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Abstract 

This study is aimed at assessing vegetable market chain in Dugda Woreda, Oromia Region oj 

Ethiol'ia(ocusing on tomato and onion products. Irrigated vegetable production is increasing with 

pop Illation grOlvth and changes in consumption habits in Ethiopia creating business 0pp0i'lunity Jor 

many actors along the market chain, despite number oj production and marketing constraints. 

Analysis oj marketing peljormance oj vegetable plays an important role in an ongoing or Juture 

market development plan. This study aimed at analyzing the market chain of vegetable Jor Dugda 

Woreda with the specific objectives of identifoing the key vegetable marketing aclOrs and channels: 

examining market structure oj major actors: assessing the market peljormance Jar key vegetable 

markeling aclors and channels by quantifoing costs and profit margins: and identifying key 

production and marketing constraints and opportunities Jaced by smallholders. The data was 

generated by household survey using a pre-tes ted structured questionnaire, key in/ormanl interview, 

Jocus group discussions, semi structured questionnaires and checklists. This was supplemented by 

secondcu), data collected from different published and unpublished sources. The data analyzed using 

SPSS version 20 and summarized info descriptive formals slich as frequencies, percentages, means 

and standard deviation. Besides, Structure, Conduct and Performance (SCP) model employed to 

evaluate Ihe slructure and peljormance oj vegetable market. 

The study finding shows that vegetable market chain actors are broadly classified into Ihree: input 

suppliers: direcl market actors (producers, brokers, Jarmer traders, wholesalers, relailers and 

consllmers): and enablers (extension service providers & credit providers). Vegetable producers sell 

their products to different market intermediaries andfinal consumers. About five vegetable marketing 

channels were idenlified. The total amollnt oj vegetable that was transacted through these marketing 
channels in 201-1115 was 32,010 quintals. Chunnel II was Jound to be the dominant lIlarkeling 

channel in terms oj volume oj vegetable supply, where about 23,752 qllintals oj vegetable (74.2% of 

the total vegetable) was supplied to the market. Channel {II was the second dominant market 

supplier, where about 6,786 quintals oj vegetable (21.2%) supplied through this channel. The study 

result also shows that the total gross marketing margin was 30% with producer participation margin 

oj 70%. The markel intermediaries incurred different marketing costs such as packing, sorting, 

transportal ion, loading and unloading. Central wholesalers obtain relatively highest profit in 

channel /I and 1/1, which amounted to Birr 204,827 and 58,675, respectively. The study result 

signifies that thefirst Jour largest volumes of vegetable purchased by traders (CR,) constilule 50% of 

market share. which indicates the market structure Jor vegetable is strongly oligopolislic. OLS 

regression results also revealed that there are econamies oj scale Jor wholesalers at Meki market, 

which clearly indicates the presence oj barrier to entry/exit Jor wholesalers in the market. 

Opportlll1ilies idenlified Jor vegetable production include: existence oj groundwater, convenient 

agro-ecology and ideally appropriate for agro-processing induslries. On Ihe other hand, challenges 

recognized for vegetable market chain includes: oligopolislic market structure, absence qf storage 

Jacililies, soil salinity, overutilizatioll oj inputs (fertilizers), increasing cost oj inputs, lack of 

il1lproved seeds and chemicals (insecticides and jill7gicides), price fluc tuatian, and high markel 

involvemenl oj brokers. Policy implications drawn from the study findings necessitate legalizing and 

supporting actors in the local vegetable markets, creating access 10 accurate and regular nwrkel 

inJorlllation and technical support to producers on crop diversification. 

Keywords: Vegerable, market chain, market margin, OrdinOlJI Least Square, challenges. 
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Chapter One 

Introduction 

1.1 Background of the Study 

Eth iopia is a country with a great variety of agro ecological zones that are favorable fo r horticultural 

crop production for home consumption and sale, both local and export. Smallholder peasants produce 

the majority of vegetab le. The areas of production and its role to the counlly's total GOP, still not 

estimated, are very low. Area covered under vegetable stands at 1.43% of the area under all crops at 

national level. Moreover, it shows that vegetable producti on constitutes about 2.95% of the total crop 

production (Central Statistical Agency, 201 3). 

The status of vegetable production has been increas ing for the last four years of the Growth and 

Transformation Pl an (GTP-I), i. e. from 2010/ 11 - 20 13114. The GTP-I performance report for the 

four years for the agricultural sector indicates that vegetable production achieved 42% of the plan and 

grown by 60.9% ( 125.3 thousand tons in 2013114) as compared to the base year 2009/10 (49 

thousand tons). Bes ides, the quintal per hectare yield for vegetable and fruit has increased for two 

successive years (2010/ 11 and 20 11 112) from the base year 2009110 and then dec lined in 20 12113 and 

20 13114. Export earn ings (value) of vegetable and fruit has increased from 3 1.7 million dollar (base 

year ofGTP) to 45.7 mi ll ion do ll ar in the year 20 13114 (M inistry of Agri culture, 2014). 

Vegetab le producti on is Gecoming an increas ingly important activity in the agricul tural sector of the 

country fo llowing the development of irrigation and increased emphases given by the government to 

small sca le commerc ial fa rmers. A report indicated that the major share of an estimated 1.4 million 

tons of vegetab le and fruits is consumed locally and only 4.5% of the total is exported (Jema, 2008). 

Ethiopian vegetab le and frui ts are mainly destined to the regional markets especially neighboring 

countries like Dji bouti and Somalia. About 90% of Ethiopian vegetable and fruit is exported to 

OJ ibouti and Somalia even though the value ge nerated from thi s is too small (Ethiopian Horticultural 

Deve lopment Agency, 20 12). 

There is a steady improvement in the demand fo r vegetab le both for loca l and overseas markets. 

Volume of vegetable export in Ethiopia has im proved from 25,300 tons in 2002/03 to 177,623 tons in 

20 12/ 13. The value of vegetab le and fruit expOits increased with an average of 18% during this 

peri od and foreign exchange from less than USD 10 to 230.5 mill ion (Ethiop ian Revenue and Custom 

Authority, 20 12/ 13). 

1 



Development needs of vegetable in general are inadequately addressed in Ethiopia. At present, efforts 

have been stepped up to improve and support the sector. The current Growth and Transformation 

Plan of Ethiopia (GTP) prioritizes intensive production and commercialization of horticulture. Hence, 

GTP initiates the need to accelerate the development of vegetable and fru its production and clearly 

mentioned the transformation of the sub-sector from subsistence to commercial and market-oriented 

agriculture (MoA, 20 I 0). 

The expansion of irrigation agriculture in different parts of the country has enabled smallholders to 

produce vegetable even in dry season. Through irrigation, farmer's per capita production as well as 

area under vegetable coverage has been increasing (MoA, 2014). These conditions enable 

smallholders to have better surplus for market. Like most of agricultural products, vegetable 

production exhibits seasonality in supply. This creates excess supply of vegetable to markets within 

limi ted time frames which leads to decline of prices. Furthermore, due to absence of suffic ient local 

markets and efficient marketing system, farmers are obliged to sell their outputs at lower prices 

(Agricultural Transformation Agency, 20 14). 

Mendoza (1991) explains the concept of marketing as physical and economic process whereby the 

goods are transferred fro m the producer to consumer. Thus, the marketing chain is the path that the 

goods fol low from their source of original production to their ultimate destination for final use. Many 

marketing channels may exist as there are separate sources and destinations for each item. 

Furthermore, the author suggests that a specific investigation must be under taken on each case where 

the objective in every instance is to trace the movement (purchase and sale) of the product from the 

source of supply to its point of final use. 

As fa r as the status of vegetable production is concerned, Eth iopia has a variety of vegetable crops 

grown in different agro ecological zones by smallholder farm ers, mainly as a source of income as 

well as for food. According to CSA (2012) the area under these crops (vegetable and root crops) was 

estimated to be 359,950.13 hectares with a total production of 24,267,581.58 tons in the year 

20 11 / 12. Root and tuber crops are by far the dominant product group. Potatoes (32%) stand out as 

important products, lo llowed by taro/Godere' (19%), garlic ( 12%), and onions (nearly 12%). Potatoes 

are mostly found iii the Amhara Regional State (5 1 %) and Oromia (33%). Among small-scale 

producers of vegetable, Ethiopian ca bbage (Kale) takes the higher rate, almost 50%, fo llowed by red 

pepper with a share of 31 % and green pepper 10%. 

1 Godere is a local name for taro. 
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Smallholder vegetable farms are based on low input - low output production systems. The use of 

improved seeds and planting material of high yielding varieties and other inputs such as fert ilizer and 

plant protection mat~rials is not common in the smallholder sector. Technical training and extension 

services on improved crop husbandry techniques are not available. As a result average productivity 

levels are low in the small scale fa rming sector (EHDA, 2011 ). Besides, the producti vity of crops is 

very low as compa red to the potential yield obtained in the research centers and on farmers ' fi eld 

technology verification studies. For instance, the productivity of on ion and tomato was about 90 and 

70 quintals per hectare by smallholders compared to the potential yield of 400 and 350 quintals per 

hectare in research centers (Dawit el ai, 2004). 

Tomatoes- The cultivated tom ato (Lycopersicunesculun/ul11 Mill) is the most important and widely 

grown vegetab le in the world. The importance of tomato is increasing these days in Ethi opia. It is 

widely accepted and commonly used in a variety of dishes as raw, cooked or processed products 

more than any other vegetable (Lemma, 2002). Same author also show that there is no recorded data 

on the definite time regarding the introduction of cultivated tomato to Ethi opia. However, cherry type 

has been growing for long around big cities and in small gardens. The bulk of fresh market tom atoes 

are produced by small-scale fanners. Farmers are interested in tomato production more than any other 

vegetab le for its multiple harvests, which result in high profit per unit area. Tomatoes vary in visible 

fruit characteristi cs important for fresh market and processing values. These include shape, s ize, 

color, fl esh thickness, number of locul es, blossom end shape and fruit quality. The fruits may be 

globe shaped (Marglobe), oval oI' flattened (Marmande), and pear shaped (Roma VF), which di ffe r in 

acceptability in the local and foreign market, quality, and storab ili ty. 

Ollion- Onion, the principa l Alliums, ranks second in value after tomatoes on li st of culti vated 

vegetab le crops worldwide (Robinowith & Currah, 2002). They also reminded that all plant parts of 

alliums may be consumed by humans (except perhaps the seeds), and many wild species are 

exploited by local inhabitants. Careful handling and the choice of suitable storage method for the 

culti var type in question are vital to ensure that the product reta ins its qua lity unti l it reaches the 

cons umer. Cosmetic quality is of increasing importance in competitive markets . According to CSA 

(2003) onion is produced for both consumption and market. Out of a yearly production, 48.2% of 

onion and 66 .7% oftomaro utili zed for sale. 
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1.2 Statement of the Problem 

Vegetable production has a significant role in reducing poverty through creating new opportunities 

for poor farmers . improving the nutrition status of the people and employment generation. According 

to Lumpkin e/ al (2005) cultivation of vegetable allows productive employment as the labor/land ratio 

is high. Depending on the crop, production of horticulture crops require at least twice the labor, and 

up to five times the labor days per hectare as compared to cereal crops (ibid). As a result, increasing 

horticultw'al productions contribute to commercialization of the rural economy and create many off­

farm jobs. 

According to Bezabih and Hadera (2007), a production of horticultural product is seasonal and price 

is inversely related to supply. During the peak supply period, prices decline and vice versa. The 

situation is worsened by the peri shability of the products and poor storage facilities. Thus, 25% of the 

product is spoiled along the marketing channel. 

As far as vegetable production in Dugda Woreda is concerned, seasonality is the major constraint, 

where surplus at harvest is the main characteristics of the product. According to Mohammed (20 II), 

the maj or crops (on ion and tomato), that farmers grow for market and are the crops for which market 

vo latility is hi gh. The perishabil ity nature of the product on one hand and lack of organized marketing 

system on the other often resulted in low producers' price during peak harvest season and vice versa. 

Smallholders supplying vegetable throughout the year in Dugda Woreda, but they could not generate 

as much benefit from production (ATA, 20 14). Thi s mi ght be due to improper understanding of the 

market situation by smallholder producers and lack of previous study on key market chain actors 

within the Woreda. 

Getachew e1 at (2014) reveals that wholesa lers (supplying the bu lk to consumers) are making the 

highest net margin as they have short channels between producers and consumers, and as they 

relatively charge a higher pri ce usi ng their market power. The net margin for the smallholder farmers 

is highest only when vegetable are sold to individual consumers through unions via consumer 

cooperatives (thereby reduci ng the numbers of middlemen across the market chain). Abraham (2013) 

found that out of vegetab le passing through several intermediaries, little value being added before 

reac hing the end use,·s . Furthermore, the market chain is governed by wholesalers and exporters who 

have capital advantage over the other chai n actors. Hence, fa rmers are forced to obtain a lower share 

of profit margin. 
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Market distortions are common activi ties of middlemen in price setting. Some vegetable are not 

creating time value due to their perishability. Th is enables actors particularly middlemen to cut price, 

which further reduce producers bargaining power to sell their vegetable at a price convenient for 

them. Under such circumstances, a study that focused on the analysis of vegetable market chain 

actors and channels can play substantial role towards the improvement of the existing market 

situation. [n addi ti on, a study on the market information, producer organizations, and structure of the 

market are impor1ant to al leviate the market distortion within the Woreda. 

Even though vegetable is economically and socially important, key vegetable marketing actors and 

channel and their characteri stics have not yet been studied and ana lyzed for the target study area, 

where great potential of vegetable production exists. Therefore, this study has the purpose of 

identifying key vegetable marketing actors and channels; investigating market structure of major 

actors; assessing market performance by quantifying costs and profit margins for key actors in the 

vegetable market chain. F11I1hermore, the study assesses opportun ities and constraints that 

small holder farmers face in the process of production and sell of vegetable. This narrows the 

information gap on the issue under discussion and contributes to better understand the marketing 

system for the benefit of smallholder farmers and other development actors involved in the marketing 

process. It encourages alld can be used as an input for other researchers to further investigate the 

issue under study. 

1.3 Objectives ofthe Study 

The overa ll objective of the proposed study is to analyze the marketing chain of vegetable in Dugda 

Woreda. 

The specific objecti ves ofthe proposed study are: 

I. To identifY key vegetab le marketing actors and channels; 

2. To exam ine market structure of major actors; 

3. To assess market performance for key vegetable marketing actors and channels by 

quantifying costs and profit margins and 

4. To identify key production and marketing constraints and opportunities faced by 

smallholders. 
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1.4 Research Questions 

I . What are the key vegetable marketi ng actors and channels in the study area? 

2. What is the structure of market for maj or actors in the study area? 

3. What are the most important actors in the market and who gets the major share of profit 

margi ns? 

4. What are the major constraints and oppOI1Lmities for vegetable production and marketing? 

1.5 Significance of the Study 

This study covers the production of vegetable, and analyzes the performance of market through 

eva luation of marketing activit ies along different marketing channels of crop and assessment of 

opportunities and challenges, which could be a major contribution to formulate appropriate policies 

and measures. This information could also help to make appropriate decisions by the farmers, 

consumers, traders, investors, and others who need the information for their own purposes. The study 

will also inspire researchers to embark upon further studies. 

1.6 Scope of the Study 

Attempting to analyze the entire market system in the whole country is an impossible action given the 

limited resources, both finance and timc. Thus, the research pritaarily foc uses on the product ion of 

vegetable in Dugda Woreda of East Shoa Zone. The type of crops was restricted to onion and tomato 

fo r the ir dominant area coverage of crops in the study area and di fferences in the perishability. 

Moreover, these crops pass through a number of marketing channels. Various market levels, role of 

actors in the channel, market direction, price determination and bargaining characteristics of 

producers, costs and profit margins and problem and constraints faced in the whole marketing process 

was investigated. 
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1. 7 Ethical Considerations 

An official letter was written from Center for Regional and Local Development Studies, Addis Ababa 
University and Ministry of Agriculture to respective woreda officers for the facil itation of the study. 
Oral and written informed consent was secured from study participant before data collection. The 
study purpose was explained to the study subjects and participation was on voluntary basis. Study 
participants were clearly informed that they can withdraw from the study at any time if they needed 
to do so. The right of each respondent to refuse or answer for few or all questions was respected. 
Names of study participants were not mentioned in the study report to ensure confidentiality. 

1.8 Limitation of the Study 

During data collection, some actors particularly brokers and wholesalers were not cooperative for 
interview for fear of lega l and other personal concerns. Some of central wholesalers in Addis Ababa 
provided inaccurate information because they were scared of extra tax from local custom authority. 
Moreover, few smal lholder producers were reluctant to provide interview without a benefit or 
payment. On the other hand, as onion and tomato constitute more than 95% of vegetable production 
in the study area, the scope of the study excluded other vegetable production, and thereby the 
corresponding market chain. 

1.9 Organization of the Study 

This research contains fi ve chapters. The introductory chapter of the thesis mainly discusses about the 
background, gaps and the contribution of the study. Chapter two reviews detail ed literature on 
relevant topics on the study of production and marketing of vegetable. Subsequently, methodologies 
including descripti on of the study Woreda, the research design, population and sampl ing, data 
coll ection, and data analysis techniques are presented in Chapter three. Chapter fo ur explains results 
and discussion including data presentation which describes the empirical results, fi ndings and 
discussions of the research by evaluating data collected. Chapter five summari zes the main findings 
of the study and draws conclusion and appropriate recommendations. 
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Chapter Two 

Literature Review 

This section presents basic concepts and defi nitions of marketing and relevant theories of marketing. 
Furthermore, it tries to ~xplore the findings of pertinent empirical studies that have been studied 
prev iously in the country. 

2.1 Theories and Basic Concepts 

2.1.1 Market and Marketing Concepts 

Different marketing scholars define about market in different ways but encompass nearly simi lar 
mean ing. A market is a place, a point or sphere within which price-making force operates and 
exchanges of title tend to be accompanied by the actual movement of the goods affected (Backman & 
Davidson, 1962). Formerly the term market stood for the place where buyers and sellers get together 
to exchange their goods, like in village square. The concept of exchange and relationsh ips lead to the 
concept of market. It is the set of the actual and potential buyers of a product (Kotler & Armstrong, 
2003). However. conceptua lly a market can be envisaged as a process in which ownership of goods is 
transferred from se llers to buyers who may be fi nal consumers or intermediaries. Therefore, markets 
invol ve sell ers, sales locations, buyers, and transactions (ibid). 

Market is a particular group of people, an institution, and a mechanism for facilitating exchange 
(Johan el ai, 1988). It also relates the concept of market to the degree of communication among 
buyers and sell ers and the degree of substitutabi li ty among goods . Moreover, Bain and Howells 
(1988) explained market as simple arrangements to fac ili tate exchange of one thing for another. The 
most observable features of a market are its pricing and exchange processes and it is more than a 
physica l place. In today 's information and communicat ion technologies no need to meet physically 
for a market to operate. 

Still another scholar, Saccomandi (1998), defined market as the exchange, circu lation and distribution 
of commodities between people and places. By agricultural market, Saccomandi (1998) fu rther added 
to the economic 'place' in which agricultural producers sell the products obta ined in their firms with 
the degree of space, form, and time-related utility required by the buyers. 

Kotler' s (2003) defin ition of marketing is widely known as "the 21" century definition of marketing" 
wh ich runs as fo ll ows a social and manageria l process by which indi viduals and groups obtain what 
they need and want through creating and exchanging products and values with others. Richardson 
(1986) underscores the fact that little can be achieved by debat ing on the definition of marketing and 
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he provides a fairly broad and widely accepted definition of marketing. Thus, market ing includes all 

activit ies from the farm gate to final consumer. 

According to Lele and Jain (1997) marketi ng is a philosophy of business, which states that customer 

want satisfactions, is the economic and social justification for a firms' existence. As a result, all 

firms ' acti vi ties must be devoted to find ing out what the customers want, and then satisfyi ng those 

wants while still making a profit over the long run. Marketing in its simplest form is defined as the 

process of satisfy ing human needs by bri nging products to people in the proper form, ti me and place 

(Branson & Norve l, 1983). 

The definition of marketing as a process by which individuals and groups obtain what they need and 

want by creating and exchangi ng products with values involves work. Marketing is about the flow of 

goods and serv ices from their point of production to consumption and for marketing of agricultural 

products begin at the farm when the farmer plans his production to meet specific demand and market 

prospects (Abbott & Makeham, 1981; Kohls & Uhl, 1985). Marketing means d ifferent things to 

different people. To the house wife it means shoppi ng food; to the farmer it means the sa le of his 

produce; to the fertili zer distributor it means the se lling to the farme r (Abbot & Makeham, 1981 ). 

2.1.2 Marketing System 

Branson and Norve l ( 1983) define the marketing system in terms of what is otherwise known as 

marketing channel. In broad terms, marketing system may be defined as the totality of product 

channels, market participants and business act ivities involved in the phys ica l and economic transfer 

of goods and services from producers to fina l consumers. Marketing system operates through a set of 

intermediaries performing useful com mercia l functions in chain formations all the way from the 

producer to the final consumers (Islam e1 ai, 200 I). 

There are different marketi ng systems that could be employed for different commodities under 

different c ircumstances. Nab i [ identifies (cited in Yeshiti [a, 20 12) three ways of market ing for 

vegetable as we ll as other cereal crops. 

i. The quota system : An obligatory delivery system was imposed on certai n commodities of greater 

demand such as rice, wheat or export and industr ial crops such as cotton, sesame and onion. 

Producers were obli ged to deliver predetermined quantiti es of these crops to the state of 

predetermined pri ces . This system was common in the command and central planni ng economic 

system in Ethi opia. 

ii. The contracting system: This type of marketing is app lied to the agricultural crops and livestock 

depending on country specific contexts. A written contract is concluded between the producer (the 
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vendor) and the procurer (who may be an individual or a company); whereby the first party is 

committed to deliver the second party an agreed quantity of the crop in question at an appointed 

place and time. Thi s system is recommended in Ethiopia where production is primarily small scale 

and the marketing infrastructure is not well developed. 

iii. Free marketing: Many crops, such as vegetable and fruits are marketed freely. The sllrplus 

productions of crops are not subjected to quota system rather marketed freely. 

2.1.3 Marketing Efficiency 

The marketing efficiency is measured in terms of price integration of markets . According to Wolday 

( 1994), Ethiop ian grain markets are relati vely integrated after the reform. Moreover, the study of 

Asfaw ( 1998) indicates that the grain markets in Ethiopia are integrated spatially. On the other hand, 

although the grain markets have become more integrated, there were high spatial price differentials 

indicating the indficiency of the enti re grain marketing system (Gebremeskel ef aI, 1998). 

Market efficiency is essenti al in market induced development and key to generating utility and 

economic growth . In Pareto optimum sense market effi ciency can be expressed as the consumer 

surplus plus producer surplus minus marketi ng cost (Maria & Oppen, 2004). As volume of marketed 

crop increases, there are improvements in the system and facilities that in turn improve the market 

quality of commoditi es. Because of thei r perishability that exposes them for easily contamination; 

vegetable market needs improved faci lities and better handling. 

According to lema (2008), an increase in marketed crops calls for larger and improved market 

facilities. The study fu rther noted that marketing efficiency is meas ured by comparing the observed 

output against the feasib le (fronti er) output. The scarcity of resources is the maj or factor that makes 

the improvement in efficiency so important to an economic agent or to a society . In general, 

marketing efficiency is evaluated based on the gross margin received by the traders. The marketing 

margi n refers to the difference between buying price and se ll ing price. Hence, the more efficient the 

marketing system is, the smaller the margin. The following are two mai n iss ues that should be 

considered during evallLati on of market efficiency. They are technical efficiency and pricing 

efficiency. 

i. Technical efficiency: It is concerned with the manner in which physical marketing functions are 

performed to ac hieve maximum OlLtput per unit of input. Technologica l changes can be evaluated 

to determine whether they reduce marketing costs per unit of output. For example, new methods of 

packing and processing may reduce waste and prevent deterioration in qual ity (Abbot and 

Makeham, 198 1). 
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ii. Price efficiency: Prici ng efficiency is concerned with the a~curacy, prec ision, and speed with 

which prices refl ect consumers' demand and are passed back through the market channels to 

producers. Pri cing effici ency is, thus, affected by rigidity of marketing costs and the nature and 

degree of competit ion in the industry. Acti viti es that may improve pricing effi ciency are 

improvement of market news and info rmation, and competition (Cramer & Jensen, 1982). The 

object ive of pricing effi ciency is to improve the operation of buying, se lling, and pric ing aspect of 

the marketing process, so that it remains responsive to consumer's preference (Kohls & Uhl, 1985). 

2.1.4 Marketing Actors 

i. Producer: It is the first link in vegetab le market chain; the producer harvests products and 

supplies to the second agent. From the moment hels he decides what to produce, how much to 

grow and when to grow and sale. 

ii. Consumer: It is the las t link in the vegetable market chain, the participants and their respecti ve 

functions often overlap. The most widespread combinations are the followi ng: producers to 

wholesalers that collect commodity and supply it to reta ilers, wholesalers to reta ilers (wholesalers 

that also sell directly to consumers) and who lesa lers to exporters. 

iii. Rural assemLoler: Sometimes a lso known as farmer trader, helshe is the first link between 

producer and other m iddlemen. 

iv. Middlemenl broker: A broker is an indi vidual or party that arranges transactions between a 

buyer and se ller for a commission when the deal is executed. A broker a lso acts as a seller or as a 

buyer, becomes a principal party to the dea l. 

v. Wholesaler: They concentrate on the various intermediate sized loads and put the product into 

large uniform uni ts. These activities a ll contribute to price formation. 

vi. Retailers : M idd lemen that include super market and other la rge-sca le retailer who divides large 

shipm ents of prod uce and sell it to consumers in small units. The basic functi on they provide is 

bulk breaki ng. 

2.1.5 Marketing Channel 

The term ch",1I1el is derived from the Latin word canalis, which means canal. A marketi ng channel 

can be viewed as a large canal or pipeline through which products, their ownershi p, communication, 

financing and payment, and accompanying risk fl ow to the consumer (Backman & Davidson, 1962). 

A marketi ng channel is a business structure of interdependent organizations that reach from the point 

of product origin to the consumer w ith the purpose of moving products to their final consumption 

destination (Kotler & Armstrong, 2003). The analysis of marketing channels is intended to provide a 

systematic knowledge of the fl ow of goods and services from their origi n (producer) to the ir final 
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destination (consumer). This knowledge is acquired by studying the participants in the process, i.e. 

those who perform physical marketing functions in order to obtain economic benefits (Getachew, 

2002). 

Abbot (1958) also defines marketing channel as the sequence of intermediaries through which goods 

pass from producer to consumer. Th is channel may be short or long depending on kind and quality of 

the product marketed, avai lable marketing services, and prevai ling social and physical environment 

(Islam el ai, 200 I). In passing, it should be noted that many marketing channels might exist, as there 

are separate sources and/or dest inations for each item. 

2.1.6 Market Chain Analysis 

A marketing chain is used to describe the numerous links that connect a ll actors and transactions 

involved in the movement of agricultural products from the farm to the consumer (Lunndy el ai, 

2004). Accord ing to (C IAT, 2004), market chain is the term used to describe the various links that 

connect all the actors and transactions involved in the movement of agricultural goods from the 

producer to the consumer. Commodity chain is the chain that connects smallholder farmers to 

technologies that they need on one side of the chain and to the product markets of the commodity on 

the other side (Mazula, 2006). 

To find out how many traders are operating in the marketing system, and at what point a commodity 

changes hand, it is helpfu l to sketch its flow through the marketing chain . The competitiveness of a 

market and the structure of the marketing chain are obv ious ly related. If at some point in the chai n 

only a single buyer or se ll er exists, then non-competitive behavior is likely. Alternative ly, the 

presence of many active buyers and sellers all along the chain carries a strong presumption of 

competitive behavior and efficient market performance. Estimating volumes and percentages of 

commodity transformati ons, at each link in the chain provides an overview of the marketing systems 

(Timmer el ai, 1983). 

Kotler (2003) defines market chain as a longer channel stretching from raw materials to final 

products that are carried to final buyers. He shortly puts as value-delivery network. According to 

Hobbs el al (2000), the term market chain refers to the entire vertical chain of act ivities: from 

production on the farm, through processing, distribution, and reta iling to the consumer. In other 

words, it is the entire spectrum, from gate to plate, regardless of how it is organ ized or how it 

functions. 
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In general, the reviewed literature explained that market chain analysis identifies and describes all 

points in the chain (producers, traders, transporters, processors, consumers), pri ces in and out at each 

point, functions performed at each poi nt (who does what?), market demand (rising, constant or 

declining), approxim ate total demand in the channe l, market constraints and opportunities for the 

products. Hence, fo r a clear app lication and understanding, market chain defi nitions in this study are 

framed to mean as follows. Market chain is taken to encompass everything from input supply dawn to 

consumption, which is comprehensive. 

2.2 Approaches to the Study of Agricultural Marketing 

Accord ing to Johan el 01 (1988), different circumstances involved in the supply and demand of 

agricultural products, and the unique product characteristics, require a different approach for 

analyzing agricultural marketing problems. The most commonly used are functio nal, institutional and 

commodity approaches. 

2.2.1 Functional Approach 

Functiona l approach studies marketing in terms of the various act ivities that are performed in getting 

fa rm product from the producer to the consumer. These activities are called funct ions (Cramers & 

Jensen, 1982). According to Kohls and Uhl (1985), fu nctional approach is to break up the whole 

marketing process into specia lized activities performed in accomplishing the marketi ng process. The 

approach helps to evaluate marketing costs for similar marketing middl emen, different commodities 

and costs and benefits of marketing functions (Kohls & Uhl, 1985; Andargachew, 1990). The widely 

accepteel fun ctions includes; exchange (buying and sell ing), physical (processing, storage, packing, 

labeling and transportation), and fac ili tating (standardizing, financing, ri sk bearing, promoting and 

market informati on). The exchange function involves pricing, buying and selling which is a transfer 

of titl e between exchanging parties. 

2.2.2 Institutional Approach 

Institutional approach mainly focuses on the description and analysis of differe nt organizations 

engaged in marketing (producers, wholesalers, agents, retailers, etc) and pays spec ial attention to the 

operations and problems of each type of marketing institution. The institutional analysis is based on 

the identification of the major marketing channe ls and it considers the analysis of marketing costs and 

margins (Mendoza, J 995). An institutional approach for the marketing of agricultural product should 

be instrumenta l in solving the three basic marketing problems, nam ely consumers' demand for 

agricultural products, the price system that reflects these demands back to producers and the methods 

or practices lIsed in exchanging title and getti ng the physical product from producers to consumers in 

the form they require, at the time and place desired (Johan ef 01, 1988). 
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2.2.3 Commodity Approach 

In a com modity approach, a specific commodity or groups of commodities are taken and the 

functions and institutions involved in the marketing process are analyzed. This approach focuses on 

what is be ing done to the product after it transfers from its origi nal production place to the consumer 

(Kohls & Uhl , 1985). 

Among the above listed approaches, this study applied the commodity approach as a guideline 

because it helps to pinpoint the spec ific marketing prob lems of each commodi ty as well as 

improvement measures. The approach follows the commodity along the path between producer and 

consumer and is concerned with describi ng what is done and how the commodity could be handled 

more efficiently. 

2.3 Frameworl< for Evaluation of Marketing System 

The development of reliable and steady market system has been an impOltant element in 

com mercialization and specialization in the agricultural sector. In order to study the functioning of 

markets many researchers have appl ied the Structure-Conduct-Performance (SCP) paradigm. The 

SCP approach was developed in the United States as a tool to analyze the market organizati on of the 

indust ri al sector and it was later appl ied to assess the agricultural system and this framework was to 

evaluate the performance of industries in the USA (Meijer, 1994). Subsequently, it was applied in the 

fu nction ing of markets in agricultural sector, and served as a tool to evaluate the performance of the 

commercia l system (Girma, 2002). 

The fundame ntal view of thi s approach is that, given certain basic conditions, the structure of an 

industry or market determines conduct of buyers and se llers which influence its performance. The 

basic conditions refer to characteristics which are exogenous to the market, for example 

infrastructure, lega l and policy environment and available technology. Efficiency factors can be 

evaluated by examining marketing enterprises for structure, conduct and performance (Abbott & 

Makeham, 198 1). SCP model is one of the most com mon ancl pragmatic methods for analyzing 

marketing system. It ana lyzes the relationship between functionall y simil ar firms and their market 

behavior as a group and, it is mainly based on the nature of various sets of market attributes and 

relations between them and their performance (Scarborough & Kydd, 1992). This analytical method 

is based on the theory that market structure and conduct determine the performance of a marketing 

system. 
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2.3.1 Structure of the Market 

The term market structure refers to the number of buyers and sellers, their size distribution, the 

degree of product differentiation, and the ease of entry of new firms into an industry (Branson & 

Norvell , 1983; Cramer & Jensen, 1982; Abbott & Makeham, 1981). Market structure can also be 

defined as characteristics of the organi zation of a market, wh ich seem to strategically influence the 

nature of competiti on and pricing behavior within the market (Bain, 1968). Structural characteristics 

may be used as a basis for classifying markets. Markets may be perfectly competi tive; monopolistic; 

or oligopolistic (SC01l, 1995; Meijer, 1994). 

The organ izational features of a market should be eva luated in terms of the degree of seller 

concentration, entry barriers (licens ing procedure, lack of capital, know-how, and policy barriers), 

degree of transparency and degree of product differentiation that condition or influence the conduct 

and strategies of competitors (Wolday, 1994). 

Market concentration call be defined as the num ber and size of sellers and buyers in the market. 

Concentration is be lieved to playa large part in the determination of market behavior within an 

industry because it affects the interdependence of action among firms. The relationships between 

concentration and market behavior and performance must not be interpreted in isolation. Other 

factors, such as firms' objectives, barrier to entry/exit, economics of scale, and assumptions about 

ri val firms ' behavior, was relevant in determining the degree of concentration, relationship between 

concentration and behavior and performance (Schere, 1980). 

The study of Wolday (1994) on the food grain market indicates that from the total volume purchased, 

four of the first four big traders (CR,) hacl 35% market share. Gebremeskel, el af ( 1998) reveals that 

in 25 markets in Ethiopia, the first fo ur big grain traders (CR.) had a market share of32.58%. In both 

cases the result inclicated a weak o ligopoly. 

2.3.2 Conduct of the Market 

The structure ancl conduct of market participants have a direct impli cation for the nature of 

production and price relat ionships between different marketing leve ls and the d irection of causali ty. 

Market conduct refers to the practices or strategies of traders in maxim izing the ir profits. Among 

these practices are the US" of regular partners, long-term relations with clients, and suppliers, the use 

of intermediari es, ancllracle within personalized networks (Wolday, 1994). Market conduct deals with 

the behavior of fi rms that price-searchers are expected to act differently than those in a price-taker 
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type of industry (Cramers & Jensen, 1982). Price searchers can determine their sell ing prices or 

quantity of output they sell. In add ition, they could use their market power to weaken or eliminate 

competitors by reducing price (Rehima, 2007). 

The specified structural features of homogeneous product and free entry and exit require a form of 

conduct such that each firm must operate as if in isolation. The market behavior of firms determines 

whether or not they compete and whether they are acting innovati vely to improve market efficiency. 

Informa l association between even a small numbers of firms (collusion) can cause price distortions 

and seemingly independent firms can have joint ownership (subsidiaries) (Staal, 1995). 

Meij er ( 1994) reveals that, conduct is pattern of behavior whi ch enterprises follow in adopting or 

adjusti ng to the market in which they sell or buy, in other words it refers to the strategies of the actors 

operating in the market. 

2.3.3 Performance of the Market 

Performance of th e market is refl ection of the impact of structure and conduct on product price, costs 

and the vol ume and quali ty of output (Cramers & Jensen, 1982). If the market structure in an industry 

resembles monopoly ra ther than pure competition, then one expects poor market performance. 

Abbott and Makeham (1981) reveal further as market performance is how successfully the firm 's 

aims are accompli shed, which shows the assess ment of how well the process of marketing is carried 

out. As a method for analysis the SCP paradigm postulates, there exists a relationship between the 

three leve ls distingu ished. One can imagine a causal rel ati ons starting from the structure, which 

determine the conduct, which together determ ine the performance (technological progressiveness, 

growth orientat ion of marketing firms , efficiency of resource use, and product improvement and 

maximum market services at the least possible cost) of agricultural marketing system in developing 

countries (Meijer, 1994). 

The performance of a certain market or industry depends on the conduct of its sellers and buyers 

which, in turn, are stro ngly influenced by the structure of the relevant markets (Scarborough & Kydd, 

1992). Market perfo rmance can be evaluated by analyzing the costs and margins of marketing agents 

in different channels. A commonly used measure of system performance is the marketing margin or 

price spread. Margin or spread can be a useful descriptive stati stics if it used to show how the 

consumer's food price is divided among pa rticipants at different levels of marketing system 

(Getachew, 2002). 
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2.3.3.1 Marketing Costs 

Marketing costs refers to those costs which are incurred to perform various marketing activities in the 

transportation of goods from producer to consumers. Marketing costs includes handling cost (packi ng 

and unpacking), costs of searching for a partner with whom to exchange, screening potential trading 

partners to ascertain thei r trustworthiness, bargaining with potential trading partners (offi cials) to 

reach an agreement, transferring the product, monitoring the agreement to see that its conditions are 

fulfi lled, and enfo rcing the exchange agreement (Holloway & Ehui, 2002). 

2.3.3.2 Marketing Margin 

It is a commonly used measure of the performance of a marketing system (Abbott & Makeham, 

198 1). It is defined as the difference between the price the consumer pays and the price that is 

obta ined by producers, or as the price of a collection of marketing servi ces, which is the outcome of 

the demand for and supply of such services (Cramers & Jensen, 1982; Wasiam & Robinson, 1990; 

Holt, 1993). The size of market margins is large ly dependent upon a com bination of the quality and 

quanti ty of marketi ng services provided the cost of providing such services, and the efficiency with, 

which they are undertaken and priced. For instance, a big margin may result in little or no profit or 

even a loss for the se ller involved depending up on the marketing costs as well as on the selling and 

buying prices (Mendoza, 1995). 

The market ing margin in an imperfect market is li ke ly to be higher than that in a competitive market 

because of the expected abnormal profit. But marketing margins can also be high, even in 

competitive market due to hi gh real market cost (Wolday, 1994). 

There are three methods generally used in estimating marketing margin, which consist of: 

I. Detailed analyses of the accounts of trad ing firms at each stage of the marketing channel 

(time lag method); 

ii. Computati ons of share of the consumer's price obtained by producers and traders at each 

stage of the marketing chain; and 

ii i. Concurrent method: compari son of prices at different leve ls of marketing over the same 

period of time (Mendoza, 1995; Scarborough & Kydd, 1992). 
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2.4 Characteristics of Vegetable Marketing 

Being produced both by commercial and smallholder farmers vegetable marketing is influenced by a 

number of factors that can be attributed to production, product, and market characteristics. Kohl and 

Uhl (1985) identify these attributes as: 

2.4.1 Perishability 

Vegetable are hi ghly perishable, they start to lose their quality right after harvest and continued 

throughout the process unti l it is consumed. For this purpose elaborated and extensive marketing 

channels, facilities and eq uipments are vital. 

Perishabi lity behavior of vegetable exposed the commodity not to be held for long periods and fresh 

produce from one area is often sent to distant markets without a firm buyer or price. Prices may be 

negotiated while the commodities are en route, and they are frequently diverted from their original 

destination of a bett"r price can be found. Sellers might have little market power in determining a 

price. As a result, a great deal of trust and informa l agreements are involved in marketing fresh 

vegetable. There could not always be time to write everything down and negotiate the fine details ofa 

trade. The urgent, informal marketing processes often leads to disputes between buyers and se llers of 

fresh vegetable and fruits. Producers are normally price takers and are frequently exposed for 

chealing by any intermediary. 

2.4.2 Price IQuantity Risks 

Due to perishable nature and biologica l nature of production process there is a difficulty of 

scheduling the supply of vegetable to market demand. The crops are subjected to hi gh price and 

quanlity risks wi th changing consumer demands and product ion condit ions. Unusua l production or 

harvesting weather or a major crop disease can influence badly the marketing system. Wh ile food­

marketing system demands stable price and supply, a number of marketing arrangements like 

contract farming prov ide stability. 

2.4.3 Seasoll :,lity 

Vegetable have seasonal production that directly influencing their marketing. Normally they have 

li mited period of harvest and more or less a year round demand. In fact, in some cases the cultural 

and religious set up of the society also renders demand to be seasonal. This seasonality also worsened 

by lack offacilities to store. 
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2.4.4 Product Bulkiness 

Since water is the major components of the product, it makes them bulky and low value per unit that 

is expensive to transport in fresh form every time. This, therefore, exposed farmers to lose large 

amount of product in the farm unsold. 

These listed characteristics of the product require a special complex system of supportive inputs. It 

demands a regular marketing preparation process like washing, cooling, proper management from the 

time of harvest until the produce is put on display. It is frequently believed a vegetable not only 

remai n attractive to the consumer it must also have a shelf life offew days after having purchased by 

the consumer (Nonnccke, 1989). 

Improving vegetable marketing 111 developing countries is vital for a number of reasons: rapid 

increase in demand from growing domestic urban populations, opportunities to earn foreign exchange 

by exporting high val u~-off-season produce; the income raising opportunities it offers to small 

farmers and the contribution to employment made by its labor intensive production, handling and 

sales requirell1ent are some to mention (A bay, 2007). 

Horticulture production is profitable . Farmers involved in horticulture production usually earn much 

higher fa rm income as compared to cereal producers. Cultivation of fruits and vegetable allows for 

productive employment where the labor/ laml ralio is high, si nce horticultural production is usually 

labor intens ive. Increasing horticulture production contributes commercialization of the rural 

economy and creates many off-farm jobs. However, expanding the scale of horticulture production is 

often hindered by lack of market access, market information, and many biological factors 

(We inberger & Lumpkin, 2005). 

Ideally, meas ures com monly recommended for the improvement of vegetable marketing are better 

packaging, handling, and transport; sorting by quality; extend ing the market season and leveling out 

gluts and market delivery planning and storage; developing new markets; installation of refrigerated 

transport and process ing equipment: and establishing marketing enterprises. 

In general from the reviewed literatures the main problems encountered in vegetable production in 

Ethiopia are like lack of improved varieties, seasonal price fluctuations, harsh production seasonality, 

preva lence of pest and diseases, poor pre-and post-harvest handling, poor qualities of product and 

lack of storage are some of them. 
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2.5 Review of Empirical Studies 

2.5.1 Agricultural Product Marketing 

Many scholars conducted research on marketing of agricultural commodities using market 

concentration ratios, marketing costs and margins and profit analysis. The result indicates that margin 

and profit received by marketing actors and level of market efficiency varied with respect to location 

and size of marketing channe!' Scott (1995) uses marketing margin analysis on potato marketing in 

Bangladesh and found out that producer's price and margin were 1.27 and 67% respectively. Ayelech 

(20 II) employs marketing margin analysis on fru its marketing chains in Gama wareda in Oromia 

region Ethiopia and revealed that processors Guice house) received the highest (88.73%) marketing 

margin and producers received the least (11.27%) marketing margins in avocado and mango trade 

business. Solomon (2004) using marketing cost and margin analyzed performance of cattle marketing 

system in Barena and fou nd that butchers at Addis Ababa (Kera) market received relatively a larger 

share from tota l gross marketing margin (69.5%, 63.4% and 61.6%) for cattle supplied from Yabe/a, 

Nege"e and Dub/uk markets, respectively. Concerning producers' portion, he found that the hi ghest 

percentage was found for cattle supplied from Dub/uk market (2 1.9%), fo ll owed by Nege"e and 

Yabela with gross margins of20.6% and 18.6%, respectively. 

2.6 Conceptual Framework 
The identificat ion of actors and channels related to marketing and participation of vegetable 

producers in the market chain is presented in a conceptual framework. Based on theoretical concepts 

ancl empirica l studies in vegetable sectors, a framework is prepared in figure I. As shown in the 

figu re, the production and market chain of vegetable is a vertical alliance of enterprises collaborating 

to vary ing degrees along the range of act ivities required to bring a product from the initial input 

supply stage, through the various phases of production, to its final market destination. For thi s reason, 

vegetab le market chain means that a vegetable product moves from smallholder producers that grow 

and harvest vegetab le to the market through intermediaries incl uding producer organizations, 

intermediaries (brokers, wholesalers, expo,1ers, transporters, and retailers) and up to the final 

consumers. For effic iency of vegetable transaction actors require financial , technical and logistical 

support services. Bes ides, products and information flow from producers to intermediaries where as 

flow of finance from intermediaries towards producers. 

Market chain covers the activities from the stage of vegetable harvesting until it reaches the point of 

consumption. Thi s involves vari olls actors either in loca l, regional, national or internationalleve!. The 

major driving factors ill the domestic market for vegetable is the profit margin obta ined; value added 
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practices and security of income, while at the international markets more emphasis is on the quality 

of the produce. Smallholder producers have to comply with these standards to access the international 

markets. Nevertheless, income sec urity and the profit margin are also the driving factors in the 

international markets. Poor quality and lower scale of production has been the factors hindering the 

smallholder farmers to reach the international markets easily while intensification and improved 

production leve l, upgrading activities in the processing may help the farmers to have direct contact 

with the domestic and international markets. Moreover, it also helps them to get a higher profit 

margin thereby improving their livelihood conditions. 

Accordingly, this study confines to marketing chain aspects of Dugda Woreda and the largest 

domestic market destinations in Addis Ababa. This is for the reason that large volume of vegetable 

products from the study area channeled to Addis Ababa (central market) where potential consumers 

existed. 

Figure 1: Conceptual Framework on Vegetable Market Chain 
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Chaptel' Three 

Methodology 

The methodology aims at outlining all methods, materials and procedures used in the study. Firstly, it 

presents the general description of the study area. Secondly, it details the types and sources of data, 

sampling procedures and method of data analysis. 

3.1 Description of the Study Area 

This section captures the physical and natural features of Dugda Woreda. It also elaborates the 

topographic and natural features land use and ecological features. 

3.1.1 Location, Population and Physical Features 

East Shoa zone has thirteen Woredas with a population of less than a million and Dugda Woreda is 

one of and predominantly well known for its vegetable production (CSA, 2015). The Woreda is 

selected purposively for the reason that all key marketing actors are involved in channeling of 

vegetable products mainly to eastern and central markets of the country. 

Dugda Woreda is located in East Shew a Zone of Oromia Regional State. Geographically the Woreda 

is located between SOOI'N to SOIO'North latitude and 38°31'E to 38057'E longitude. The total area of 

the Woreda is 959.45 Ian" The Woreda has 36 rural Kebele Administrations and four urban kebeles. 

Meki, the main capital of the Woreda, is located 134 km to the South East of Addis Ababa on the 

main asphalt road to Ziway town. Meki town has three urban Kebeles, namely; 01, 02 and 03. The 

boundaries of the Woreda are Bora Woreda in the North and North West, Arsi zone in the East, 

Adami Tulu lido Kombolcha Woreda in the South and Gurage zone of SNNPRS in the West (WAO, 

2014). 
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Figure 2: Map of Study Area 

Source: Agricultural Investment Agency, 2015 
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According to the National Housing and Population Census, population projection of the year 2015, the 

population of the woreda was 185, 534 of whom 95,095 (5\.3%) are men and 90,439 (48.7%) are women. 

Moreover, 53,314 (29%) of its population are urban dweller and the remaining 71% of its population are rural 

inhabitants (CSA, 2015). 

The 2007 National Housing and Population Census indicated that there were 27,613 migrant people living in 

the Woreda that came from different parts of the country. Of the total migrants, 51 % were male and 49% 

female. About 62% of the migrants live in rural areas while 38% live in urban areas engaged in different 

activities (CSA, 2007). 
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The altitude of the Woreda varies from 1600 meters to 2020 meters above sea level. The highest part of the 

Woreda lies towards the West a long the border of Gurage zone. Mount Bora is the highest peak of the Woreda 

which is about 2020 meters above sea level. The phys ical feature of the Woreda is 97.14% flat land while the 

remaining 2.86% is mountainous. The agro-ecology of the Woreda is 55% Kolla (Wet Desert) and 45% 

Weyna Dega (Moderate High land Dry) (WAO, 2014). 

The two major types of soil in the Woreda are Sandy Loam (59%) and Clay Loam (41%). These soil types 

have li ght texture making them vulnerable to both wind and soil erosions. In addition, these soil types are 

sa line and alkaline contents, though the degree of sa linity is very low (ibid). 

3.1.2 Climate and Water Resources 

3.1.2.1 Rainfall Pattern and Temperature 

Agricu lture in Dugda Woreda is ma inl y rain fed. The major rainy months are June to August. Farmers 

cul tivate their land during this season using rain . However, there are irregularities of rainfall in the Woreda. 

The average annual rainfall in the Woreda was 671.8mm in the past twenty years. The minimum rainfall 

recorded were 282.7mm in 1990, 418.3mm in 199 1 and 458.6mm in year 2009. As a result, there were food 

shortages during these years in the Woreda due to low crop production. Between years 1994- 1996 as we ll as 

years 1998-200 1 and years 2003-2008 the rai nfall pattern improved, though with some irregularities such as 

late set- ins and early set-oft's particularly during flowering period. The maximum rainfall recorded was 915.4 

mm in 2003 (Internationa l D~velopment Enterprise, 20 II ). 

In the past two decades the average maximum temperature of the Woreda was 24.8oC and the average 

minimum temperature was 11.4oC. On average, thi s trend in temperature could be taken as suitable for crop 

production, animal husbandry and human habitation (ibid). 
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3.1.2.2 Water Resources 
i. Rivers 

There are the two major rivers in the Woreda, specifically Meki and Kata. Meki River starts from the 

highlands of Gurage zone crosses the Woreda and ends in Lake Ziway. Similarly, Kata River begins from 

Abura, the highlands of Arsi zone, crosses Burka Dembel and Derara kebeles of the Woreda and ends in Lake 

Ziway (Oromia Bureau of Culture and Tourism, 2011). 

ii. Lake 
The Woreda has one of coullty's major rift valley Lakes i.e. Lake Ziway. Lake Ziway covers an area of 434 

km2
; it is the largest of the middle Rift Va lley cluster of lakes as well as the shallowest lake with a minimum 

and maximum depth of 2.5 and 8 meters, respectively. The catchment area of the lake is 7,025 km2 and is fed 

by a number of rivers of which the major ones are Meki and Kata Rivers. The outflow of the lake is carried by 

the Bu lbula River and ends in Lake Abayata. The shores of the lakes are marshy, shaded by sycamores and 

reeds that provide a feeding ground for aquatic birds. Some of the water birds, which frequent found at the 

lake, include cormorants, darts, herons, great white pelicans and marabou strocks and others. There are an 

estimated num ber of more than 20,000 birds seasonally visiting the area (OBCT, 20 II). 

The lake has plenty of hippos in it, and has a healthy population of birds. With large numbers of T ilapia 

nilotica, a fish that can weigh up to 1.5 kg, the fishing industry does well here and the fish are served fresh in 

many of the restaurants in nearby towns. The fish also attract a large number of water-associated birds, which 

can be seen in the reed-l ined fringes ofthe lake (ibid). 

Even though lake Ziway has a sizable amount of fish, unregulated fishing practices by the surrounding 

communities, often using sub-standard equipments has led to increased depleti on of these fi sh resources. In 

addition to fishery, the lake a lso serves as main source of water supply for Ziway Town. Moreover, the lake 

also serves agricultural production, where there are many irrigation plots using water pumps for vegetable, 

fruit and flower production (ibid) . 

The lake has tive Islands, including Gelila and Debire Tsion (Tul lu Gudo) Islands which have 16th century 

built Orthodox Churches. The hi storical monastery of Debre-Tsion Mariam and Zaye ethnic group are among 

the popular tourist attractiolls of these islands. Tullu Guddo is accessible by boat both from eastern and 

western shores. Lake Ziway suffers from siltation and diminishing water size mainly caused by so il erosion in 

upstream areas, particularly by run downs of Meki and Kata rivers. As a resu lt the size of water is threatened 

to diminish over time that call s for watershed management interventions (ibid). These could have affected the 

smallholders in production of vegetable for using the lake through canal. 
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iii. Groundwater Resources 

The Woreda has also ground water resources. The average depth of ground water is 15 meters for shallow 

wells and 43 meters for deep wells. The existing functional water supply schemes are 76 shallow wells, 3500 

hand dug wells, 45 deep wells and 4 water distribution points. The safe water supply coverage of the rural 

areas of the Woreda was 70% in fiscal year 2003 E.C (WWO, 2011). 

3.2 Types and Sources of Data 

Creswell, J. (2009) noted that a mixed method of research design is useful when either the quantitative or 

qualitative approach by itse lf is inadequate . This method can prov ide to understand the research problems 

though extra time needed to collect and analyze both quantitative and qualitative data. Quantitative data, often 

involves random sampling, so that each individual has an equal probability of being selected, and sample can 

be generalized to the larger population of the target area. For a qualitative data collection, purposeful sampling 

is used so that individuals are selected since they have experienced the central phenomena (ibid). It is 

important to recognize both quantitative and qualitative techniques that play useful and complementary role in 

improving the breadth and depth understanding of the study in a given area. 

Accordingly, both primary and secondary data was used to deal with the objectives of the study. The primary 

data was collected using household survey. For primary data collection a combination of qualitative and 

quantitative methods was used. The quantitative data was collected using household survey. For household 

questionnaire survey a Iota I sample size of 190 respondents comprising of 136 farmers, 4 farmer traders 

(assemblers), 8 woreda wholesalers, 10 woreda brokers, 10 woreda retailers, 6 central wholesalers and 6 

central brokers and 10 central retailers took part. For qualitative data a single Focus Group Discussion (FGD) 

per kebele with producers at sampled PAs were conducted. On Average 8 persons participated in the FGD. 

For primary data collection Ihe study used two kinds of sources; (I) Survey questionnaire for vegetable 

producers and actors from Meld town and Addis; (2) Focus group discuss ion with farmers. The survey 

questionnaires were designed to explore vegetable production, marketing, product follow and distribution, 

marketing costs and margins. To complement the structured survey focus group discussion was conducted 

with relevant vegetable market chain actors. Moreover, personal observation and Kll were also conducted to 

triangu late with the structured survey questionnaire. 
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Secondary data was gathered from different sources such as; government institutions, Woreda Irrigation and 

Development Authority, Woreda Agricultural Office, survey reports, annual reports, bulletins and websites. 

Published and unpublished documents were also comprehensively reviewed to secure relevant secondary 

information. 

3.3 Sampling Methods 

Preliminary information about the study area was obtained from Woreda Irrigation and Development 

Authority (WIDA) to generate important information for questionnaire preparation for the household survey 

and to select sample PAs. An<::mpts were made to se lect representat ive samples in the se lection of randomly 

sampled PAs, vegetable producers (tomato and onion) and traders. The surveyed vegetable producing PAs 

were Shubi-gamo, Welda-kdina, Bekele-giri sa and Tepo-choroke. 

3.3.1 Producers Survey 

In this study a multi stage sampling procedure was followed in order to collect data from representative 

samples that would help reflect the situation of vegetable market chain of specific commodities (tomato and 

onion). Accordingly, from 36 PAs in the Woreda only 18 PAs practiced irrigated agriculture to produce 

vegetab le. First, by em ploying purposive sampling method Dugda Woreda is selected. In the second stage, 

four PAs were selected randomly from 18 PAs. Then, 140 vegetable producers were selected from identified 

fo ur PAs using Systematic Random Sampling from which 136 valid cascs were obtained. Then by employing 

Probability Proportional to Size (PPS) Illimber of smallholder farmers to be taken from each PAs is determined 

from producers' stratum until the required sample size was achieved (Table I). Primary data were largely 

co llected from households and key informants using questionnai re and interview guides, respectively. The data 

were collected on March 25 - April 08, 20 15. 

The determination of sample size was resolved by means of Slovin's sampling formula as cited on Aye lech 

(20 II ) with 95 percent confidence level. 

N 
n = :1+N (~) ''''' '''''' '''' ' ''' '''''''''''' ''''''' '' '' ' ''''' '''' ''' ''' '''''' '' '''' ... ..... . (I ) 

Where, 

n= sample size for the resea rch use 

N= total number of HHHs in tomato and onion producing PAs 

e = leve l of precision (error level) at 95% confidence level (0.05) 
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Therefore: 
430 

n = 207 
1 +430 ( 0.0 s)2 

As per the above formula the sample size (n) computed was 207 sample households. However, Cochran 

( 1963:75): c ited in Glenn ( 1992) described when the target population is large in the study area finite 

population correction for proportions was applied to reduce sample size sl ightly. This is because a given 

sample size provides proportionately more information for a small population than for a large population. 

Hence, target population In the study area and the sample size (no) can be adjusted using the fo llowing 

formula. 

n= l +(tto
N 

·1)' .... ·· ·· .. ·· ··· .. ··· .... ·· .... ·· .. · .. · .. ·· .... · .... .. ·· .. · .. · .... · .. .. ·· .. ... (2) 

Where, n = is the sample size 

N = target popu lat ion size 

no = adjusted sample size computed using previous equation 

207 
n = 207 J. 140 

1+ 430 

Therefore, this study captured a TOta l of 140 randomly selected households, from which 136 valid cases were 

obtained out of the total of 430 vegetab le producing households (onion and tomato) with in the study Woreda 

to get statistically repr~sentative and sound res ults. Then, the calculated sample size was distributed 

proportionally to random Iy selected PAs. 

T bl I S a e I d' 'b . f amp e Istn utlon 0 sma IIh Id 0 d er pro ueers 

SINo Name of sample kebeles Population Sample 

I Shubi-gamo 140 46 

2 Welda-kelina 120 39 

3 Bekele-girisa 11 4 37 

4 Tepo-ehoroke 56 18 

Total 430 140 

Source: Computed from WIDA and PAs, 2015 
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3.3.2 Traders Survey 

The place for trader surveys was market towns in which a good sample of tomato and on ion traders existed. 

On the basis of flow of tomato and onion, two markets namely Meki town and Addis Ababa, Piassa Atikilt 

Tera were selected purposively. 

Vegetab le traders such as brokers, farmer traders (assemblers), woreda and central wholesa lers, and woreda 

and centra l retailers were sampled at town of Meki and Addis Ababa Piassa Atikilt Tera respective ly by 

employ ing snow ball sampling techniques. Because of the limited number of wholesa le traders in the woreda 

the sample exhaustively contained almost all vegetable wholesa lers from Meki town. In total 136 vegetable 

producers; 4 farmer traders (assemblers); 8 woreda wholesa lers; 6 central wholesalers; 10 woreda brokers; 6 

central brokers; I 0 woreda retailers and 10 central retailers from Meld town and Addis Ababa, Atkilt Tera 

market were interviewed making a total number of 190 respondents for the study. 

3.4 Methods of Data Collection 

Primary data were collected using seven enumerators who have college diploma and above was recruited and 

trained for data co llection purpose. The se lected enumerators have been working in the Woreda Irrigation and 

Development Authority Oftice and as deve lopment agents in those se lected PAs. Before data collection, the 

questionnaire was pre-tested on six farmers and two traders to evaluate the appropriateness of the design, 

clarity and interpretation of the questions, relevance of the questions and time taken for an interview. Hence, 

appropriate modifications and ~orrections were made on the questionna ire. Data was co llected under 

continuous supervision of the researcher. 

The filled-in interview schedule was thoroughly checked for completeness and exactness. Similarly, an 

informal survey was employed to study the marketing systems of vegetab le for the purpose of triangulation 

and to obtain add itional supporting in format ion for the study. 

Purposive sampling was employed to co llect data from knowledgeable people li ke elders, youth, and women 

fa rmers and responsib le persons of different institutions on the subject covering from PAs in Dugda Woreda to 

the centra l market at Addis Ababa. The discussions were thus held to access community level inform ation 

through grounded theory which entailed collection of relevant data until attainments of theoretical saturation 

(Haggablade & Gamser, 1994; Heisman, 1995). Thus, FGD was held in groups based on pre-determined 

discussion gu ides and key informants are interviewed from different organizati ons and institutions. Duly, the 

data generated at various leve ls was supported by field observat ions and triangulated with other data. 
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3.5 Method of Data Analysis 
Primary data was entered in the SPSS spreadsheet and cleaned for irregularities. The cleaned data was 

summarized into descriptive format in terms of frequencies, percentages and central tendencies. Moreover, the 

software was employed to analyze the least square regression (OLS) for determination of economies of scale 

for marketing intermediaries (actors). Based on the primary data, average prices at different market levels were 

estimated, after which average price margins for different market intermediaries were computed. 

3.5.1 Descriptive Analysis 
The study used ratios, percentages, means and standard deviation in the process of examining and describing 

marketing functions, facilities, serv ices, role of intermediaries, market and traders characteristics. Furthermore, 

Ordinary Least Square (OLS) regress ion was conducted in order to determine the existence of economies of 

scale for identified key actors at Woreda market. 

3.5.2 Structure. Conduct and Performance (S-C-P) Model 

The model was employed to examine the fundamental relationships between market structure, conduct and 

performance, and is usually referred to as the Structure, Conduct, and Performance (S-C-P) model. Wolday 

(1994), Rehima (2007) and Ayelech (2011) also used this model to evaluate food grain, pepper and fruit 

market respectively. Theretore, the study used S-C-P model to evaluate structure and performance of vegetable 

(tomato and onion) market in the study area. 

3.5.2.1 Market Concentration Measure 

Concentration ratio is a way of measuring the concentration of market share held by particular suppliers in a 

market. It is the percentage of total market sales accounted for by a given number of leading firms. Hence a 

four-firm concentration ratio is the total market share of the four firms with the largest market shares. The 

greater degree of concentration is the greater the possibility of non-competitive behavior existing in the 

market. For an efficient market, there should be sufficient number of firm s (buyers and sellers). 

r = 1,2,3 ... , r .......................................................... (3) 

Where, C- is concentrati on ratio, S,- is market share of the i'h firm and 

r- is the number of largest firms for which the ratio is going to be calculated. 
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Koh l and Uhl (1985) suggest that as rule-of-thumb, a fo Ul' largest enterprise concentration ratio of 50% or 

more is an indication of strongly oligopolistic industry, 33 - 50% a weak oligopoly, and less than that, 

competitive industry. The prob lem assoc iated with thi s index is the arbitrary se lection of r (number of firms 

that are taken to compare the ratio). Oligopoly is a market structure in which there are a few large firms and 

entry is di fficult but not imposs ible. Oligopolies can produce identical products or differentiated products. 

Oligopoly is different from other market structures because firm s are interdependent: any action taken by one 

firm usually provokes a reaction by other firm s. Accordingly, concentration ratio was computed for this study 

and based on result the structure of market determined. 

3.5.2.2 Baniers to Entry 

The ease with which potential participants can enter various function s is commonly used as a means of 

assessi ng the degree of compdi tion in an industry (Scarborough and Kydd, 1992). Stigler (2005) suggests 

about fou r po ints that can create barriers to entry: lega l barriers (license and patents), economies of scale, 

superior resources, and pace of entry. The modes of entry into trade, means of building capital, means of 

acquiri ng marketing skill s and contacts, periods of apprenticeship, trader's perceptions of barriers, the origins 

and levels of initial capita l required for traders of di fferent sizes (functions or commodities) and the degree of 

mobility between functions and commodities can be used as centre of data to see the barriers to entry (Timmer 

el ai, 1983). 

In fact, interviewing traders about barriers to entry might be difficult since all have entered the market. Rather, 

observation of the age, gender, and ethnic distributions of owners, an employees of different sizes of 

enterpri ses, education, cap ital ac(;ess, barriers to entry/exit and the extent to which fluctuations in the number 

of active traders foll ow ri ses and fall s in profitability can be considered. Market structure is most commonly 

eva luated by examin ing trends in the numbers and sizes of firm s relative to each other, and to the number of 

consumers and producer, in parti(;ular times and places (Scarborough & Kydd, 1992). 

3.5.2.2.1 Economics of Scale 

The barrier to entry that is often critical importance in developing countries is scale economies (Pomeroy and 

Trinidad, 1994). The study examined if there was a barrier to entry by interviewing market actors. The 

existence of economic scale is a condition permitting re lative ly large firms to market their product at 

conside rabl y lower average costs than smaller firm s (Pomeroy and Trinidad, 1994). In this study we examine 

the presence of scale economies by exam ining the average cost functi on associated with the firm' s marketing 

activities . For this we need to co ll ect data on total product hand led, marketing cost such as transportation, 
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storage, loading, c leaning and packaging costs, etc. Difference in economics of sca le is done using least square 

regression (OLS) of the fo rm : 

AC = a + f3Q+ c , . .. .......................................... .. ........ .................. .. ...... ..... (4) 

Where, AC is average marketi ng cost per ki logram and Q is the total product handled by the firm i and e is 

the error term. If AC, is related negatively to total prod uct Q, it implies that there is economics of scale 

(Pomeroy and Tri nidad, 1994). 

3.5.2.3 Estimation of Marketing Costs and Marketing Margin 

Different types of marketing costs (including transport, wastage loss, storage, and load ing/unloading) relat ing 

to transaction of vegetable for producers and each traders (farmer traders, woreda wholesalers, woreda 

retailers, central wholesa lers and centra l retai lers) were collected per kilogram basis. 

The term marketing marg in commonly refers to the difference between producer and consumer prices of an 

equ ivalent quantity and quality of a commodity (Tomek & Robinson, 1990) . It is a price charged for providing 

a mix of marketing services such as assembling, transportation, hand ling, packing, sort ing, storage etc . plus 

profit. For thi s study the definiti on was used for estimating of marketing margin in the study area. 

Computing the tota l gross marketi ng margin (TGMM) is a lways related to the final price paid by the end buyer 

(consumer) and is expressed as percentage (Mendoza, 1995). Marketing margins for the various vegetable 

traders were est imated using the following formulas. 

Ret.aiHngvrice - 'Farm gate pric.e 
•. '1' (' , . X 1 00 .... ..... ...... .... .... .. ............ ... . ...... .. .... . .. ........ (5) 
rr..etiil lUg Coosllme r) 1Jrtce 

TGMM = 

6rokerpnce-P'3rm: glite price 
GMM B = R"t~iling ( Co"swner)l"ke X 100 ...... .... .......... . . . .... .. . .... .. .... ........ ... ... .. ......... (6) 

GMN! = fa rmertr<ider price - Broker:; pril::e 
FT Reta\liu~rcQn"um er)l'rk.. X 100 .... ..... ........ ................ ................... .. ...... (7) 

M _ Wo .·~d~ ,who lesal~rspTke-Parmert'rader 'price 
G MV<M's - R .(. ( c ). X 100 .... .... ... ....... ........ . ................... . (8) 

.eUt mg . omiumer pnc-.e 

GMIvI = Certtral .. wbolesat~r!j'P r,ke-~Vareda wholesabers 'ptice . 
r:w ~,,' ·t· (r . ) X 100 .. ............. .. ..... ....... .. .. .. ... .... (9) 

~~'~1 lttg . _ons utt1erpnce 

GM N! _ Retailing pd.:e-Wholes.alers price . 
, R - RetailingCconmmer)'P lice X 100 .. ....... . ........ , .......... ................................. (10) 

GMMp = 100% - TGMM .. .. . ...................................... ... .... ....... .. ..... .. ..... .. ... ... ... .. . (11) 
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Where; 

TGMM is the total gross marketing margin; 

GMMB is the percentage of total gross marketing margin received by brokers; 

GMMFT is the percentage of total gross marketing margin received by farmer traders; 

GMMwws is the percentage of total gross marketing margin received by woreda wholesalers; 

GMMcw is the percentage of total gross marketing margin received by central wholesalers; 

GMM" is the percentage of total gross marketing margin received by retailers and 

GMMp is the producer gross marketing margin. 

Mendoza (1991) reveals that changes in marketing margins (price elasticity in supply and demand for the 

product) do not affect producers and consumers in the same way. As demand becomes more elastic and the 

supply more inelastic, the increase in the margin will be weighted more heavily against producers and their 

sell ing price will be affected more. But, as demand becomes more inelastic and supply more elastic, increases 

in the total marketing margin will have greater impact on consumers (ibid). Thus, the price changes are not 

necessarily equally distributed between marketing participants. Accordingly, in this study margin for key actor 

was computed to determine the marketing margin of different intermediaries. 
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Chapter Four 

Results and Discussion 

4.1 Socio-Demographic Characteristics of Smallholder Farmers 

This section presents demographic characteristics of sma ll holder farmers, types of market and production of 

vegetable in Ougda Woreda. 

4.1.1 Demographic Characteristics of Sample Households 

This sub-section explains the profile of sampled respondents with regard to their age, sex, fami ly size, and 

experience, level of education, dependency ratio, access to extension services, access to roads and access to 

markets. There were only eight fema le headed households from the 140 sampled producers, which is higher 

than what Bezabih and Hadera (2007) report; only two female households have participated from the total of 

14 1 respondents. 

4.1.1.1 Age of t he Households 

The survey on thi s demographic factor, measured in years, provided a clue on working ages of households. 

The average age of the sample households was 34 yea rs (Table 2).The sampled households have a range of 50 

years where largest proportions of the household head lie within a productive age with a median of 33 years 

(An nex8). The survey resu lt further indicated 43.4% of the producers are youth, which is in the middle of 18 

and 30 years of age. 

Table 2: Socio-demographic characteristics of farming households (in average and SO) 

8ekele-girisa 
Indicators 

(N=37) 

Mean 

Family size of the 
4 

Household 

Household head's age 32 

Experience in vegetable 
G 

growing (in years) 

SO - Standard deVI atI on 

Source: Survey result, 2015 

SO 

3 

10 

4 

Peasant Association 

Shubi-gamo Welda-kelina Tepo-choroke Total 

(N=45) (N=36) (N= 18) (N= 136) 

Mean SO Mean SO Mean SO Mean SO 

5 3 4 2 6 4 5 3 

35 II 34 7 39 10 34 10 

7 7 5 3 7 3 6 5 
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4.1.1.2 Family Size and Experience 

A fam ily size ranging between I and 18 is witnessed in the farming households . The available data indicates 

that average fam ily size in each household is 5 and this might assist them for a better participation of 

households in the vegetable markets (Table 2). This is supported by Bezabih and Hadera (2007) witness that 

different sources of labor are employed in horticultural production of eastern Ethiopia where family labor 

takes the largest share for labor allotments. Similarly, Wolday (1994) who indicate that household size have 

significant positive effect on quantity of marketed teff. 

The respondents have an average of 6 years of experience in vegetable (onion and tomato) production with a 

standard deviation of 5 years (Table 2). 

4.1.1.3 Education 

About 1.47% and 8.82% of the sampled household heads were illiterate and can read and write, respectively. 

However, 62.5% and 24.26% joined primary and secondary school respectively whereas 3% attended college 

and above. 

Table 3: Educational status of the household head 

Peasant Association 
Indicator 

Bekcle-girisa Shubi-gamo Welda-kelilla Tepo-choroke Total Percent 

Illiterate I - I - 2 1.47 

Read and write - 3 7 2 12 8.82 

Complete 
2 1 29 20 15 85 62.5 

primary school 

10 complete 13 9 7 - 29 21.32 

12 complete - 2 I I 4 2.94 

College and 
2 2 - - 4 2.95 

above 

Tota l 37 45 36 18 136 100 

Source: Survey result, 20 15 
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4.1.1.4 Dependcncy Ratio 

Dependency ratio is an age population ratio of those typically not in the labor force (the dependent part) and 

those typically in the labor force (the productive part) and used to measure the pressure on productive 

population . Accord ingly, an average dependency ratio of 0.83 was fo und in Dugda Woreda. The result 

indicated that, out of 100 working persons 83 are economically inactive in the study area and more are unable 

to support income generation process. 

Table 4: Age category and dependency ratio 

Age catcgory Frequency Valid percent Dependency ratio 

1-14 287 44.2 

15-64 354 54.5 
83.3% 

>64 8 1.2 

Tota l 649 100.0 

Source: Survey result, 20 15 

4.1.1.5 Access to Extension Services 

Extens ion service in Dugda Woreda is fu lly prov ided by Woreda agricultural line departments. There are three 

Development Agents (DAs) ass igned for each PA in the Woreda . Three DAs institutionally assigned to work 

in crop production, an imal science and natural resources per each PA. However, the extens ion serv ice is less 

imparted on vegetable production to impact on production task. The assessment on extension services further 

highlighted that, learning and knowledge imparting has need to be strengthened further in order to Sllpport 

households to participate in the market chain. 
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Table 5: Extension contact (in percent) 

Extension contact in the Extension contact Percent of the 
year 2007 E.C description household 

Household 
Percent Weekly 36.5 

response 

No 30. 1 pnce in two week 12.5 

Yes 69.9 Monthly 28. 1 

rrwice in the year 5.2 

pnce in a year 3. 1 
Total 100.0 

V'-ny time I ask them 14.6 

rrotal 100.0 

Source: Survey result, 2015 

According to the assessment, the extension visit in vegetable production in the year 2007 E.C, 69.9% of the 

respondents have attained extension services and 30.1 % of the respondents reported that they had totally no 

extension visit (Table 5). 

As per KII the frequency of extension vis it and services provided for vegetable is less as compared to cereals 

production. Thus, from all r~spo i1dents about 3. 1 % of them are visited once in a year, wh ile 12.5%, 14.6%, 

28.1 % and 36.5% of the respondents are entitled to get extens ion access once in two weeks, any time asked 

them, monthly and on weekly basis, respectively. 

This is in line with Davis ef 01 (2007) that state absence of extension service has led to poor linkage to support 

horticulture industry. Carl son el 01 (2005) and Sonko el al (2005) who exp lained the current extension 

approach was in favor of cerea ls but not horticultures. Thus, it may negatively affect vegetable production­

marketing task. Belay (2003) also indicates agricultural extension serv ice has failed to bring major impact on 

productivity of hOlt icu ltures due to weak link between stakes and associate workloads of extension agents. 

As it is indicated on Figure 3 the advice of extension expert on vegetable production primarily focus on 

marketing of vegetable (21.56%) and less given on deliveri ng of in formation on improved seed (0.30%) and 

post-harvest handling techniques (6 .59%). Thus, advice on marketing of vegetab le is in a better condition. This 

m ight be due to establishment and implementation of Woreda Irrigation Development Authority that have 
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mandate to develop irrigated agriculture mainly vegetable in the study area. Besides, the survey result reveals 

that comparatively majorily of women households obtain advice on seed bed preparation from extension 

expert for vegetable production. 

t: .. 
e .. 

<>. 

Figure 3: Advice of extension expert on vegetable production 

Source: Survey result, 2015 

4.1.1.6 Access to Roads 

Dugda Woreda has 72 km all-weather roads (17 km asphal t and 55 km gravel) and 50 km dry weather roads 

(IDE, 2011). Roads primarily serve the Woreda population as an input and output market outlets as well as 

arteries to access social services such as health and education. TIle main means of transport on all-weather 

roads are trucks, buses and mini buses, while off the main road i.e. in the inner rural areas, pack animals 

(horse, mule and donkey) and on foot constitute the major means of transport (Annex 1). 

38 



Availab ility and adequacy of road is important prerequisite to link producers with potential markets and in 

reducing transaction costs . For smallholder producers, on average the distance from all-weather roads is about 

10.45 Km and one way time taken to access all weather roads is about 34 minutes using different modes of 

transport. The time taken from input distribution center, Woreda market and major wholesalers in Km is 31, 51 

and 41 minutes, respectively. The time taken is not proportional to the distance in Km from infrastructural 

facilities mainly due to the mode of transport used by the households. Thus, different modes of transport can 

yie ld differences in travel time (Annex, 2). 

4.1.1.7 Access to Markets 

Access to markets is a distance measured in kilometers to reach the nearest market. The study reveals that 

infrastructure in Dugda Woreda is satisfactory and it is comparatively close to nearby vegetable markets 

(Annex 2 and 3); wh ich in turn may assist farmers to lessen their transport cost and enhances their market 

surplus and margins. 

The majority of smallholder farme rs primarily prefer to sell their vegetable products at Woreda market, which 

account 54.5%. Due to conducive infrastructure facilities (road) some farmers prefer to sell a large proportion 

of vegetable particularly onion and tomato at farm gate or spot (38.6 %) followed by selling at nearby loca l 

market (6.8 %). Farmers often prefer to sell on the spot (at farm gate) due to perishability of vegetable and lack 

of capacity to sell at bigger markets far from their residence. In addition, access ibility of roads makes easier 

for middlemen to enter trucks to production site. It is usually highlighted that closer markets do promote 

farme rs to plant high va lue vegetables in view of the fact that they are not forced to transport their produce to 

distant markets where they incurs extra cost and might sell it at loss. Thus, the place of sell could diminish 

transport cost and enhance their market surplus considerably. 

Table 6: Place of sell by smallholder farmers 

Indicators Frequency Valid 
Percent 

Loca 1 market 9 6.8 

Woreda market 72 54.5 

Farm land (spot) 5 1 38.6 

Tota l 132 100.0 

Source : Survey result, 20 15 
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4.1.2 Types of Market 

This subsection exp lains the different types of market in the Woreda I.e. rural open market, main woreda 

market, and cooperatives and unions markets. 

4.1.2.1 Rural Open Markets 

There are three rural open markets that serve the Woreda community; these are Woyo Gebriel, Ela Shanan and 

Dugda markets. All of these markets serve the trading of agricultural outputs as well as industrial consumption 

goods like soap, clothing, kerosene, etc. The market days are on Saturday and Tuesday and commodities 

marketed are like sa les and purchases of grains, vegetable, poultry, coffee, dairy products and industrial 

consumables. 

4.1.2.2 Main Woreda Market 

There is one maIO Woreda market in Dugda, located 10 03 kebele of Meki town. The market day is on 

Thursday, loca lly known as "Gaba Kamisa" . On this market day household sale and purchase vegetable, 

cattle, sheep, goat, grains and poultry, dairy products, and industrial consumab les (such as sa lt, edible oil, soap 

and gaso il), clothing footwear and farm tools . 

4.1.2.3 Cooperatives and Union's Marl<ets 

There are 22 mUltipurpose cooperati ves in the Woreda that prov ide marketing service to farmers. The 

cooperatives purchase farmers produce and supply it to Meki-Batu Union. The Union purchase from members 

and sa le to different organizations such as Oromia Farmers' Federation, consumer cooperatives, univers ities, 

wholesa lers and other buyers. The Cooperatives are also the major prov iders of agricultural inputs particularly, 

fert ilizer, improved seed and pesticides to farmers. Meki -Batu Union r.nd Bora Dembel are supply sources of 

agricultural input to primary cooperatives. 

4.1.3 Production Overview 

In Dugda Woreda some households produce combinations of vegetable types and others produce one type of 

vegetab le. Majority of households produce tomato that account 50.8% followed by onion 44.4% which 

together covers 95 .2% of tota l vegetable production in the Woreda from 2011 -2014 (Annex 4). There are 

considerable differences across vegetab le outputs in terms of mean annual production in Dugda Woreda. This 

might be due to the difference in yield, value of crops in the market, agro eco logy and natural resources. 

Tomato and onion are the main vegetable commodities primarily produced for central, southern and eastern 

markets. Cabbage and Green bean account third and fourth dominant vegetable prod uced by households in the 

study areas. 

40 



4.1.3.1 Major Vegetable Grown in Dugda 

Onion, tomato, head cabbage, Ethiopian cabbage and green pepper are the most commonly produced vegetable 

in the Woreda. Tomato and onion are dominant and coJlectiyely constitute more than 95% of vegetable 

produced in the Woreda. Dugda Woreda is highly productive in production of onion, tomato, head cabbage 

and other crops. According to the Woreda Irrigation Development Office, average productivity of vegetable is 

highly variable depending on factors such as soil type, agronomic practice, and use of improved seed and 

outbreak of diseases like TUfa Absoluta (tomato leaf minor) a very damaging insect which devastated tomato in 

2013 . 

1:1' v -c 
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Figure 4: Status of vegetable production from 2011-14 in Dugda Woreda 
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As clearly depicted on the above graph onion and tomato produced by far higher than other vegetable types. 
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4.2 Vegetable Supply and Demand in Dugda Woreda 

This section presents the supply and demand of vegetable at Meki and Atiki lt Tera vegetable markets 

respectively. 

4.2.1 Meki Market 

Dugda Woreda is suitable fo r vegetable production due to its favorable agro-ecology and availability of 

irrigation water. Out of 36 kebeles of the Woreda 18 have access to irrigation and produce vegetable twice per 

year. In 2013/14 production season total production of vegetable is estimated to be 5,067,820 quintals on 

13, 166 hectares of land. As per annual GTP report of the Woreda private pump irrigation constitutes the 

largest share of irrigation production, which accounts to about 91.6% of tota l irrigated area in 2013/14 

production season from 86% in 2012113 season. In terms of production 52% in 201111 2 and 88% in 2012/ 13 

comes from private pump irrigation . Mai n sources of irrigation water are three; Lake Zeway, underground 

water and ri ver. 

There is modern irrigation scheme constructed in 1986 on Lake Zeway that can cu ltivate 1,142 hectares of 

land. There are 2, I 04 households who have access to the scheme. These households are organized under 97 

water user associations. There are also 12 private irrigation schemes which cover 249 hectares (Woreda 

Irrigation Development Authority, 2014). Besides, since underground water is available, most farm ers use 

motor pumps irrigation system to cultivate their farm. Currently, about 13,324 hectares of land is cultivated by 

vegetable using private pump irrigat ion system and modern irrigation scheme (WIDA, 20 14). 

Ta ble 7: Annual productions of major vegetab le in Dugda Woreda with irrigation 

2012/13 2013/14 
Types of 

vegctnblc Production Arca (ha) 
0/0 of production 

share 
Production 

% of production 
Arc" (ha) 

share 

Tomato 1766320 4329 48. 11 2778474 4996 54.83 

Onion 1778070 5356 48.43 2064355 6178 40.73 

Cabbage 55772 35 1 1.52 120312 1054 2.37 

Green bean 45665 41 3 1.24 57855 579 1.14 

Green pepper 25475 218 0.69 46824 359 0.92 

Total 367 1302 10667 100 5067820 13166 100 

Source : Computed from WIDA 
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There are two common vegetable production seasons in Dugda Woreda. The first season runs from July to 

December and the second runs from January to June. The peak harvesting months are December and January 

for the first round and May and June for the second round production period. Tomato is usually collected four 

or five rounds and can be harvested for longer times on same plots of land. 

4.2.1.1 Destination of Vegetable from Meld Market 

Tomato produced in Dugda Woreda is supplied to Addis Ababa, Shashemene and different towns in SNNPR. 

The demand of tomato in Dugda Woreda shows constant trend due its advantage in quality and price 

competitiveness. As a result, wholesale traders from Addis Ababa prefer to buy tomato from this area 

throughout the year. 

Similarly onion is produced twice per year including the rainy season though production decreases at summer 

time. Total production of the Woreda is about 1.7 million quintals in 2012113 production season. From 

October to December there is surplus of onion in the Woreda. On contrary, from April to September 

production decreases and, hence, price increases starting from August. This is because production of onion is 

diminishing during rainy season due to increase in cost of production. 

4.2.2 Atikilt 'rem Vegetable Market 

Atikilt Tera is the largest open market for vegetable and fruits in Addis Ababa where most of the city gets its 

supply. The market is located in Arada sub-city and has been operating for the last 50 years. Fruits and 

vegetable as we ll as fish that enlers in to the city goes to this big open market and the place is crowded by 

thousands of people starting from early in the morning (6:00 am). Delivery is made with trucks (Isuzus) 

carrying vegetable from vegetable producing areas such as Meld and other potential areas. The wholesale 

transaction is done early in the morn ing and; then up to midday retailers and urban consumer conduct their 

business and in the afternoon the place will relatively be quiet. 

Part of Atikilt Tera vegetable market has been demolished recentl y in order to clear ways for ongoing railway 

project and as a result a number of traders and shop owners are relocated to Gerji and Kera areas. These 

situations created an opportunity for traders to organize themse lves into Traders' associations and small and 

micro enterpri se (SME) with a plan to redevelop the area and construct modern (standard) vegetable and fruit 

market center. Even in some cases farmers' cooperatives have purchased shares from these associations and 

become founding members of the association. These kinds of initiatives are a good entry point in the attempt 

to improve vegetable marketing system and increase the share of smallholder's benefits. 
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Vegetable are supplied on daily basis from different corner of the country throughout the year and then 

distributed to different pailS of Addis Ababa and its surrounding areas. Survey held with wholesalers, indicates 

that although vegetable enter in Atikilt Tera market from almost every direction of the country, wholesalers 

mainly gets their supply from Meki , Shashemene, Assela and Bishoftu (Debre Zeit) areas. Moreover, it has 

been well-known that to stay in the business wholesalers have to obtain enough information supply (the place 

where vegetable are produced in all seasons) or has to have a good relationship with broker's network. 

Survey held with wholesaler shows that wholesalers are the main suppliers of vegetable for Atikilt Tera 

market. These traders get their supply mainly from smallholders, partly from cooperatives and commercial 

farms. Majority of vegetable that reach Atikilt Tera pass through brokers ' network that are found in production 

areas like Meki. Wholesalers hi ghly depend on brokers' network to get supplies from different areas. 

Data gathered from Addis Ababa Trade and Industry Bureau shows that there are about 3,629 regi stered 

traders in Addis Ababa out of which 407 are located in Arada Sub city. In Woreda I (commonly known as 

Atikilt Tera ) and in its surrounding areas, there are about 215 regi stered traders (licensed for wholesale and 

retail trading) that are engaged in trading of fresh vegetable and fruits with a registered average capital of 

148,000 Birr. 

Vegetable supply at Atikilt Tera is characterized by seasonal variation. Since most of vegetable come from 

smallholders and the majority of smallholder practice rain-fed agriculture, supply of vegetable varies 

according to availability of rain. In assoc iation with this, supply of vegetable decline in dry seasons. On the 

other hand, economic and non-economic factors determine demand for vegetable. For example, during 

holyday season with the exception of onion demand for other vegetable is low but during fasting demand for 

vegetable becomes hi gher. 

Furthermore, the responsiveness of demand to price is not the same for all vegetable. For example, observation 

inform us that demand for vegetable like onion seems to be price inelastic, as it is needed in daily food 

preparation almost by all households. 
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4.3 Transportation, Infrastructure and Product Packaging 

Due to their perishability, vegetable start to lose quality right after harvest and continued throughout the 

process until consumed. For this purpose elaborated and extensive transportation system, marketing facilities 

and equipment are vital. 

4.3.1 Means of Transportation and Its Effect on Quality 

Observation and key informant interview with wholesalers indicated that medium trucks (Isuzu) which are not 

designed to transpolt such type of perishable products are used to transport vegetable products. As discussed 

earlier, vegetable traders get their supply from different part of the country. According to traders and brokers, 

most of the time produces arrive to end markets within 24 hours after harvest. But during slack seasons it 

might take longer periods i.e. between 3 - 4 days to deliver a consignment as collection will take longer days. 

To shorten delivery time, brokers combine and send orders of different traders in one shipment. The primary 

effects of transportation are loss of freshness for majority of vegetable, loss of firmness particularly for tomato 

and physical damage due to packaging materials. 

Brokers play leading role in arranging the trucks by contacting with individual car owners or with other 

brokers who operate in fleet management. Thc sum paid for hiring a vehicle varies bascd on the distance 

travelled. On the other hand, smallholder producers highly depend on animal carts and human labor for 

transporting vegetable to market areas. According to farmers, in the study area no big damages or losses 

encounter in association with utilization of such transportation mechanism (Annex I). 

4.3.2 Marketing Facilities 

The assessed markets have 110 any other special features. Almost all vegetable markets are located in open 

market areas. The only exception is Atikilt Tera market. [n this market only vegetable and fruits are transacted 

throughout the week. But the Woreda market centers are found and operate in open markets. [n these markets 

vegetable are supplied to market only on market days. That means only once or twice per week. 

[n most of Woreda market, informal wholesale and retail vendors inside the market places and small shops 

carry out supply of fresh produce for consumers. Wholesalers are the main suppliers of vegetable to the 

markets. Based on the discussion with respective government officials, total number of individuals engaged in 
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vegetable transaction is un known in majority of markets, particularly in regional and local markets. As there 

are no recording and controlling system for vegetable supplied to different markets most of vegetable traders 

work without registration. For instance, data obtained from Woreda Trade Office indicates that in Meki market 

there are only 4 VAT registered wholesalers while the total number of wholesale traders of vegetable (onion 

and tomato) operating in the market is estimated to be 8 for onion and tomato. 

Majority of the open markets are managed by loca l city administrations and serve as major transaction venues 

for different agricultural and industrial outputs . As per observation and interview with officials, everybody 

who has a capacity to buy have open access for the markets through middlemen (brokers). Producers or 

wholesalers do not make any payments (official fees) during load ing/unloading or sales of vegetable in supply 

markets. Similarly brokers and transporters are not requested to make payments for shipments (outgoing 

produces) from vegetable producing areas . 

4.3.3 Storage Facilities 

To maintain freshness of vegetab le and ensure longer shelf life storage facilities with cold room systems have 

important roles. With this aspect there is no si ngle market center that has cold room systems Ollt of the 

assessed markets. Most wholesa le traders found in these markets do not have appropriate storage facilities. 

Traders in Atikilt Tera do rent storage facilities on daily basis or for limited periods. In local market centers 

(Meki market) there are no appropriate storage faciliti es for fres h produces. Majority of traders operating in 

these markets have only sa les or di stributions shades. Most of the time, wholesa lers di stribute vegetable using 

their established relationship with retai lers. There are occasions where vegetable are directly distributed to 

retailers from the vehicles. 

4.3.4 Spot Sales 

Consumers buy vegetable from different retailers operating in the markets. These retail ers have their own sa les 

spot (Medeb) in the markets. The partitions are made of corrugated sheet, sacks and plastic material s to 

provide shades and demarcation. They retail vegetable throughout the week in these spots. In Atikilt Tera there 

are few shops that serve as vegetable retail spot owned (rented) by retailers. These shops have corrugated iron 

roofs and wa ll s made of bricks. In Meki town there are a number of sa les shops along the main asphalt road 
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that serve for retailing onion and tomato. Most of these shop owners are directly engaged 111 vegetable 

marketing and their main targets are individuals that travel along the road. 

4.3.5 Product Standards and Packaging 

Discussion with KII reveals that vegetable products are sorted and graded during collection. One of the key 

roles of brokers in vegetable transaction is to make sure of cleaning, sorting and grading is done before the 

shipment is delivered to traders. Daily prices are also set based on these grading systems. It has been noted that 

since consumers pay better price for quality produce, traders are willing to pay higher prices for quality 

products. Most of these grading standards are sUbjective. The most common indicators for vegetable quality 

include visually attractiveness, size, color, variety, and being free of spot. According to the traders and 

brokers, price variation is common in vegetable market due to product classifications and grading practices. 

Packaging materials play important role in reducing loss and damage of produces during transportation and 

storage. Product delivering and packaging systems are similar in all the assessed markets. For instance, tomato 

is transported using wooden boxes that have a carrying capacity of around 50 - 55 kg. The box even serves as 

unit of measurement for setting price in supply markets irrespective of its actual content. On the other hand, 

polypropylene sacks are the most widely used packing materials for transporting vegetable. Onion, potato, 

carrot and green pepper are loaded on trucks using this packing material. But, sometimes items like head 

cabbage, onion and potato are loaded on trucks as bulk loads without any packing materials. 

4.3.6 Product Loss and Damage 

Due to perishability of some vegetable, product loss and damages is common. Besides, absence of appropriate 

transporting whicles and storage facilities also aggravate the problem. Most commonly product damage (loss 

happen) during loading/unloading, transportation and storing process. 

In the assessed market higher percentage of loss is reported for tomato. Tomato is highly susceptible for 

damage during loading/unloading and transportation as the outer pile easily gets damaged during 

loading/unloading and storage. On the other hand, absence of packing materials increases loss associated with 

head cabbage. It also loses weight and freshness when stored for long period. Generally some of vegetable lose 

freshness and get spoiled due to absence of proper storage facilities in the markets. 
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4.4 Market Chain Actors and Their Role in Vegetable Market Chain 

Actors are those involved in producing, processing, trading or consuming a particular agricultural product. 

They include direct actors wh ich are commercially involved in the chain (producers, traders, retailers, 

consumers) and indirect actors which provide financial or nonfinancial support services, such as banks and 

credit agencies, business service providers, government, researchers and extension agents. The major market 

chain actors are input suppliers, credit providers, producers, farmer traders, who lesalers, brokers, retailers and 

consumers. The major actors identified in the vegetable market chain are wholesa lers and their brokers. 

Smallholder farmers do not have any power or say on price determination (price takers) . Below is a detai l 

discussion of each actor separately . 

• 4.4.1 Input Suppliers 

These are cooperative and pri vate input dealers (agro dealers) that sell tomato, onion and cabbage seeds and 

fel1ilizers. Meki-Batu Union and private input dealers like Agro Veg. agricultural input supplier, Senbo 

pesticides, Adama, Rediet and Gemo are the main input suppli ers in the Woreda. These private dealers sell 

inputs including seed and fertilizer. Farmers prepare own seed ling which is about 90.2% and the remaining 

supplied from private nursery. Farmers have also an access for seedlings from Awash Melkasa and Koka 

areas. Private input dealer have high contribution in supp ly of insecticide/fungicides in the Woreda which 

account 97.7%. According to Kll majority of private dealers at Meki town do not have license in seed and 

fert ilizer trading and not managed by professionals like agronomists. 

T bl 8 S a e ources 0 f' fi Input or vegeta bl epro d ucers 10 D ugda Woreda 

Input sources 1'01' vegetable producers Percellt 

Source ofseed lillg 
Own 90.2 

Private nursery 9.8 

Source offertilizer 
Open market 9.1 

Cooperative association/un ion 90.9 

Open market 97.7 

Source of insecticide/fungicide Un ion/cooperative 1.5 

Union 0.8 

Source: Survey resu lt, 2015 

4.4.2 Extension Service Providers 

Woreda Irrigat ion Development Authority and Woreda Agricultura l Office are the main bodies that provide 

technical support on production of vegetable. The others are NGOs and international organizations like 

ILRIILlVES, EU, and FAO are also involved in institutional support for vegetable producers. Major project 
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funded by EU and implemented by consortium of NGOs like Self Help Africa, Oxfam America and Farm 

Africa is currentl y under implementation with Meki-Batu Fruits and Vegetable Growers Union. 

4.4.3 Credit Providers 

Vegetable production is a costly activity in the area. To cultivate onion and tomato on a quarter of a hectare, 

farmers have to invest 11 ,000 Birr or up to 22,000 Birr, respectively (ATA, 20 14). Therefore, most fa rmers 

rent out their land to other commercial fa rmers due to lack of capital. In order to solve this there are attempts 

to provide farmers wi th cred it that help them to cultivate land for their own. 

The main cred it institutions operating in the area are Oromia Credit and Saving Share Company (OCSSCO), 

Busa Gonfa, Meklit, Africa Mender and Metemamen. However, most of these credit institutions are not 

providing credit for vegetab le growers due to high risk attached to vegetable production. For example, credit is 

provided based on group based loan/group liab ility. The loan primarily dispersed for purchase of fertilizer, 

seed, irrigated agriculture and herding and 19.30 million Birr credit dispersed to clients by OCSSCO in June 

20 14 fo r 28 PAs in the woreda. 

The credit institution considers vegetab le production as a risky business due to diseases and price fall during 

harvest. However, Busa Gonta Micro Finance institution is currently providing credit for vegetable producers 

in rural PAs. The institution dispersed 108,439 Birr for 22 farmers that cultivate vegetable in 2014. But, the 

inst itution has limited capacity and reaches only 5 PAs. It offers a minimum of 4000 and maximum of 8000 

Birr for farmers based on their loan repayment history. This is very low compared to the high cost needed to 

cultivate vegetable. 

4.4.4 Producers 

There are about 6082 households (producers) of vegetable in the Woreda. Their estimated annual production is 

1.7 mill ion quintals of tomato, 1.7 million quintals of onion and 1203 12 qu intals of cabbage. Though majority 

of the farmers are members of cooperatives they rarely se ll their products to cooperatives and insti tutional 

buyers. 

With a ll their variability, pruducers are producing oni on and tomato fo r market and thus they are the maj or 

player of the market. They participate in the truck load sell of vegetab le to wholesa lers, traders, cooperatives 

and unions at farm gate. They also se ll to di ffe rent types of retailers (with varying vo lume of se ll) both at farm 

gate, loca l market and at central market if they have good link to traders. Despite the fact that farmers are 
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sources of all marketed vegetable and probably the dominant in terms of num ber of market participants, they 

are di sadvantaged gro up among the market players si nce they are price takers. Smallholder producers 

benefited when sell ing to the union (which is not common), or to the retailers in very small quantity or Add is 

Ababa market (which is very rare) as producers mostly sell vegetable through brokers. 

4.4.5 Farmer Traders 
Farmer traders perform both vegetable production and selling by co llecting fro m other farmers. They live at 

Meki town and carry out both production and trading simultaneously. They se ll vegetable for central (Adama 

and Addis Ababa) and southern (Shashemene and Hawasa) markets. Their number is small. They purchase and 

se ll vegetable without involvement of brokers. 

4.4.6 Brokers 

Brokers in the Woreda have regular and temporary customers fro m major towns and cities across the country. 

Their supply to the towns varies seasonally. As per KII more than 100 brokers of vegetable found in the 

Woredas and all of them are illegal brokers (do not have broker licenses). 

There are differen t levels of brokers in the Woreda. The main brokers who dea l directly with traders in other 

places are based in Meld town wh ile their ass istants receive orders and deal with farmers. The share of profit 

that goes to brokers varies fro m farmer to fa rmer amI from trader to trader. It is common for all brokers to get 

commission ranging 800-1 000 Birr for one car (50-60 quintal s) fo r onion. Similarly one track carries 84 boxes 

of tomato (46 quintals) for which brokers get up to 1500 Birr. The rate of comm ission vary because of the 

quality and quantity of vegetable supplied . To get higher commission and most importantly retain their 

customers, brokers usually overload the car, fi ll the sacks and boxes intensively and sort-out less quality 

products. 

4.4.7 Sorters 

These are peop le that are hired by traders or brokers to grade vegetable at farm gate. They separate less quality 

and in fec ted products after harvest so that the traders get quality products. They are paid about 7-8 Birr per 

box or about 500 Birr per car. On top of thi s they get informal payments in the form of bribe from farmers to 

sort it less seriously. But farmers know that the sorters are more loyal to traders and brokers. If they do not 

give any bribe the sorters will deliberately drop out good/moderate quality products. 
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4.4.8 Transporters 

The main transporters are track and Isuzu car owners in different towns. Their number is unknown but there 

are adequate transporte rs. Traders sometimes use thei r own car to transport to their sale outlet. The total cost of 

transporting 50-60 quintal of onion is about 2000 Birr over a di stance of 125 Km. For example to transport 50-

60 quintal of vegetable to Addi s Ababa they charge 2000 Birr, 1500-2000 to Shashamane and 3000 to Hosana. 

Accordingly, per quintal transport cost is about 33 Birr to Addis Ababa and 50 Birr for Hosana. However, 

transporters usually overl oad the ca r beyond its capac ity (they ca ll it Fiddamo), which reduces per quintal cost. 

They usuall y travel during ni ght time to reach the next morning market. In addition, there are transport brokers 

that link product brokers with transporters. They are pa id 10% commiss ion by owners of car. They are directly 

contacted by product brokers. 

4.4.9 Wholesalers 

Wholesalers are the major buyers of vegetable as they buy at least a truck load of vegetable at a time from 

fa rmers. Easy access to road and mobile phone has he lped the who lesalers to know where to find product 

throughout the country and decide the price at which he/she has to buy to get maximum profit. Wholesalers 

buy vegetable from producers through brokers who represent them in vegetable buying activiti es. Thus, 

traders, parti cularly those from Addis Ababa and Adama just call the brokers they know to send them full 

truck of vegetable and they send the cash either through bank or with truck dri ver. 

4.4.10 Retailers 

Retailers are market actors w hich have direct contact w ith consumers. There are three major types of retailers 

in vegetabl e markets: open market retailers, supermarkets and shops, and roadside retailers. Open market 

retailers are buying vegetable e ither from wholesa le traders or farmers. Meki town retailers buy both from 

producers and wholesale trad ers. While in major cities they buy from wholesalers. Road side vegetable 

retailers are a lso impolta nt vegetable retailers operating on the road from Meki to Addis Ababa. The major 

adva ntage of these reta ilers is to enable vege table farmers in se lling the ir products without the intervention of 

brokers. The supermarket and shops are mainly in the maj or c ities and commonly buy vegetable from 

wholesa lers. 

4.4.11 Consumers 

Consumers are found everywhere though the numbers vary. The maj or ones are found in maj or towns in the 

country like Addi s Ababa, Hawasa, Hosana, Moyal e, Jiji ga, Dire Dawa, Mekele and Bahirdar. Consumers are 

fina l purchasers of vegeta ble prod ucts mostly fro m retailers for consum ption purpose . 
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4.5 Market Chain Map of Vegetable in Dugda Woreda 

There are a number of ways through which vegetable reaches the final consumers and it is not feasible to take 

into account all channels for ana lysis because it makes the analysis very complicated. It is also difficult if not 

impossible to track the entire actors in the market chain and gather accurate data on the volume of sale and 

their transaction costs. Instead the analysis is focused on the major marketing channels through which 

significant pOltions of vegetable reach the final consumer. The study identifies the five major marketing 

channel s for vegetable market. 

The five major vegetable marketing channels identified in this study include: i) producers sold to consumers 

passing through brokers and wholesalers via retailers, ii) producers so ld to consumers through unions via 

consumers cooperatives, iii) producers sold to consumers directly by retailers in production areas, iv) 

producers sold to consumers through traders and their cooperatives, v) producers sold in foreign markets 

through traders of Adama and Jijiga. 

Being highly peri shable, fre sh vegetable require greater attention during harvest ing, packaging and 

transport ing from the point of production to the final market. The marketing cost of vegetable mainly involves 

cost of post-harvest activi ties incurred before reach ing the consumer. This includes cost of harvesting and 

packaging (material and labor ~osts), handling (sorting, cleaning, grad ing, load ing, and unloading), and 

transportation and tax costs. Generally, these components constitute a large share in the total margin between 

the final retail price and the cost of production. 
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Figure 5: Market chain of vegetable crops in Dugda Woreda 

Consumption Consumers 
Export market 

Consumers Destination 
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Consumers 
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Regional Farmer Cooperatives Wholesalers Traders 

Marketing 

Wholesalers Retailers Traders Meki-Batu 
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i i i 
Brokers 

Production 
Producers 

r 
.~ ~ I~ ~ Supply of input -< 

Market Availability of Extension I 

Information Credit Services Research :1 ,._,-- - , + - .•• ~ •• ...... - --'-
Source: Survey resul ts, 20 15 

Channel I : Producers via brokers sold to wholesalers passing through retailers for consumers 
This is the largest channel through which consumers receive vegetable produced in the study area. Who lesalers 
buy tomato and onion at the fa rm gate through brokers and sell it to retailers in Add is Ababa, Adama, Di re 
Dawa, Shashemene, Jijiga, Hawasa, Moyale and other towns. As per KII, Addi s Ababa market is the largest 
one in consuming of vegetable produced in Dugda Woreda. Central wholesa lers from Addis Ababa se ll 
vegetable products to who lesa lers coming from the northern and western parts of the country. 
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Channel II: Producers sold to unions through consumers cooperatives for consumers 

This channel is a new product outl et for vegetable producers in Dugda Woreda. The consumer cooperatives in 

Addis Ababa have started buying directly from Meki-Batu union. The objective of these cooperatives is to 

provide consumers with better quality products at reasonable prices. This transaction creates an advantage for 

both producers and consumers. Consumers will benefit since their cooperatives are not going for unreasonable 

profit and wou ld not pile up prices with speculations. At the same time, producers will get better price as there 

is no cheating by brokers. The channel in which Meki-Batu union is supplying vegetable to consumers in 

Addis Ababa through the recently establi shed consumers' associations is also considered as part of this 

channel. 

C hllnnel III: Producers sold to consumers through retailers in production llreas 

Retai lers are buying vegetable from vegetable producers in the study area and they trade product left after farm 

gate bulk sell s to wholesale traders. Retailers in the production area (with the exception of road side retai lers) 

buy with or without the involvement of brokers depending on the volume of the product. Moreover, roadside 

marketing is now becoming more common in the production area and consumers passing by the production 

areas buy vegetab le from these road side reta ilers. Some of roadside retailers are selling vegetable from their 

own farm. 

C hannel IV: Producers sold to consumers through farmer traders, traders and their cooperatives 

Traders' cooperative like Adama Fere competes for supply bids at the universities and other institutions such 

as hospitals and police training centers and supply vegetab le on contract basis. Meki-Batu Vegetable 

Marketing Cooperatives Union has also supplied onion to Haromaya University, Arba Minch Univers ity and 

others on contract basis. The problem here is the seasonal nature of vegetable production and fluctuations in its 

price. As vegetab le price varies every day, producers always prefer for better prices i.e. sale to any buyer that 

pay them higher prices. On the contrary, buyers (especially large buyers) need fixed prices as it will be 

difficu lt for them to plan their budgets properly. Hence, daily price fluctuations are one of the challenges for 

smooth operation of cooperative unions with farmers (i .e. sometimes fai ling to meet some contract terms). The 

traders' cooperative can enter into supply contract with fi xed price since they can procure a product from 

anywhere they get at lower prices. 
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Channel V: Producers sold in fureign markets nsing Meki-Batu Union and traders of Adama and Jijiga 

Djibouti market and Somalibnd is in the hands of on ly few traders and the assembly place moved from Dire 

Dawa to Adama. They give order to traders who bring them a minimum truck load of 55-60 quintals, assemble 

and transport it to Djibouti using bigger trucks and distribute to retailers . Depending on the season there is also 

export through Jijiga to Soma lil and but this is very low. Meki-Batu union has obtained requests from Djibouti 

but could not sign contract due to problems related to price variations stated in channel IV. In general, the 

channel to export markets used as an alternatives to access potential consumers based abroad particularly 

during surplus vegetable production. 

4.6 Marketing Channels of Vegetable 

Vegetable is an important cash crop and it passes through the hands of many interm ed iaries . Based on the 

direction of fl ow and volume of vegetable transacted, five marketing channels were identified. The channel 

starts fro m the producers (farmers) and ends in the terminal market pass ing through a number of marketing 

actors a long the chain. According to producers survey, which involves 136 respondents in Dugda Woreda 

about 32,0 I 0 quintals of vegetable was marketed. In order to quantify the volume of vegetable handled by 

each marketi ng actor along the marketing chain, the total purchased amount was obtained from the producer 

and trader surveys . 

The study identified five vegetab le marketing channels. The amount of vegetable transacted in these market 

channels was different and out of the five, two market channels were found to be dominant in terms of 

vegetable vo lume of transacti on. Marketing channel I starts from producers, reta ilers and ends with final 

consumer. In this market cllanne l about 736 quintals of vegetable (2.3%) was supplied. Channel II involves 

producers, brokers, wholesalers, retailers and consumers. It was found to be the dominant one in terms of 

vo lum e of vegetable supply. In this market channel about 23,752 quintals of vegetabl e (74.2%) of the total 

vegetable was supplied. Marketing channel III was the second dominant one, about 6786 quintals of vegetable 

(21.2%) suppl ied in thi s channel. The partic ipants of this market channel include producers, Woreda 

wholesa lers, central wholesa lers, retailers and consumers. Channel IV and V supp ly 0.8% and 1.5% of 

vegetable, respectively. The partic ipants of these channels contain producers, farmer traders (assemblers), 

wholesalers, retailers anel consumers and prod ucers, union, consumer cooperatives and consumers, 

respec tive ly. Marketing channel IV was the least dominant one as they accounted for the supply of 0.8% of 

total vegetab le supp lied th rough thi s channel. 
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The identifi ed channe ls were; 

Box- l Vegetable Marketing Channels of Dugda Woreda 

Channel I: Producer -~ Woreda reta iler __ Consumer (736 qt) 

Channel II: Producer -Broker _Central wholesaler --+ Retailer -+Consumer (23,752 qt) 

ChannelllI : Produ~er-+ Woreda wholesaler_Central wholesa ler_Retailer-+Consumer (6,786 qt) 

Channel IV: Producer _ Farmer trader _Central wholesaler _ Retailer -+Consumer (256 qt) 

Channel V: Producer _Union-+Consumer cooperative _ Consumer (480 qt) 

Source: Survey result, 20 15 

The subsequent schematic fra mework for key vegetable trading actors indicated on figure 6 represents volume 

of vegetable passing several market channels in Dugda Woreda. Producers primarily produce vegetable for the 

purpose of marketing and the framework clearly indicates the volume of vegetable sold by smallholders 

passing through several channe ls. Hence, vegetable produced pass through di ffere nt marketing channels to 

reach the final consumer. From the figure the in itial quantity produced and so ld by smallholder exactly the 

same with final quanti ty cOllsumed at different market places. The channel indicates the complexity of the 

chain that commodity passes through before it reaches the final destination. 
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Figure 6: Vegetable marketing channels in Dugda Woreda 
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4.7 Structure and Pe.-formance of Vegetable Marketing 

4.7.1 Market Structure 

Market structure in food marketing is analyzed based on the degree of market transparency (market 

information), the number of buyers and sizes of enterprises within the system, and the condition of entry to and 

exit from trade (Scarborough & Kydd, 1992; Pender el ai, 2004). Koch (1980) reveals four sa lient aspect of 

market structure include the degree of se ller concentration, the degree of buyer concentration, the degree of 

product differentiation and the condition of entry/exit. Accordingly, market structure of vegetable is assessed 

based on market concentration ratio, condition of entry into and ex it from trade and flow of market price 

information within markets are used as a clue to examine vegetable market structure. 

4.7.1.1 The Degree of Market Concentration 

Market concentration refers to the number and relative size distribution of buyers and sellers in the market. For 

an effici ent market, there should be suffic ient number of firms (buyers and se llers); firms of appropriate size 

are needed to fully capture economies of size and need to have full market information. Accordingly, 

concentration ratio was ca lculated for vegetab le market by taking 40 valid sampled cases from wholesalers, 

reta ilers, brokers, farmer traders and cooperative unions from Meki and Atiki lt Tera markets. 

The survey result indicated th at the first four largest volume of vegetable purchased by trader's concentration 

ratio (CR4) constitute 50% of market share which is higher than what Wolday (1994) and Gebremeskel el al 

(1998) report; concentration ratio of 35% and 32.58% for food grai n market and Ethi opian grain markets, 

respectively. Thus, the market concentration ratio indicates the market structure is a strongly o ligopolistic for 

vegetable market ing (See Annex 7) . 

4.7.1.2 Barriers to Entry and Exit 

One of the barriers to entry that are often of critica l importance in developing countries given relative factor 

endowments is economies of scale (Pomeroy and Trinidad, 1994). 

4.7.1.2.1 Entry Barrier for Wholesalers 

OLS simple linear regress ion analysis was conducted in order to know whether there is econom ies of scale for 

intermediaries' in vo lved in vegetable marketing. It was done for wholesa lers and retailers at Woreda level. It is 

conducted by computing AC as a predicted and TP (average quantity hand led) as a predictor or explanatory 

variable. The regression result shows average cost and tota l vo lume of vegetable handled by wholesa lers in the 

study areas is inverse ly correlated. 
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Table 9: OLS Regress ion between average cost and total product of wholesalers 

Stand:u'dizcd 
Unshlnd.lrdizcd Coefficients 

Model Coefficients t Sig. 

B Std. Error Beta 

(Constan t) 8.905 1. 183 7.525 .000 

TP -0.00009 .000 -.628 -1.977 .095 

a. Dependent Vanault:: AC 

Source: Survey result, 2015 

The coefficien t of quantity handled by Woreda wholesa lers is negative which spec ifies an existence of 

economies of sca le and a negati ve correlation between average cost and tota l product. It implies as average 

tota l vegetab le supplied to the market increases the average cost of wholesalers decreases and vice versa . 

When total product handled to the market increases wholesa lers have an advantage and smaller similar fi rms 

have less capita l and unable to compete with the larger ones. Thus, there is an entry barrier for smaller 

wholesa lers. 

The existence of economy of scale fo r Woreda wholesalers also implies large fi rms market their products at 

considerably lower average costs than smaller firm s. For everyone uni t increase in total product (Q); average 

cost (AC) of wholesalers dimin ishes by -0.00009 Birr. Entry barrier is characteri st ics of oligopoly market. 

4.7.1.2.2 Entry Barrier for Retailers 

Table J 0: OLS Regression between average cost and total product of retai lers 

l1 nstil nd<l rdizcd Cocflicicnts 
Model 

n 

(Constant) 6.869 

TP .007 

a. Dependent V<"lllabJe. ACwJ 

Source: Survey result, 20 15 

Std. ElTor 

1.452 

.013 

Stan(hlrdizcd 

Coefficients 

Ucta 

.140 

t Sig. 

4.730 .000 

.584 .567 

OLS regression result for re tai lers at Woreda is positive for j1 coefficients. Thus when total quantity purchased 

increases by one unit then ave rage cost a lso increase by 0.007 which increase tota l market ing cost for retai lers. 

Therefore, there is no en try barrier as well as econom ies of sca le and thus the market is competitive fo r 

reta ilers. 
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4.7.2 Marketing Performance 

4.7.2.1 Marketing Margin 

Margin determination surveys should be conducted parallel to channel surveys based on price (payment) 

received or selling price to ca lculate the margin . A systematically recording price at different levels of 

marketing chai n during a two to three week period was sufficient to calculate quite accurately the relevant 

marketing margins (Pomeroy & Trinidad, 1994) . 

A marketing margin measures the share of final selling price that is captured by a particular actor in the 

marketing chain and results of the marketing margi ns analysis showed a total gross marketing margin of 30% 

(complete distribution channel) with a producer pmticipation margin of 70%. Thus, producers have hi ghest 

marketing margin than interm~d iaries though not necessarily indicate pure profit that goes to each actors in the 

margin. The gross marketing margin for vegetable producers is rather on the high side as compared to the 

study on hot pepper by Amare and Dawit (20 13), which is about 29%. 

Table II: Vegetable marketing margin for key actors 

Market chain actors 
Selling price Gross marketing 

(Birr/kg) mar!!ins 
A verage farm gate price 7 

Average brokers price 7. 10 

Average fa rmer trader price 7.30 

Average Woreda wholesa lers price 7.80 

Average central wholesa lers price 8.40 

A verage retai ling price 10 

TGMM 30% 

GMMb 1% 

GMMn 2% 

GMMww 5% 

GMMcw 6% 

GMM r 16% 

GMM p 70% 

Source: Survey result, 2015 
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TGMM is 30% which designates the portion of price paid by final consumers that belongs to 

actors/middlemen i.e. brokers, fa rmer traders, wholesalers and retailers. 

GMMb indicates total gross marketing margin received by brokers which is 1%. 

GMMn shows tota l gross marketing margin received by farme r traders which is 2%. 

GMMcw indicates total gross marketing margin received by central wholesa lers which is 6%. 

GMMr indicates tota l gross marketing margin received by retailers which is 16% 

GMMp is the portion of price paid by end consumer that belongs to farmer as a producer which is 

70% (100% - 30%). 

Therefore the purchase price by a marketing actor can be determined with the information on the selling price 

given by the actors that comes first in the marketing chain (Table II ). Gross marketing margin of farmers is 

70% which is as high compared to Tewodros (2014) finding which is 54.2% for ch ickpea producers. 

As it was indicated by KII and FGDs with farmers show that due to the perishability of vegetable (tomato and 

on ion) and absence of storage facilities; farmer are price takers and price inelastic to supply vegetable in the 

study area. However, consumers are sensitive for price change and they are elastic for change in price in the 

market. These conditions mostly benefit traders than farmers. This is in line with Mendoza (199 1) who stated 

that as demand becomes more elastic and supply more inelastic the increase in the margin weighted more 

aga inst farmers and their selling price wi ll be affected more. 

4.7.2.2 Marketing Costs 

Marketing costs are estimated to compute the share of profit captured by key actors in the marketing cha in. 

Data was calculated on Birr/Kg basis and then converted to total marketing cost. The main costs for 

middlemen' s were transport, cleaning, sorting and grad ing, service fee , storage, offloading and other 

expenses. 

Table 12 indicates different types of marketing cost related to the transaction of vegetable by farmer traders, 

woreda wholesalers, woreda retailers, and central who lesalers and central retai lers. The marketing cost of 

actors in the channel indicated transport cost is the highest followed by offloading cost. 
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Table 12: Marketing cost for different marketing actors (Birr) 

Actors 

Marketing cost 
Farmer Woreda Woreda Central Central Mean 
trader wholesaler retailer wholesaler retailer 

Wastage loss 797.5 11 50 12 15 2 10 605 795.5 

Cleaning, sorting 
1600 1300 2000 600 1100 

and grading 

Transport 13500 5600 255 9500 830 5937 

Serv ice fee' - 1000 200 

Storage 2800 5 450 651 

Offloading 7000 4520 60 23 16 

Other expense 3600 34 4000 467 1620.2 

Total cost 22897.5 18970 1569 16710 2952 -

Source : Survey result, 201 5 

4.7.2.3 Marketing Profit 

Gross profit of traders is summarized in Ta ble 13. Profit of woreda retailers are Birr 2939 in channel I. This 

profit was made by direct purchase fro m farmers through total elimination of other intermediaries (woreda 

brokers, woreda wholesalers and fa nner traders), and directly sa le to consumers. The profit obtained by central 

wholesalers was highest in channel II which is Birr 204,827. Farmer traders are benefited in channel IV 

because of direct purchase from farmers. 

2 Service fee is commission paid to brokers 
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Table 13: Gross profit for different actors (B irr) 

Indicators 
Ve etable marketin~ channels 

Acto rs 
I II III IV 

Purchase price 2 18250 

Farmel' Marketing cost 22897.5 

traders Selling price 268350 

Gross profit 27,203 

Purchase price 12700 

Woreda Marketing cost 1569 

retailer Selling price 17,208 

Gross profit 2,939 

Purchase price 637500 

Woreda Marketing cost 18970 

wholesalers Selling price 8 11 500 

Gross profit 155,030 

Purchase price 122, 198 436,587 268350 

Central Marketing cost 167 10 167 10 167 10 

wholesalers Selling price 343735 343735 343735 

Gross profit 204,827 -109,562 58,675 

Purchase price 20260 20260 20260 

Central Marketing cost 2952 2952 2952 

retailers Sell ing price 24905 24905 24905 

Gross profit 1,693 1,693 1,693 

Source: Survey result, 20 15 

Profit is high fo r central wholesa lers in channel II and this is because of direct purchase fro m farmers at farm 

land. However, in channel III central wholesalers incur a loss. This might be due to price fluctuation in the 

market and wastage loss. All marketing channels are profitable except channel III of wholesa lers. In general, 

subsequent to Channel 1I of "entral wholesa lers, channel III of Woreda wholesa lers, and channel IV of central 

wholesa lers is comparatively the top three profitab le (effic ient) channels for sa le of vegetable in the study area . 
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4.8 Market Information and Its Use in Decision Making at Meki Market 

Farmers obtain market information from brokers who have ultimate power in setting price (72.73%). First, 

farmers visit brokers in Meki town and tell the product they have. Farmers who have mobile phone also get 

information from brokers and other farmers in the tOWll (25.76%). Usually in the morning brokers meet and 

discuss to set price independently by communicating to traders in major towns. Brokers consider price 

difference across towns and prefer to supply to the town with higher prices. Usually farmers make marketing 

decision out of pressure from maturity of their production and its perishability. Since products are perishable 

vegetable producers have limited bargaining power. 

Farmers acquired very less marketing information from cooperative union and mass media in the study areas 

as indicated on figure 7 below. 

Figure 7: Market information source for smallholder farmers 

Source: Survey resul t, 2015 

. Fellow farmers 
CCoopera1ive union 
[JBrokers 
.M3ssmedi3 

Broker use different techniques to lower producer's price; first by negotiating below price given by traders. 

For instance, let us assume that a wholesaler in Atikilt Tera agrees with a broker in Meki for supply of 50 

quintals of tomato at 8 Birr per kg. Then the broker order his assistants to negotiate with farmers at lower price 

(e.g. 7.50 Birr per kg) to get the balance 0.50 Birr per kg. Similarly, the assistant brokers go to farmers' field 

and try to negotiate below 7.50 Birr per kg. Brokers in the supply chain try to get as lower price as possible 
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using their information about demand and supply conditions in end markets. If brokers understood that they 

could not manage to get lower price they have the alternative to resort for traders in other cities. By doing so 

they easily push down the price to the level where it is not profitable to farmers . 

Secondly, brokers use model farmers and large producers to influence other farmers to sell at lower prices. 

They secretly give better prices for model and high producing farmers and agree to tell other farmers by 

reducing selling prices. As farmers trust model farmers they agree to accept lower price offers. 

Thirdly, brokers abuse farmers by manipulating the weighting scale and measurements. For example, it was 

common to deduct IOkg from gross weight because of the weight of box itself (burden). But recently brokers 

designed a lighter box that weigh 5kg and still deduct IOkg as before. They simply get 5kg per box (400kg per 

car). The other way is the infamous "Gifalign and Defalign" game. As per FGD with farmers reveals that; 

Gifalign means "push for me" in which the broker asks the farmer to push the weighting scale beyond exact 

number. Defalign represents the farmer must give freely one box for every fixed quantity (10 box) bought by 

the broker. These are not mandatory, but if a farmer refuses to do so the broker wiJI not buy from him another 

time. 

Figure 8: Farmers linkage v.ith buyer firms 
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80 -

-
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Source: Sun'ey result, 2015 

As it is clearly depicted in figure 8 above more than 95% of farmers do not have a linkage ,,,ith buyer firms. In 

other words, they do not be acquainted ",ith their actual buyers during selling their vegetable. This might be 
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due to high involvement of brokers/middlemen in vegetable market. This was well supported by FGDs with 

farmers in which they could not have an access to deal with wholesa lers or any other trader. Box I below 

discusses how brokers are profitable in vegetable marketing in the study area. 

Box 2: Brokers Role and their Profitability 

Case Study-I: 

A 35 years old KI from Meki town, who has been an informal broker for the last 10 years, 
joined the business with a capital of 7000 Birr, currently operating on vegetable from Meki 

town to Southern and Central markets, discussed his experience as follows. He mainly brokers 
vegetable from Meki town to Southern (Shashemene, Hawasa and Hosana) and central 

(Adama and Addis Ababa) markets. He mentioned that the business is profitable as he is 

making money without incurring much cost where his capital eventually grows enormously. 
Currently, he has truck to transport vegetable from the spol/farm land to different market 
places. He is estimating his fi xed and operating capital more than one and half a million. He 

believes that although there are many brokers in Meki market, still they are making lot of 
money as they don ' I have that much operating expense. However, there are also challenges in 
vegetable marketing, where he mentioned the existence of many brokers in the market; price 
fluctuation and changillg behaviour of farmers among the challenges encountered so far with 
regard to vegetable marketing. He also believes that all actors have to work legally to trade 

vegetabl e in the area . Finally, he suggested that Ih e local government, private sector and NGOs 
have to handle and regulate market distortion in the study area. 

Source: Survey result, 20 15 

4.9 Opportunities and Challenges in Vegetable Market Chain 

A number o f cha llenges, opportunities and entry points for further techno logical, institutional and 

organizational innovation fo r upgrading the market cha in in the study area were identified by the diffe rent 

market chain actors. In this subsection, the major challenges and opportunities of vegetable market chain are 

briefly discussed. 

4.9.1 Production Opportunities 

Dugda Woreda has a huge potentia l for horticultural development. The Woreda is particularly endowed with 

Lake Ziway, groundwater reso urces and rivers and that, if properly harnessed, have a great potential for 

irrigated agriculture and touri sm. 

4.9.1.1 Gronndwater 

Secondary data obtained from woreda indicates that there has been a substantial groundwater potential. Water 

is often ava il able at less than a meter near Lake Ziway and the depth of groundwater is increasing as one 
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travel s away from the lake. There are many small sca le irrigation schemes around the lake using either water 

from the lake or groundwater fo r high value vegetable (such as onion, tomato, green beans, potato and 

cabbage), fruits and haricot bean production. Groundwater is hence a potential fo r small sca le irrigation in the 

Woreda. 

4.9.1.2 Agl'o-ecology 

The agro-ecology of the Woreda is suitab le for agricultural production, particularly vegetable such as onion, 

tomato, and green beans. As per KII multipl ication and supplying improved seeds of vegetable such as onion, 

tomato, green beans and cabbage have market potentials in the Woreda. 

Moreover, other opportunity identified was harmonization of different government institutions with unions 

(WIDA, WOA & Meki-Batu Cooperative Offices), conducive natural resources (soil, air), create employment 

opportun ity, and ava ilability of tinancial institutions li ke (banks, MFls) help to enhance the production and 

productivity of vegetable in the Woreda. 

4.9.2 Production Challenge 

There are various development cha llenges 111 the Woreda influencing vegetab le production. The major 

challenges that affect production and productivity of vegetable as respondents identified includes: 

overuti lization of chem ica ls on plots of land, wi nding, heavy rain fa ll, absence of storage fac ilities and poor 

post-harvest techniques . Furtherm ore, irregulariti es of rai nfa ll and moisture stress, use of groundwater and 

Lake Ziway for irrigation without proper management pose a threat to the soi l (so il salinity), inaccess ibility of 

households to electric power supply in rural areas and a relatively lim ited educationa l and health in frastructure 

as compared to the growing need of the population are among the key challenges that impede production of 

vegetab le in the study area. 

Other key constraints for vege tab le producers in the study area identified th rough FGD were lack of market 

information and unfair price setting for farmers, low quantities and untimely supply of improved seeds, ever 

increasing prices of agricultural inputs (fel1ilizers and improved seeds), land degradation due to erosion, 

deforestation and lack of proper so il conservation measures. 

4.9.3 Marketing Opportunities 

According to the KII Dugda Woreda have three primary a ltern ati ves to market vegetab le (market outlets); 

central market (Addis Ababa & Adama), southern market (Hawasa & Shashemene) and internationa l market 

(Djibouti & Somali land) are the primary destinations of vegetab le in Dugda Woreda. Furthermore, the location 

of the Woreda has opened opportunities to access eastern market like Dire Dawa and Harar. 
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Other marketing opportunities identified were like ava ilability of vegetable demand throughout the year, 

growing num ber of buyers (demand), high experienc~ in vegetable production and marketing among 

smallholders and growing price of vegetab le. The survey resu lt shows that 94.9% of producers believe that 

there was a positive change in the last five years related to market ing. As a result they planned to expand 

vegetable sale due to benefit from marketing opportunities (A nnex 5). Furthermore, other marketing 

opportunities identified in the study area were existence of Meki-Batu Union, good information flow among 

producers and farmers due to the use of mobile phone, commercial ization of smallholder producers and 

profitabi lity of business if carefully planned & produced. Secondary data obtained from woreda and KII 

indicated that agro-processing industries, trade, and services are among the marketing opportunities for scaling 

up of vegetab le trade in the study area . 

4.9.3.1 Agro-Processing Industries 

Data from KII indicated that there are no agro-processing industries, which often have strong forward and 

backward linkages with vegetab le producti on though the Woreda has a potential for agro-processing factories 

particularly vegetab le. 

4.9.3.2 Trade 

The study findings show that Dugda Woreda has a potential for agri cu ltural trade. It is primarily known for its 

vegetable with huge growth potential to supply the nearby large markets, including the capital Addis Ababa, 

Shashemene and Hawasa . On the demand side, improved agricultural inputs such as vegetab le seeds, building 

materials and essential industrial consumer goods have huge demand in the Woreda. 

4.9.3.3 Ser vice Sector 

The Woreda has basic infrastructure such as roads, electric power supply and telephone networks. This makes 

it conducive fo r and with huge potentials for investment in hote ls, lodges and restaurants services. 

4.9.4 Marketing C1wllenge 

Price volatility of vegetable is common in Dugda Wereda, and thus, producers are uncertain about the price in 

every single day. Frequent rrice changes might have risk of loss for producers of vegetable . Accordingly, 

fa rmers are not comfortable to se ll vegetable for brokers, but they rather consider them as cheaters . Hence, 

farmers prefer to meet wholesa ler or other buyers to negotiate and se ll their vegetab le products. The KII 

respondents further highlighted that there are many brokers who always deal with farmers, negotiate and set a 

price of purchase based on market prices ordered by a wholesa ler from Meki town or Add is Ababa. 
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The key challenges identified from the assessment includes; existence of oligopo li stic market structure, price 

fluctuation, lack of credit availabi lity, scarcity of feJtilizers, high involvement and role of middlemen 

(brokers), less availability of inputs (insecticide and pesticide), lack of knowhow on marketing condition, high 

cost of seed (onion & tomato) [which increase production costs of smallholders] and supply of homogeneous 

products to the market. To explain homogenous products further, for instance, if onion price is expensive in 

the first season, then farmers are encouraged more to produce onion by the upcoming season, which create a 

glut in the market and eventually lead producers not to break even. 

The existence of many middlemen (brokers) in the market leads to a practice of artificial price setting in the 

market. [t is a technique used by brokers in setting shadow prices where such price most of the time could not 

stay for longer periods. Th is condition often ends up with harmful consequences to smallholder producers, 

mainly by lowering of selling price. Such Price is also used as a mechanism for breaking contractual 

agreements between unions and producers of vegetable. Another constraint is absence of safe and sound 

potential market, which di scourages producers (unsure about market) that make them to produce below their 

production capacity. 

4.9.5 Challenges Related to Rules, Regulations and Policy 

4.9.5.1 Lack of Standard in Measurement Units 

Wooden boxes are used in weighing onion or tomato (it weighs 10 kg). Currently, they are made up of light 

wooden materials weighing on ly 5kg, which creates room for cheating the farmers. Producers are misled by 

the weight of these new boxes as IOkg when weighing vegetable losing about 15 boxes of tomato per truck 

load. This is mainly due to absence of standardized materials for measurements and lack of inspection on 

weighing balances. Respondents confirmed that limited attempts were undertaken to avoid this problem by 

relevant government authorities. 

4.9.5.2 Absence of Market Rules and Regulations 

Vegetable marketing in Dugda Woreda is more of an informal trade with many actors. Some market actors 

such as brokers are doing all types of businesses in the market chains without any license. The worst cha llenge 

here is that few traders are licensed and are paying taxes whi le competing with non-tax payers in the same 

market. As per KII the illegal actors that are currently operat ing informa lly in the market should have been 

attracted to the formal market with some sort of incentive, wh ich is none at this moment. Those who have 

license and fo rmally joined the market system are paying tax while others are doing business informa lly 

without paying taxes. This seems penaliz ing those who conform to the market rules and regulations. 
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The operation of brokers in the production areas with a manner that distorts the orderly conduct of the market 

(particularly against farmers who are the majority and price takers in the market) and lack of any intervention 

from concerned bodies, show the absence of effecting pertinent rules and regulations. Farmers who 

complained to local administrations were told to agree with brokers without any attempt to identify the 

problems. The respondents highlighted that it need to enforce law and order in the market so as to create 

conducive marketing env ironment in which all actors enjoy equal level playing field with some form of 

affirmative action/support for the producers in the market. 

4.9.5.3 Absence of Active Input Regulatory System 

The seed production process is currently controlled by regional bureau of agriculture. But they are not 

inspecting and certifying locally produced vegetable seeds. Moreover, the quality of imported seed is also 

substandard as farmers complain about its poor germination. The same holds true for chemicals, where farmers 

do have complaints on the effectiveness of some of the chemicals. It is argued that the regulatory body focuses 

much on the food security crops like wheat, maize, teff, etc while leaving aside others. But, vegetable farmers 

are affected by importing low quality products and the less emphasis given to production of quality vegetable 

seeds locally. Farmers are also suffering from poor quality irrigation pumps that become non-operational 

within few days/weeks after they are purchased. This is mainly because of lack of appropriate regulatory 

system for irrigation pumps and equipments. This requires to set a certain minimum quality standard on the 

imported pumps and equipments with affordable price. 

4.10 Capacity ofSuppllrt Service Providers 

There are capacity gaps in the trade and marketing offices of the loca l government as it has limited staff with 

marketing skill s for supporting cooperatives. Extension agents (DAs) and subject matter specialists (SMS) 

have al so limited knowledge in advising farmers on irrigated agriculture, vegetable product ion and marketing. 

4.10.1 Short Duration of Project Interventions 

Several NGOs are supporting the development of vegetable market chain in the study area. These NGOs use 

different projects to initiate different development interventions including establishment and capacitating 

cooperatives in production and marketing of vegetable. Such interventions need time to closely follow up and 

take corrective actions and there by ensure sustainability. However, the life span of projects is too short and 

thus phase-out without properly implementing their intended activities. They do not get time to test the 

feasibility of business models they have introduced for scaling up of best practices. 
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Chapter Five 

Conclusions and Recommendations 

5.1 Conclusions 

In this study market chain of vegetable were analyzed. Vegetable market chain was di scussed and attempts 

were made to identify key vegetable marketing actors and channels; examining market structure for major 

actors; and assessing of the market performance for key vegetable marketing actors and channels by 

quanti fy ing costs and profit margins. Besides. production and marketing constraints and opportunities of 

vegetable were also discllssed. 

The major market chain actors identified are input suppliers, credit providers, producers, farmer traders, 

wholesalers, brokers, retailers and consumers. The major actors identified in the vegetable market chain are 

wholesalers and their brokers. 

Vegetable is an important cash <'rop and it passes through the hands of many intermediaries. Based on the 

directi on of flow and vo lume of vegetable transacted, five marketing channels were identified. The channel 

starts from the producers (farmers) and ends in the terminal market passing throu gh a number of marketing 

actors along the chain. Accordingly, about 32,0 I 0 quintals of vegetable was marketed among the identified 

channels. 

The identified vegetable marketing channels includes : Producers-Woreda reta iler-Consumer, Producer-Broker­

Central wholesa ler-Retailer-Consumer, Producer-Woreda wholesaler-Central wholesaler-Retai ler-Consumer, 

Producer-Farm er trader-Central wholesa ler-Retailer-Consumer and Producer-Uni on-Consumer cooperative­

Consumer are the main channels for vegetable marketing. The first channel was the shortest one and vital for 

producers and consumers to get vegetable at reasonable prices; whi Ie the second and third marketing channels 

were the most dominant in terms of total vo lume marketed for vegetable. 

Profit is somewhat high for central wholesa lers in channe l II and thi s is because of di rect purchase from 

farmers at farm land. However, ill channel III central wholesalers incur a loss probably due to price fluctuation 

in the market and wastage loss. Subsequent to Channe l II of central wholesa lers, channel III of Woreda 

wholesalers, and channel IV of central wholesa lers is comparati ve ly the top three profitable (efficient) 
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channels for sale of vegetable in the study area. Profit of woreda retailers is Birr 2939 in channel I. This profit 

was made by direct purchase from farmers through total el imination of other middlemen (woreda brokers, 

woreda who lesalers and farmer traders), and directly sale to consumers. The profit obtained by central 

wholesalers was highest in channel II which is Birr 204,827. 

Market concentration refers to the number and relative size distribution of buyers and sell ers in the market. 

Thus, concentration ratio was calculated for vegetable market by taking 40 va lid sampled cases from 

wholesa lers, retailers, brokers, farmer traders and cooperative unions from Meki and Atikilt Tera markets. The 

result indicated that the first four largest volume of vegetable purchased by traders (CR4) constitute 50% of 

market share which indicates existence of strongly oligopolistic market structure for vegetable marketing. 

OLS simple linear regression analysis conducted specifies an existence of economies of sca le and a negative 

correlation between average cost and total product for woreda wholesalers which implies as average total 

vegetable suppl ied to the marker increases the average cost of wholesalers decreases and vice versa. When 

total product handled to the market increases wholesalers have an advantage and smaller simi lar firms have 

less capital and unable to compete with the larger ones . Thus, there is an entry barrier for smaller who lesa lers. 

The existence of economy of sca le for Woreda wholesalers also implies large firms market their products at 

cons iderab ly lower average costs than smaller firms . For everyone unit increase in total product (Q); average 

cost (AC) of wholesalers diminishes by -0.00009 Birr. 

Given the large potential for vegdable production in the country, their contribution to the total GOP has been 

extremely low for many reasons. The most cited reasons include lack of diversified and market oriented 

production, absence of vegetab le market information, inadequate government interventions and absence of 

market regulations and legis lations . Consequently, vegetable marketing needs due attention in an on-going or 

future vegetable development plan. 

The production opportunities identified includes existence of groundwater resources, suitable agro-ecology 

and presence of financial in stitutions (banks and MFls). On the other hand, challenges that affect production 

and productivity of vegetabk: as respondents identified include: improper utilization of chem icals on plots of 

land (overutilization), winding, heavy rainfall , absence of storage facilities and poor post-harvest techniques 

are the major ones. Furthermore. irregu larities of rainfall and moisture stress, use of groundwater and Lake 
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Ziway water for irrigation without proper management posing a threat to the soil, and inaccessibility of 

households to electric power supply in rural areas impede production of vegeta ble in the study area . 

The marketing constraints identified include: volatility of prices, presence of o ligopoli stic market structure, 

occurrence of deadly disease, high involvement and role of middlemen (brokers and wholesalers), absence of 

market rules and regulations and lack of standard in measurement units are major fac tors hindered marketing 

task of vegetable. 

Draw backs deterring the development of vegetable are fo und in all stages of the chain. At the farm-level; high 

costs of seed and seed lings have forced farmers to abandon vegetab le production. Storage fac ilities and 

absence of co llective barga ining power has also forced ind ividual fa rmers to accept unfavora ble dea ls of 

intermediaries such as brokers and wholesa lers. 

Ex istence of marketing ma lpractices reported in the study like absence of standardized we ighing mechanism, 

quoting of lower prices and lack of accurate market information about the condition of market are common. 

Moreover, defic iency in capita l and credit ava ilability is also reported as major problems that constra ined 

farmers to sell their produce at existing ma rket price set by intermediaries. Lack of organized institution and 

efficient marketing system made traders in a better position to dominate the pricing. 
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5.2 Recommendations 

• Legalizing and snpporting local vegetable markets 
Provision of tax holidays and tax cuts for licensed traders as an incentive to encourage legal trade and 
brokerage services is required (this could al so broaden the state 's tax base). Government shou ld also find the 
means to control illegal actors (un li censed traders and brokers). 

Initi ate standardized weigh ing m~chanism to overcome the prob lem of cheating by middlemen. Plastic box of 
known weight should be used instead of wooden boxes with variab le weight (use of wooden box should be 
forb idden). Using plastic boxes helps traders who buy vegetable from these areas to calculate their profit 
margins in advance from the normal transaction than being motivated for using wrong weight which support 
orderly marketing functions. 

The Woreda Trade Offices should be staffed and given clear guidance in monitoring the accuracy of weighing 
scales and measuring boxes in vegetable markets so as to ensure enforcement of law and order in the market. 
The office should also be capacitated in a way that it could create/promote fair market for producers and all 
actors. 

The government should develop criteria to make brokering an authorized and licensed business so that local 
authorities provide licenses to those who meet the criteria with restriction that they do only brokering. The 
licensed brokers should also be given training on brokering activities including legal issues. 

• Changing the role of brokers in the market 
Currently, though brokers played unresponsively for facilitation and marketing of vegetable, their contribution 
for development of marketing of vegetable is still undeniable, and it would have been much more helpful if 
they were lega lized. The Woreda Trade Office and other concerned partners need to work in closer partnership 
and regulate brokers to playa constructive role for efficient transaction of vegetable. Hence, WTO, WIDA, 
W AO and other stakeholders have to capacitate brokers in collaboration through delivering continuous 
capacity building, trainings and supports. Bes ides, licensing of all actors including wholesalers involved in 
vegetable market before they are operating in the business is essential. 
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• C hanging oligopolistic market structure 

Due to the strongly oligopolistic market structure of vegetable, intermediaries face difficulties to enter or exit 

freely in the market. Thus, to address oligopolistic tendency, it requires change of the existing imperfect 

market structure so as to be competit ive, through engaging all actors to freely participate in the process of 

vegetable marketing. To th is effect, loca l administration has to playa key role in participating potential actors 

(e.g. brokers and woreda wholesa lers) to trade vegetable on free market bases by creating convenient 

envi ronment fo r all. 

• Providing a regular and accurate market information 

Lack of regular and accurate marketing info rmation is one of the major constraints in agricultura l commodity 

marketing in Ethiopia. The problem becomes more serious for horticultural crops in a situation where storage, 

processing and transport fac ili ties are underdeveloped. Farmers obtain price informati on mostly from their 

relati ves and the market itself (mainly brokers) by their own assessment. Therefore, to avoid asymmetry of 

price in fo rm ation and min im ize transact ion costs, it is very important to have weekly or monthly price 

broadcast through any available media in order to reach producers, traders and consumers. 

• Capacitating unions to supply inputs 

To ensure deli very of fertilizers fo r irrigated production and pesticides of the required quality at the right time 

producers organizations in the area (li ke Meki-Batu unions) should be strenl,rthened (they have to offer their 

services during off season with early planning so as to address the prob lem). 

• Establishing vegct'able processing plants 

Production of vegetab le is a ri sky business (because of its perishab i li ty) at times of over production causing 

prices to fall even below its harvesting or in put costs. Promoting small scale process ing plants th at can add 

va lue to these products is one of lhe means to minimize ri sks. 

• Support producers on crop diversification (vegetable cropping calendar) 

With a purpose of promoti ng crop divers ifi cation and min imize marketing risk, there is a need to have a 

nati onal and regional vegetable cropping ca lendar. The inform ati on has to be shared throughout the country 

(woreda) so that development workers advise fa rm ers what, how and for whom to produce and distri bute 

vegetab le in the market. 
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• Fu tu re Resea rc h 

Based on the results and conclusions obtained in this study, further research can be drawn. On the other hand, 

vegetable production at the study area during dry season requires irrigation using gro undwater and Lake 

Z iway. However, the use of lake water without proper care fo r irrigati on purpose may put the sustainability of 

the lake under pressure. Unsustainable water use could also limit the sh ift of land and labor use from 

subsistence to cash crop production. Future research a long this line is important and urgent as commercial 

flower farms recently started to boom around Lake Ziway as well as utilization of the lake for irrigation. 

Farm gate (on the spot) price negotiations may fa il due to asymmetric information flow from central market to 

trading actors. However, it would have been fairly beneficial for both parties if market price information is 

equally accessed at all levels. It is onl y occas ional that negotiations fail de liberate ly by sellers while holding 

higher price tag to get in forma tion on the possible maximum judgment of the buyers. This method has a 

benefit in revealing informat ion but it could also cost producers if the next negotiation ends at a lower price 

than what the previous buyer offered. Given the fluctuating daily vegetab le prices at the central vegetable 

market and the perishab le nature of some vegetable, it is essential to analyze the cost-benefit of using 

negotiation fail ure as informat ion revea ling strategy and the loss in product quality by sticking to high tag 

prices. 

11 is also fo und out that most farmers prefer selling the ir vegetab le to wholesalers because of fa ilure to trust in 

brokers. Unfortunately, most of the farmers are hardly able to access who lesa lers directly and trade with them. 

Hence, brokers easi ly intervene at the guise of facilitating transaction of vegetable. Therefore, analyzing 

factors (determinants) affecting channel choice decision of smallholders in vegetable marketing appears a 

topic for fu rther research. 
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7. Appendices 

Annex I ' Frequency d istribution o f major in frastructural faci lities 

Mode of transport Peasant associat ion 

Bckcie-giri sa Shubi-gamo Wclda-kclina Teoo-choroke 

Count Count Coun t Count 

On foOl 13 12 2 1 9 

Animal power 8 18 4 I 
Agr icultural in put distribution 

Vehide 8 13 6 2 
cenler 

Veh icle and foot I 2 5 5 

Vehicle and animal power 6 0 0 I 

On foot 5 7 0 2 

Animal power 3 15 5 I 

MFI Vehicle 6 13 4 9 

Vehicle and foot 3 7 4 5 

Animal \lOwer and fool 3 I 0 I 

On foot 26 28 25 16 

Aninml power 2 2 3 0 

Development agent's office Vehicle 6 12 6 I 

Vt:hicle ,mu foot 0 2 2 I 

Fool and an imal power 2 I 0 0 

On foot 24 14 20 13 

Anima l power 3 14 7 0 

Vehicle 6 13 6 3 

All wCrlther road Vehicle and foo.t 2 I 3 I 

Animal power and foot I 2 0 0 

Veh icle :md animal power 0 I 0 0 

On foot 12 28 31 II 

Animal POW!;!!" 0 6 2 I 
Seasonal road 

Vellicle 0 9 I 0 

Vehicle :md fool I I 0 0 

On foot 0 0 0 2 

Animal power 0 0 I 0 
Loca l (PA) market 

Vehicle 0 0 0 I 

Vehicle and foot 0 0 0 0 
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Mode of transport Peasant association 

Bekelt:-girisa Shubi-gamo Welda-kelina Tepo-choroke 

Count COll nt Count Count 

On foOl 8 7 3 2 

Animal power 4 16 12 1 

Local won;:da market Vehicle 8 14 8 9 

Vehicll! :lIld foot 5 7 13 5 

An ima~ower and foot 11 1 0 1 

On foot 0 0 0 0 

Animal power 0 0 1 0 

Large urban market Vehicle 32 33 15 10 

Vehicle and foot 0 0 0 0 

Animal power and foot 0 1 0 0 

On foot 7 7 0 1 

Animal power 5 16 6 1 

Major wholesalers Vehicle 9 14 5 9 

Vehicle find foot 5 7 5 6 

Animfll power find foot 10 1 0 1 

On foot 7 7 3 2 

Ani mal power 9 16 12 0 

Middlemen Vehicle 9 13 8 10 

Vehide and fool 5 7 13 6 

Animal power and foot 6 0 0 0 

Raw Tolal 36 43 36 18 

Source: Survey result, 20 15 
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Annex 2: One way time taken and distance from infrastructural facilities in (minutes and Km) 

Peasant Administration 

Bekele~Q,iriS2 Shubi-gamo Welda-kelina T epo-choroke Column Total 

Mean SO Mean SO Mean SO Mean SO Mean SO 

One way time taken to agricultural input distribution 
24 14 29 17 

center in minutes 
42 18 27 24 31 19 

Distance from agricultural inputs in Km 2.63 1.35 3.09 1.98 4.91 13. 12 4.58 3.54 3.66 7.04 

One way time taken to MFI in minutes 27 13 39 25 83 4 1 30 23 41 30 

Distance from MFI in Km 3 I 4 2 10 3 8 I 5 3 

One way ti me taken to DA's office in minutes 15 15 23 14 35 14 20 10 24 16 

Distance from development agent's office in Km 1.83 2.07 2.48 3.55 4.03 13.06 1.84 1.70 2.65 7.19 

One \'lay time taken to all weather road in minutes 16 II 31 20 40 36 69 205 34 78 

Distance from all weather road in Km 1.77 1.45 3.50 2.57 6.85 16.69 51.41 208.80 10.45 77.20 

One way time taken to seasonal road in minutes 10 10 10 10 12 7 17 18 II 10 

Distance from seasonal road in Km .61 2 .533 1.777 6.768 .706 .900 1.729 2.287 1.277 4.546 

One way to local (PA) market in minutes 120 45 26 64 43 

Distance fro111 local market in Km 8 6 4 6 3 

One way to local Woreda market in min utes 30 15 39 24 97 39 31 23 5 1 39 

Distance from local Woreda market in K.m 2.99 1.31 4.48 2.25 8.88 1.79 11.89 18.30 6.29 7.49 

One \'I'3.y to large urban market in minutes 194 18 170 29 186 36 125 82 176 42 

Distance from large urban market in Km 135 2 131 20 11 5 47 88 68 125 35 

One way distance to major wholesalers in minutes 29 15 4 1 29 77 43 35 23 41 31 

Distance from major who lesalers in Km 2.96 1.24 7.1 5 18.86 53 1.76 2153.35 8.08 1.00 84.28 83 1.93 

One way distance to middle men in minutes 29 14 4 1 36 96 39 35 23 52 41 

Distance from middle men in Km 2.95 1.24 4.3 1 2.22 8.71 2.22 8. 17 1.l 0 5.70 3.07 

Source: Survey result, 2015 
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Annex 3' Access to infrastructural services 

Peasant administration 

Indicators Bekele-girisa Shubi-gamo Welda-kelina Tepo-choroke Column Total 

Mean SO Mean SO Mean SO Mean SO Mean SO 

Distance from worcda murkct In (Km) 2.99 1.31 4.48 2.25 8.88 1.79 11.89 18.30 6.29 7.49 

Distance from all weather road in (Km) 1.77 1.45 3.50 2.57 6.85 16.69 51.4 1 208.80 10.45 77.20 

Distance from OA 's otlic..: in Kill 1.83 2.07 2.48 3.55 4.03 13.06 1.84 1.70 2.65 7. 19 

Distance from ~'IFI in Km 3 I 4 2 JO 3 8 I 5 3 

Source : Survey result, 20 15 

Annex 4' Dugda Woreda Vegetable production from 2011-2014 

Vcgchlblc type Total production (qO 

Sum Column Sum ufu 

Tomato 7190452 50.8% 

Onion 6292043 44.4% 

Pepper 103700 0.7% 

Cabbage 33 1858 2.3% 

Green bean 218769 1.5% 

Radish 67 16 0.0% 

Kiyar 11 810 0. 1% 

Pepperoni 3603 0.0% 
Totlll 1415895 1 100.0% 

Source: Survey resul t, 20 15 
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Annex 5: Table Access to Inputs and Services 

Types of input and sen' ices delivered 

Access to 
inputs 
problems8 

Sh0l1agc o f access to inputs in the current irrigat ion SC<lson 

(2007 E.C) 

Did the J-IH have ndcquate extension Slipport in last irrignt ion 
season? 

Did the HI-! receive training in product ion techniques of the 
part icular commodity (tomat% nion)? 

Did the 1-/1-1 participate in farmers' field day for the part icu lar 
commodi ty (tomat%nion)? 

Do~u sell on the spot? 

As a seller, do YOU face many buyers in the market? 

Do vo u think th at your product is the same as others supply? 

Do all actors abide by rul es and regu lat ions of techn ical 
5P_ccilicHtion of the J?roduct? 

Organizat ion (\VIDA) monitors the suppli er's performance in 
meeting the required technical specification? 

Does the organ izati on (W1DA) monitor tbe suppli rds 
performance in meeting the requi red tecllll icld specifi cation? 

Are both se ller and buyer commi tted to solving prob lems 
related to price setting and product quality through negotiation 
tb an tlirt;;atrming? 

As proJucer, do ),Oll have diffi cu lti es to market your 
commo<i it irs? 

Do YLIU bdieve that the information th at you receive is 
adequatl!? 

Do you coordi nate each other in purchasing inputs with other 
farmers: 

Are you invo lved in contract farming through producer 
organi z..atiol l (PO) /cooperat ive associati on? 

Are yo u a member of producer organi zation (PO)/ cooperative 
association in your kcbeltdworeda? 

Were there any positive changes in the last fi ve years related 
to marketing? 

a. Dichotomy group tabulated al v<1 iue I and it represents yes respondents. 

Source: Survey result, 2015 
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Responses 

N 

103 

77 

45 

26 

13 1 

131 

120 

8 

19 

29 

25 

123 

34 

52 

14 

5 1 

129 

Percent 
of Cases 

75.70 

56.60 

33. 10 

19. 10 

%.30 

96.30 

88.20 

5.90 

14.00 

21.30 

18.40 

90.40 

25.00 

38.20 

10.30 

37.50 

94.90 



Annex 6' FGD and key informants in the study areas 
Farmers Group Discussion 

S.No per PAs Number 01' Interviewee 
I Bekele-girisa 9 
2 Tepo-choroke 8 
3 Welda-kelina 8 
4 Shubi-gamo 9 

Total 34 
S.No Key Informants 
I Woreda Irrigation and 2 

Development Authority 
2 Meki-Batu Union 2 
3 Input suppliers at Meki town 2 
4 Farmer I 

Total 7 
Source: Survey result, 2015 

An nex 7' Total vo lume bought by marketing actors 

Total volume purchase by Actors Involved 
No 

Woreda Central Centra l Wholesalers 
Retailrs Retailers brokers 

I 25000' 100 200 
2 25000' 200 300 9000 
3 60000' 300 150 4000 
4 15000 110 155 5500 
5 10000 100 575 5500 
6 8000 310 
7 11000 170 420 
8 5000 120 500 
9 1000 300 
10 3000 100 200 
I I 6000 
12 2800 
13 3000 

Tota l 174800 1810 2500 24000 
• The four largest trade rs se lected to est. mate concentration rat.o 

Source: Survey resu lt, 20 15 
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Farmer 
trader 

15000 
5000 
7500 
10500 

38000 

Meki-Batu 
Union 

20000' 

20000 



Annex 8: Age ofthe household head 

Shtist ics 

Val id 136 
N 

Missing 0 

Mean 34. 15 

Median 32.50 

Mode 28 

Std. Devi!'ltion 9.794 

Range 50 

Minimum 18 

Maximum 68 

Source: Survey result, 201 5 
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Annex 9 Producers' Survey Questionnaire 

Introduction 

This survey questionnaire is designed to collect data for the purpose of undertaking research for 
the partial fulfillment of the requirement of MA thesis in Regional and Local Development 
Studies at Addis Ababa University. Moreover, the survey is conducted as part of LIVES 
project's d iagnostic research in order to understand the market chain of vegetable. The aim in 
this regard is primarily research for supporting development. All the information to be collected 
from respondents wi ll be kept confidential, where study finding wi ll be reported only in 
summarized form . The researcher is indebted to the kind cooperation of respondents and their 
sincerity of replies to the questionnaire. 

Instructions to E numerators 

o Make brief introduction before starting any question, introduce yourself /0 the farmers, 
greet them in local ways and make clear the objective of the study. 

o Please fill the interview schedule according to the farmers reply (do not put your own 
feeling). 

o Please ask each question clearly and patiently until the farmer gets your points. 
o Please do not use technical terms and do 110t forge t local units 

o During the pracess write answers on the space provided 

o Check thai al/ queslions are asked and Ihe interview schedule format is properly completed. 
Date of in terview (dd/m m/yr): ___ I ___ I -:-:--_ 
Name of the enumerator: Name of supervisor: --------

Use this general codes': 
-888 = Not applicable 

-999= Missing value 

3 "No t applicable" is utilized whenever the question is not relevant or not applicable for the respondent, "Missing value" refers to a situation where a respondent unable or not-wifling to answer the question. 
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I. Geographic and administrative information 
Firstly we wou ld like to ask you some general questions about your PA. 
Country: 

01. Region: 

02. Zone: 

03. Woreda: 

04. PA/Kebelle 

Ethiopia 

Oromia 

East Shoa 

Dugda 

05. Village/gote/ gare/kushet 

06. Agro ecology I = highland, 2= moderete highland, 3= lowland, 4= other (specify) 
07. Household Head' s Name: _____________ _ 
08. Household 's sex: ___ _ 

09. Household ID: ___________ _ 

10. Household head's age: ____ _ 

II. Respondent Name: __________ _ 

12. Respondent's age: ____ _ 

13. Respondent's sex: I= Male 2 = Female 
14. Commodity domain of the PA: I=onion, 2= tomato 3=other (specify) __________ _ 
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2. Indicate the distance to infrastructure and services from residence (walkin~ time and distance in kml 

Type of Infrastructure & One way Distance Mode of Transport> Remark 
Services (in minutes) in km 

Agricultural input distribution 
centre 
Microfinance institution 

Development agent's office 

All weather road 

Seasonal road 

Local (PA) Market 

Local woreda market 
-

Large Urban Market 

Distance to major wholesalers 

Distance to middle men 

*Mode of Transport: 1- On Foot, 2= Ammal power, 3= VehIcle, 4= VehIcle and foot, 5= other (specIfy) 

3. Household Characteristics: Please list all household members (refer codes in the next page), 
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CODES FOR HOUSEHOLD CHARACTERISTICS' J 

1 Sex: 2 Marital sfatu s 
J Relat ionship to head of 

4 Religion ~ Educlltionai status 
household (H H) 

I-Ma le 1- single I- Household head(HH) 1- Orthodox I- Illiterate 

2-Female 2~married 2-Spouse 2- lslam 2-Churcltfmosque education 

3-divorced 3- Son 3-Catholic 3-Adult li teracy program 

4- widowed 4- Daughter 4-Protestant 4-Elementary school complete 

5-separated 5- Brother or sister 5- 0ther 5- Junior complete 

6-other (specify) 6- Mother/Father 6- 10 complete 

7 In-laws 7- 12 complete 

8- Relati ves 8- College graduate 

9- Hired helper 9- Other (specify) 

I O- Other (specify) 

60ccupation "Presence 'UReason for 
(p= Primary, 7Special skill 8Ethnicit)' number of months during current 

S= Secondn.:y) 2007 E.C. (0-1 2 months) absence 
I Farming 0-- No special skill I-Amhara I-V isiting 

family 
2-Civ il Servant J--Mason 2-0romo 2- Away for 

school 
3 HOLlsewife 2 Trader/merchant 3-0ther(spec 3- Away for 

ifv) work 
4-Daily laborer 3 Handicraft 4-Looking for 

work 
5-PA/vi liage 4--Carpenter 5- Health 
offi cial treatment 
6 Dependent 5 Traditional healer 6- 0ther 

(specify) 
7 Herder 6 Other (specify) 
8 Student 
9 Trader 
10 Other(specify) 
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II. Access to Services and Production 

I. How long have yo u practiced production of vegetable products? years. 
2. Did yo u have extension contact expert in relation to vegetable (onion and tomato) production 

in the year 2007 E.C irrigation season? 
1= Yes, 0= No 

3. If your answer for Q.2 is yes, how often the extension agent contacted you specifically for 
vegetable production? 

1= weekly 
2= once in two week 

3=month ly 
4=twice in the year 

5=once in a year 
6= any time I ask them 

4. What was the advice of extension expert specifica lly on vegetable production? 

I = marketing of vegetab le 

2=transplanting 

3=fertilizer (compost) applications 

7= others (specify) _______ _ 

4=seed bed preparation 

5=harvesting 

6=post-harvest handling 

5. If the extension expert advice was on marketing of vegetable, what were the specific issues 
addressed? 

I = what to produce 
2=when to produce 

3=how to se lling 

4=how to maintain quality of the product 
5=info rm at ion on price differences by variety 

or quality 
6=other (specify) _____ _ 

6. Have you faced constraints related to vegetable production? 

I=Yes, O=No 

7. If yes, what are the constraints of production for vegetable? Please tick ('J) one of the choices 
. fi I 5 ranolllg rom to 

No. 
Constraints of Strongly Disagree Neutral Agree Strongly 

production Disagree (1) (2) (3) (4) Al!rec -(5) 

I Insects 
2 Diseases 
, Weeds ) 

4 Seedling Shortage 
5 Fertilizer Shortage 
6 Wild animals 
7 Theft 
8 Lack of market 

information 
9 Other (speciry) 
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8. Type of information/ services you need in vegetable production? Please tick ('J) one of the 
h . . f I 5 C Qlces rangtng · rom to 

No. 
Extension service is Strongly Disagree Neutral Agree Strongly 

required on Disagree (1) (2) (3) (4) Agree -(5) 

I Seedling! planting material 
preparation 

2 Weed control method 

3 Disease management 

4 Field management after 
pl antat ion 

5 Post-harvest treatments and 
storage 

6 Marketing (information 
where and when to sell) 

III. Marketing of an irrigated product 

I. Did you sell vegetable in the current year/ last year? I = Yes, 0= No 
2. If your answer for Q.I is No, why you did not sell? - -,--7-:- --,=:---".- --;----::----,,--
3. If the answer to Q.I is yes, please answer the questions below. (Please foclls only on the selected 

irrigated vegetable and based on the commodity domain). 
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. Area (in T imad , Kelt) 

5. Irrigated 0= no, I =yes 

6*. Crop type 

7. Seed quantity (in kg) 

8. Seedlings (in seed bed) 

9.Seed/seedlings type: I = local, 
2=improved 

10. Pri ce of seed/seedli ngs (in birr/kg 
or number or seed bed) 

II *. Source of seed 

12* Source of seedl ings 

13. Labor used in land preparation 
i nc l udin ~ plowing (units) 

14. Labor for watering cultivation 
(units) 

15. Labor used for harvesting (un its) 

16. Average price for labor man days 
(LMD) 

17. Oxen days for plowing! cultivation 
(timad/chimdi) 

18. Oxen day pri ce/day 

19. Land value (if rented) or use local 
ent 

20. Amount of Fertilizer (DAP, UREA, 
etc.) used (in KG) 

? l. Pri ce offertili zer (in BiIT) 

22*. Source of fertilizer 

23.0rganic fe rtilizer used in kg 
IM . " " rp r, . etcL 

24. Pri ce of organic fertil izer (birr/kg) 
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29*: Source of insecticide/ fun gi cide code: 1= AISCO, 2= open market, 3= union/cooperative, 4= other (specify) 

34*: Actors: I. Collectors, 2. Consumers, 3. Wholesaler, 4. Retailer, s. Union/Cooperatives, 6. Processors, 7. Brokers, 8. Others (specify) 

36*: Place of sale: I = local market, 2= woreda market, 3= zonal (major) market, 4= regional market, 5= other (specify) 

38*: Mode of transport: I = on foot, 2 = animal power, 3 = vehicle, 4. foot and vehicle 5= other (specify) 

42* : Market information source code: 1= Agricultural Marketing Information Agency (AMIA), 2= fellow farmers, 3= producer organization 

(PO) / cooperative association, 4= broker/farmer trauer, 5= mass media 6= other (specify) 

46*: Inputs supplied by the buying finn 1= fertilizer, 2= fungicide / in secticide, 3= No input service 4= other (specify) 
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49. Did the househo ld face shortage of access to inputs in th~ current irrigation season (current 
year)? 
I= Yes, O= No. 

50. I f yes to Q. 49, indicate which inputs were lacking in the market? 
I = seed 2=seedlings, 3= fertilizers, 4= fungicide / insecticide, 5= other (specify), 

51 . Did the household have adequate extension support last irrigation season? I = Yes, 0= No. 
52. Did the household receive training in production techniques of the particular commodity 

[tomat% nion]? I = Yes, 0= No. 
53. Did the household partic ipate in farmers' fi eld day fo r the particular commodity 

[tomat% nion)? I = Yes, 0= No. 
54. Do yo u sell on the spot? I = Yes, 0 = No. 

55. As a seller, do yo u face many buyers in the market? 1= Yes, O= No. 

56. If yes to Q. 55, how much percent of your product purchased by a particu lar buyer? 
Approximate for onion % & for tomato %. 

57. Do you think that yo ur product is the same as what others supply? 1= Yes, O=No. 

58. Who sets the market price from the following? I. Collectors, 2.Consumers, 3. Wholesaler, 
4. Reta ilers, 5.Cooperatives, 6.Processors, 7.Brokers, 8. Don' t know, 9.0thers (specify) __ 

59. Who defines the quality or technica l specification of the products? I . Collectors, 
2.Consumers, 3.Wholesalers, 4.Reta ilers, 5.Cooperatives, 6.Processors, 7.Brokers, 8.0thers 
(specify)_~_-:-_~:----:-___ ---: __ -:--:-_ 

60. Are there rules and regulations between producers and buyers re lated to respecting supply 
dates and settling the rece ipts on time? I = Yes, 0= No 

6 1. Are there rules and regu lations re lated to technica l specification of the product? 
j= Yes, O= No 

62. Do all actors abide by rules and regu lations of technica l specification of the product? 
I= Yes, O= No 

63. If no to Q. 62, which actors violate mostly the rules and regulations just mentioned [refer to 
Q. 58&59 on li st o f actors)? I. Collectors, 2. Consumers, 3. Wholesaler, 4. Retailer, 
5. Cooperatives, 6. Processors, 7. Brokers, 8. Others (specify)_,----==,--,----,--___ ---,-_ 

64. Is there an organizat ion/Woreda Irrigation Development Authority (WIDA) that sets product 
quality standards (specifications) and regulates its safety? I = Yes, 0= No 

65. Does the organizati on (WIDA) monitor the supplier's performance in meeting the required 
techni ca l specificati ons? 

1= Yes, 0= No 
66. If yes to Q. 65 what is the name of the organization? . How often is the 

" regul ar" moni tori ng? per month / per year. 
67. Are both se ller and buyer committed to solving problems related to price setting and product 

quality through negotiati on rather than threatening? I = Yes, 0= No. 
G8. As a producer, do you have difficulties to market your commodities? 1= Yes, O=No. 
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69. If yes to Q. 68, what are the main problems related to marketing? 

I =Iack of market 

2=low Price of product 
3=lack of storage 
4=lack of transport 

6=poor linkage with wholesa lers 

7=low quality of product 
8=low consumer demand 
9=important role of brokers 

5=lack of market information I O=others (specify) _____ __ _ 

70. What type of information do you rece ive regularly? 
I = market price, 2= volume supplied, 3=value addition poss ibilities, 4= market prices by 
quality differences, 5= other (specity) _____________ _ 

71. Do you beliew that the information that you receive is adequate? I = Yes, 0= No. 
n. I f no to Q. 71 , what do you recommend to be included in the market information supply? 

73. Do yo u coordinate each other in purchasing inputs with other farm ers? 
I =Yes, 0= No. 

74. Are you in vo lved in contract farming through producer organization (PO) / cooperative 

association? I = Yes, 0= No 

75. Are you a member of producer organization (PO)/ cooperative association in your 

Kebele/Woreda? J= Yes, O= No 
76. If yes to Q. 75, what are the key functions of pas / cooperative association? 1= facilitate 

contract farming including barga ining, 2= become part of the supply chain (collecting, 

sorting, grading, process ing,), 3= innovation and knowledge transfer (like improved 

seed/seedling supply, modern harvesting and post harvesting techniques), 4= transport and 

storage facilities, 5= collecting market information; 6= credit service; 7= establi shing a 

quality ass urance system; 8= lobby the national government, 9= other (specify) ____ _ 

77. Were there any changes in the last five years related to marketing? 1= Yes, O= No. 

78. If yes to Q. 77, what were these changes? 

79. Who introduced those changes among the following? I = government promoted organs, 

2=co llective action , 3=NGOs, 4= individual initiatives, 5. Union/cooperatives 6= others 
(specify) _____________________ _ 

80. How is the trend of income obtained from vegetable production & marketing so far? 

I =Increasing 2=Decreasing 3= Same 4=Difficult to tell 
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Annex 10 Traders' Survey Questionnaire 

Introduction 

This survey questionnaire is designed to collect data for the purpose of undertaking research for 

the partial fu lfillment of the requirement of MA thesis in Regional and Local Development 

Studies at Addis Ababa Univers ity. Moreover, the survey is conducted as part of LIVES 

project' s diagnostic res~a rch in order to understand the market chain of vegetable. The aim in 

this regard is primarily research for supporting development. All the information to be collected 

from respondents will be kept confidential , where study finding will be reported only in 

summarized form. The researcher is indebted to the kind cooperation of respondents and their 

sincerity of replies to the questionna ire. 

Instructions to E numerators 

• lvIake brief introduction before starting any question, introduce yourselJto the traders, greet 

them in local ways and make clear the objective of the study. 

• Please fill the interview schedule according to the traders reply (do not put your own 

feeling). 

• Please ask each question clearly and patiently until the trader gets your points. 

• Please do no! use technical terms and do not forget local units 

• During the process write answers on the space provided 

• Check that all questions are asked and the interview schedule format is properly completed. 

Date of interv iew (dd/mm/yr) : __ I __ -,I _-.,-.,-__ 
Name of the enumerator: Name of supervisor: _________ _ 

Use this general codes': 
-888 = Not applicable 

-999= Missing value 

4 "Not applicable" is utilized whenever the question is not relevant or not applicable for the respondent, "Missing value" refers 
to a situation where a respondent unable or not-willing to answer the question. 
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Woreda Broker/intermediary 
We would like to ask about how brokers purchase a particular irrigated crop (vegetable) from farmers or farmer-traders and transfer to the next 
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83*: Sex: I ~ female, 2~ male; 
86*: Source of capital: I ~ own, 2~ credit from formal institutions, 3 ~ credit from friends, parent or neighbors, 4~ other (specify) 
87*: Credit source: I ~ bank, 2~ microfinance institution, 3~ fami ly/friends, 4~ supplier, S~ other (specify) 

-.i 
0 -

90*: I 03 *, Actors: I ~ consumer, 2~ farmer 3~broker (intermediary), 4~ wholesaler, S~ retailer, 6~ service cooperatives, 7~ processor, 
8~ consume, 9~other (specify) 

* * * oci <n '" r--
0 0 0 0 - - - -

92*: 10S*, Place of purchaselsale: I ~ local market, 2~ woreda market, 3~ zonal (major) market, 4~ regional market, S~central market 6~ farm land (spot) 
7~ other (specify) 
106*: Services acquired: 1:::: market information, 2= Credit services, 3= storage, 4= transport, 5= packaging, 6=processing, 7= other, specify. 
149*, Service given by: I ~ AMIA, 2~ private firm , 3~union/cooperative, 4~ rented vehicle, S~ regular transporter, 6~ own processing, 7~ processing 
enterprise, 8~ other (specify) 
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109. As a se ller, do you have a particular buyer? I = Yes, 0= No. 
110. If yes to Q. 109, how much percent of your product has been purchased by the firm? 

Approximate for onion _____ %; & for tomato _____ %. 

III. Are there sellers in the market who supply similar products as you do? 
I=Yes, 0= No. 
How many se llt:rs are there in the market? Approximate for onion __ _ 
tomato __ ,.-

112. As a buyer, do you have difficulty in obtaining suffi cient supplies? 

I= Yes, 0= No. 

113. As a buyer do you have difficulty in obtaining timely suppl ies? 1= Yes, 

114. As a buyer do you have difficulty in obtaining quality supplies? I = Yes, 

115. Can similar actors (like your firm) freely enter the market? 1= Yes, 0= No. 

116. If No to Q. 11 5 what is the constraining factor for firm to enter the market freely? 

I 17. Are there barriers to entry of actors engaged in vegetable marketing? I = Yes, 

118. If yes to Q. 11 7, what are the spec ific entry barriers? 
I =Iegal barriers 

2=political barriers 

4= social barriers 

5=lack of experi ence 

3= financial barriers 6=discrimination 

7=other (specify) __ _ 

119. Is there a stron g trust and cooperation evident among brokers/intermediaries? 

1= Yes, O= No. 
120. Is there a strong trust and cooperation between farmer and brokers/intermediaries? 

1= Yes, 0= No 
121. If No for Q.1 20, what are the apparent choke points or bottlenecks in the channel? 

& for 

O= No. 

O= No 

O= No. 

122. Do brokers/intermediaries have rules and regulations to follow in buying or selling 
vegetable? 1= Y t S, 0= No. 

123. How is the marketing operation of brokers/intermediaries regulated? 
I. From outs ide, 2.se lf-regulated 
3. No regulation, 4. Other (specify) ...,-_____ _ 

124. Did you have contract producers? I = Yes, 0= No 
125. If yes to Q. 124, do producers required to meet a specified product qua li ty or standard? 

1= Yes, 0= No 
126. What services did you provide to your contract farmers? 

I.market information 3.storage 5.Packaging 
2.cred it serv ices 4.transport 6. other (specify) _ __________ _ 

127. How often do producers fa il to deliver the agreed supply? 
I = always, 2= often , 3= rarely, 4=none 
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Woreda wholesaler 

We would like to ask you about how woreda wholesaler purchases irrigated crops (a particular vegetable) from farmers or local assemblers and 
transfers to the next channel 
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130*: Sex: 1= female, 2= male 
133*: Source of capital: I = own, 2= credit from forma l institutions, 3= credit from friends , parent or neighbors, 4= other (specifY) 
134*: Credit source: 1= bank, 2= microfinance institution, 3= fami ly/friends, 4= supplier, 5= other (specify), _______ _ 
137*: 151 *, Actors: 1= consumer, 2= farmer 3=broker (intermediary), 4= Wholesaler, 5= Retailer, 6= service cooperatives, 7= processor, 
8=consumer, 9=other (specify) 
140*: IS3*' Place of Purchase/sale: 1= local market, 2= woreda market, 3= zonal (major) market, 4= regional market, S=central market 6=farm 
land (spot) 7= other (specify), ___ .,----_,-------,-----:: _____ _ 
154*: Services acquired: 1= market information, 2= Credit services, 3= storage, 4= transport, 5= packaging, 6=processing, 7= other, specifY, 
155*: Service given by: 1= AMI A, 2= private firm, 3= union/cooperative, 4= rented vehicle, 5= regular transporter, 6= own processing, 
7=processing enterprise, 8= other (specifY) 
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157. As a seller, do you have a particular buyer? 1= Yes, O= No. 

158. If yes to Q. 195, how much percent of your product does the firm purchases? Approximate 

for onion % & for tomato %. 

159. Do you have sufficient buyers in the market? 1= Yes, O= No. 
Approximate number of buyers in the market for onion & for tomat0:--c:-:-__ 

160. Do you face challenge from several sellers in the market? 1 = Yes, 0= No. 
Approximate number of sellers in the market for onion & for tomato ___ _ 

161. As a buyer, do you have difficulty of obtaining sufficient supplies? 1= Yes, 

162. As a buyer, do you have difficulty of obtaining timely supplies? 1 =Yes 

163. As a buyer, do you have difficulty of obtaining quality supplies? I=Yes 

164. Can similar actors freely enter the market? 1= Yes, O=No. 

165. Ifno to Q164, what are the barriers to entry of actors in vegetable marketing? 

1 = legal barriers 

2=political barriers 

3=financial barriers 

4= social barriers 

5=lack of experience 

6=discrimination 

7=other (specify) __ _ 

O=No. 

O=No 

O=No 

166. Is there a strong trust and cooperation evident among woreda wholesalers? 1 = Yes, 0= No. 

167. Is there a strong trust and cooperation between farmer and woreda wholesalers? 

1= Yes, O= No 

168. If no to Q. 167 what are the apparent choke points or bottlenecks in this channel? 

169. Do woreda wholesalers have rules and regulations they have to follow in buying or selling 

vegetable? I = Yes, O= No. 

170. How is the marketing operation ofworeda wholesalers regulated? 

1 = from outside, 2=self-regulated 3=no regulation. 

4=other (specify) _______________ _ 

171. Did you have contract proclucers? 1 = Yes, O=No 

172. If yes to Q. 171, what are the specified product qualities or standard required to meet? __ 

173. What services you provide to your contract farmers? 

I =market information 3=storage 5=packaging 
2=cred it serv i~es 4=transport 6=other (specify) ___________ _ 

174. How often do producers fail to deliver the agreed supply? 

1= always, 2= often, 3= rarely, 4=none 
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Wereda retailer 
We would like to ask you about how woreda retailers purchase irrigated crops (a particular vegetable) from farmers or woreda wholesalers and 
transfer to the next channel 
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177*: Sex: 1 = female, 2= male 
180*: Source of capital: I = own, 2= Credit from formal institutions, 3= credit from friends, parent or neighbors, 4= other (specify) 
181 *: Credit source: I = Bank, 2= microfinance institution, 3= family/friends, 4= suppl ier, 5= other (specify) 
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184*: 198*' Actors: 1= consumer, 2= farmer 3=broker (intermediary), 4=wholesaler, 5=retailer, 6= service cooperatives, 7=processor, 8= 
consumers cooperatives, 9=other (specify), ____ ______ _ 
188*: 200*' Place of purchase/sale : 1= local market, 2= woreda market, 3= zonal (major) market, 4= regional market, 5=central market 6=farm 
land (spot) 7= other (specify) 
201 *: Services acquired: 1= market information, 2= Credit services, 3= storage, 4= transport, 5= packaging, 6=processing, 7= other, specify. 
202*: Service given by: 1= AM1A, 2= Private firm, 3= Union/cooperative, 4= Rented vehicle, 5= regular transporter, 6= own processing, 7= 
processing enterprise, 8= other (specify) 
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204. As a seller, do you have a particular consumer? I = Yes, O= No. 

205. [fyes to Q.204, how much percent of your product is purchased by the particular consumer? 

For Onion, ____ %, & for tomato, _ ___ % 

206. Do you have sufficient buyers in the market? 1= Yes, O= No 

207. Do you face challenge from many sellers in the market? I = Yes, 0= No 

Approximate number of sellers in the market: for Onion & for tomato _ __ _ 

208. As a buyer, do you have difficulty of obtaining sufficient supplies? 1= Yes, 

209. As a buyer, do you have difficulty of obtaining timely supplies? 1= Yes, 

210. As a buyer, do you have difficulty of obtaining quality supplies? I = Yes, 

211. Can similar actors (retailers) freely enter the market? 1= Yes, O= No. 

212. Are there barriers to entry of actors engaged in vegetable marketing? I = Yes, 

213. If yes to Q. 212, what are the specific entry bottlenecks? 

O=No. 

0= No. 

O= No. 

O= No. 

I = lack credit availability 

2=poor infrastructure 

3=limited competition 

4= shortage of inputs 

5=poor market linkage 

6=limited technical support 

7=other (specify) __ _ 

214. Is there strong trust anel cooperation evident among retails? 1= Yes, O= No. 

215. Is there a strong trust and cooperation between woreda retailers and wholesalers? 

1= Yes, 0= No 

216. What are the apparent bottlenecks or challenges in the vegetable marketing channel for 

retailers? 

217. Do retailers have rules and regulations to follow in buying or selling vegetable? 

1= Yes, 0= No. 

218. Is the marketing operation of retailers regulated from outside, or self-regulated? 

I =from outside 2=self regulated 3=no regulation 4=other (specify), ___ _ 
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Rural assembler! farmer trader 
We would like to ask you about how rural assembler! farmer trader purchases irrigated crops (selected vegetable) from farmers and transfers it to 
the next channel 
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221*: Sex: l=female, 2= male 
224*: Source of capital : I = own, 2= credit from formal institutions, 3= credit from friends, parent or neighbors, 4= other (specify) 
22S*: Credit source: 1= own, 2= bank, 3= microfinance institution, 4= family!friends, S= buyer, 6= other (specify) 
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229* : 243*- Actors: 1= producer, 2= farmer trader!broker (intermediary), 3= wholesaler, 4=retailer, S= service cooperatives, 6 = processor, 7= 
consumer, 8= other (specify); 

231*: 24S'Place of purchase!sale: I = local market, 2= woreda market, 3= zonal market, 4=regional market, S= other (specify); 
246*: Services acquired: 1= market information, 2= credit services, 3= storage, 4= transport, S= packaging, 6=processing, 7= other, specify, 
247* : Service given by: 1= AMIA, 2= Private firm, 3= Union/cooperative association, 4= regular transporter, S= processing enterprise, 7= other 

(specify) 
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249. As a buyer, do you have a particular se ller? 1= Yes, 0= No 
250. If the answer to Q. 249 is no, how many farmers cou ld be your potential se llers with respect 

to a particular vegetab le? Approximate for on ion , & for tomato ___ _ 

251. As a seller, do you have a particular buyer or firm? I = Yes, 0= No. 
252. If yes to Q. 25 1 how much percent of your product does the firm take? 

Approximate for onion %, & for tomato %. 

253 . Are there se llers in the market who supply similar products as you do? 1= Yes, O= No. 

254. If yes to Q. 253, how many sell ers are there in the market (approximate ly)? 

255. As a buyer, do you have difficulty of obta ining sufficient supp lies? 1= Yes, O= No. 

256. As a buyer, do you have difficulty of obta ining timely supp lies? 1= Yes, 0= No. 

257. As a buyer, do you have difficulty of obta ining quality supp li es? 1= Yes, O=No. 

258. Can simi lar actors (li ke your firm) free ly enter the market? 1= Yes, O= No. 

259. If no to Q. 258 what is the constraining factor for firm to enter the market freely? ___ _ 

260. Are there barriers to entry of actors engaged in vegetable marketing? I = Yes, O=No. 

26 1. If yes to Q. 260, what are the specific entry barriers? 
I =Iegal barriers 4= Social barriers 7= other (specify) __ _ 

2=Political barriers 5=lack of experience 

3=Financial barriers 6=discrimination 

262. Is there a strong trust and cooperation between farmers and assemblers or fa rmer-traders? 

1= Yes, 0= No 

263. Do assemblers/fanner-traders have rules and regulations to follow in buying and selling 
vegetable? I = Yes, 0= No. 

264. How is the market ing operation of assemblers/farmer-traders regulated? 
1= from outs ide 2=se lf-regu lated 3=no regulation 4=other (specify) ___ _ 

265. Are there facto rs in the environment that support growth of channels of vegetab le 

marketing? I = Yes, 0= No. 

266. If yes to Q. 265, what are those supporting factors? 

1= easier credit availab ility 

2=access to infrastructure 
4=ava ilability of inputs 7=other (specify) __ _ 

5=market linkage 
3=fair competition among traders 6=technical advice 

267. Ifno to Q.265, what are the factors that hinder growth of channels of vegetable marketing? 

I =Iack credit avai labi lity 4=shortage of inputs 7= other (specify) __ _ 

2=poor infrastructure 

3=lim ited competition 
5=poor market linkage 

6=limited techn ical support 
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Central Broker 
We would like to ask about how the central broker purchases irrigated crops (a particular vegetable) directly from farmers or/and regional 
wholesalers and transfe rs to the next channel 
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270*: Sex: 1 ~male 2~female 
273*: Source of capital: I = own, 2= credit from formal institutions, 3= credit from friends, parent or neighbors, 4=other (specify) 
274*: Credit source: I ~ Bank, 2~ micro finance institution, 3~ family/friends, 4~ supplier, 5~ other (specifY) 

~ 

"" >, -= 0) .D 
§ ~ 

':; iii E 0) a-
~ OJ u > 

'" 
OED 

0:; '" 4- '" '" '" 0 0) 0) 
4- U U 
0 0) "E 0;; 

U 
0) 

'" ~ 

OJ 0) 0) c: C/) C/) 
Cl 

* * * N M "" 0-, g; 0-, ~ 

277*: 290*. Actors: 1 =consumer, 2=fanner 3=broker (intermediary), 4=wholesaier, 5=retaiier, 6=service cooperatives, 7=processor, 8=consume, 9=other 
(specifY) 
280*: 292*0 Place of purchase/sale: I ~ local market, 2~ woreda market, 3~ zonal (major) market, 4~ regional market, 5~central market 6~fanm land 
(spot) 7~ other (specifY) 
293*: Services acquired: l=market information, 2=credit services, 3=storage, 4=transport, 5=packaging, 6=processing, 7=other, specify. 
294*: Service given by: I ~AMIA, 2~pri vate firm, 3 ~union!cooperative, 4~rented vehicle, 5~ regular transporter, 6~ own processing, 7~processing 
enterprise, 8~ other (specifY) 
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296. As a seller, do you have a particular buyer? I = Yes, 0= No. 

297. If yes to Q. 296, how much percent of your product is purchased by the particular buyer? 

For onion --- % & for tomato. ____ % 

298. Do you face challenges from many brokers in the market? I = Yes, 0= No 

299. Do you have sufficient customer in the market? 1= Yes, 0= No 

Approximate number of customers in the market: for onion & for tomato __ _ 

300. As a broker, do you have difficulty in obtaining sufficient suppliers? 1= Yes, 

30 I. As a broker, do YOll have difficulty in obtaining timely suppliers? I = Yes, 

302. As a broker, do YO ll have difficulty in obtaining quality suppliers? 1= Yes, 

303. Can simi lar brokers freely enter the market? 1= Yes, O=No. 

O= No. 

O=No. 

0= No. 

304. If no to Q. 303, what are the barriers to entry of brokers engaged in vegetab le marketing? 

I =Iegal barriers 4=soc ial barriers 7=other (specify) __ _ 

2=po li tical barriers 5= lack of experience 

3=financial barriers 6=discrimination 

305. If yes to Q. 303, what are the supportive factors to freely join the market? 

I =easier credit availability 

2=access to infrastructure 

3=fair competit ion among traders 

4=market linkage 

5=technical advice 
6=other (specify) _______ _ 

306. Is there a strong trust and cooperation evident among central brokers? 1= Yes, 0= No. 

307. Is there a cha ll enge in trust and cooperation between central wholesalers and brokers? 

I= Yes, O= No 

308. What are the apparent bottlenecks or challenges of brokers in the vegetable marketing 
channel? _______________________________ ___ 

309. Do central brokers have rules and regulations to follow as a broker in the marketing of 

vegetable? I = Yes, 0= No. 

310. If yes to Q. 309, how is the operation of central brokers regulated? 

I = from outside, 

3=no regulation, 

2= self-regulated, 

4=other (specify) __________ _ 
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Central wholesaler 
We ask about how regional wholesaler purchases irrigated crops (a particular vegetable) from farmers or broker or woreda wholesalers and 
transfers to the next channel. 
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313' : Sex: I =male, 2=female 
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316*: Source of capital: I = own, 2= credit from formal institutions, 3= credit from friends, parent or neighbors, 4= other (specify) 
317*: Credit source: I = Bank, 2= microfinance institution, 3= family/friends, 4= supplier, 5= other (specify) 
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320*: 333* Actors: I=consumer, 2=farmer 3=broker (intermediary), 4=wholesaler, 5=retailer, 6=service cooperatives, 7= processor, 8=consumer, 
9=other (specify) 
323*: 335*' Place of purchase/sale: 1= local market, 2= woreda market, 3= zonal (major) market, 4= regional market, 5=central market 6=farm 
land (spot) 7=other (specify) 
336* : Services acquired: 1= market information, 2= Credit services, 3= storage, 4= transport, 5= packaging, 6=processing, 7= other, specify" 
337* : Service given by: 1= AMIA, 2= Private firm , 3= Union/cooperative, 4= Rented vehicle, 5= regular transporter, 6= own processing, 
7=processing enterprise, 8= other (specify) 
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339. As a wholesaler, do you have a particular buyer? 1= Yes, O= No. 
340. If yes to Q. 339, how much percent of your product is purchased by your particular buyer? 

Approximate for on ion ___ % & for tomato ____ %. 
34 1. Do you have sufficient buyers in the market? 1 = Yes, 0= No 

Approximate the number of buyers in the market for onion, ___ & for tomato, __ _ 
342. Do you face challenges fro m many wholesalers in the market? I = Yes, 0= No 

Approximate number of wholesalers in the market for onion: & for tomato __ _ 
343. As a buyer, do you have difficulty in obtaining sufficient suppli es? 1= Yes, 0= No. 
344. As a buyer, do you have difficulty in obtaining timely supplies? 1= Yes, 0= No. 
345. As a buyer, do you have difficulty in obtaining quality supplies? 1= Yes, 0= No. 
346. Can similar actors (like your firm) freely enter the market? I = Yes, 0= No. 
347. Can similar wholesalers freely enter the market? 1= Yes, O=No. 
348. If no to Q. 347, what are the barriers / bottlenecks to entry of wholesalers engaged in vegetable 

marketing? 

1 =Iegal barriers 
2=politica l barriers 

4=social barriers 
5=lack of experience 

3=financial barriers 6=discrimination 

7=other (specify) __ _ 

349, Is there a strong trust and cooperation evident among wholesalers? 1 = Yes, O= No. 
350. Is there a problem uf trust and cooperation between wholesalers and brokers or farmers? 

1= Yes, O=No 

351. If yes to Q. 350, what are the apparent bottlenecks or challenges in this channel? 

352. Do wholesalers have rules and regulations to follow in buying and selli ng vegetable? 
I=Yes, O=No. 

353 , How is the operation of regional wholesalers regulated? 

1 =from outside, 2=self-regu lated, 3=not regulated, 
4=other (specify) ____________________ _ 

354. Did you have contract producers? I= Yes, O= No 
355. If yes to Q. 354, do producers required to meet a specitied product quality or standard? I =Yes, O=No 
356. What services do you provide to your contract farmers? 

1 =market information 3=storage 5=packaging 
2=Cred it services 4=transport 6=Other (specify) ___________ _ 

357. How often do producers fail to deliver the agreed supp ly? 

1= always, 2= often, 3= rarely, 4=none 
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Central Retailer 
We wou ld like to ask about how regional retailer purchases of irrigated crops (a particular vegetable) directly from farmers and regional 
wholesalers or woreda wholesalers and transfers to the next channel. 
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j60*: Sex: I ~male, 2~ female 
363*: Source of cap ital: I =own, 2~Credit from formal institutions, 3= credit from friends, parent or neighbors, 4= other (specify) 
364*: Credit source: I ~bank, 2~microfinance institution, 3~ family/friend s, 4= supplier, 5= other (specify) 
367*: 380*. Actors: l=consumer, 2=farmer 3=broker (intermediary), 4=wholesaler, S=retaiier, 6=service cooperatives, 7=processor, 8=consumer 
cooperatives, 9~other (specify) 
37 1 *: 382*. Place of purchase/sell: I ~Ioca l market, 2~woreda market, 3~zonal (major) market, 4~regional market, 5=central market 6~farm land (spot) 
7~ other (specify) 
383*: Services acquired: I ~market information, 2~credit services, 3=storage, 4~transport, 5~packaging, 6~processing, 7~other (specify) 
384*: Service given by: I ~ AMIA, 2~ Private firm, 3~ Union/cooperative, 4~ Rented vehicle, 5~ regular transporter, 6= own processing, 7~processing 
enterprise, 8~ other (specify) 
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386. As a seller or central retailer, do you have a particular buyer? I = Yes, 0= No. 
387. If yes to Q. 386, how much percent of your product purchased by your particular buyer? 

Approximate for on ion ___ % & for tomato _ ___ %. 

388. Do you have many buyers in the market? I = Yes, 0= No 
Approximate number of buyers in the market: for onion ____ ,& for tomato. __ _ 

389. Do you face challenges from many se llers in the market? 1= Yes, O= No 

Approximate number of se llers in the market : for onion ___ .& for tomato ___ _ 

390. As a buyer, do yo u have difficu lty in obtaining sufficient suppl ies? 

I=Yes, O=No. 

391. As a buyer, do you have difficulty in obtaining timely supplies? 1= Yes, 

392. As a buyer, do you have difficulty in obtaining quality supplies? 1= Yes, 

393. Can similar retailers (like you) free ly enter the market? 1= Yes, O= No. 

O=No. 

O= No. 

394. If no to Q. 393, what are the barriers I bottlenecks to entry of retailers engaged in vegetable 

marketing? 

I =Iegal barriers 

2=politica l barriers 

4=social barriers 

5=lack of experience 
7=other (specifY) __ _ 

3=financ ial barriers 6=discrimination 

395 . Is there strong trust and cooperation evident among retailers? 1= Yes, 

396. [s there a strong trust and cooperation between wholesalers and retailers? t = Yes, 

0= No. 

0= No 

397. What are the apparent choke points or bottlenecks in this channel? _________ _ 

398. Do retailers have rules and regulations to follow in buying or selling vegetable? 

1= Yes, O= No. 

399. How is the operation of regional retai lers regulated? 

I =from outside, 2=se lf-regulated, 3=not regu lated 

4=other (specify) ________________ _ 
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Annex 11 Key Informants' Interview Guiding Questions (Checklist) 

Woreda __________ _ 
Kebele _________ _ 
Date' _________ _ 
Name of interviewee, __________ _ 
Title of the interviewee __________ _ 

1, What is the panorama of vegetable market? 

2. What are the key actors invol ved in vegetable marketing? 

3. Which actors do play crucial role in vegetable marketing? 

4. What are the role of women in production and marketing of vegetable? 

5. What is the role of FTCs on vegetable production? How? 

6. What are the challenges and opportunities faced by smallholders in vegetable production? 

7. What outputs are achieved so far on dissemination of vegetable technologies? 

S. What are the possible so lutions to correct these problems? 

9. What are the constraints and opportunities affecting vegetable marketing? 

10. What do you suggest to tackle the challenges? 

11. Which are the months of the year that prices are lowest and highest for vegetable marketing? 
12. What are the condition of infrastructure like/accessibility of roads, availability of water, 

storage fac ilities etcl? 
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Annex 12 Checklist for Farmers' Group Discussion 
l. Group members should: 

• Respect others and their views 
• Strive to be honest and transparent 
• Recognize and acknowledge social reactions 

2. The Moderator should 
• Act as catalyst between individuals of the group 
• Strive to enhance capacity of rural people in analysis of problems and opportunities 
• Find ways of integrating dominant and quiet people and makes sure that all group members 
are able to express their opinions 
• Make S1Ire that the group keeps to the topic but flexible in handling additional information 
• Take care a/lime management 
• Listen carefully to any group member and does not much 

VVoreda ______________________________ ___ 

Kebele ____ ::----:--c-________ _ 

Tota l number of pa rticipants _____________ __ 
Da te ________ ,----___ --:---,--_--,--, __ ,-----,---
I . VVhat are the main actors participated in marketing/tradi ng of vegetable? 

2. VVhat are the linkages / interact ions/ partnerships between actors? 

3. VVhat are the gender roles in production and marketing of vegetable? 

4. VVhat are the strengths of producti on and marketing of vegetable? 

5. VVhat are the opportu nit ies on production & marketin g of vegetable? 

6. VVhat are the cons traints of production and marketing of vegetable? 

7. VV hat are th e threats on production & marketing of vegetab le? 

8. VV hat is your possib le so lution to rectify the production and marketing re lated problems? 

9. Disc uss out th e main challenges faced by each actors (assemblers, brokers, wholesalers, 

retailer and cooperatives) separately? 

10. How do farmers pe rceive/look themse lves as starter orthe chain processes? 
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