting to 

roadside, while loca l dealers would do sorting, weighing and loading. As the crops are 

peri shable, the sale had to be made as soon as harvested . Farmers used wooden boxes for 

co llection as well as product delivery. Commonl y, producers harvest, transport, co llect, and 

sell tomatoes on Sunday or/and Thursday. Sometimes, there might be also a probability of 

di sagreements occur between bulk buyers and sellers afte r harvesting of tomato . 

Disagreements may occur on price, quality, quantity, and types of transaction after harvestin g. 

In such conditions, fa rmers complained that they might be forced them to agree with traders. 

If producers may fa i I to sell bulk vo lume of harvested tomato products at farm gate market to 

Mekele traders, they may take it on Monday and Friday Kobo markets a day after harvest. 

Hence, farmers indicated that to harvest on Thursday and Sunday is, to minimize potentia l 

marketing ri sk partia ll y. Farmers also used different harvesting stages of tomato to min imi ze 
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ri sks of market and to widen their opportuni ties of market and various demand segments. 

Farmers may try the second chances in Kobo open markets after a day of harvest, to se ll un ­

marketab le, surplus, and low qua lity graded yield . However, these situati ons may cost 

producers with deterioration of quality of products, increased storage costs, transport costs and 

end with low prizes or even total losses. In kobo open markets, fanners claimed that they have 

repeated ex periences of ; dum ping tomatoes in markets, feeding tomatoes fo r cattl e, selling 

tomatoes in minimums of mi nimum prices. 

Price discovery foll owed non-scientific measurement the estimated average weight of wooden 

box was 50 Kg. Fanners viewed that mischi ef usuall y appear (cheating in we ighing). Farmers 

exp lained their grievance of being cheated up their product apart from low price. Farmers have 

less power as they cannot store tomato or eas il y take them elsewhere. Expected ly, producers 

faced bedrock of prices and exposed to the ev ils ofm onopolization at farm gate market. 

4.4.1.2. Rural dealers 

Dealers played vital role in communicating Mekele traders. There are an estimated of 10- 15 

loca l dealers, they are all-young and engaged themselves first in dealing then grad ing, packag in g, 

and loading acti viti es. Loca l dea lers li ved with fa rmers and some of them were engaged 111 

fa nning, hence, they exchange information with tomato producers before starting to 

communicate with such traders. 

During pick harvesting peri ods, dea lers contact Mekele traders and inform about the product ion 

status, its harvesting stage, product types and amounts. Mobile phone is the major information 

exchanging technology for dealers and remote traders. On the other hand, traders may come by 

themselves without the kn owledge of dealers, and mobili ze dealers to announce the coming of 

traders and sel li ng pri ce proposal to producers. Dealers fac ili tate selling prices and buyin g 

activities timely. Dea lers also served in suppress ing grievances of selling farmers at the time of 

weighing, and other mischief. The role of brokers was inclined towards buyers. The small 

number of such traders and the market in fo rmation avail able to them give traders some abili ty to 

influence price. 

Theoreti call y, these activities should be encouraged as a way to increas ing prices to farmers and 

reducing fi nal consumer price. However, accord ing to the views of tomato prod ucers, Mekele 
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whole sellers have strong bond with rural agents and assemblers than producers do. Dea lers have 

important ro le in communicating the buyers and se llers by imp lement ing traders' interest along 

the process of price sett ing and transaction scenarios. 

4.4.1.3. Wholesale buyers 

Generally, there were two major categories of wholesa le buyers; the first type was those 

participants of the marketing system who used to buy onion and/or tomato on the roadside-based 

farm gate market with a larger vo lume than other actors did. 

Table 4.4.1: Estimated numbers of whole sellcrs of tomato and potential volume thcy 

trade 

Aradoll1 Pm"tici pant Male Female Total Whole sale 
farm gate traders by Market 
market residence vo lume 

(Qt) 

N % N % N % 

Kobo Woldia 5 33.33 10 67.67 15 27.27 2 1.54 
market Lalibela 3 100 0 100 3 5.45 11.54 

Sekota 2 100 0 100 2 3.64 19.69 

Maichew 4 100 0 100 4 7.27 12.31 

others 2 28.57 5 71.43 7 12.73 3.85 

Dessie I 16.67 6 83 .33 7 12.73 11.54 

A Icmata. 
3 17.65 14 82.25 17 30.9 1 15.31 

Korem 
Non-

20 36.36 35 63.64 55 100 95.78 
Mekele 

Tota l Mekele 9 3 1.03 0 0 9 1406 287.54 

Non-
20 68 .97 35 100 55 85.94 125 .4 

Mekele 
Total 29 100 35 100 64 100 412.94 

Source: Own field survey, 20 I 0 

It was difficult to arrive at the exact number of such wholesalers. Nevertheless, through foc us 

group discussion made with eight loca l dealers, informati on triangul ati on made with some 

wholesale traders and local tax collectors, there were around an estimated number of 20 whole 

sellers who bought tomato and oni on in bulk at farm gate level (Table 4.4.1). Each who lesaler 

used to load onion and/o r tomato with an Isuzu or FSR. Unl ike tomato buyers, there were 10-12 

onion buyers who buy onion in bulk during leap years, eve of Ethi opian New Year, constituting 
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; 3 Mekele traders, two major onion buyers from AA, and One trader each from Bahir Dar, 

Gondar, and Humera. Unlike tomato, onion buyers were from different parts of Ethiopia and the 

market was relatively competitive between buyers. Out of the total larger vegetable whole 

sellers, 8-10 were from Mekele who usually vi sit and buy tomatoes from producers at farm gate 

level in a monopoli zed nature of market. These traders were the major buyers of tomatoes almost 

throughout the production seasons. These traders are traveler traders they usually buy tomato 

fruits through local dealers and transport the product by rent vehicles. Rarely, some of the traders 

directly contact producers without the involvement of dealers. 

The second type was those participants of the marketing system who used to buy onion and/or 

tomato in open markets of Kobo and its surroundings' markets. These traders are the second 

majo r buyers of tomato next to Meke le tomato whole sellers. Relatively, usuall y, such traders 

come to markets of Kobo from remote towns of outside the Woreda. Some of them occasionally 

buy tomatoes when its price become below cheap while others constantly buy and di stribute. 

From the information gathered from two key informants of market days based tax collectors, 

there are around an estimated number of 56 tomato whole sell ers who usuall y buy tomato from 

Kobo and sometimes from Alemata marketing days. Out of them, 39 whole se ll ers who have 

participated in tomato trade at Kobo markets on Friday and Monday market days. Out of them, 

IS, 3, 2, 4, 7, 7 whole sellers were from Woldia, Lalibela, Sekota, Korem, Waja, and Alemata 

respectively (Table 4.4.1) . Traders of Woldia, Alemata, Korem, Maichew, Lalibela and others 

buy different volume of tomato usually from Kobo open markets and may use different size of 

Lorries and tracks to transport to their localities. 

Unfortunately, 100% of Woldia whole sellers were female and all were Orthodox reli gion 

fo llowers. Two traders were above 39 while the rest 3 and I traders were 29-38 and 19-28 age 

ranges respectively. Out of them, 60% and 40% were literacy grade and grade 1-6 completed 

respectively. All Korem traders were Male and their age range was between 29-38.0ut of them, 

66.7% were from 1-6 grade completed while the rest was literacy completed. 

Mekele traders were all male. The age ranges implied that six traders were between 19- 39 while 

the remaining two were above 39. Except one trader who was Muslim, all of them (87.5%) were 

Orthodox reli gion followers. Out of the tota l respondents of Mekele Whole se llers, 37.5% were 

71 



grade 10 completed whil e the rest 12.5% each were grade 1-6, grade 7-8 and grade 

I Ocompleted completed accord ingly (Tab le 4.4.2). 

Table4.4.2: Whole seUCI's' demographic characteristics 

Res idence Sex % from Age Education status 
total 

N N % N % 

Lal ibe la 2 11.11 Male 100 19-28 Literacy completed I 50 

Grade 10 I 50 
Wo ldia 5 27.78 Female 100 19-28 Literacy completed 3 60 

male 0 29-38 1-6 grade 2 40 
Korem 3 16.67 Female 100 29-38 Literacy completed I 33.33 

male 0 >39 1-6 grade 2 66.7 

Mekele 8 44.44 Male 100 19-28 Literacy completed 2 25 

29-38 1-6 grade I 12.5 

>39 junior grade I 12.5 

Grade 10 3 37.5 
Grade 12 I 12.5 

Source: Own field survey, 2010 

Reta ilers' Demographic characteristics and roles in tomato market 

Retai lers are the final li nk in the chain that delivered onion and/o r tomato to consumers. They 

are very numerous as compared to wholesa lers and their functions were to se ll to consumer in 

pieces after rece iving larger vol umes fro m wholesalers or farme rs. 

Genera ll y, 28 reta ilers were selected purposively from d ifferent local ities at Kobo open 

markets. Acco rdingly, 10.7,32.1, 10.7 and 28.56 % were from Alemata, around Kobo, Woldia 

and Meke le respectively (Tab le 4.4.3) .. Unfortunately, a ll respondents were fema le retai lers, 

out of them, 10.7, 57. 1,25 and 7. 1% of respondents had age ranges of < 20, 2 1-35, 36-50 and 

above 50 years old respectively. Reta ilers were highly diversified in; places of res idences, 

househo ld types, age categories, education status, degree of part icipation and numbers of 

vegetables reta i led. 
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Table4.4.3: Retailers' demographic characteristics 

House hold Freq uency Percent Et hnicity Frequency Percent 
he:ul 
Male I I 39.3 Amhara 18 64.3 

Female 17 60.7 Tigray 10 35 .7 

Total 28 100 Total 28 100 

Marita l status Educat ion status 

Married 8 28.6 Un able to read & write 9 32. 1 

Unmarried 12 42 .9 Literacy completed 2 7. 1 

Divorced 4 14.3 1-6 grade 10 35.7 

Widowed 4 14.3 j unior grade comp leted 3 10 .7 

Total 28 lOa Grade 10 completed 2 7.1 

Religion Grade 12 completed 2 7.1 

Orthodox 25 89.3 Tota l 28 100 

Muslim 3 10.7 Types of co mmodity traded 

Total 28 l Oa Tomato I S 53.6 

Res idence Both I 3.6 

Kobo 5 17.9 More than three II 39.3 

Alcmata 3 10.7 Tomato and pepper I 3.6 

Around Kobo 9 32. 1 Total 28 lOa 

Wold ia 3 10.7 

Mckele 8 28.6 

Total 28 lOa 

Source: Own fi eld survey, 20 I 0 

Generall y, out of the total reta il ers, 60.7 % female-headed household while the remaining was 

male headed . Marital status of respondents implied that 28.6 & 42.9% of respondents were 

married and unmarried respectively while di vorced and widowed were each 14.3%. Out of the 

total retail ers, 32. 1, 35.7, 10.7, 7.1 % and were un able to read & wri te, 1-6 grade completed 

and junior grade completed respectively, while the rest literacy completed Grade 10 

completed and Grade 12 completed constituted each 7. 1 %. Out of the total respondents, 89.3% 

and 10.7% were Orthodox and Muslim reli gion followers. In add ition, two major ethnic groups 

we re Amhara & Ti gray constituting 64.3 and 35 .7% respective ly. 

Retail ers retail s one or more types of vegetables, 53.6, 3.6%, 39.3% and 3.6% of reta ilers 

indicated that they retai l only tomato, both tomato and onion, multiple vegetables and tomato 

& paper respect ive ly (Table 4.4.3). 
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Out of the total respondents, 17.9, 35.7 and 46.5 % had no experiences, less than one-year 

experiences and above two year experiences in tomato retailing business respectively. 

Respondents were asked to estimate their plan to stay in tomato retailing, accordingly, 64.3 , 25, 

3.6 and 7.1 % indicated that it was unknown, seasonal, half year and greater than one year 

respectively. 

Table 4.4.5 indicated that 17.9%,25%,25%, and 32.1% of retailers retailed tomato, as it was 

means of survival, additional income sources, and better profitability and to support their 

families respectively. Out of all retailers, 21.4, 60.7, 14.3 and 3.6 retailers learned to retail from 

their own entrepreneur skill s, from friends , from simple observations of markets and for the 

sake of time spend respectively. 

Generally, based on the study, retailers can be divided into two major categories, namely 

seasonal type and permanent type retailers. These retailers have different types of 

characteristics in method of retailing, economic scales, and degree of participation, business 

experiences, and mode of business, legal framework, and related soc ioeconomic conditions. 

Seasonal type of retailers 

Retailers of Kobo and its surroundings usually buy from fanners or sometimes from whole 

sellers in the morning and retail there for limited hours of market. According to market visits, 

these retailers were by far higher in numbers than the other was. From prev ious table 4.4.3, we 

found that young retailers, who were below 20, were higher in both kobo and its surroundings, 

constituted, 20% and 22.2% respectively out of the total retailers in their res idence. Such 

retailers had limited or no experiences before, out of Kobo town retail ers, 40% had no 

experiences and the rest 60% had below one-year experiences. Likewise, 33.3% and 55.6% of 

retailers of villages of around Kobo had no and below one year experiences respectively. 

Most respondents implied that they do not have fixed plans on how long to stay in business. 

Retailers indicated that, some rural retailers might be disappeared after one retailing market. 

These retailers might be disappeared after they retail small volumes of tomato and buy some 

household expenses by the money they got. Mostly, poorer retailers may stay one production 

season in maximum and shift soon in minimum to other dominant crop types of the next 

season. 
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Out of the total retailers of Kobo and its surroundings, 80% and 88.9% retailed on ly tomatoes. 

Degree of participation was so narrow in its scope and temporal or unknown in its li fe. 

Commonly, they may participate in nearby markets of their residences and reta il onl y one or 

two markets/week. Mostly, mode of retailing is limited by retailing where they buy. Rarel y, 

some town retailers may use roadsides to retai l the unso ld after the market. Un like town 

reta il ers, whatever the result of retailing act ivities, rural retailers are limited to retail only for a 

single market day, wh ich may end between 6-7 hours duration. Consumer price may fl se 

through the day if demand is strong or fall if few buyers are present in the market. 

Generally, these traders have seasonal characteristics; they frequently shift from one crop to 

another depending to the type of the seasons. They do not have their own retailing plot lands in 

any of the markets they participate in , they commonl y use traditional measuring units in 

reta iling tomatoes, or they retail throu gh guess ing or fruit counting. On marketing days, they 

usually run when they notice that the loca l revenue collectors come to them, to tax 5birr/ 50kg 

tomato retailing business. In doing so, as the revenue collectors indicated that, apart revenu e 

co llection tasks, they settle or reduce the rivalry occurrences between such retail ers and 

perm anent retailers. Un like seasonal types, permanent traders pay the reven ue, as a resul t, they 

constantl y complain to take out such non-payer retailers out of the markets. Barriers to entry 

include a local council letter of approval, market authority registration and space in the market 

place. 

Degree of participation IS relativel y wide; they reta il vegetab les by moving from the ir 

residences to any potential markets of Kobo, Alemata, and other small rural markets too. They 

retail more than one vegetable; usually they retail multiple types of vegetables like tomato, 

on ion, cabbage, green pepper, etc. Woldia traders indicated that each 33.3% retailers trade that, 

<one, 1-3 , and above five Kassa (50kg) of tomato/weekly market. Mekele traders retail ed a ll 

reta iled from differently from 1-5 Kassa of tomatoes. 
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Table 4.4.4: Tomato retailers' age, experiences, plan to stay and volume traded 

Rcs id Age N % Experiences 
cnces catcgo 

I'Y 
1<0 < 20 I 20 <- 0.00 
bo 2 1- 35 3 60 0.0 I - 1.00 

36 - 50 I 20 Total 

Total 5 100 

A lem 21 - 35 I 33.3 0.0 I - 1.00 
ala 36 - 50 I 33.3 2.01 + 

5 1.00+ I 33.3 Total 

Total 3 100 

ArouJl < 20 2 22.2 <- 0.00 
d 2 1- 35 6 66.7 0.0 I - 1.00 
Kobo 

36 - 50 I III 2.0 1+ 

Total 9 100 Total 

Woldi 2 1 - 35 I 33.3 1.0 I - 2.00 
a 36 - 50 2 66.7 2.01 + 

Total 3 100 Total 

Me 2 1 - 35 5 62.5 2.0 1+ 
ke le 36 - 50 3 37.5 

Tota l 8 100 

Tot < 20 3 10.7 <~ 0.00 
al 21-35 I 57.1 0.0 I - 1.00 

6 
36.50 7 25.0 2.0 1+ 

5 1+ 2 7.1 Total 

Total 28 100.0 

Source: Own fie ld survey, 20 I 0 

Experienced type of retailers: 

N 

2 

3 

5 

2 

I 

3 

3 

5 

I 

9 

I 

2 

3 

8 

5 

10 

13 

28 

% Plan to N % volume 
stay in tn.dcd in 

f(:lssa 
40 Unknown 3 60 < 1.00 

60 seasonal I 20 1.01 - 3 

100 > I year I 20 Total 

Total 5 100 

66.7 seasonal 2 66.7 < 1.00 

33.3 > 1 year I 33.3 3-5 

100 Total 3 100 Total 

33.3 Unknown 6 66.7 < 1.00 

55.6 seasonal 3 33.3 1.0 I - 3 

I 1.1 Total 9 100 Total 

100 < I 

33.3 Unknown I 33.3 1.01- 3.00 

66.7 seasonal I 33.3 5.0 1+ 

100 112 year I 33.3 Total 

Total 3 100 

100 Unknown 8 10 < I 

1.01 -3.00 

3.0 1 - 5.00 

Total 

17 .9 Unknown 18 64.3 < 1.00 

35.7 seasonal 7 25.0 1.01 -3.00 

46 .5 112 year I 3.6 3.0 I - 5.00 

100. > I year 2 7.1 5.0 1+ 

Total 28 100.0 Total 

N 
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I 

5 

2 

I 
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8 

I 

9 

I 

I 

I 

3 

2 

3 

3 

8 

17 

6 

4 

I 

28 

From the market visits, unlike the first type of retailers, they were relati ve ly small in numbers. 

Most of them support their famil y and they were relativel y organi zed and settled types of 

retailers. Unlike the other side of retailers, relatively, they live in bigger towns, like Woldia and 

Alemata. There was no new retailers in Alemata, however, 66.7 % of retailers had below one­

year experiences. While 33.3 , 66.7% ofWold ia retailers had below one and above two years of 

experiences. In add ition, all Mekele reta il ers had above two years of experiences. There was no 
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retailer below 20 in Alemata, Woldia and Mekele. In Mekele 100% of retailers were with age 

ran ge of2 1-35, while in Woldia f66.7%were in 36-50 age range. 

Table4.4.5: Factors influence tomato retailing 

Reasons of tomato reta iling 

Means of survival 5 

Means of additional income 7 

Profitability 7 

To help famil y 9 

Tota l 28 

Source: Own field survey, 20 I 0 

4.4.2 Tomato Product flow 

How you learned to become a trader 

17.9 Entrepreneur skills 

25 From friends 

25 From simple observations 

32 .1 to spend my time 

100 Total 

6 2 1.4 

17 GO .7 

4 14.3 

I 3.6 

28 100 

The flo w of agricultural commodity from the production centers to the consumer end depends on 

the distance and market proximity, means of transport, availab ili ty and quality of infrastructures, 

the nature of the product the need and purchasing power of consumers, etc . The supply chain 

participants such as the fanners, distributors, small and big markets, supermarkets and small 

shops, etc, determ ine the marketing and distribution channels. 

There are six major tomato market channels identified that farmers use to sell their products (see 

Figure 4.4. 1 below) : 

I. Farmer-Rural dea lers-Whole se llers ofMekele (65.98%) [farm gate market] 

2. Farmer-Whole sell ers of local areas and surroundings (2 1.92%)[ open local markets] 

3. Farmer-consumers (7.76%) [open local markets] 

4. Farmer-Reta iler - consumers (5 .20%)[ open local markets] 

5. Fanner- Whole se llers-retai lers-consumers (18 .5%)[ open loca l markets] 

6. Fanner- Whole sell ers-consumers (6.5%) [open local markets] 

The above Figure 4.4. 1 indicates that, the total vo lume of marketed tomatoes produced by the 

respondents in Go lina modern irrigation scheme was estimated to be 437.32qt. The annual flo w 

of tomato product to Tigray region , excluding Alemata, Korem and Maichew was estimated 

288.32 qt (66%) constituting 68.5, 57.9, and 161.84 qt 1J1 supplementary, primary, and 

secondary production seasons respective ly. The rest 149 qt (34%) was abso rbed in local 

markets including Alemata, Korem, and Maichew. 
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The survey showed that large vo lume of the product flow to the northern part of Ethiopia, 

Tigray reg ion. Out of the total volumes of tomatoes, 87.89% were sold to whole se llers while 

the rest 5.2% and 7.76 % were directly sold to retailers and consumers respectivel y. From the 

total whole sa le, Mekele traders while the rest 25% was to Alemata, Korem and Maichew, 

Kobo, Kobo Zuria, Woldia, and La li bela absorbed 75%. Local retail ers and consumers shared 

18.5% and 6.5% of the total tomato vo lume respectively. 

Tomato product flow 

Figure 4.4.1: Tomato product flow 

L __ p,-r_o_du_c_e_rS_(_43_7_.3_2_Q_t...,--) ___ C--_ 

1 

287.54 at 
=69.63!. of 
the to t~1 

':thole sale or 
65%01 the 
total supply 
\', a;sab sorbed 
byMekel. 
tt ader s sellers 

Rural Dealers 
95.78 QI 

ilUI %) 

Whole se ll ers {412.18 Qt 

{93.40%} 

9'-050' 
Cll.7S·o) / 

-~---'" 

Retailers 106.77 qt {24.15%} 

Consumers 

Source: Own construction, 20 I 0 

----... 
JUSQ, 
p.S9%} 

. --'" 

.. 

, 

, 

22.nQ' 
IS.I .v., 1 

, 
, 

/ 

6.4l Qt 
I J ·45 ~l> } 

Farm gate market at Aradom was the major tomato market fol lowed by open markets of Kobo, 

while the rest markets have very small shares. Among all buyers, Mekele Whole sel lers are the 
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major buyers of tomato. According to the group di scussion made with dealers, tomato buyers 

bought 2-3 Lorries of tomato/day in low production periods and 4-7 in good production period. 

One lorry of tomato is equivalent to 42 quintal s. 

4.4.3, The roles of Mekele whole scUm's in tomato market value chain 

Accord ing to key informant intervi ews made with Mekele traders, tomato business has been 

running by 126 member traders and 15-20 non-member traders. Out of the total traders, their 

own vehicles imported 30-40% of imported tomato independently while the rest was through 

rent vehicle. To feed the potential demands, Mekele traders indicated that 5- 15 lorries of 

tomato/day, and 7-20 lorries of onion/day has been imported from vario us sources produc ing 

areas. Mekele traders import both tomato through agents and themselves. According to the group 

di scussion made with five Mekele traders and individual based key informants, traders usuall y 

import tomato to Mekele from different parts of the country and di stribute to potential demands 

of different towns and cities of the region. Among major demand potential s of the region, 

Meke le, Adawa, Axum, shire, and Ad igrat are fully deficit areas throughout the whole year. 

While, Wuikro four months, Senkata for 7 months, shiraro and Humera for 8 months each are 

partial deficits. Partial deficit areas produce tomato in their non-deficit periods. 

Tab le 4.4.3.1 shows that, Mekele traders import tomato to Mekele from different directions of 

Ethiop ia to sati sfy demands across different periods throughout the year. Amhara and Oromya 

regional states are the major tomato sources, found out of Tigray region , wh ile some parts of 

Tigray share small parts of the total supply from within region . From Amhara regional state, 

Kobo, Kombolcha, and Woreta are the major sources located 150, 345, and 580 km away from 

Mekele respectively while Meki is from oromya regional state located 1035 km from Mekele. 

Wuikro, Gerbgeb, Sinkata and Mohoni are parts of Tigray that are located, 45 , 25, 80 and 120 

km away fro m the regional admini strati ve city respectivel y and contribute to the gross annual 

suppl y of the region. According to Mekele traders, they collect tomato from Wukiro and Kobo 

throughout the year, from Meki from June-August and in belg season, from Woreta from Feb­

Apri l, from Mohoni from Dec-March, from Kombolcha fro m Sep-Nov. 

There were an estimated of around eight Mekele traders who bought tomato from the stud y 

area. The total supply of tomatoes in supplementary production season, primary production 

season and secondary production period were 19.95%, 17.76% and 62.29% of the total suppl y 
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of 20091 I 0 respectively. Mekele who le sellers bought 79.1 %, 74.57% and 59.28% of the tota l 

production produced in supplementary, primary and secondary production seasons 

respectively, wh il e the remaining productions were absorbed locall y accord ingly. Out of the 

total products exported to Meke le, 56.15% of the product was exported in secondary 

production seasons and the rest 23.76% and 20.09% in supplementary and primary production 

seasons respectively. On the other hand, out of the total locally absorbed tomatoes, 74.6%, 

13.25% and 12. 15% of tomato were absorbed in secondary, primary and supp lementary 

production seasons. 

Table 4.4.3.1: Potential Sources of tomato supply and Demand in Tigray 

Sources of supply Region Distance from Production type Collection periods 
Mekelc in km 

Wukiro Tigray 45 Irrigation All seasons 

Gerbgeb Tigray 25 Rain fed Jan and Feb. 

Sinkata Tigray 80 Rain red lune-Aug 

Mek i Orom ia 1035 Irrigation lune-Aug 

Mohoni Tigray 120 Irrigat ion Dec-March 

\Vareta Amhara 580 Irrigation Feb-April 

Kobo Amhara ISO Irrigation All but high from 
March 

Kombolcha Amhara 345 Irrigation Sep -Nov 

Demand areas Region Distance from Production periods Defic it Per iods 
Mekele in kill 

Mekele (35-40%) Tigray 0 None 12 

Wukiro Tigray 45 Sep-Jan And April- 4 
lUll 

Senketa Tigray 80 June-Aug 7 

Adigirat Tigray 120 None 12 

Adawa Tigray 2 10 None 12 

Axum Tigray 235 None 12 

Shire Tigray 300 None 12 

Shiraro T igray 395 Aug-Nov 8 

Humera T igray 570 Aug-Nov 8 

Source: Own field survey, 20 I 0 

4.4.4_ The nature of inter relationships of tomato value chain actors 

4.4.4.1. Price governance 

Nov-

Price negot iation is usually performed at farm gate market before the tomato is harvested, after 

which cash is paid. Negot iation is based on the quality of tomatoes and vo lumes. Farmer have 

limi ted bargaining power. 
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Accord ing to the data showed blow in Table 4.4.4. 1, producers put their views on the price 

arrangements acts or behaviors of major tomato buyers constituting; Meke le whole se ll ers, 

local traders, local dealers, and consumers' price setting scenarios. Out of the total tomato 

producers, 33.3%, 30% indicated that whole sell ers of Mekele are good and bad in fair price 

arrangements respectively. The rest 36.7% producers indicated that they do not know what the 

behaviors of traders look like in fair price arrangement processes. [t implies that more than 

one-third of the producers might be behind the iron curtain of the price setting processes, 

probably, these producers may remained inactive in price negotiation process and simply 

accept prices what others decide to accept. The rest 30% complained that these traders act 

badly in setting prices. To the contrast, the rest one-th ird of tomato producers claimed that 

Mekele whole sell ers have good fai r price setting arrangements. 

I n the price negotiation processes, local dealers run the interests of whole se llers' miss ions and 

put product owners outside of the price-setting scenario . [n price negotiation processes, dealers 

usually dance the dances of traders, sing the songs of traders, and enjoy together on the same 

boat with traders. [t was witnessed that the behaviors of local dealers were considered as bad 

and unknown by 53.33% and 33.33% of the total tomato producer fanners respectivel y. 

Dealers usually try to settle d isagreements between buyers and sellers in price setting and 

transaction scenario through continuing convincing mechanisms and simply making producers 

as price takers. 

Moreover, key informants complained that dealers also use their neighbors, fam ili es and other 

friend fanners to achieve the convincing process timely over majority of the producers. This 

implies that, consciously, local dea lers play tricky gam bling games over producers. Sad ly, 

producers who might be their families , friends, neighbors, and others wi ll be the victims of 

such operat ions. Likewise, there are also some producers having established strong friend ships 

with buyers, who play artificial simulation effect on others in accepting any fixed prices by 

traders. Sometimes, desp ite with all these net worked traps, sellers may tend to resist not 

selling with low selling prices to these buyers, and then buyers may reconsider the buyi ng 

prices and reaching price agreement through re negotiation process . Key in formants heartily 

indicated that, if some dealers accomp li sh their miss ion over producers successfull y, then they 

wou ld have add itional awards g iven by buyers but secretly without the knowledge of sell ers. 

81 



Immediately after the negotiation process is successfully accomplished , farmers wi ll harvest, 

collect tomato products, transport from field to roads ide by carts on Sunday and Thursday, and 

se ll them at farm gate. 

However, if there might be lack of common agreements in price sett ing, amount of supplies, 

qualiti es of supply, types of transactions, or other conflict sources, producers usuall y take on 

the next market days to Kobo markets. In kobo markets, local tomato traders and consumers 

were assumed the major buyers of tomatoes. 

According to 50% and 23.33% of the total tomato producers, local traders have unknown price 

arran gement behav iors and others assumed them as bad respectively. On the other way, the 

remaining 26.7% claimed that local traders have fair price arrangement behaviors. Local 

consumers were assumed good in paying attractive prices to 40% of the producers and bad and 

unknown for 13.33% and 46.7% respectively. This implies that different producers may 

experienced different market conditions differently, thi s might be depends on the nature of 

suppl y and demand gaps, the time of harvest, the nature of product qualiti es and others. 

Producers usuall y decide to harvest or not to harvest based on their experi ences of previous 

marketing days. However, the market prices may go in the reverse directions of their 

assumptions. The price of tomato at Kobo markets may go high when they predict low, and the 

reverse. Traders may also calculate the reverse assumption of producers' ; they may decide to 

come next week if they heard that tomato was cheap the week before. Such and others market 

experiences may work negatively to the participations of buyers and se llers. 

Moreover, failures of farm gate markets after harvest may aggravate problems on the system of 

local market operations. From thi s view, commonly, producers may suppl y high vo lume of 

product at a time to local markets in which there might be small demands that may absorb 

small part of the total supply. Hence, producers may face bigger challenges than they faced a 

day before at farm gate level. Comparatively, such contradictory experiences of marketing 

challenges may lead fanners to regret and look back ward a day before and conclude that 

farm gate buyers may be as choice-one buyers, though they were also low price setters. 
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Genera ll y, farmers have experienced ' menu of market chall enges ' both at farm gate ancl loca l 

markets of kobo town. The sad fact implies that, market chal lenges wo rk their own vicious 

circle, then add, and pack huge problems over the shoulder of the poor producers. 

4.4.4.2. Reliability 

Desp ite the complex natures of trapping market cha llenges, 83.3% of tomato producers indicated 

that Mekele whole sellers were the most reliable actors in tomato va lue cha in. Fanners showed 

that these traders were the only traders who periodicall y vis it them and absorb the lion 's share 

were of their products . However, 60% and 33.33% of the producers complained that dealers 

were non-reliable and unknown to predict their roles, respectively. On the other hand , 

comparatively, the rest of local traders were less re li ab le and less capable to absorb the bulk 

products frequently over production periods. Evidently, only 23.3 % of the total respondents 

indicated that local traders were reliable, while the rest did not. Similarly, 20%, 36.67%, and 

43.3% respectively implied that consumers were reliable, non-reliable and unknown. The lack of 

reliability of loca l traders may associate with inconsistencies of supply and demand that 

frequent ly occurred in local markets of kobo. 

Moreover, local markets might usually characterized by excess supp ly during pick production 

periods triggered by absences or delay of Mekele traders. Rural urban linkage is so weak in 

North Wollo that limits the exchange of resources like capital, product, information and labors 

(Kay Sharp & etal, 2003) . 

4.4.4.3 Trust 

As the degree of social cohesions between dealers and experienced traders increase, dealers 

usually may work toward the benefit of traders hopping to get additional benefit from such 

traders trough pre calculated and hidden common agreements . Though 70% of the producers 

implied that Mekele traders were trustful buyers comparatively, most traders deal through 

dea lers in arrangements of lower prices, arrangements of informal and illega l actions in 

grading and valuation , delay of transact ions and payments, misbalancing of weighing too ls and 

techniques, playing different tricky tricks has been developed between buyers and sellers. Out 

of the total producers, 53.33% indicated that local dealers were low trusted whi le 43.33 were 

unable to know dea lers action evidence fu ll y. 
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If fanners might have permanent relationship with traders, it is based on mutual susp icion 

rather than trust. According to farmers key respondents, traders cheat producers through 

inappropriate weighing balances and by down cutting we ight reading techniques. Farmers who 

cannot read and write may be the major victims of such tricks. Moreover, some traders bought 

tomato by using 50 kg wooden crate box with we ight ranges from 6-SKg; however, traders 

deduct the max imum weight of the container and deduct 2-3 kg tomatoes. Traders may also 

reject to buy the already harvested tomato for the reasons of ' low quantity suppl y of good 

quality products', without agreed standard quality measurements. Un less and otherwise 

fanners provide add itional supp ly, traders may decide to buy them with a down scaled lower 

prices. Alternatively, Traders may resist buying tomato for the reasons ' not to pay hi gh 

transportation cost to supp ly of below one lorry product. In fact, sometimes, producers may 

supply below they prom ised to supply, but traders may use of it as strategy to get either 

maximum vo lume of quality products out of additional bulk supply or to enforce producers to 

sell the already harvested tomato with a down sca led buying prices. Traders and local dealers 

have been extracting a liv ing. During long-term relationships between dealers, farmers and 

traders, traders used dealers or themselves to make non-cash transaction arrangement with 

producers after they harvest tomato. Farmers may extend credit to larger buyer for a certain 

periods allowing them time for sale. 

From the group d iscussion made with producers and dealers, it was witnessed that one trader 

was disappeared without repa id 60, 000 birr to farmers after he bought their product in credit. 

He paid back after a year of payment delay. Once after they produce it, traders may inform 

farmers as if they do not have enough money to pay fanners in cash, then traders may enforce 

farmers to se ll it in credit through the arrangements of informal, unauthorized and illegal 

agreements supported by guarantying farmers with the copy of signatures. To agree might be 

the only options producers have; otherwise, they should decide on the fate of the ir bulky and 

perishable products. Not to lose all what they harvest, Producers sell the harvested product in 

any of the cases that the buyers wish to buy. 

Sadly, farm ers also indicated they had bad experiences faced by such traders before a decade 

back. Prod ucers resisted selling tomatoes at farm gate in a minimum of minimum low prices 

arranged by Mekele traders. They all decided themselves to take the ir product together by rent 
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car to Mekele markets. However, the condition they faced in Mekele was so unex pectedl y 

irritating; Mekele traders, who were at farm gate, communicated the others who were in 

Mekele and in fo rmed them to decide not to buy the farmer agents beyond the prices that 

farmers resisted to se ll at farm gate. The sad fact was that, with additional costs, fa rm ers ' 

agents were systematically forced to sell the products in Mekele with the same price that was 

fixed at their farm gate. 

These actions may develop stron g distrust over traders, though traders may assume that 

farmers may take lessons not to make such attempts again . In one hand , as a short cut, such 

shocking strategies may ' re-create and build strong market attachment' with such large 

buyers and in the other hand; it may block the entries of other potential buyers and kept 

producers under a buyer contro l that build up the evil s of market monopolization , which is out 

of the norm of market. Such huge market holes may develop black dots over the black board 

of farmers' life ; no one can easily observe the nature of scope and level of such an invisible but 

huge pit fa ll s of practical marketing facts . That must be why local service providers advocate 

the presence of effective market I in kage between such producers and traders of Mekele. 

Currently, the Woreda admin istration office with the collaboration of police officer assigned 

one police officer in the village to run transactions smoothly and to so lve disputes that may 

ar ise between se llers and buyers. 

Producers were trying to increase their production in the face of reduced inputs and declining 

prices. This increases the supply of low-quality goods onto the market, which further 

suppresses prices. More farmers supply more products into a market where prices were stead il y 

fa lling and fluctuating, natural resources were being degraded and poorly managed farming 

systems were spread ing into increasingly marginal Woreda. 

Genera ll y the price and quality regu lations were absent in the tomato subsector. Hence, large 

traders influence the price governance largely through their strong backward and forward 

network. Producers prefer to sell products at lower price to such traders than the rest; this raises 

hi gh riva lry between tomato traders of different Woreda and causes the degree of market 

imperfection between and among traders. This may influence Idi stort market prices by large 

and affect producers income and their market opportunities. A need exists for producers to plan 
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ahead to ensure they supply w hat the market wants in terms of quality and quantity when it is 

requ ired. 

Table 4.4.4.1 Farmers' perceptions on behaviors of buyers and dea lers 

Indic Major Response Good Bad I don ' t Know Ran 
at'ors market s N % N % N % k 

actors 
Fair Whole sel ler 30 10 33.3 9 30 II 36.7 2 
price of Mekele 
arrange Local Retai leI's 30 8 26.7 7 23.33 15 50 3 
ments Dealers 30 4 13.3 16 53.33 10 33.3 4 
& Consumer 30 12 40 4 13.33 14 46.7 I 
govern 
ance 

Rel iabi Whole 30 25 83.3 3 10 2 6.67 I 
lity Retailer 30 7 23.3 13 43.33 10 33.3 2 

Dealer 30 2 6.67 18 60 10 33.3 4 

Consumer 30 6 20 II 36.67 13 43.3 3 

Trust Whole 30 2 1 70 6 20 3 10 I 

Retai ler 30 8 26.7 II 36.67 II 36.7 3 

Dealer 30 I 3.33 16 53 .33 13 43.3 4 
Consumer 30 14 46.7 9 30 7 23.3 2 

Summa Whole 90 56 62.2 18 20 16 17.8 I 
tive Retailer 90 23 25.6 31 34.44 36 40 3 
values Dealer 90 7 7.78 50 55.56 33 36.7 4 
(i ndicat Consumer 90 32 35.6 24 26.67 34 37. 8 2 
or of Total 360 II 32.8 12 34.1 7 II 33. 1 
goodne responses 8 3 9 
55) 

-Source: Own fIeld survey, 20 I 0 

4.4.5 Tradeoff between Kobo and Farm ga te tomato markets 

The fo llowing qualitative data were taken from tomato producer farmers found in Kobo open 

market, who failed to sell their tomatoes even with any lower price arrangements. Five market 

visits were conducted at Kobo open markets to gather information about marketin g conditions 

from tomato market participants. Two market visits were conducted in Friday market of Kobo, 

which is the largest market in the Woreda and two other visits were conducted on Monday 

market day . 

Accord ing to personal observations made on Friday and Monday market days of Kobo, there was 

high supp ly of marketable tomato but not marketed due to low demand capacity ( see fi gure 4.4 .2 

below). As we can see from the photographs below, it can be difficult to observe a fi gure 
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counted numbers of buyers, as if buyers and sellers live in two different separated planets. The 

left side of the picture indicated that farmers were ready to sell tomato products at any prices for 

wholesale buyers in Kobo open market. Tomato producer farmers looked depressed thoroughly, 

bending their neck down and hoping the coming for potential tomato buyers. Similarly, the right 

side of the picture indicated that retailers faced similar market challenges. Retailers bought a 

wooden box of tomato (50 kg) in 40 birr in the morning around I am and retail up to the end of 

the marketing hours (up to lunch time). Some farmers sold the same amount of tomato with 8-10 

birr at the side of retailers. Other farmers were waiting to sell a 50kg of tomato even with the 

prices of retailing units that contained around 5 kg. 

Figure 4.4.2.: over surplus tomato product in kobo open market 

(Source: Own, Aprll.:ZOlO) 
Over s urplU8 tomato at Kobo market. 

Producers arewalung for tomato buyers In Kobo market 

(Source:Own, April,2010) 
Women retailers at Kobo marketslttina: to retail at the sideo! 

tomato producers. 

Case 1: He said that; "Throughout the seasons, tomato price fluctuation in Kobo is seemed to 

be a usual events, the degree of fluctuations is so tragedy and discouraging. It is totally 

unmanageable and unpredictable even in hour and minute levels. My friend sold 200 kg at 1 

birr/kg price, just 30 minutes ago, but now, I will sell it with any price I get, if not, 1 will take 

it back to home and feed my cattle. Tomato market is a matter of fortune, if you were lucky 

enough, you will get high benefit, otherwise you will return home with your empty pocket. I 

faced both faces of the coin the year before and so did the others around us." 

s,· 



Such facts implies that farmers have faced lower prices of tomato trend in open markets and 

the price level may not even cover cost of transportation. Transportat ion of bulk materi a l to 

kobo market is very expensive. Producers cost 6 birr/ 50kg (60 birr/cart).They may sell it with 

a price below transportation cost, or they may return it back to home for their animals feed 

with additional transport cost, or even they may dump it in the market not to incur other 

transport costs. Such and other bad experiences enforce producers to maintain their 

relationships w ith traders at farm gate markets irrespective of the ev ils of monopoly. For such 

deep-rooted market problem, farmers usuall y prefer to se ll their products in high vo lume, with 

any prices at farm gate level than to sell in better price in other markets like Kobo market days. 

Ato Abera was one of the farmers who had bulk amount of fully ripened tomatoes and that was 

why, it was impressive to take hi s picture and tomatoes in a di gital camera. He strongly, 

emotionally, and aggressively, gave me warn ing not to take any pictures of him while he 

noticed me impressed in with a camera in my hand. He expla ined why he acted like th at and he 

continued. 

Case 2: "Sorry my son, J know it may irritate you when we become out of the game of the 

market. If you have the patience to wait up to lunch time, we assure you that majority of the 

product will be returned to home while some fortuned sell with a velY low prices, one kassa 

volume at 4-5 birr price. You will also see that when some of us dump the product and simply 

return to home having nothing in hand while our family expect us to take them certain urban 

commodities. This is the reality where we were, but agricultural experts advise us to replace 

our cereal production by cash crop without any market guaranties. We can store tejJ and 

sorghum but tomatoes will die out if it lacks someone to buy us. Tomato fruit is like a dead 

animal in fasting days, since its meat cannot be eaten. Look this tomato; J spent two market 

days without harvesting the harvestable. Hence, I lost much tomato in fie ld so do I here due to 

such poor market characteristics. We were losers, losers, and losers in tomato markets. Sadly, 

irrespective of the deep rooted market challenge, we continue to produce year afier year and 

season afier season. " 

On the absence of large buyers, producers may spend one or two or more market days withou t 

harvesting ripen fruits w ith the expectation of getting better prices than previous market days. 

But such measures aggravate the amount of wastage on farm fi elds and the price wi II getting 

88 



high in the next marketing day as there will be lower supply and higher demand than the 

previous marketing day. Price fluctuation may continue and so dose supply and demand. That 

producer will lose their confidence of getting good price in such markets due to the state of 

price fluctuation scenario and so does the buyer. Such experiences teach farmers to develop 

and maintain a single marketing channel with Mekele traders and block the potential market 

entries. 

Fil!ure 4.4.3. Tomato loses in market 

( Source: OWl, April. 2(10). What is Ite rate cI over surplus tomato at Kmo market? The answer is, either to dump 
it in the market or to take it back for animal feed. In tbe absence of effective market, encouraging fanners to prodtce 
lommo can be a double lose for farmers , bealuse ffumers can 't store it like cereals. 

As indicated above, Figure 4.4.3 shows that farmers dumped part of their marketable tomato in 

Kobo market, and takes back the rest of it to feed their cattle. At the left side of the picture, a 

cow was eating the dumped tomatoes while town women collected part of it with cartoon box. 

At the right side, the red bull seemed to be quite satisfied with 'tomato forage' . Producers 

complained that the reason why they dump the product in market was not to incur additional 

cost of transportation. Therefore, to dump is the only solutions for those farmers who do not 

have their own donkey cart. 
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4.6 Tomato price trends in 2009/10 

As we can see from Figure 4.4.4 below, seasonal price variations of tomato were marked 

throughout the whole production seasons. 

Figure 4.4.4: Tomato price trend in 2009/10 
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Sourh' : Own field survey, 20 I 0 

Generall y, farm gate prices of tomatoes varied between 0.36 and 1.33 birr/kg in Apri l and 

August of 200911 0 respectively. The lowest price was recorded in April and the highest in 

August. The price of tomato increased sharply from April to August and slightl y declined back 

from September to mid November then slightly stab le from mid November to mid December. 

t The prices highly fluctuate from mid December on wards up to May. In genera l, prices of 

tomato were hi ghest at the end of the rainy season and lowest at the end of the dry season, 

reflecting the facts that fewer fanners cultivated during the less favorab le growi ng conditions 

of theTa ins and that more cultivate during the more productive dry season. 

Tomato prices in open markets of Kobo is found to be equal to farm gate price, from 

September to mid December, and increased from mid December to April. Then after both farm 

gate price and the price at open market hi g!,ly increased up to August and farm gate prices take 

over the highest price selling slightl y. At farm gate market, traders only paid competitive prices 
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In the time of suppl y deficit that usuall y occurred during May - August. From mid May­

August, there were high supply deficits. Deficit periods may force Mekele traders to buy 

producers with better prices comparatively. Such traders may pay equivalent prices to loca l 

markets from September-m id December. From September- mid December, the vo lume of 

product will increased slight ly than the wet season so the demand and supply gap tends to be 

narrow accord ingly with relative contexts. In such circumstances, large buyers wi ll pay either 

equivalent price to the local market prices or even slightl y below it. 

4.4.6.1. Tomato price in primary production season: 

The general trend of prices declined sli ghtly from September to mid November and sli ghtly 

kept constant onwards up to mid December. In this period, the vo lume of supply was relatively 

smaller than the rest of the production seasons, therefore traders of other towns outside kobo 

may not able to compete large buyers of Mekele. Local traders of Kobo and its surroundings 

might be so lely participating with low competition with Mekele traders. 

From September to mid October, tomato prices at Mekele showed sharp declination than prices 

of kobo markets and kept sl ightly constants up to mid November, then, it sharply increased up 

to mid December while prices at Kobo kept constant. According to Mekele traders' view, 

add itional supply might be imported from Kombo lcha town of South Wollo, from September 

to November. From mid November to mid December traders mainly bought from Kobo, hence 

there would be deficits and price ri se. 

Mid December was a starting point of price variations that continued onwards throughout the 

year. From mid September to mid December, relatively, Mekele traders pa id higher price per a 

kil ogram of tomatoes than the rest of local buyers did, but with smaller price margins. 

Relatively, local consumers paid smaller price followed by local traders. 

4.4.6.2. Tomato price in secondary production season: 

Demand and supply tend to be very high caused by the two months of Ethiop ian orthodox 

fasting days. However, secondary production season was known fo r its higher volume of 

tomato supply that suppressed the prices to the lowest point to Mekele traders and pushed the 

prices up to local consumers. The season is characterized by over surplus production season 

that farmers usually prefer to sell in bulk to large buyers of Mekele traders and others who 
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come from outside Kobo. In terms of price leve l relativity, the season is the worst season for 

farmers and the best season for large buyers. Starting from end of December to mid of May, 

Mekele whole sellers paid the least prices while local consumers tend to paid hi ghest prices 

than any of the other buyers did. 

The price margins between Meke le traders and local buyers were hi gh enough until April. 

Likewise, the price margins of local consumers and loca l traders were high from mid February 

to end of April. Tomato producers sold mass volume of their product to Mekele traders with 

the lowest price ranges espec ially from mid December to mid Apri l, and with competitive 

prices after mid Aprils. From mid December-mid Apri l there is high volume of suppl y, hence 

fanne rs prefer to se ll high volume of their product in mass with minimum prices than selling at 

better price in open markets with low quantity. Th is period is known for its small supply and 

hi gh demand size across di fferent pm1s of the country in general due to two months of 

Ethiopian Chri stians' fasting days. The prices of tomato at Mekele increased from mid January 

to mid April though prices at fa rm gate were the least. Therefore, this was the condition when 

farmers so ld large volume of tomato to Mekele retailers at minimum prices and Mekele 

cunsumers paid high prices. The fundamental constraint to tomato marketing is that tomato is 

highl y peri shable. 

4.4.6.3. Tomato price in supplementary production season 

From end of April onwards, the general price trends sharpl y increased than any before . In most 

parts of the country, the period is known for its defi cits. Large numbers of tomato traders might 

participate than ever before in this period. Mekele traders over took the hi gher price from local 

market buyers from mid May to mid June, then after, local consumers took back the ceiling of 

higher prices up to mid August, while Mekele traders paid equivalent prices to local traders 

from mid June to mid July and hi gher prices on ward . 

The hi gher prices of tomato were recorded in July-August, wh ich might be due to low suppl y 

and high demand. Farmers may not produce tomato in wet seasons for the reasons; high insect 

incidences assoc iated with inability to apply frequent insecticides, hi gh floodin g prob lems, 

priority of cereals for household consumptions, priority of onion for the new year of Ethiopia 

celebrated on September I. Tomato had better price in October, December, and April. Price 
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may be high in April and May, as there may be high demand and low supply caused yield 

decreases due to high drought and pest incidence. 

Theoreticall y, Price is expected to be increased for the following reasons; a) Increase in 

population (migration from rural Woreda, birth rate) , b) Increased income due to increased 

employment opportunities, , c) Increased social and economic activities due to development 

programs, and , d) Better road communication system both in urban and rural Woreda. Despite 

the theoretical facts, price fluctuation in tomato sub sector is found to be common not only 

Season by season, month by month , but also day by day, hour by hour and even second by 

second. 

4.4.7. Marketing and pricing strategies of traders 

Tastes, season, location, income, population, age and price influence demand. The authors also 

indicated that, supply is influenced by price, season, and weather, costs of production, change 

in production techniques, prices of other products, quantity available and import. 

As Tab le 4.4.7.1 indicated that, out of the total wholesale respondents, 45.5 and 54.5 % 

indicated that, quality parameters and expected profit margins were the major criteria to buy set 

tomato prices and buy from producers. Likewise, out of the total retai lers, 46.4, 14.3 and 

39.3% indicated that quality parameters, market prices and profit margins were the determinant 

factors to buy tomatoes. These implied that both quality parameters and expectation of profit 

margins are the major determinant factors for tomato traders to set buying prices. On the other 

hand, 27.3, 4.5 and 68.2% of the total whole sa le traders implied that quality parameters, 

market prices and profit margin were the major criteria to set selling prices. Un like the buying 

price criteria, quality parameters become less considered in setting se lling prices. For whole 

sellers, the major criteria considered to set se lling prices was profit margins. To the contrary, 

quality parameter was considered by 57.1 % of the total respondents as the major factor to set 

selling prices whi le 35.7 and 7.1 % of retailers considered profit margin and market price. 
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Table 4.4.7.1: Factors influencing traders in tomato price setting scena rios. 
._ .... _-_.- --

whole selle rs RClllil crs --_ •.. __ . _ ....•. - ._-
Cri teria to sct buying price N % Criteria to set buying price Frequency Percent 

-
<,,)uu lity parameters or co lor, size. clcrln 10 45.5 Qua lity parameters o f color. size. 13 116.'\ 

d ean 
.~ -. - ----- -

Proli l lllargin 12 54.5 Mm"ket pr ice 'I 111.3 
- . _._- - ---- - ---- _._----_ ... -

Tota l 22 100 I'm Ii I 11I<lrgill II :11) .--

--- -_.- .... ---- I-- - .-
Buyin g price stabi lity Total 28 100 

--_. --
Moderate 5 22.7 Buying price stabi lity 

-- -
Vcry instable 17 77.3 Moderate 'I I rI. 3 

Total 22 100 Instable 3 10.7 
_._------

Crite ria to set selling price Very instable 21 75 

Qual ity parameters 6 27.3 Tot;]] 28 100 
-

Market price I 4.5 C ritcri ll to set selling pr ice 
---------

Profit margin 15 68.2 Frequency Percent -_._--.. __ .. 
Tota l 22 100 Quality parameters 16 57. 1 

---~----

Sell ing Ilrice sta bili ty Market pr ice 2 7.1 
-------- --

Moderal!! ] 13.6 Pro lit Illtlrgin 10 35 .7 
-- - .. _----- - --------

Instable 8 36.4 TOlal 28 100 
- ------_.-

Vcry instable II 50 Se ll ing pr ice stabi lit y 
- ------ ---

Tola l 22 100 Stab le I 3_6 
-- -- ---- -- --------- ------------ -

Tht!re is imperfec t price treml Moderate " I ·U 
across lo wns at a timc ._-- -- -------
Yes 16 72.7 Instable 15 53 .6 

No 6 273 Very instab le 8 28.6 
- - ------- -

Tota l 22 100 Tolal 28 100 
.-----

('a uses of price trends T here is imper fect price trend 
ac ross towns .11 a lime - - - - ---

Supply and demand leve ls 18 8 1.8 Yes 16 57. 1 

Market imperfections I 4.5 No 12 '12.9 ---
_._--- _.- ----

In fo rm ation co lli sion 2 9. 1 To tal 28 100 
-- ._----- --------

Unknown I 11.5 Cause .~ of price I .-end s 
-_._--- -.-

Tota l 22 100 Suppl y and demand leve ls 20 71.4 

Mnrket imperfections 8 28.6 

Total 28 100 

Source: Own fi e ld survey, 20 I 0 

Out of the total whole se ll er respondents, 77.3 and 22 .7% indicated that fl uctuat ions of tomato 

buyi ng price were mode rate and very instable respective ly. Wh ile 75, 14.3 and 10.7% o r 

respondent reta ilers indi cated that tomato-buying pri ce was very instable, instable and 

mode rate, orderl y. On th e other hand , Out o r the total whole se ll er respondents, 50, 36.4 ancl 
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13.6 % indicated that fluctuations of tomato selling price was very instable, instable and 

moderate respectively. Whi le 28 .6, 53 .6, 14.3 and 3.6 % of respondent retai lers indicated that 

Ouctuations of tomato-se ll ing prices were very instab le, instable, moderate and stable, ord erly. 

Out of the total whole se ll er respondents, 72.7% indicated that there was an imperfect price 

trend across towns at a particu lar time. Similarly, 57.2% of reta ilers claimed that there was an 

imperfect price trend across towns at a particul ar time. Out of the total respondents whole 

sellers, 81.8% indicated that supply and demand variations was causes of price Ouctuations 

while the rest imp li ed that market imperfection, information coll ision were the factors of price 

Ouctuation. Likewise, 71.4 and 28 .6% of respondents showed that suppl y and demand 

variations, and market imperfecti ons were key factors of price fluctuations. 

4.4.8. Measures taken by farmers to reduce marketing challenges of tomato 

As table 4.4.8.1 shows below, Out of 219.2% multiple responses, 67.3%, 63.5%, 42.3%, 

28 .8%, and 17.3% used strateg ies of ; continuing producing at least for the ir an imal forages; 

continuing producing and sell with any lower prices; continuing produc ing but with changing 

producti on periods; and producing but with minimize land allocation respective ly. 

Table4.4.8.1: Farmers' strategy to market problems 

Strategy N % % of 

responses cases 

Farmers who mini mize size of future land allocation 7 13.20% 26.90% 

Farmers who change production schedu le(planting time 7 13.20% 26.90% 

adjustment) 

Farmers w ho se ll to mato ill lower prices 17 32. 10% 65.40% 

Farmers who feed their animals 16 30.20% 61.50% 

Farmers who search potentia l markets 6 11.30% 23. 10% 

Total 53 100.00% 203.80% 

Source: Own field survey, 20 I 0 

In our agricultural po licy framework, farmers were advi sed to make a shi ft from subs istence 

cereal production to commercialized crops li ke tomato. Poor farmers, who have large fami ly 

sizes but small land holdings, may sacrifice their land fo r vegetables hopping that they may get 

better and enough income enabling them to both buy food crops and send chi ldren to schools. 

In effective marketing securit ies, such a shift may feed farmers and bring additiona l income to 
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the pockets of farmers. However, in the face of escalating practical market challenges, they 

have continued to produce tomatoes. This is the strange alchemy of fanners ' decisions; 

perhaps, they might be miss-guided with the optimistic philosophy of 'who knows about 

tomorrow', without answering market insecurity. However, fanners' themselves indicated that 

such decisions have added & built up problems over the menu of the state of poverty package 

they were living in. Farmers continue to produce tomato under the t ida l wave of market; hence, 

their landscape of life may tend to getting worse in the future. Vegetables like tomatoes must 

be sent to market as quickly as possible, otherwise, it would be spoiled and end up with low 

benefits or total loses. 

Moreover, unlike other types of vegetables, the nature of yield potential and multiple 

harvesting periods of tomato may have its own role, working as means of ri sk di stribution 

strategies. If fanners fail to sell a one harvest, product he may try the next harvests and so on 

until the last harvests of tomato. Hence, if fanners would have found market confidence, the 

tomato sub sector may contribute a lot in address ing the income level of more fanners. Hence, 

organized tomato market channels is needed in order to assist and encourage those in vo lved in 

the development of fresh market tomato industry. 

Hence, organ ization and strengthening of producers cooperative may play vital rol e in solv ing 

such a spider wave natures of marketing problems. Moreover, all the va lue chain actors shou Id 

build a sense of collaboration through agreed common interests. The approach should takes a 

"value chain" perspective that stren gthens business linkages between producer groups, servi ce 

providers and other actors such as processors and importers, rather than focusing only on on­

farm interventions. To address thi s situation, development agencies, donors and NGOs were 

placing more emphasis on enabling farmers to increase their level of competitiveness, to 

produce for an identified market, rather than trying to sell what they have already produced and 

seeking new market opportun ities that offer higher leve ls of income. These goa ls can be 

achieved through better econom ic coordination and institutions. Fanners' organization 

empowers small-scale farmers within and between chain actors. 

4.5. Cost and benefit distributions in major tomato value chain 
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Th is section di scusses the distributions of cost.s and benefits among the major value chain actors 

of tomato producers and traders of Mekele. The two major categories of costs incurred by 

producers and traders were production cost and di stribution cost respectively. Costs and benefits 

shown below were midpo int va lues. The subsector study attempted to reveal an accurate cost 

analys is in each activity related (see below in Table 4.5.1 ) . 

4.5.1. Cost of Production 

(a) The average cost of production for cultivating 0.16 ha of tomatoes in the wereda in question 

is determined by respondent Farmers. The production costs were determined based on the 

responses of in the previous season, and include : 

(i) The cost of all materials used for cultivating 0. 16 ha of tomatoes (seed, fert ili zer, agro­

chemical s, deprec iation on cultivation equipment, harvesting equipment and materi als) . 

(ii) The total value of the labor requ ired through the season for all operations, charged at the 

opportunity cost of household labo r in the wereda (usually equivalent approximately to the cost 

of hired labor in the local informal agricultural sector). 

(b) The total cost of production was divided by the average yield of fresh Tomatoes from 0.16 

achieved by farmers in the previous season. The resulting figure is the abso lute minimum price, 

which the fa rmer must receive to cover the costs of product ion, without a llowing for any profit 

margin or return on fi xed investments (espec ia ll y land). 
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Table4.5.1 : Cost benefit distribution 

Producers Whole sellers Retailers 

Major Cost in ETB Major Cost in ETB Major Cost in ETB 
Sources of Cost/O. cost Sources of 1 Isuzu IKas Ikg Sources Kassa 
CDst 16ha Ikg cost (42 gt) s(to of cost (50kg) 

tomatoes mato to matoes 
es) 

Land (2.54) 0.02 Buy ing 420 5 0.1 capital 2.6 
preparation 33.59 COI11I11 i ss ion cost 

s 
Seed ling & (4 .0) 0.04 Grading 798 9.5 0.19 Packagi 3.5 
transplantation 52.5 &Ioad- ng too ls 

unload 
Irrigation (6.56) 0.06 Transportati 2478 29.5 0.59 Labor 20.63 
application 86.1 on 
Weeding and (5. 12) 0.05 Storage 252 3 0.06 Trallspo 5 
cultivation 67.1 9 rt 
Harvesting and ( 10 .24) 0.09 Distributi 1050 12.5 0.25 store 10 
transporting 134.39 on 

Tota l labor (28.48) 0.25 Loss 420 5 0.1 Waste 9.75 
costs 373.77 
Seed 49.37 0.03 Tax 1638 19.5 0.39 buying 2 13.5 

&license price 
Fert il izer 105.87 0.07 Capita 126 1.5 0.03 Total 258.9 

CDst cost 
Chemic 28.8 0.02 Buying 3696 44 0.88 Seiling 27 1.5 

cost price 

Land tax 6. 17 0 Packaging 1260 IS 0.3 Gross 27 1.5 
materials benefi t 

Others 26.86 0.02 Ad ministr 1092 13 0.26 Net 12.63 
(capital cost, at ive cost benefit 
maintenance 
... 
Total input 217.06 0.15 Total cost 13230 157. 3. 15 
cost 5 
Wastage 39 1.27 0.27 Selling 17934 213. 4.27 
(product price 5 
loss) 
Total cost 982. 11 0.67 Gross 17934 2 13. 

benefit 5 
Selling price 1287.2 0.8 8 Net 4687.2 55.8 1.1 2 

benefit 
Gross 1287.2 0.88 
bcnefit 
Net Benefit 147.32 0.21 

Source: Own fie ld survey, 20 I 0 Key num bers lt1 ( ) are maydays 

Cost of production includes; Input costs constituting-seed, fertili zer, and chemica l; Capital 

costs including-land tax, interest cost, Labor costs constituting -land preparation, Seedl ing & 

transp lantation , Irrigation app lication, Weeding and cul tivation, Harvesting and transportin g; 
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and; others I ike maintenance cost and product loses . Production costs, costs of transportation 

and loses after harvest were included . Finall y, to determine the costs required to produce one­

kilo gram of tomatoes was calculated by dividing each cost components to the average 

products produced . To produce and market 14.6577 quintals of tomatoes from 0.16 ha land , in 

average, 982. 11 ETB was estimated to be required . This means, 0.67 ETB was requ ired to 

produce and market one-kilo gram tomato fruits. On average, costs of product loss, labor cost, 

input cost, and other costs constituted 39.84%, 35.15%, 18.71 %, 3.35% of the tota l cost 

required respectively. Out of the total costs, product loss was the major cost incurred followed 

by labor costs ( see in Figure 4.5 .2 below). 

Figure4.5.2: Cost distribution for Farmers 

Source: Own construction 

Weeding/cultiv 
ation & 
chemical 
application 

Fertilizer 
(10.78%) 

Others (Canal 
maintenance, storage 
(2.73%) 

Harvesting & 
Transporting 
(13.68%) 

Chemical 
(2.93%) 

Land Tax 
(0.62%) 

Crop loss 
(39.84%) 

Labor cost 
(35.15%) 

Input cost 
(18.71%) 

Other costs 
(3.35%) 

Product loss 
(39.84%) 

Loses of products occurred both in pre and post harvest stages majorly caused by pest, flood , 

drought for the former stage and lack of market by poor handling for the later stage. Generally, 

on average, a total labor of 28.48 person-days was required at 15 ETB/man days that is 

equivalent to 439.73 ETB. Major sources of labor costs constituted; harvesting and 

transporting, weeding/cultivation and chemical applicat ion, irrigation and fertili zer app lication, 

land preparation, and seed li ng and transplantation were 36%, 23%, 18%, 14%, and 9% of the 

total labor costs respectively. The data indicate that, harvesting and transporting cost was the 
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major labor costs followed by irrigation and fertili zer app lication. From the total input costs, 

cost of fert ili zer was the largest followed by seed and chem ical costs respectively. 

Farmers incurred two types of transportation costs namely, Local transport from the farm to 

roadside collection centre and transport from village to towns; Donkey cart is the predominant 

mode of transport in the village, from farm to roadside farm gate market. Farmers may use 

either their own an imal cart or others' through rent. Head loading is almost exclusively done 

by women and children or by daily labors, usually from farm to village, but it is an inefficient 

mode of transport. Aside from health impl ications, it is very expensive due to the opportun ity 

costs of time involved, limited carrying capaci ty, and limited distance that can be covered . 

Similarly, far mers may use majorly animal cart, and rarely do they use veh icles like mini -bus 

and small tracks to transport product from vill age to open markets of Kobo town. Harvesting 

and transportation cost might be higher in pick periods, transportation - Producers transport 

their products by rent cart from farm to main roads ide at a cost of 4 birr/ I Kassa ( I Kassa=50 

Kg tomato). 

4.5.2. Cost of Distribution 

(a) The average cost of trading tomatoes from farm gate of the wereda in quest ion IS 

determined by respondent traders and crosschecked with views of local dealers. The trading 

costs were calculated based on the responses of in the previous season, and include: 

(i) The cost of all materials used for trading of I of 50 kg of tomatoes (The major costs of 

whole sellers included; buying cost, transportation cost, and local taxes &working li censes, 

packaging materials &tools, admini strative costs, distribution costs, grad ing, loading and 

unloading costs, costs of buying commiss ions, product loss, storage costs, and capital costs.). 

(ii) The total value of the labor required through the season for all operations, charged at the 

opportunity cost of household labor (usually equ iva lent approx imately to the cost of hired labor 

in the local wage rate). 

(b) The total cost of trading is divided by the average traded fresh tomatoes in the previous 

season. 

As indicated below in Figure 4.5.3 , the three major costs of distribution that whole sellers 

incurred includes, transp0l1ation costs, local taxes and license costs, and packag ing materi al 
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costs, wh ich accounts, 19%, , 12% and 10% of the total costs respect ively. Following to these 

costs, costs of distribution , adm inistrative costs, grading and loading-unloading costs, product 

loss and cost of comm iss ion at farm gate respectively attributed 8%, 8%, 6%, 3% and 3% of 

the total costs incurred. By far, buying costs was much smaller than distribution cost that was 

28% and 72% respectively. 

According to local dealers' & traders ' information, local dealers link Mekele whole se ll ers 

with tomato producers at a comm iss ion rate of 0.1 birr for each kilogram of tomatoes, and a 

processing labor costs of 7.S0 birr to sort, grade, pack, weigh, and load one wooden crate 

tomatoes( I kassa or SOkg). They al so paid a local tax at 300 birr/ 42 qt of tomatoes level. 

Generally, excluding buying costs, traders cost 13S0 birr at farm gate level /one Isuzu tomatoes 

that constituting I OSObirr for local dealers and the remaining for local revenue authority. 

The average transportation cost incurred to transport a wooden crate of tomatoes from farm 

gate to Mekele was estimated 29.S0 birr or 2478 birr/ Isuzu track , a capacity of 42 qt. 

Transport costs vary in accordance to the distance and type of veh icle used and averages fo r 

each district has been used. Transportation is one of the most significant cost elements in the 

commodity chain. It varies according to factors such as mode of transport, distance, road 

conditions, and season. 

Larger wholesale traders based in urban centers such as Mekele, hire trucks to go directly to 

rural Woredas where they buy from vi ll age dealers who have assemb led relatively large 

quantities of produce. Usua ll y, traders use rent vehicle at individual leve l but sometimes they 

use rent veh icle when production supply become low. It was pointed out that the carrying 

capacity of the vehicle influences the transport cost, i.e. the use of larger Lorries leads to 

econom ies of scale resulting in lower per unit transport charges. Other factors high li ghted as 

influencing transport costs were the level of fuel prices, and the fact that vehicles often have to 

travel empty to the more remote Woreda to collect agricultura l produce. 

To unload tomatoes at destination point of Atikilt Tera (vegetable market) in Mekele, traders 

paid 2birr/ wooden crate of tomatoes and an average of 1.64 birr were estimated to store 

tomatoes in a rent house. A total of 12.S birr was incurred to di stribute a kassa of tomatoes. 

Distribution cost includes labor costs in we ighing and packing, communication costs, and 
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secu rity. Traders also paid an est imated of 3000 birr/month for work ing licenses. With the 

assumpt ion of four-trip tomato trading, one-fourth of the cost of working-li cense was taken in 

whole sellers ' cost analys is. The average est imated tomato loses was 2.28 birr/ a kg of 

tomatoes. 

Generall y, traders incurred 157.7 birr / one wooden crate of tomatoes, which constituting 43.9 

birr buying cost and ll3.8-birr di stribution cost. An average of 13230 birr a total worki ng 

cap ital was required to buy and di stribute 42 qt tomatoes, from Kobo to Mekele consumers. 

Figure 4.5.3: Cost of distribution incurred by Mekele wholesale traders 

Costs incurred by whole sellers of Mekele/a lorry of tomatoes 
. ' . . trarl e (2M~f.l0) 

Adml!1lstrJtlvccoSt. commissions 
8% Packagi ng materials 3% 

&Iools r--__ 
10% 

Source: Own field survey, 20 I 0 
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As indicated below in Figure 4.5.4, out of the total average costs incurred by retailers, 20% 

was costs of distribution while the remaining 80% was buying cost. Labor cost was the major 

di stribution cost followed by product loss and storage costs. Generally, the average costs 

required to retail 50 kg tomatoes was 258.9 birr. Inner-urban transport is characteri zed by a 

multitude of modes of transportation reflecting usually congested market places. They include, 

often in combinations: Humans carrying goods on their heads or backs; Intermed iate means of 

transportation such as pushcarts, or wheelbarrows, Motori zed transport such as mini-buses and 

taxi s. Diversified means of transportations were used in cities like Mekele, among which, taxi 

and carrying were the major means of transportation of tomatoes. Retailers' retail in different 

parts of the city, the average cost incurred to transport a kassa (50kg) of tomatoes was 5 birr. 
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Retail ers also paid for working li censes, rent for land plots of markets, on average, 6birrll kasa 

was estimated. Like the other chain actors, they cost 9.75 birrll kassa of tomato retailing. 

Genera ll y, on average, a capital of 25 8.9 birr was required to buy and sell 50 kg of tomatoes, 

constituting 27 1.50 birr buying cost and 45.3 8 birr as di stribution cost. 

\ 

bUYIng price 
8 0 % 

P<lcKagcing tools 
1% 

captWI Co~l 

1 % 

Source: Own survey, 20 I 0 

4.5.3. Cost and benefit distributions 

Prod ucers incurred 0.67 birr to produce & se ll a single kilogram of marketa ble fresh tomatoes 

to Mekele whole sellers. This production cost covered 17.40% of the total costs required to 

produ ce and di stribute one kg of tomatoes to Mekele consumers. As we can see fro m the 

Figure 4.5.6 below, the remaining 83.60 %( 3.18 birr) of the total cost was costs of di stribution , 

covered by Mekele traders constituting 58.96% (2.27 birr) by whole se llers and reta ilers 

covered the rema ining 23.64 % (0 .9 1 birr) of the total cost. Finall y, a single ki logram of 

tomatoes took 3. 18 birr to produce and di stribute to Mekele consumers. 

Producers obtai ned a net of 0.2 1 birr out of a single kilogram of marketed fresh tomatoes to 

Meke le whole sellers, thi s benefit covered 13.29 % of the total net bene fi ts of a k il ogram of 

tomatoes obtained after sold to Mekele consumers. Mekele traders shared the remaining 

86.7 1 % ( 1.37 birr) of the total net benefit constituting 70.87 %( 1.1 2 birr) by whole se llers and 
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retailers enjoyed the remaining 15.82 %( 0.25 birr) of the total net benefits. Finall y, a single 

kilogram of tomatoes gave yie lds a net benefit of 1.58 birr, in its path from farmers to 

consumers. 

Figure 4.5.6: Cost and benefit distribution 

':" Producers 

~ Whole selers 

~ Retailers 

~ Total Value added 

Source: Own field survey, 20 I 0 
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Conclusion and Recommendation 

Conclusion 

Fanners of Kobo produced three times in a year in irrigation. In Golina irrigation scheme, 

cerea l production is the leading subsector having the maximum coverage along the three 

production seasons followed by vegetab le. Onion and tomato are the major crops produced in 

the Wereda in general and in the scheme in particular. Kobo wereda has become the major 

sources of onion supply to different parts of the country. Un like onion, tomato has not 

organ ized types of markets, hence, farmers are forced to sell their product to lim ited major 

buyers of Mekele traders with little share of local buyers of kobo. Mono cropping practices of 

onion associated with supply of poor quality of seeds has exposed the crop to high rate of 

insect and diseases incidences. These constraints along chronic moisture stress of the area 

made the potential productivity of the crop very low. 

There was lack of coordinated serv ice delivery system in Golina modern irrigation scheme. 

Extension and research sectors had poor linkage in developing, demonstrating and 

transformation of effective tech nologies to end users. Moreover, there was lack of trainings 

given for fanners on areas of input app lications, credit advantages and allocations, post harvest 

handlings, market management and in format ion systems. The cooperative is so weak to 

provide sufficient inputs and market out puts of its members. The cooperat ive had not any 

legal entity; hence, it ran with less capita, human, material and physical resources. Un like other 

legal cooperatives, it failed to buy inputs in credit arrangements and sell members out put 

through legal procedures. Most fanners used informal input channels for factors of; ease of 

affordabi lity, ease of availability, accessibility, input supply divisibility, bad experiences of 

seed germ inations sourced from formal channels, the establishment of forward and back ward 

I inkages with Mekele vegetable traders. On these facts, there was no any system to make 

quarantines of inputs delivered by informal traders; as a result, informal traders mi ght pump 

expired chemicals and poor qualities of seed. 

High amount of tomato loses was recorded both in field and after harvest. Fie ld loses were 

caused by drought, flooding , insects and pests. Such problems rose from two major categories; 

the first factor was due to lack of technical adv ises and the second was lack of harvesting 
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harvestable tomatoes due the fear of lack of markets. Similarly post harvest loses were due to 

deteriorations of product qualities and absence of buyers that caused by over supp l ies . 

Absence of effective markets and information management systems make fanners the victims 

of mono channel marketing system with low price negotiation powers. Moreover, loca l dea lers 

work toward the interest of large buyers of tomato and suppress farmers along the process of 

marketing. Local dealers run the interests of traders in price setting and negotiation processes. 

Farmers produced tomato on the faces of market insecurity, unmanageable natures of price 

nuctuations, trends of monopoli zed natures of markets, experiences of frequent dumping of 

tomatoes both in fie ld and in Kobo markets. 

Tomato marketing seems to be under the control of few buyers but large vo lume buyers, such 

traders close the entries of other potential buyers. Farm gate market was the major market at 

which farmers sold tomatoes to Meke le traders. In the absences of such larger buyers, fanners 

used Kobo markets to sel l their products for different segments of buyers. Kobo markets did 

not absorb much of the supplies. There fore fanners had been faced the worst experiences in 

dumping tomatoes at open markets and feedin g cattle with tomatoes. Marketing prob lems 

fo rced them to create strong bond with the only Mekele traders with any lower selling-price 

arrangements. As a result, farmers are said to be price takers having ins ignificant price 

negotiation powers. 

Farmers incurred a total cost of 0.67 birr to produce one kilogram of tomatoes and obtained 

only 0.21 net birr out of the total net benefits of 1.58 birr/kg. The largest cost for farmers was 

cost of product loses that occurred both in field and in markets. Labor cost was also the largest 

cost incurred by fanners. The largest cost incurred by Mekele traders was cost of transportation 

wh ile cost of buying was for retailers. Much of the benefits accrued to Mekele traders, fanners 

deserved the least benefit out of the total benefits distributed. Whole se ll ers enjoyed 1.1 2 

birr/kg that was the larger portion of the total benefits. 
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Recommendation 

.:. Improving cultivation serv ices and post harvest handling techniques; prov id ing pest 

management services, suppl y of packaging material services, deli very of inform ation 

servi ces, functioning financial services, networking transportation services and markets, 

etc., needs to be focused in developing des irable growth of the subsector. This will 

reduce much of the costs and increase profitability for all actors . 

• :. Searching potential markets and strengthening market linkages may improve the market 

performance and its competences. Thi s will avo id monopolies and invite the entry of 

potential traders. Creating coordination between producers, local dea lers and large 

traders through forum s and di scuss ions is essenti al to develop common understanding 

between chain actors for fruitful coordinati on in the value chain system . 

• :. It is a lso important to develop the farm ers' access to backward (seed, fertili zer, 

pesticide and other inputs) and forward (trading, wholesaling) markets for improving 

their profitability. Encouraging farm ers to integrate vertical and hori zo ntal activ iti es in 

production and marketing processes . 

• :. Formal input channels majorly focused in supplying fertili 7.ers with little share to seed 

& chemical. Hence, they should be strengthening by solving problems of delays of 

delivery, promotion of credi t awareness, seed and chemica l quality control and 

guarantying cooperati ve with lega l enti ty. Strengthening the present assoc iation as well 

as deve loping new producer and marketing cooperatives will help to develop the entire 

subsector. The association can playa number of critical activities and can work as the 

central hub for the improvement of the subsector. 

.:. Moreover, Inputs introduced by illegal traders and informal sources need to be 

monitored and pass through quarantine systems. Formalization of informal input traders 

can be one of the means to monitor input quality and to improve the bases of input 

system . 

• :. Absence of prov ision of value addition of tomato is al so critically affecting the growth 

and profitabil ity opportuniti es of a large number of farm households who are engaged in 

the tomato cultivation and sales process. Effo rts should be made to promote small-sca le 
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household level process ing technologies like preparation of juice, drying offruits, etc to 

support both household consumption and income . 

• :. Private sector investors can be encouraged to invest 111 input suppl y and output 

processing and di stributions. Standardization (test ing, certification) of agricultural 

inputs (seed , fertili zer, pesticide) is required . 

• :. Regulating trade of vegetables is critically important to m1l111TI1ze the burdens of 

imperfect markets from the shoulders of the poor producers. Creating effective 

coordination between service providers like agricu ltural research and extension wi ll 

improve the generation and transformation of technologies. 
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Appendices 

Part One: Questionnaire for vegetable producers 

Remark: The fo ll owin g questions have been set to understand vegetable va lue chain in Kobo Woreda modern 
irriga tion schemes. The answers are confident ia l and will not have any consequence on you personally in any 
ways. Please g ive co rrect answers to th e following questions 

Interview Scheduling: 

Serial no: __________ ________ _ 

Date of interview: _______________ _ 

Name interviewee (include grandfather): _ _ ____ _ 

Name of peas an i assoc iat ion ____ _______ _ 

Name of in terviewer: _ _ _ ______ Signature: ______ _____ _ 

1 J Household C haracteristics (General info rm at ion) I 2 Ho useho ld member 's infor ma tion , 
Age category Sex No of fami ly No orfamily Ed uca tion level 

Ma l Fe members work 011 members who work On educa tion NO ll educa ted 

e ma the farm full time pa rt time work 

Ie Male Fema le Ma le Fem a le M fcma M Fcma 

ale Ie ale Ie 
Children < 10 

Children 10- 14 

13l!IWel!11 15-64 

Ei<krly >64 
---

1.3 Household asset condition 
8. What are the Illajor assets, which indicate wealt hiest people in your PA? 

9. What (ypes o f peop les arc calegor ized under rich category of pea pIc in yo ur PA? 

10. What types of people are categorized under poor category of people in you r PA? 

11. List wea lth indicators in your cOtlltll unity .. _________________ _ _ 

12. Can you rank your wealth statu s in your soc iety? 1. Poor 2 .Mediulll 3. Rich 



1.4 Live stock holding 

1.4.1 Indicate the livestock types yo u own in (2009/10). 

CnUll' Num be r Shot Number Pad: anima ls Number Remarl< 

Oxen Sheep Donkeys 

nulls Goats Mu les 

Cows Ho rses 

Calves Camel 

1.5. Farm implements 
1.5.1 \ \'11'1t type of farm implements do you usc for vegetab le production? ( Ind icate price & yea r of 

ptl rchase) 

No T y pe of farm Number Year of purchase Cos t of purchase Expected li fe 
equipment 

Plough/shove ls 

Hoe 

Rake 

I-I arrow 

Pump 

Others 

1.6. Landholding and farm characteristics 

13. Do you have your own land? I ~No 2 ~ Yes 

14. If you r response for 0.42 is yes, what is the total land ho lding (in timad) ___ ____ _ 

15. If you r response for Q.42 is yes, what is the total cultivated land ho ld ing (in timad ) ___ _ 

1.6.1. Oll t oUhe total land holdin gs, how many timad were allocated for tomnto in 2009/10? 
Land size in Tilllad Irriga ted Rai n 

Land ty pe Modern Trad itional irrigation only 

irrigation 

e mp [and 

HOlllestead 

Grazing [and 

Fru it garden 

Others. speci[~1 

fed 



J 62 Show th e a ll otm en t of yo ur mode rn irriga tion land in 2009/ 10 
Plot Land Distance from Crops Owners hip Accessi bility So il characteristi cs 
1I111l1 size home (km) grown of the plot So il Slope F"er·tilit y 
bel' (Timad) type 
1'1 

P2 

1'3 

I'~ 

P5 
(X/\JS 

, n emar!, *- Crops grown - I) tomalO 2) on ion j) Sorghum 4) Ch ickpeas 

5) 6) ma ize 7) Garl ic 8) Lin seed 9) spec ify ifothers __ 

* Ownersh ip owned = I) Renled in 2) Borrowed 3) Inherited 4) Recei ved from PA 

* I\cc~ssibility of the plot = I) Has all whether road 2 ) = Dry season road 3) No road 4. Others 

* Soi l type ~ I) Clay soi l 2) Loamy so il 3) Sandy so il 

• Slope ~ I) Plain 2) Moderate 3) Steep 

• Ferti lity ~ I ) Fertile 2) Moderate 3) Not fert ile 

• Moisture Stress prob lem ~ I ) High 2) Medi um 3) Low 4) No 

If yo u received , lan d from ot hers or give yo uI' land for othel's , answe r the questions indic:alcd in th e Ulb lc 

below accord ingly 

I .and arrangl' ml' lIl Pllt 1 if it is Yes Land T ypes of agree ment "'* Ga ined bl' ll eli ts "'*"' ''' 
('all.'gory ot herw ise 2 type'" 

'LInd received ' in 

1 . Leased from others 

2.Sha recropping 

' Land g jVl' ll for o llH' l"s 
ill 

I.Rent 

2.Share cropping 

Key 

Land type * I. Modern irr igated 2.Trad itionally irrigated 3. Rain fed 
Types of ag reemc nt ** , For share croppi ng, indicate the amount of shared crop to be recei ved based on 
agreement as 1= 1/3 2 = 1/2 3 =\ /4 4= 2/3, 

For rcnting, indicate th e agreed va lue orthe land in birr/cropping seasons or year 

Ga ill benefi ts ****, For share cropp ing, Ind icate the actual amount of crop share gained frol11 lhe tala I produced 
crop (i ndicate the crop type produced and share rece ived), for renting, indicate the actual amount of money paid 
or received for the land 

18. Do YOLI have stored gra in ? I. Yes, ____ _ 2. No _____ _ 

19. Do you have Cash savi ngs? I. Yes, _ _ __ _ 2. No ___ _ _ 



20. I-lave YOLI faced food shortages in the past 5 years? _ I. Ves 2. No 

20. 1. If yes, how did you overcome? 

I. Se ll ing catt le 2. Borrowing from relat ives 3. Off fa rm activit ies 4.Aids 5. Others 

21. Do you cultivate 1 manage your irrigated land by yourse lf'? I. Ves 2. No 

21.1 Ifyoll cul tivate your land by yo urself what was your sou rce of labor to culti vate you r land in 2009110? (Multi ple 
responses is poss ible) 

I . So n 2. Daughter 3. Relati ves 4. Hired labor 5. Myself 

6. Labor exchange 7. Comb ination 2 or more answers 

2 1.2 If you are not cult ivat ing yo ur land by yourse lf what is the reason? I . Lack of labor 3.Lack of 
seed and fe n ili zer? 2. Lack of oxen 4.0ther (spec ify) 

1.7 Orf farm income generating activities 

22. Did you have other sources of income in 2009/ 1 O? I. No 2. Ves 

22.1. Ifyollr answer is yes, what were your sources of income? (Multiple responses is poss ible) 

I. Rem ittance 2. Food aid 3. Off farm income 4. others 

22.2. IfyOll t' answer fo r Q.22. l is off fa rm income-generating ac ti vit ies, what were th ese ac tivi ties? (Mu ltip le 

responses is poss ible) 

I. Food fo r work 3.5111all and mediulll enterprises 5. combinatiun uf2 ur I !lore 
~~~-

2. Da ily labor _ _ _ _ 4. Trading, ___ _ 

22.3. I r your answer for 0.22.1 is off farm income generating ac tiv ities, who was invo lved on these act ivi ties? 

(M ultip le responses is possi ble) 

I. Vourse lf 2. You r sons 3. Your daughters 4. Comb ination of2 or more 

23. What percent of your household ex pendi ture was covered by the fo ll ow ing income sources? 

I. Off-fa rm income generat ing ac ti vities ______ 2. Remittance ______ 3. Food aid __ _ 

2, I Vegetab le production 

24. Did you produce vegetable in 2009/ 1 O? I. Ves 2. No 

24.1. If you r response for Q. is no, \vllat is your reason? _ ___ __________ ~ 

I. Lack of interest 2. Lack or labor 3. Inaccessibi lity of land to irr igat ion schemes 

..l. Disease and insect problem 5. Lack or knowledge 6. Lack of inpuls and technologies 

7. It is not profit ab le 8. Lack of lllarket 9. If others, (spec ify) ____ ~ 

25. When did you start prod uci ng vegetab les (E.C)? _____ Vear 



Fill the followin g tnble based on yo ur tind er modern irrigat ion production in the yea r 2009/10 
Produ cli on seaso n Crop Size of land Yi eld in Co nsumed Sold in Tolal 

typc* in timad quinlal in Kg K g in come 
Prim<lI'Y irri g<l lion period 

Secondary irrigation 
period 

Supplcmcllwry 
irrigation period 
" Key: " 1 ype 01 crop 

I =tomato 2=potClto 3=onion 4=pepper 5=cabbage 6. Cereals Indicil te whether YO II II SC 

the foll owin g improved techno log ies or not for the listed vegetab les. 

Crop Seed Chemi ca l Fertilizer Ind icate So urces of inputs 

Seed ChemicllI 

Yes No Yes No Yes No 

Tommo 

Onion 

Pepper 

-Ke)' : 1- Yes 2-No 

2.2. Tomato production and technology 
26. Did you produce to Illata in the year 200911 O? I. Yes 2. No 

If, yo ur res ponse is yes, indicat e the a nswer th e followin g question s accordingly in the tHble below 

Land Allocated Total Variety used in Fertilizer used Man ure 
type La nd Produ ction in Kg or loca l unit in Kg or co mpost 

size of tomat o in 'It Illlpro\'cd L OCHI U I'CH Oap in kg 
In timad 

(Vlockrn 
irri gaI ioll 

Trad itional 
irri gal ion 
Rain kd 

Homesl!.!ad 

Olhers 

Fer lilize r 

Chemic 
al lI sed 
in Li or 
Kg 

26.1. I f you did not produce tomato under modern irrigation in the year 2009/ 10, what was your assumpt ion? 
(Mult iple responses is poss ible). I. Lack of inputs 2. High price of input 3. Risk of low price 

4. High price of other crops 5. Two or more combinations of responses __ _ 

27 . What are the types of tomato varieties yo u use in modern irr igation? _________ _ 

28. When did you get these variet ies (year/s)? _ _ _ ______ _ 

29. Where did you get these varie ties? 

4. Neighbors 

I. WoARD 

5. NGOs 
2. SA RC 3. Open market 

6. Unknown source 



30. I r YOlIliSe pesticides, where do YOli get them? ______ _ 

I. Agriculture office 2. Lega l/Known source in market 3. Illega l/Unknown source in market 

4. Cooperatives 5. Fellow traders 7. NGOs 8.0thers 

33. How many times you plant tomato per year. J. One 2. Two 3. Three 

34. How many times you plough your land for tomato planting. 

I. One 2. Two 3. Three 4. FOllr 

35. What is your ploughing technique? _ _ _ _ _ _ _____ _ 

36. Do you prepare tomato seed? I. Yes 2. No 

37. How do you planl tomato? l. Transp lanting 2. Broad casting 

37.1. If yolilise broad casting technique, explain your reasons, _____ _ ________ _ 

37.2. If you tran sp lant, how do you plant it? I. Raw planting 2. Non-raw planting 

38. Do you raise seed lings? I.Yes 2.No 

39. What did you use to increase land fe rtilities in 2009110? 

1. Manures 2. Fertilizers 3.Mix of manures and fertili zer 4.0thers __ 

40. I r YOlIliSed fert ilizer in 2009/ 10, did YOLI apply both Urea and Dap to tomato? I. Yes 2. No 

40.1. I f you applied only one of the fe l1ilizer lype~ , ex plain lhe reasons ___ ______ _ 

4 1. How do YO LI irr igate tomato? I . Rowing 2.nooding 

41 . 1. If yoll use nooding type of irrigalion, why you prefer it? ______________ _ 

42. How many l imes did you irrigate tomato in 2009110 production season? ____ _____ _ 

43. Do you prone tomato plant? I. Yes 2. No 

43. 1. I f you r response is no for Q,43. explain the reason _____ _ 

44. Do you make support system to tomato? I. Yes 2. No 

44.1. I r you r response is no for Q,44, explain the reason _____ _ 

45. How do you manage weed in tOl11ato? I. Chemica l 2. Weed ing 3. Both methods 4. Others 

47 .1. If your response is yes for Q,47, what do YO LI Li se to minil11ize the probl el11" ______ _ 

48. What mater ia ls do you lise to collecl tomato produces from your farm? 

I. Sack 2. Basket 3. Plastic bag 4. Wooden box . 5. Plastic box (Kasa) 

6. Combination of2 or more responses. 7. Others 

49. Did you face wastage or damage of tomato before harvest ing? I. Yes 2. No 



49. 1. If your response is yes for Q., what was the reason? ______________ _ 

49 .2. What was the amourll of wasted tomato in kg due collection? _______ _ 

50. Did you face wastage of to rna to after harvesting? I. Yes 2. No 

50.1. I f your response is yes for 0 .50, what was the reason? _ _____________ _ 

50 .2. What was the amount of wasted tomato in kg due collect ion? ______ _ 

Indi ca te sevc rity of problcms in tomato production under mod ern irriga tion Use 
C.·o ps No ta problcm Litlle Mediulll Hig h Put Hcma d ,s 

I}rohlelll s 

Onion Insect 

Diseases 

Low output price 

Market insecurity 

Hi gh input price 

Input scarcit y 

Canal dam<lge 

Moisture stress 

Labor shortage 

Poor service deli very 

Capital s horlag~ 

Transp0rl shortage 

Storage 

Tomato Insect 

Diseases 

Low output price 

Market insec urit y 

Hi gh input price 

Inpu t scarcity 

Canal damage 

Moisture st reSS 

Labor sllonage 

Poor serv ice de li ve ry 

Capital shonage 

Transport shortage 

Storage 

5 1. What alternative solutions did you take for the above selected problems identified as very high and high types of 
problems/ constraints? ___________ _ _______ _ 

52 . What alternative sol utions do you suggest to so lve each major constraint you mentioned as high and very 
hi gh? 1 .. ____________________________ _ 



2.3. Cost or produclion of lomat o 

2.3. 1 Est imate the amou nt of inputs yo u used for producing tomato in modern irrigation land to produce tomato in 

the year ?00911 0 -
No 111':111 Amount used /0111.: timad land Unit pril.: l.: Tota l price SUllrc~ or 

input 

Seed/seedli ng 
Fertilizers ( Urea & Oap) 

Chemicals 
Irrigation l1lain\CnallCI;! costs 

Packing materials 
T ranspon cost 
Overheads & m'gemt 

Storage rent 
Land rent/tax 

Total variable cost 

232 Th e al110 1lllt or labor in person-days required producing tomato from onc timad or your Jan{1. 
No Labor costs of tomato Hired Inbor( Family Jabor(i n Tot lllJabor( Wage 

prod ucti on and marketing in man days) man days) man days) rates/man day 

Seed bade preparation 

Seed preparation 

Seedling growing 

Land preparat ion 

Pl ant ing or transplanting 

Irrigating 

Ft;rLilizcr application 

Weeding and cultivation 

Chemical application 
Harvesting 

Transporting 
Selt.:ction/processi ng 
Sloring ' 

Loading unloading 
Promotion 

Selling 

Others. specify 

2.3.3 Fixed cost 
No Cost Unit Amollnt Unit cosl Total cost 

Land rent (va lue)lt inmd 

Machinery rent ( if any) 

Irrigat ing tool s 
Irrigat ion fee 

Farming IDols 

IntereSI payment 

Olhers. specify 



2.4. Role and levcl of participation in vcgetable production 

53. Have you ever served as contact farmer in the package program? I. Yes 2. No 
54. Social status of the househo ld heac! in the PA 

I . PA executi ve member 2. PA cad re 3. Religion leader 
4. Edir & other soc ial comminee member 5. Other, Specify _ _ _ _ _ _ 

55. In which orthe fo llowing informal insti tu tions are you in volving? 

I. Id i I' 2. Ek ub 3. Jig ie 

4. Water unit 5. Other, Specify ___ _ 

56. Do you lh ink wome n have active role than men in vegetable va lue chain? I . Yes 2. No 

2.4.1 Decision making Power 

57 . Do you think that there is difference in the dec ision maki ng power of FI-IH s and women in Ml-ll-l s 
on the production process of vegetab les? I = No 2 =Ves 
58. Do you th ink that there is difference in the deci sion making power of FI-IHs and women in MHHs 
on the income obta ined from vegetables and sp ices? 1= No 2 =Ves 
58.1. If your answer for Q.58 is yes, can you elaborate the differences? ___ _ 

I. Cultural influence 5. Presence/absence of matured children 
2. Re ligious influence 6. Hea lth status of women's parents 
3. Wea lth status of th e household 7. Combi nat ion of 2 or more answers 
4. Presence/absence of male relatives of the women 

59. What do you suggest as a so lution to a lleviate these dec ision-maki ng power d ifferences? 
59.1. By women themselves ____________________ _ _ 
59.2 . By men ____ ______ ___ _____ ___ _____ _ 

59.3. By government _______________ ________ _ 

2.5. Information flow and service provision 
60. How do you prefer to grow tomatoes? (M ultipl e responses is possible) 

I . through training 4. By observing its market profitability 
2. Information from DAs 5. Combi nation of2 or more 

3. Information from ne ighbors and fr iends 
61. In whi ch aspect do yo u have better information? (M ulti ple responses is poss ib le) 

I. Management of vegetab les 5. Pest icide use of vegetables 
2. Ferti lizer use of vegetab les 
3. Im proved seeds of vegetables 

6. Market in fo rm ati on of vegetab les 
7. All 

4. Treadle an d water pum p use 8. Comb ination 01'2 or more 
62. I-I ow did you get this information? (M ul tiple responses is possible) 

I. Extension agent 3. Rad io 5. Ne ighbors and friends 
Parents 

7. 

2. Training 4. Field day 6. Posters 8. Combination of 2 or more 
62.1. If you get information fro m extension agents, how ma ny times did you contact with the extension 
agents in 200911 O? _____ _ 
63. Do you th ink that women need addit iona l extension service that can address their needs and 

prob lems other than the common ones? I. No 2. Ves 



64 . Which type o f vegetab les training did you get in 2009/1 O? (Multiple responses is possible) 

I. Manage me nt of vegetab les 3 . Harvesti ng of vegetab les 4. Com pos iti on of a ll 

2. Marketing of vegetab les 5. Combination of2 or more answers 

65. In wh ich vegetab le crops you need to have more tra inin g. 

I . O n tomato 2. On onion 3. On cabbage 4. Ifothers, specify it 

66. Ifso meo ne needs to g ive training on tomato, wh ich type of tra ining yo u prefer more? 

I. How to prod uce tomato 2. How to handle tomato after harvesting 

3. How to gel market in formati on 4. How to preserve tomato for 1-11-1 consumption 

67. What government policies constra in your activit ies? ______________ _ 

6S. What governme nt po licies are good for your business? _________ _____ ~ 

69. How do you choose the peop le that you do business with? ____________ _ 

70. If you get training in 2009/10, how many t imes did yo u get? ___ _ 

71. If yo u get training in 2009/ 10 for how long did yo u get? _______ _ 

72. Was the training you get easi ly understa nd able and practicable? I . No 2. Yes 

72 .1 . If your answer for Q.72 is no, how sho uld be the way o f training in order yo u to understand and 

pract ice it eas ily? __________________ _ 

73. Did you visi t a demonstration si te or other farmers' fie ld s of tomato to get experience in 2009/ 10? 

I . No 2.Yes 

74. If you get traini ng Ivisit demonstration s ite or other farmers' field s of tomato what was its 

co ntri bution to your production process of tomato. __ _ 

75. If yo u did not get tra inin g/visi t demonstration si te or other farmers ' fi e lds in 2009/10, what is the 

reason ? (Mu ltipl e responses is possible) 

I. Cultural restriction 2. Und ermining wome n's participation 3. Lack of t im e 

4 . To look after my children and my house 5. Since I am poor 

76 . Can you rank out the extens ion serv ice provision to women? I. Low 2. Medium 3 . Good 

2.6 Access to credit and inputs 
77. Do you think tha t c redi t w ill help to improve yo ur tomato productivity? I . Yes 2. No 

77 .1. I r your respo nse for Q. 77 is yes, can yo u c lar ify how c redit contributes to your tomato 

production? _ _ _ ____________________ _ 

77.2 . If yo ur response is yes for Q.77, yes, what amount of loan you took last year? _ _ _ _ __ _ 

77.3. What was the source of credit? 

J. Relative 2. ACSI 3. Friend farm er 

5. Neighbor 6. Office of Agriculture 

78. What was the purpose of borrow ing? 

I. To buy seed 

4. To buy food for consumptio n 

2. To buy fe rtili zer 

5. Others, spec ify 

79 . From whe re did you get these inputs? (Mu ltipl e responses is possible) 

4. Peasant association 

7. Others, 

3. To buy farm implements 

I . De velopment agents 4. Pri vate suppli ers 6. Combination of 2 or more 

2. Wo reda of ARD 5. Cooperati ve 7. Other NGOs (spec ify) 

3. Sirillka Agricultura l Research Center 

SO. Did you face any problem in access ing these inputs? I. Yes 2. No 



80.1. If you r answer for 0.80 is yes, what was the prob lem? (Mul tiple responses is possible) 
1. Inputs are expensive 

2. Inputs are unavailab le 
3. Financ ial prob lem 
4. Remoteness of in put selling s ite 

5. Combi nati on of 2 or more 
6. If others, spec ify 

81. How did you so lve th ese problems? _______________ _ 

82. Have you pa id back yo ur loan s? I. Yes 2. No 
82 . 1. If your response for 0.82 is 'No ' , why yo u did not pay fully? 

I. Yi e ld reduced due to drought 2. Low market price 3. Other 
83. How do yo u eva luate the opportuni ty laccess to credit vegetabl e prod uction? 

I = low 2 = medium 3 = high 

2.7. Marketing 
84. Did yo u sel l to mato produces in 2009/ 101 I. Yes 2. No 
84 .1. If yes, to whom do yo u usually se ll you r tomato produces? (Multiple responses is possi ble) 

I. Consumers 2. In termediari es 3. Whole sell ers 
5. Cooperatives 6.Combination of2 or more answers 

85. Whic h one is more profitable for yo u? (Mu ltip le responses is possib le) 

4. Retailers 
7. lfothe rs 

I. Se ll ing to consumers 2. Se lling to retai lers 
4. Selling to whole se ll ers 5. Se ll ing through cooperati ves 

3. Se lling to intermediaries 

6. Others 
86. What factors do you take into acco un t when yo u negot iate prices with buyers? 

How long do pri ce negotiations usually take? ______ ______ ______ _ 
86.2 Does the amount of tomato product vary much between th e wet and dry seasons? I. Yes 2. No 
86.3. If your response is yes for 0.86.2, what was the reason? 

I. Very sta ble 2. Stable 3. Moderately stab le 4. Instable 5. High ly instab le 
87. How stable are tomato product se ll ing prices? 

I. Ve ry stab le 2. Stable 3. Moderately stabl e 4. In stab le 5. Hi gh ly instable 
88. How does the trader assess the quality of tomato before buying the product? ___ ____ _ _ 
89. When se ll ing, do you receive higher prices fo r tomato prod ucts of higher qual ity? 
I . Yes 2. No 
90. What qual ity attr ib utes rece ive th e best pr ices? _________ _________ _ 
91 . On average, how long do you sto re the tomato product before you se ll it? ______ _ _ 
91 . I. I f the store for long periods, why? ____________ _ 

91.2. I f you does not store for long peri ods, what was you r reason? 

92. How do you transport your farm products to market place? 
I. Own donkey pulled cart 2. Rented donkey pulled cart 
4. Carry in g by fa mi ly labor 5. Renting vehi cles 

3. Hired human labor 
6. Others, spec ify 

93. If you used (rented) transportation, how much yo u paid for it? ___ Birr. 
94. Did you face wastage of tomato due to transportat ion problem? I. Yes 2. No 
94.1. I f your res ponse is yes for the 0.94, what was the reaso n _______ ? 
94.2. What was the amount of wasted tomato in Kg ? 
98. Was there any prob lem yo u faced in vegetables market in 2009/ 1 O? I. Yes 2. No 
98.1. If your response for 0.1 05 is yes, what was the prob lem? _ _ _ _ ___ _ 



98 .2. How d id you so lve these problems? ___________ ____ _ 

99 . Did yo u slo re lo mato? I . No 2. Yes 

99 .1 . If yo ur response fo r Q.99 is yes, whi ch types of vegetables did you store? _ _ _____ _ 

Rani, the following buyers vertically '" in order of their importance (1 ifgood , 2 if bad , 3 if I don't know) 

Buyers Price worthiness Trust Reliability 

Consumers 
\Vho!e sel lers 

Retai lers 
Cooperatives 

Rural assemblers 

OLh ers 

Indicate the vegetable you produced and the buyers ofyonr vegetable in 2009110. 

Crops Volume of sold vegetable product (physical flo w in qt) by market & residence of buyers in 
2009110 

I pl aces 2 Places 3 places 4 places 5 places 

Onion 

Tomato 

Pepper 
, -Key: I - consumer, 2- who lesa lers, .). Open market areas 4. Rura l dea le rs , ) , COllsumel s 

Indicate the price trend of tomato in 2009/ 10 
N Type of Prices oftolllato over months in 2009110 per I kilogram tomatoes 
0 buyers 

Jan Feb Mar Apr May Jun Jut Aug Sep Oct Nov Dec 

t Conslimers 

2 Who le sellers 

J g ctai lcrs 

4 Cooperati ves 

5 Rural 
ass~ rnblt: rs 

~ Olhers 

Questionnaire for traders 

Rcmark The fo ll ow in g questi ons ha ve been set to understand vegetabl e valu e chain in Kobo Woreda 

modern irrigation schemes. The answers are confidential and will not have any consequence on you 
persona ll y in any ways . Pl ease g ive correct an swers to the foll owing questi ons. 

Interview schedule for traders 
Date of interview: _____________ _ _ 
Na me interv iewee ( in clude grandfa ther): ________ _ 

Na me of Res ide nce _______ _____________ _ 

Na me of interviewe r: ___ _____________ _ 
Signature of interviewe r: ______________ ~ 



Section O ne 
1.1 Household C ha racteristics (Ge nera l informa tion) 
I. House hold ty pe __ : I . Male headed 2. Female headed 

2. Age or the household head _________ _ 

3. Mari tal Status of the household head: I . Marr ied 3. Divorced 5. Others, speci fy 

2. Unmarried 4. Widowed 

4. Re ligion: I . Orthodox 

5. Ethni c origin of household 

2. Musli m 3. Cathol ic 

I . Amhara 2. Tigray 

4. Protestant 

3.0romo 

7 .. Academi c Status of the HH 

co mpleted 

I. Unable to wri te and read 2. Li teracy program 

3. Pri mary ed ucati on, grade ( 1-6) 

5. 10lh grade comp lele 

Section 2 
2. 1 Desc ription of whole Ire ta il selling acti vities 

4. Junior, between grade (7- 10) 

6. Vocationa l 

9. How long have YOLI been in business as who lesa ler? _ ___ _ _ _ ___ _ _ 

10. Is it a fam ily busi ness? I. Yes 2. No 
11. How long do you intend to remain in the who lesaling bus in ess? _ _ ___ ___ _ 

12. How many products do you trade in? __________ _________ _ 

13. What are these products? ________________________ _ 

14. Why do you trade in these paJ1icuiar products? ____ _ _ _________ _ 
15. Describe how the tom ato prod ucts reach yo u from the farm ers? 
16. Describe what happens to the tomato product after you have so ld it _ ___ _ _ ___ _ 
17. What are the main areas of production of the to mato product? _ _ ___ _ _____ _ 
18. What factors do you take into account when you negotiate prices with people who se ll tomato product to 
y OIJ? _ _____ _____ _______________ _ 

19. What factors do YOLi take into account when you negotiate prices with peop le who buy tomato product fro m 
youO _ ___ _ _ ____________________ _ 
20. Hmv long do price negot iat ions usually take? _________________ _ 
2 I. How stable are tomato prod uct buyin g prices? 

I. Very stable 2. Stab le 3. Moderately stable 
2. Instable 5. High ly instab le 

22 . How stable are tomato product se ll ing prices? 
I.ve ry stable 2. Siable 3. Moderately stable 4 . instable 5. Highly instab le 

23. In a typica l week, how much tomato product do YO ll sell? (ask to see records if they exis t). __ _ 
24. Docs the amount oflO l11 ato product that you trade vary much on a week ly basis? I.Yes 2. No 
25 . If your response is yes fo r Q., yes, what is the reason ? 

26. Does the amo un t oftol11ato product va ry much between the wet and dry seasons? I. Yes 2. No 
27 . If your response is yes fo r Q 26., explain the reason ? 
28. Are you aware of any who lesa lers who export tomato product to neighboring town? 1. Yes 2. No 
29 . If yes. how important do you th ink th is kind of trade is? 1. Imponant 2. Not im portant 
30. Would yotl lis t down sllch exporters ? 

31. Do YOll experience prob lems in finding people who sell tomato prod uct to you? I, Yes 2. No 
32. If yes, why? _ _ _________________ ___ _ 
33. Do YOll experience prob lems in fin ding people who buy tomato product frolll you? I. Yes 2. No 
34. If yes, why? ________________ _ _ _ _ ___ _ 
35. What are the best methods and condit ions for stori ng tomato product? ________ _ 
36. How does the trade r assess qua lity before buying the tomato procluct? _____ ___ _ 



37. When sel ling, do you receive higher prices for tomato products of higher quality? 
I.Yes 2. No 

38. When buying, do YOll offer a higher price for higher quality cassava product? I. Yes 2. No 
39. What quality attributes rece ive the best prices? _______________ _ 
40. On average, how long do you store the tomato product before you se ll it? 

41. I f th e store for long periods, why? ___________ _ 
42. lf yoll does not store for long periods, why 110t? _________________ _ 
43. Did you experience tomato product losses? I. Yes 2. No 
44. If yes. how much you lose out of 50 kg tomalo? _________ _ 
45. How profitable is tomato product tradi ng compared with other products. _______ _ 
46. What is the current difference between your buying and selling price of tomato product? ___________________________ _ 
47. What is the usual difference in your buying and se lling prices? __________ _ 
48. Do you buy the tol11ato product in different grades? I. Yes 2. No 
49. Do you sort the tomato product into diffe rent grades? I. Yes 2. No 
50. What sort of packaging do yo u use? ___________________ _ 
51. Why do you use that type of packaging? _______________ _ 
52. Do you operate your own truck or pick-up van? I. Yes 2. No 
53 . I f yes, do you transport just for yourse lf or do you transport for other people as well? 
I . To l11 yse lf only 2. Both to l11 yselfand others 
54. If the wholesaler on ly transports fo r yourse lf, why do YOLl operate your own transport? ______ _ 
55. I r you feel that it is appropriate, ask questions re lating to transponers 
56. Do you use credit or borrowed 1110ney? I. Yes 2. No 
57 . From where do you lIsually get credit? ______________ _ 
58. Try 10 distin guis h between money that is being borrowed for fixed capital (storage shed) and for working capital (stocks) 

59. Ifyollr respon se for Q .• is no, is cred it or borrowed money avai lable to you? I. Yes 2. No 
60. If yes, why don ' t YOll use credit or borrowed 1l10ney? __________ _ 
61. Do you offer credi t to the people who buy tomato product from you? 
62. I r yes. why do you let the III have credi t? 
63. Do you receive credit frol11 the people who se lilomato product to you? 
64 . If yes, why do they let you have credit? ________________ _ 
65 . Does the number of and activity among wholesalers give the impression that competit ion is strong? 
66. Are there any cond itions that you have to fulfill before you enter wholesaling? 
I. Yes 2. No 
67. I f yes, explail1 _______________ _ 
68. How do the actions of the government/local authorities/trade associations affect your busi-ness? _________________________________ _ 
69. How do you choose the people that you do busil1ess wi th? ____________ _ 
70. Given a particular period, do prices in different towns usually move in the sallle direction? 

I.Yes 2. No 
71. Please describe what influences prices in differe nt 10WI1S, _____________ _ 
72. How did you learn to become a wholesaler? ________________ _ 
73. I-lave YOll ever received any bus iness training? I. Yes 2. No 
74. What is the highest level ofeducalioll that YOLl attained? ____________ _ 
75. In which of the following you parti cipated? 
I. Trader associations (get description of associations) 
2. Seek ing to supply new markets 
3. Responding to changes in market requirements 



4. Vert ica l integration 
5. Interlock ing markets. 
76. How do yo u obtain information on: 
I. Prices in your o\\'n markcl ________________________ _ 
2. Prices. supply and demand in other markets __________ _ _ _ _ _ _ _ _ _ 

Costs yo u in curred when you buy tomato from Kobo modern irrigat ion schemes in 2009/ 10 
Cost Where do YOLI Amount of Purchased Un it Towl Remark 

buy it? tomato * cost cost 
'I'ransportation 
Storage 
Pack ing 

Loading and unloading 
Cost of tomato 
Promotion 
Ta.\ 

VAT 

Otllt:r Payments 
Olhers 

Rcmark: * put the unit of purchased tomato quantity (example, in Kg, Wooden box, truck (42qt vo lume), etc. Answer the following questions after you filled the above table. 
77. From who m did you buy? _ _ _ ___________________ _ 
78. When did you buy? _____ _ _______ _ _____ _ _ _ _ 
79. When did you se ll it ? ____________ _ _______ _ _ _ _ 
80. What was the selling price of tom atol a unit _ _ _ _ _______ _ _ _ _ _ 
81. Whe re did you sell it? ________ _____ _ _ ___ _ 
82. For whom did you se ll it ? _______________________ _ 
83 . What was the net bene fit in birr ________ ? 
84.Mentioned any other sources of to rna to that yo u buy ? , When you buy? , Why YOLI buy frol11 them? 

Key informant interviews, discussions and observation on vegetable value chain 
Incl icntc your feeling in thc table bclow about the trends of irrigation based prod ucti on for the last fiv c year Crop Production productivity Product HH Market market Price coverage quality Consumptio surplus opportun ity level 

n 
1"0l11ato 
Onion 
Pepper 
Cabbage 
Key: 1- IIlcreases 2- stagnant 3- decreases 
./ Rank fi ve major production constrain ts of tomato in irr igated modern schemes? 

./ What solutions have been taken by farm ers to solve each constraint? 

./ What supportive measures have been taken by WoARD? 
,/ What supportive measures have been taken by NGOs? 
.../ What supporti ve measures have been taken by cooperatives? 
./ Is there market probl em for tomato production? I. Yes 2. No 
./ If there are market prob lems, could you li st the problems in the order of importance? 



l 

l 

./ Who are the maj or victims of these problems? 

./ Who are the major beneficiaries in these circumstances? 

./ How these issues can be solved? 

./ What supportive measures ha ve been taken by private sectors? 

./ What measures are required from the producers to improve their productivity? 

./ What measures are requ ired from service suppliers to mitigate these cha llenges? 

./ What are the main market trends in terms of demand fo r tomato prod uct in markets? 
Is demand ris ing or fa lling and how fast? 
What are the relative strengths and weaknesses of vegetab le val ue chain? 
Whal are Ihe key markel channels Ihrough which product nows? 

./ What are the va lue chain governance systems for the ma in va lue chain channe ls or channe l? 

./ What are th e shares in and distri bution of, the final consum er price among the va rious links of the main sub-sector supply chains? 
Pa r t two for traders 
./ What vegetable products did you trade? 
./ How much tomato can you buy once/week? 
,/ From where did you buy products usuall y? 
,/ Where did you se ll products? 
./ Do you face marketing problem for your product? 
./ How do you see the quality of tomato you buy? 
,/ Whal is Ihe nature of supply and demand of 10ma10? 
./ !-low do you see the na tu re of in ter relationships between traders and producers? 
./ What dete rminants they use in negotiating price while they buy from su ppliers/produce rs? 
./ What de terminan ts they use in negotiating price wh il e they se ll fo r their cll sto mers? 
./ What are the main facto rs that affect finn-level profi tabili ty of differen t actors in vo lved at different stages or the va lue chain (production, col lection/trade, processing and distri bution/retail)? 
Part rh r-ce fo r Se l'vice slI pp li cr-s 
./ How the nat ure of coord ination among stake ho lders is looks like? 
./ What are the gaps of service prov ision? 
./ What arc methods of contac t to value chain actors of vegetable? 
./ What measures have been taken to fill these gaps? 
./ What are the major challenges of vegetab le production? 
./ What are the major cha ll enges of vegetable marketing? 
Observ::ltio ll guidelines 
r Land quality; So il , slope, moi sture 
r Irr igation cana ls; net\vork, di version 
).- Land covers; vegetab les-tomato 
." Fie ld management; cu lti vat ion! husbandries, weed managements 
./ Fi led visits were conducted to observe infrastructures; 
./ Visits of Se rvice provide rs to obse rve ; 
',- Cooperati ves vegetable sale and input distributed volumes 
',- Available tec hn ologies and visit other stake holders when necessary 



Annex 
Ann ex I: Irriga ti on potentials of Amhara region , No rth Well Zone, Kobo Woreda Ir rigation Potcntials Sup plementary Prill1 ~\ry Secondary A nnual irrigation irrigation irrigation irriga tion 

rowl Golina· 10345.6 6724.65 5 172.8 22243.05 Towl kobo 
96207.38 62534.8 48103.69 206845 .87 

TOlflllone 
219966 142977 109984 472927 

row! region 
1750433.2 1209544.33 875268.6 3835246.13 

Percentage shn rc of irrigat io n potential 
Golina share ill kobo% 10.75 10.75 10.75 Golin<l share from lon~ (%) 4.70 4.70 4.70 Kobo share from zone (%) 43.74 43.74 43.74 ZOIl ~ share from region (%) 12 .57 11.82 12.57 Worcda share from region (%) 5.5 5. 17 5.5 So u rce : Bureau of Agri cultu re and rural Development; Annual report of 20 I 0 Key: * Diversion Stru cture (II d iversions & 2 pumps) and Source of water: 12 rivers & I grou nd water Ann ex 2: vegetab le production status in selec ted 10 irrigation projects of ko bo (2007-10) 

Vegetable production status in selected 10 irrigation projects of I<obo( 2007-2009/10) 

li~j --r r Onion Torn <.1lO Onio n To m a t o On ion 
2007 

200 r. 1111 bcncficcries (No.) 1099 
1309 263 1134 L"ncl <>Jloca tccl (h<» 354.6 2 362 .5 38.5 325.6 

• Procluctivle ty/ha 78 .32 122 .8 72.4 93.8 60.7 • Prl ce/ q t 
220 

373 1 68.85 400 Sonrce: Kobo Agricu ltural offi ce, cooperati ve di vis ion progress rep0l1s, 2007-1 0 

I 


	MX-M464N_20180328_191512
	MX-M464N_20180328_191553
	MX-M464N_20180328_191749

