





















































































































































































































































5. Marketing margins of onion, potato, banana and orange

At the month of November and December 2010 average net profit margin received by producers
for each crop per quintal were 174 ETB, 63 ETB, 85 ETB and 47 ETB from onion, potato,
banana and orange per quintal, respectively. Similarly ET fruit acquired a net profit of 125ETB,
50ETB, 225ETB and S4ETB from onion, potato, banana and orange per quintal in that order.
Private Retailers also obtained a net profit margin of 208 ETB, 172ETB, 187ETB and 211 ETB
from onion, potato, banana and orange per quintal, respectively. These shows ET fruit’s growth
margin was very low for the sale of onion, potato and oranges comparing with other

intermediaries. But ET fruit had a good performance on banana marketing.

6. Market channels

From the identified market channels the channel that stretched as state farms and small farms—
ET fruit ( as a wholesaler and retailer) other wholesaler and retailer _ Consumers for onion ,
potato , banana and orange locally and ET fruit—export market internationally for orange and

banana were the major ones.

The interview result shows there were a channel conflict between state farms and ET fruit for
exporting the products to the foreign market but ET fruit had a well established marketing net

work domestically.

7. Consumer analysis

The level of demand was assessed with some properties of consumers. Based on the 50 sampled
consumers from 10 major retail shops of ET fruit, there were no as such much significant
differences among the sample respondents in terms of gender and marital status for the purchase
of fruits and vegetables. And the majority of ET fruit’s customers lie under the age of 19-35.
Moreover, the majority of respondents (82%) lie between the family sizes of 1-6. The survey

result shows the largest proportion of the respondents (34%) earns income birr 1001-2000 while

75



the next largest proportion earns birr 2001 -3000 (28%).From this we conclude income and

family size have an impact on the purchasing decision of customers.

8. Analysis of ET fruit marketing strategies

Analyses of marketing strategies of ET fruit also revealed that ET fruit were good at providing
fresh products with fair price using different distribution channels. But the majority of the
respondents agree on the problem they observe at ET fruit like: lack of supplying varieties of
products, absence of using promotion tools for information & supply problems. On top of this
the analysis of consumers attitude towards marketing facilities of ET fruit shows that the major
problems of ET fruit were: absence of credit facilities , lack of accurate measurements , absence
of packaging materials , poor service and absence of quality certification laboratories and
grading . Hence, these factors have a direct or indirect impact on the purchasing decisions of

customers.

9. Market and consumption analysis

In terms of market analysis, the size of the domestic market for fruit and vegetables is limited
and not very diverse. Fruits in the markets of Addis Ababa are restricted to bananas, papaya,
mango, avocado and oranges. Within the group of vegetables mostly potatoes, onions, peppers
and tomatoes are sold. Piazza and Mercato sell mostly vegetables and wide range of fruits (like
banana, orange, avocado, pineapple and papaya). On average the Ethiopian diet consists of 1.3
kg of fruit & 21.4kg of vegetables per person per year while that was maximum 39 and 88.2kg in
other African countries. Once the price per kg of fruit and vegetable in Ethiopia is the highest
compared with other African country, the percentage of the food budget spent on fruits is the

lowest.

Concerning the foreign market the interview result shows the markets with the highest potential
for F&V exports in the Middle East are Djibouti, the United Arab Emirates (Dubai and Abu
Dhabi), Qatar, Saudi Arabia and Yemen. In the period 2004-2006 local sales of ET fruit grow

from 68 million to 77 million birr and at the same time the international markets of ET fruit
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decline from 900,000 to 36,000 birr because of channel conflict with UAAIE. At this time
UAAIE sales value grow from 129.7 million birr to 152.2 million. Its export market also grows

from 42.22million to 48.99 million birr for the year 2004-2006.

10. Analysis of marketing opportunities and constraints

Though there was conducive climate, favorable government policy , high productivity ,low cost
of production and growing demand in the foreign market , The marketing system for onion,
potato, banana and orange was predominantly constrained by a number of troubles like shortage
of variety of products , absence of proper packaging , low consumption habit locally , poor
market information , lack of standard / grade for the product , unorganized market , supply chain

problems and poor linkage between producers and intermediaries were some of the major once.

4.2. Conclusions

The main theme of the thesis was to analyze the marketing performance of fruits and vegetables
of ET fruit with a specific focus on onion, potato, banana & orange. The choice of the crops
intentionally based their relative importance and marketability. The specific objectives included
assessing critically the marketing channels, organizations, linkages and lines of movements of
fruits and vegetables, analyzing the major constraints of marketing functions (packing,
processing, grading, buying and selling, transportation, storage, etc) and analyzing the

profitability and market supply of ET fruit.

A very wide number of respondents at all stages of the market channel were interviewed. A total
of 2 public fruit and vegetable products producers, ten private retailers and ET fruit as a
wholesaler / retailer were interviewed using structured questionnaires and 50 customers from ten
major retail shops of ET fruit in Addis Ababa were filled the questionnaires and all the
questionnaires were returned. Secondary data on basic fruits and vegetables production trends

was also collected.
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The study made a valuable addition to the knowledge required for efficient production and
marketing of onion, potato, banana and orange. The findings have revealed the yields of fruits
and vegetables in state farms have grown at higher rate when compared to small farms. This
growth provides an opportunity for market integration for state farms and ET fruit. Despite the
existence of considerable potential and a steady growth in yields over the last decade, the
development of ET fruits marketing practices appears to be hindered by a number of structural
problems like poor know how about the market, lack of proper marketing facilities and absence
of integrating the company with suppliers and other marketing intermediaries. This has a
negative effect on the enterprise, both in terms of foregone potential income and market

opportunities

In general analysis of the findings can be concluded as a corner stone to understand the onion,
potato, banana and orange profitability & market chain system. Fruit and vegetable marketing is
a means of income providing business opportunities for all actors in the market chain including
the producers, brokers, transporters, traders, and processors. Therefore the attention of all parties
is needed in improving the inefficient market chain through strengthening state farms and public

marketing Enterprises like ET fruit.

5.3. Recommendations

Based on the above findings and conclusion, the following recommendations are given so as to
be considered in the future intervention strategies which are aimed at the promotion of fruit &

vegetable marketing of ET fruit:

1. Regarding status and growth of fruits and vegetables production:

The growth trends in relation with the past behavior on growth patterns of fruits & vegetables
particularly onion, potato, banana and orange by state farms and small farms gives a clear
picture about the existence of positive growth. The researcher suggests that consolidating areas
of onion production in HDE and orange in UAAIE increases the production volume of the

country.
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Marketing of F & V crops by ET fruit particularly banana and orange seems profitable as

indicated from the survey result and hence great attention should be given to the mode of

production and marketing side to seek stable income. Once there is a large market for orange and

banana, ET fruit should engage in producing varieties of fruits and vegetables by taking free

land from the government.

2,

In order to improve marketing infrastructure/ facilities high investment on packaging,
grading, processing and market information would be helpful in improving the marketing
efficiency. Improvement in cold chain facilities are obviously important and do not need any
special mention. It is further suggested that ET fruit may formulate an appropriate policy to
invest in research and development for improving marketing systems and marketing
performances (i.e. Profitability and value chain) to facilitate marketing and trade of fruits

and vegetables including onion, potato, banana and orange.

3. Concerning value chain, the efforts for value addition in orange and onion need to be done

for enhancing returns. The promotion of export of F & V and value addition will not only
contribute in national economy but add in the income of producers. Further, it has also been
suggested to have drying systems for onion and packed juices from oranges for export. The
proper drying system of onion would promote the chances of onion export to Europe, USA
and Middle East and South Asian countries. ET fruit should optimize Value chain, leading to
higher value addition, reduced market losses, and better quality of products by establishing

its own processing industries.

The results of this study indicated that there is strong spatial price linkages across markets
for onion, potato , banana and orange reflected frequent flows of price information while
the difference in price at different locations were due to transportation and transaction costs.
High marketing margins of private retailers in supply chain of the fruits & vegetables and
different prices at different times were due to imperfections in marketing system and lack of
coordination for onion, potato, banana and orange marketing among intermediaries. An
important role may, therefore, be played by ET fruit as facilitator and promoter to create an

efficient marketing system.
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J.

In order to achieve normal profit ET fruit needs to focus on fruit & vegetable exports
particularly onion and orange. Banana has a competitive advantage in the local market. The
strategy can be identification of new markets with diversification of existing portfolio. The
study pinpointed the need for maintaining time series data for different indicators so as to
create a reliable management information system for planning, appraisal, implementation,
monitoring and evaluation of local markets, exports, and imports for fruits and vegetables in

the long run.

With regard to market channels there must be voluntarily traders and producers agreements
and establish trustful and strong trade agreements. Attempts to organize the traders and
producers without establishing a linkage between the two have resulted in rival relationships
between them. Neither the traders nor the producers succeeded. There is a strong need to
organize them as business associations and build their business management capacities to
operate as partners rather than rivals. ET fruit as a major wholesaler and retailer hadn’t strong
trade agreement with major state farms (i.e. HDE & UAAIE). The government has to play
this role. There is strong need to establish research and development programs to improve
management practices, particularly, the efficient use of available technology for timely and

efficient production and marketing.

The survey result also indicated that the overall horticulture (onion, potato, banana & orange)
marketing system was found to be traditional and underdeveloped, fragmented and
inefficient. Thus, government actions are required to certify F and V product traders to
ensure achievement of minimum standard weights, measurements, quality standards and
sustainable price control in order to facilitate the production and marketing process. On top
of this, Cooperatives and traders should work together to increase the efficiency of the

market and to gain normal profit in the market chain.

In order identify consumer and consumption habits the study also suggests strengthening the
fruit and vegetable marketing research centers under ET fruit and creating effective

coordination and collaborations among different research centers and institutions is crucial.
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Furthermore, Knowledge and skill in customers handling, product know how, arranging

credit facilities, value adding practices and others should be further built on.

Finally, further studies on marketing system should be conducted in all fruit and vegetable
marketing areas other than ET fruit so that a well organized regional and national fruit &

vegetable marketing system can be implemented.
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Appendix 1

ADDIS ABABA UNIVERSITY
SCHOOL OF GRADUATE STUDIES

Department of Marketing Management Education

Interview prepared for public fruits and vegetables producers (HDE and UAAIE)

Purpose: This interview is prepared for production and marketing managers of public fruits and
vegetables producers for the analysis of profitability and value chain of fruits and
vegetables: The case of ET fruit .The result of this interview will be used to supplement the
data gathered from the questionnaire in the analysis.

1. What fruit and vegetable crops do you currently grow? (List all that you produce)

A. Lettuce E. banana I. onion
B. Potato F. Chiles J. orange
C. Carrots G . Tomato K. Strawberry
D. Cabbage H. Beets L. others (specify)

2. Do you grow any crops other than fruits and vegetables? (Circle one)
A. Yes B. No

3. If yes (previous question), what are they?

A. B. G, D. E,

4. Do you keep written records of fruit and vegetable production? (Circle one)
A. Yes B. No
5. If yes, how much is the average productivity per hectare for:

A. banana

B. orange

C. onion

D. potato
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6. Which channels parties of distribution network are used in delivering fruits and vegetables in
domestic market?

A. Distributors  B. wholesalers  C. retailers D. others

7. Who are the major customers for your products?

8. Which of the following market does your enterprise serve?
A. domestic B. international
9. If your business serves international market, which regions does it serve most?
A. Europe B. Middle East C.USA D. Australia E. others
10. Which channel parties of distribution network are used in delivering fruit and vegetable
products to foreign market?
A. agent B. importer auction C. transit trade and re-export D. wholesaler
E. retailer F. others
11. How high is the risk of losing your fruit and vegetable production due to bad weather?
(Circle one)
A. Very low B. Low C. Moderate D. High. E. Very high

12. Costs, price, and profit analysis.

Birr/ quintals

banana orange onion potato

Cost/quintal

Price/quintal

Profit/quintal

13. What are the constraints and opportunities for fruits and vegetables production?
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Appendix 2
ADDIS ABABA UNIVERSITY
SCHOOL OF GRADUATE STUDIES

Department of Marketing Management Education

Interview prepared for Ethiopian fruits and vegetables marketing enterprises (ET fruit) as
a whole seller and retailer.

Purpose: This interview is prepared for sales and marketing managers of ET fruit for the
analysis of profitability and value chain of fruits and vegetables: The case of ET fruit .The
result of this interview will be used to supplement the data gathered from the questionnaire in the
analysis.

1. What kinds of fruits and vegetables do you supply to the domestic and international market?

2. Who are the final buyers of your products?

A. households’ B. hotels C. groceries  D. super markets E. others

3. Which channels parties of distribution network are used in delivering fruits and vegetables in
domestic market?

A. Distributors  B. other wholesalers  C. retailers D. others

4. How do you transport fruit and vegetable products in the domestic and international markets?
What does it costs?
5. How do you feel the price paid by the buyer that you sell comparing with other markets of the

competitors? (Select one)

A. Much lower B. Lower C. Equal D. Higher E. Much higher
6. Where do you get your products from?
A. small holders of farm gate B. public farming enterprises C. commercial farming
enterprises D. wholesalers F. others

7. Do you always buy from the same suppliers?

A. yes (specify kinds of contract)

B. no (why not)
8. Do you normally grade any of your products before selling? (Circle one) A. yes B. no
9. Do you have accurate packaging and storage for your fruits and vegetables?

A. yes B. no
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10. What is your company’s policy on defective products?

11. How marketing information disseminate to the customers?

12. When is the right time for the distribution of onion, potato, orange and banana to the

customers?

13. What was your total sales value of fruits and vegetables during last year in the local market

(in birr)?

14. What was your company’s sales value and volume in the global market during last year?

15. Can you add value to your fruit and vegetable products so that you can supply to a retail

trader? How?

16. Analysis of costs, price, revenue and profit in the value chain of banana, orange, potato and

onion for ET fruit.

Birr/ quintals

banana

orange

onion

potato

Cost/quintal

Price/quintal

Profit/quintal

17. What are the constraints and opportunities for fruits and vegetables marketing?
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Appendix 3
ADDIS ABABA UNIVERSITY
SCHOOL OF GRADUATE STUDIES

Department of Marketing Management Education

Interview prepared for private retail shops of fruits and vegetables

Purpose: This interview is prepared for retailers of fruits and vegetables for the analysis of
profitability and value chain of fruits and vegetables: The case of ET fruit .The result of this
interview will be used to supplement the data gathered from the questionnaire in the analysis.
1. What kinds of fruits and vegetables do you sale?
A. Fruits (specify all)
B. vegetables (specify all)
2. Where do you get fruits and vegetables from?
A. public farm enterprises B. private wholesalers ~ C. other retailers  D. from small farms
E. others
3. Do you buy always from the same suppliers?
A. yes (how?) B. No (why not?)
4. Can you believe a good supply chain for fresh produce increases the profitability of the
retailers?
A. Yes B. No
5. How much you prepare and package the products?
6. How the shelf life of fruit and vegetable products increases?
7. How much trust do you have in the buyer that you sell most to?
A. Very low B. Low C. Moderate D. High E. Very high
8. How variable are the prices that you receive in the market that you sell most to?
A. Very invariable B. Invariable C. Moderate variable D. Highly variable
E. Very highly variable
9. Can you add value to your fruit and vegetable products so that you can supply to a customer?
(How?)

10. What do you consider when setting the prices for your produce?
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11. Analysis of costs, price, and profit in the value chain of banana, orange, potato and onion for

fruit and vegetable products retailers.

Birr/ quintals

banana orange onion potato

Cost/quintal

Price/quintal

Profit/quintal

12. What are the constraints and opportunities for fruits and vegetables marketing?
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Appendix 4
ADDIS ABABA UNIVERSITY
SCHOOL OF GRADUATE STUDIES
Department of Marketing Management Education
Questionnaire to be filled by fruits and vegetables customers of ET fruit (Individual

customers)

General Direction

The main purpose of this questionnaire is to collect data for a research work entitled
“Assessment on fruits and vegetables profitability and value chain: the case of ET fruit’’.
The information obtained will help to recommend plausible solutions for the observed problems.
To obtain reliable and valid information for the research, your open and genuine response is
highly appreciated. There is no right or wrong answers and what is required is to show the level

of your personal opinion to each item.

The questionnaire has two parts: Part one is about your personal information, part two is about
overall performance of the company. Each part has its own instruction. Please read each item
carefully and give your response. If you overlook any item without giving response, it will
invalidate the study. So, please check that you have given your response to all items.

Directions for filling out the questionnaire

e In parts where written responses are required, please provide your written response briefly in
the blank space provided.

e Where the questions require ranking (from strongly agree to strongly disagree). Please rank the
choices by putting a tick mark “\”

e Where the questions require selection (from different alternatives), please select and circle the
best answer

® To help the researcher treat your responses confidentially and objectively, please do not write

your name on the questionnaire.

Thank you in Advance for your cooperation
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PART ONE

Please put a tick mark “v™ in front of the following items indicate your choice for those items

that have alternative responses.

1. Gender: Male © Female o
2. Marital Status: Married o Unmarried o Divorced o
3. Age group: 14-18 o 19-25 o 26-35 o
Above 55 a
4. Educational Level
Illiterate o Grade 1-12 o
First degree holder o MA or MSc
specify
5. Employment status:  Permanent 0O Contractual o
other
6. Family size: Tupto3 o 4upto6 o 7upto 10O
7. Purchasing experience of fruits and vegetables: below 1 year o
4-6 year O 7-10 year O

8. Current salary
Below 500 o
Up to 1000 birr o
1001-2000 birr  ©
2001-3000 birr o
3001and above O

36-45 o 46-5

Diploma graduate

0

businessmen

abovel0 O

1-3 year o

above 10 year O

5 o
O
others
O
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1.

PART TWO (A)

Please put a tick mark “v™ in front of the following items indicating the level of your agreement

or disagreement regarding the following attitudinal factors.

Customers feeling towards overall

No | marketing strategies of ET fruit can be —bzs 3 3 § % é} é
expressed by the following statements § s | &b :; 'Q% o% .gi

1 Marketing mix criteria in fruits and
vegetable marketing

1.1 | Customers prefer marketing strategies of ET
fruit.

1.2 | Freshness, taste, and price are my basic
criteria that drive me to buy ET fruit’s fruit
and vegetable?

1.3 | ET fruit supply superior fruits and
vegetables

1.4 | ET fruit offer range of fruit and vegetable
varieties

1.5 | ET fruit uses different promotional tools for
the company’s product.

1.6 | The price of ET fruit is reasonable and fair.

1.7 | There is Supply problem at ET fruit.

1.8 | ET fruit has well established distributional
channel for its fruit and vegetable products.

2 The degree of importance of marketing
facilities for fruits and vegetables
marketing

2.1 | ET fruit has accurate measurement for its
products

2.2 | ET fruit’s products are packed accurately.
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23 | ET fruit’s products are certified for its

quality.

2.4 | There is a credit facilities at ET fruit

2.5 | ET fruit’s products are graded according to
the quality

2.6 | There are a lot of storage possibilities at ET

fruit.

2.7 | I have full trust on ET fruits products in all

aspects

2.8 | The service provided by ET fruit’s sales

personnel is good and attractive.

PART TWO (B)
Please select the best answer from the given alternatives
1.Is fruits and vegetables consumed in your family regularly? 1. Yes 2. No
2. If you purchase from ET fruit, what is the proportion of your income used for purchase of
fruit and vegetable product? A. 1% of your income B. 2% of your income
C. 5% of your income D. 10% of your income E. other
3. What type of fruit and vegetable products purchased for consumption? You can select more

than one product.

Vegetables Fruits
Cabbage Orange
Beetroots Mandarin
Carrot Lemon
Kale Avocado
Onion Banana
[rish potato Mango
Sweet potatoes Papaya
Others (specify) others

4. What are the constraints hindering consumption of fruits and vegetables?
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A. Shortage of supply B. Shortage of income C. High price of product
D. Lack of storage at home E. Poor product quality  F. lack of information
5. Do you prefer packed or fresh fruit and vegetable products?
A. Packed B. Fresh
6. Do you have special requirements from ET fruit?
A. variety  B. frequent supply  C. quality  D. price reduction  E. other
7. How variable are the prices of ET fruit? (Circle one)
A. Very invariable B. Invariable C. Moderate variable D. Highly variable  E. Very
highly variable
8. How satisfied are you with the service of ET fruit? (Circle one)
A. Very dissatisfied B. Dissatisfied C. Neither satisfied nor dissatisfied
D. Satisfied  E. Very satisfied
9. How frequently you purchase fruit and vegetable products from ET fruits?
A. once in a week B. once in 15 days C.oncein 10 days  D. once in a month
E. other (specify)
10.Please state some of the strength of ET fruit

11. Pl ease state the weakness of ET fruit

THANK YOU
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