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ABSTRACT

Using survey data and secondary information, this study was carried out to analyse factors
affecting market access among spice farmers in Zanzibar. The study’s specific objectives
were (i) to examine economic characteristics of spice farmers and spice traders, (ii) to
assess marketing channels for spices produced in Zanzibar, (iii) to analyse spice market
potential in Zanzibar (Demand and Supply), and (iv) to examine factors influencing spice
market access among spice farmers. This study was conducted in Zanzibar and primary
data were collected through questionnaires from 85 smallholder farmers, 20 spice traders
and 5 key informants. Binary logistic regression was performed to examine relationship
among market factors and farmers’ access to spice market. The findings of this study
showed that spice farmers were engaged in spice production based on different production
and economic characteristics including farm occupation, association membership, land
category and annual farm income. The analytical structure of marketing channels
identified in the study area provided a framework for mapping and explaining potentials in
market access for spice farmers in Zanzibar. The study also identified spice market
potentials for supply and demand aspects. The results also pointed out significant
influence made to market access among farmers by distant market, market information
access, market organization, number of spices sold, quantity of spice sold, spice price and
quantity of spices demanded. For spice market access among spice farmers the study
recommends developing the spice value chain, formation of stronger spice farmers’
associations or networks, establishment of spice price monitoring authority,
entrepreneurship training among spice farmers and a study on performance of spice

tourism to spice farmers’ income.
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CHAPTER ONE

1.0 INTRODUCTION

1.1 Background

The world spice production trend shows that “India is the largest producer of spices,
contributing to 86% of total world production’’, followed by other countries with
production percentage like China (4%), Bangladesh (3%), Pakistan (2%), Turkey (2%),
Nepal (1%), and other countries (3%) such as SriLanka. These figures are only for export;
they do not include local consumption (Samaratunga, 2007). The figures show that the
international market for spices is dominated by one producer (India) and it is further noted
that the demand for spice products in the USA and European markets is increasing from
USD 18 billions 2000 to 54.9 billion in 2009 (Kledal ef al., 2013). This could be a great
opportunity for the developing countries like Tanzania, specifically Zanzibar to take this

advantage.

The world market for spices is growing rapidly and the opportunity for developing
countries to tap the market potential is huge (International Trade Centre, 2001). Spices
play an important role in Zanzibar's history and economy. In the early 16" century,
Portuguese traders introduced various spices and plants to Zanzibar from their colonies in
South America and India, with the aim to control the island as a major trading point along

the spice trading route.

In the beginning of the 19 century, Omani Arabs arrived in Zanzibar to survey the
island's spice farming potential and realized that the hot climate and regular rainfall
provide perfect conditions to grow spices. Thereafter, Sultan Seyyid Said, the first Sultan

of Zanzibar, successfully developed Zanzibar as a spice-growing area from thereon.



Following the end of the slave trade in the late 19" century, spices became the main
source of income for the island and the government farms at Kizimbani and Kidichi were
established of which about 15 spice and fruit farms are still operational to date (Ministry

of Agriculture, Livestock and Natural Resources - MALNR, 1993).

In the context of Zanzibar, the agricultural sector has potential to the economy and
livelihoods of people as it is in many Sub-Saharan countries (Mahamoud, 2013). The
sector contributes 27% to Zanzibar’s GDP and accounts for over 50% of foreign exchange
earnings and employs 60% of the labour force (ARIF, 2011). The agricultural sector
through the spice sub-sector also, contributes to the development of the tourism sector (the
leading economic sector in Zanzibar) via spice tours. About 56,000 to 100,000 foreign
visitors arriving in Zanzibar annually visit spice farms (Zanzibar website, 2013). Spices
under the agricultural sector and its related products are among priority sectors as
stipulated in Zanzibar Export Development Strategies document (ARIF, 2011). Therefore,
the spice sub-sector has an immense potential for economic development in Zanzibar and
poverty reduction through creation and expansion of employment opportunities and

distribution of income and foreign exchange earnings.

Zanzibar being the most important spice producing area in Tanzania began its effort to
look for alternative export crops to diversify its export earnings from cloves in the early
1990s. The diversification was facilitated by change in government trading policy and
trade arrangements towards cash crops farming system after falls in the export value of
cloves, on which the island’s economy traditionally depended. The fall on the volume
exported was due to cyclical nature of the crop, while export prices declined on account of
increased supply in the world from other clove producing countries such as Indonesia. A

survey conducted by the Ministry of Agriculture, Livestock and Natural Resources



(MALNR) Zanzibar under the Zanzibar Cash Crop Farming Systems Project (ZCCFSP)
identified four crops (chillies, hibiscus, turmeric, and mango (Mangifera indica) as
priority crops (MALNR, 1993). The inclusion of two spice crops (chillies Capsiccum spp
and turmeric) in plans to augment earnings from cloves (also a spice) reflects the

traditional importance accorded to spices in Zanzibar (Akyoo and Lazaro, 2007).

Spice farmers produce spice products and sell them for their livelihood. Based on the
current governance structure of spice industry in Zanzibar, cloves are controlled by the
national government through the Zanzibar State Trading Corporation (ZSTC) (Mahamoud,
2013). Farmers are required to sell their cloves (Eugenia aromatica) only to ZSTC, not to
other markets as a government strategy to control foreign exchange earnings. Other spices
like cardamom (Eletharia cardamomum), cinnamon (Cinnamomum verum), vanilla
(Vannila planfolia), turmeric (Curcuma longa) and black pepper (Piper nigrum), for a
case of this study, are sold to different traders or market places. The reasons for the
farmers to sell these spices to these traders were unorganised spice business, limited
market access of their products and unsatisfactory market participation. Trading of these
spices is through channels like middlemen (intermediaries), through spice tours (tourists
visited in Zanzibar) and other traders (Akyoo and Lazaro, 2007). Therefore, it was more
important to find factors affecting market access among spice farmers. The findings
inform interventions to support smallholder farmers so that they participate consistently in

lucrative spice markets.

1.2 Problem Statement and Justification
Spice framing is essential for income generation in rural areas and for the establishment of
sustainable production system in semi-arid areas. Smallholder farmers in Zanzibar mainly

depend on subsistence farming and other sources of income, spices being among farmers



products. Spices can be used to flavour bread, butter, meat, soups, and vegetables as well
as make medicines and perfumes. Despite spice being a high value crop in Zanzibar
agriculture which contributes to 27% of the GDP, smallholder farmers have failed to
benefit from selling the crop direct to retailers or consumers (Mlingi and Rajab, 2009).
These farmers sell their produce to brokers and wholesalers at farm. These market
intermediaries supply the bulk products of Unguja spices to retailers at Mwanakwerekwe

and Darajani markets. Finally, the retailers sell spice products to consumers.

In their participation in agricultural markets, spice farmers find themselves at a major
disadvantage. Ending up with low farm gate price makes spice producers have limited
market access and hence low income compared to middlemen who do not put efforts in
spice production. This is a clear evidence to believe that there is something wrong with the

present marketing system of spices.

A study done by Akyoo and Lazaro (2007) in relation to spice industry identified spice
chains dominated by the government through the Zanzibar State Trading Corporation
(ZSTC) for cloves on one hand, and private companies for other spices like black pepper
and cinnamon on the other hand. The studies mainly focused on agricultural marketing
information, profiling spices grown in Tanzania, and documenting actors involved,
including the small-scale farmers. Those studies have less researched on the position of
the smallholder farmers (as primary producers) in the spice market access and factors
influencing market access to spice farmers. Therefore, relationships between those factors
and market access by smallholder farmers are not documented. In this regard, this study
intended to examine factors affecting market access of spice farmers in Zanzibar. The

findings of this study will contribute to enhancing smallholder farmers overcoming factors



that are currently preventing them from accessing reliable spice markets and hence

participating in spice market chain.

The spice industry, if properly exploited, can accelerate the potential for smallholder spice
farmers’ participation towards overcoming economic and social conditions prevailing in
Zanzibar such as unemployment. There is limited information addressing the issue of how
spice farmers can be empowered to benefit from market access. Therefore, it was the
essence of this study to identify factors that are currently preventing spice farmers from

accessing reliable spice markets.

Government and donor policies converge on the need for more effective local
development efforts to integrate fully Zanzibar smallholders into the mainstream
development process. This study coincides with renewed concern at the policy level in the
country to address the problems arising from market liberalisation which may have had
considerable impact on information flows and a range of ancillary marketing functions
including storage, transportation, financial aspects, food processing. The results of this
study will make an important contribution towards addressing the fallouts of the marketing
reforms on a sustained basis, especially as they relate to the special circumstances of the

emerging spice farmers and the smallholders in Zanzibar.

The study is in line with the implementation of various national and international policies,
strategies, conventions and programmes aiming at improving national and local economy
such as Millennium Development Goals, Zanzibar Development Vision 2020, the
Zanzibar Strategy for Growth and Reduction of Poverty (MKUZA 1I) and the Zanzibar
Agricultural Initiatives by promoting the spice farming and marketing more effectively to

generate income and employment opportunities (RGZ, 2002; RGZ, 2010).



1.3 Objectives
1.3.1 General objective

The main objective of this study was to examine factors affecting market access among

spice farmers in Zanzibar.

1.3.2 Specific Objectives

1. To examine economic characteristics of spice farmers and spice traders.
1i. To assess marketing channels for spices produced in Zanzibar.
1. To analyse spice market potential in Zanzibar (Demand and Supply).
iv. To examine factors influencing spice market access among spice farmers.

1.4 Research Questions
1. What are the economic characteristics of spice farmers and spice traders?
ii.  What are the marketing channels of spices produced in Zanzibar?

iii.  How are the demand and supply of spice products in Zanzibar?

1.5 Hypothesis
1. Ho,. Farmers capacity and market factors do not have significant impact on the
likelihood of spice market access.
ii. Ha Farmers’ capacity and market factors have significant impact on the likelihood of

spice market access.

1.6 Key Terms and Definitions

1.6.1 Spices
FAO (2005) defines spices as vegetable products used for flavouring, seasoning and

imparting aroma in foods. Examples of spices are cardamom, cinnamon, vanilla, cloves



and cumin. In this study, spices refer to cardamom, cinnamon, vanilla, turmeric and black

pepper.

1.6.2 Market
According to Kilingo and Kariuki (2001) market is define as an institution within which
the forces of demand and supply of a product or service operate; sellers and consumers are

in constant communication, and there is exchange in title to goods and/or services.

1.6.3 Marketing channels

Kilingo and Kariuki (2001) define a marketing channel as a business structure of
interdependent organizations that reach from the point of product origin to the consumer
with the purpose of moving products to their final consumption destination. In this study
marketing channels denote farmers selling their spices product to middlemen at farm,

retailers or direct to consumers at market places.

1.6.4 Market access
Market access refers to the processes by which people access markets in relation to the
nature, efficiency and costs of these processes (Killick et al., 2000). In this study, markets

access refers to farmers selling spices directly to consumers or retailers at market places.



CHAPTER TWO

2.0 LITERATURE REVIEW

2.1 Overview of Zanzibar Spice Production

2.1.1 Concept of smallholder farmers

Murphy (2010) mentioned smallholder farmers to be termed as small-scale farmers,
peasant farmers, resource-poor farmers, subsistence farmers, food deficit farmers,
household food security farmers and emerging farmers. In context of Zanzibar, Mahmoud
(2013) defines smallholder farmers as persons who earn their living and that of their
family by practicing subsistence agriculture through growing crops (food and cash crops)
such as spice and rearing animals like chicken, goats and cows. Their capital base is small
to invest in large scale agriculture because they get low profits from selling agriculture

products.

This definition confirmed with literature that defines small-scale farmers as among people
in rural community for whom farming is a major livelihood activity, hold land of two or
less hectares, represent roughly 85% of the world’s farms, they lack access to inputs,
technologies, credit and information, and majority are living in poverty (Murphy, 2010).
In this study smallholder farmers refer to farmers producing spices in area of not more

than five (5) hectares.

2.1.2 Status of spice production in Zanzibar

Spice and herb production is predominantly undertaken by small scale farmers in the
spice growing zones in the famous Zanzibar Islands. Most spices and herbs are
economically important for both domestic and export markets. However, like other
horticultural crops, spice production is low although there are few exported spices like

cinnamon, cloves, ginger, turmeric and garlic to various destinations. The current export



estimates for spice crops is less than US dollars 5 million per year although DTIS (2005)

reports the spice export potentials to possibly reach US dollars 15-20 million per year.

Zanzibar has been exporting cloves, black pepper, cardamom, cinnamon, hot chillies,
ginger, and so on internationally but in particular to the Gulf States and the Far East.
These spice exports have been significant factors in boosting Zanzibar’s economic growth,
and Zanzibar intends to exploit these important natural resources through encouraging
private foreign and domestic investment in increased production capacity and expanded
market networks (FAO, 2001). Mainland Tanzania is not recognized as a major spice
producing origin, but does have a long established position as a minor supplier of sun-
dried (straw-coloured) cardamoms. A wide range of other spices are also present in the
mainland agricultural sector, partly due to the proximity and activities in Zanzibar, and

partly due to the wide range of climatic niches found in the country.

2.1.3 Contribution of spices from socio-economic development

The contribution of the spice sector to the Zanzibar economy cannot be under rated.
However, no figures are available to assess the actual contribution of the spice sector in
Zanzibar. Nevertheless, it is obvious that the spice industry is making a major contribution
to the national economy in terms of foreign exchange earnings, employment opportunities,

rural development and food and nutritional security (Mahamoud, 2013)

The spices sector both for the domestic market as for export (regional and International)
creates employment for a large number of people. It is estimated that more than 3000
people are involved in spice crop production in Zanzibar specifically for export
(Mahamoud, 2013). Data necessary for assessing the role of the domestic spices sector in

the Zanzibar economy are lacking, but it is assumed that an even much larger number of
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people are involved in this sector and depend at least partly for their livelihood on

production, trade and processing of spices.

2.1.4 Marketing of spices in Zanzibar

Marketing system in Zanzibar differ from those on the Tanzania mainland in two main
ways. Firstly, the three main export crops — cloves, copra and chillies are still under state
monopoly even following trade liberalization (Mahamoud, 2013). For the spices whose
marketing is not controlled such as ginger, black pepper, turmeric, cinnamon and
cardamom traders (shopkeepers and exporter) seek out producers, especially when such
items are in short supply, or farmers bring their produce to the urban markets and bear all

the risks involved.

Secondly, it is the difference in marketing across commodities destined for domestic use
or for export. The traders can buy product from farmers and take it to wholesale markets,
where they are bought by retailers who sell it to consumers (Mahamoud, 2013). Farmers

may also sell their produce directly to retailers, or even to consumers.

2.2 Constraints Faced by Smallholder Farmers in Market Access

Smallholders, especially in less developed countries, have encountered several challenges
in gaining access to markets such as constraints on production, high transaction costs, lack
of information on markets, grades and standards, organisation in markets, legal

environment, storage facilities, market transport and value adding (Salami ef al., 2010)

2.2.1 Constraints on production
Producing products for the market requires production resources including land, labour

force and capital. Poor access to these assets affects the way in which smallholder farmers
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can benefit from opportunities in agricultural markets, and especially in terms of the
volume of products traded and the quality of those products (Bienabe et al., 2004).
Smallholder farmers lack consistency in terms of producing for the markets due to
insufficient access to production resources. The quantities and qualities produced by
individual smallholders seldom match the requirements of subsequent actors in the value

chain (Ruben et al., 2007).

2.2.2 High transaction costs

Transaction costs are observable and non-observable costs associated with enforcing and
transferring property rights from one person to another (Eggertson, 1990). These include
the costs of searching for a trading partner with whom to exchange with, the costs of
screening partners, of bargaining, monitoring, enforcement and, eventually, transferring
the product to its destination (Hobbs, 1997; Jaffee and Morton, 1995). Delgado (1999)
identified high transaction costs as the embodiment of market access barriers among
resource poor smallholders. These high transaction costs result from individual produce
transportation and selling, difficulties in getting trading partners and poor bargaining
power (Delgado, 1999). When transaction costs are high, smallholder farmers may cease
produce marketing. In other words, with high transaction costs, markets fail in their role of
allocating scarce resources to alternative ends. For developing countries, Makhura (2001)
explained that high transaction costs prevail among the smallholder farmers. Smallholder
farmers are located in remote areas and are geographically dispersed and far away from
lucrative markets. There is no doubt that high transaction costs tend to discourage

commercialization (Makhura, 2001).

Distance to the market, together with poor infrastructure and poor access to assets and

information results in business costs (Senyolo, et al., 2009). Since smallholders are poor,
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they find it difficult to compete in lucrative markets due to the high transaction costs.
Traders with higher social capital are better able to enter more capital — intensive
marketing activities such as wholesaling and long-distance transport, where as traders with
poor social networks face major barriers to enter into the more lucrative market segments

(Kherallah and Kirsten, 2002).

2.2.3 Lack of information on markets

Rural producers, and especially small farmers, have little information about the market
demand, which is costly to obtain (Baloyi, 2010). They may gather information through
contact with other actors in the commodity chain, but the accuracy of this information is
not certified, since those actors might be exhibiting “opportunities behaviour” (Bienabe et
al., 2004). Smallholder farmers lack information about product prices at the local level,
about quality requirements, about the best places and times to sell their products, and
about potential buyers. This in turn reduces their ability to trade their products efficiently

and to derive the full benefit from the marketable part of their production.

Market information is vital to market participation behaviour of smallholder farmers.
Market information allows farmers to take informed marketing decisions that are related to
supplying necessary goods, searching for potential buyers, negotiating, enforcing contracts
and monitoring. Necessary information includes information on consumer preferences,
quantity demanded, prices, produce quality, market requirements and opportunities (Ruijs,
2002). Of equal importance is the source of market information because it determines
accuracy of the information. According to Ruijs (2002), smallholder farmers have
difficulties in accessing market information, exposing them to a marketing disadvantage.
Smallholder farmers normally rely on informal networks (traders, friends and relatives) for

market information due to weak public information systems (Ruijs, 2002). However, such



13

individuals may not have up to date and reliable market information, making the

usefulness of the information doubtful.

Additionally, networking theory plays an important role in business due to its value
creation, in terms of gathering information and provision of the infrastructure to
communicate, purchase, sell products and services and collaborate with others (De Klerk
and Kroon, 2007). Farmers relying on informal networks for market information are at risk
of getting biased information due to opportunistic behaviour of the more informed group.
For instance, Mangisoni (2006) explained that smallholders usually accept low prices for
their crops when the broker informs them that their produce is of poor quality. Smallholder
farmers accept these low prices mainly because they are unable to negotiate from a well

informed position.

2.2.4 Grades and standards

Consumers demand high quality for the goods they buy. In addition, they will not buy
food products unless there is a guarantee that they are safe to eat (Jari and Fraser, 2014). In
other words, Herman et al (2012) argued that consumers make purchasing decisions
depending on packaging, consistency as well as uniformity of goods. They further
contended that produce from smallholder farmers do not meet certain market grades and
standards because the farmers lack the knowledge and resources to ascertain such

requirements.

Most smallholder crops have no clearly defined grades and standards and, therefore,
cannot meet the consumers’ demands (Jari and Fraser, 2014). In addition, institutions for
determining market standards and grades tend to be poorly developed in smallholder

farmer’s environments (Herman et al., 2012). Due to uncertainty on the reliability and
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quality of their goods, they usually cannot get contracts to supply formal intermediaries
such as shops and processors (Benfica et al., 2002). Therefore, this indicates that only well
organised farmers can benefit from trade liberalisation by adopting strict quality control

measures and obtaining the necessary certification for their goods (Baloyi, 2010).

2.2.5 Organisation in markets

Smallholder farmers tend not to be organised in the markets as they usually sell their
limited agricultural produce surpluses individually and directly to the consumers without
linking to other market actors (Key and Runsten, 1999). As smallholder farmers lack
collective action in markets and individual marketing of small quantities of produce
weakens the smallholder farmers’ bargaining positions and often exposes them to price
exploitation by traders (Bijman ef al., 2007)). They also do not benefit from economies of

scale (Jari and Fraser, 2014).

In a globalised world, according to Salami et al., (2010), there is increasing vertical
integration and alliance formation in the agricultural marketing channels and markets, in
an effort to meet consumer needs. Such alliances include contract farming, cooperatives
and farmer organisations. Agribusiness firms favour contracts with medium to large-scale
farmers, such that individual smallholder farmers cannot be part of these contracting
arrangements (Key and Runsten, 1999; Kherallah and Kirsten, 2002). Lack of facilitation
in the formation of producers associations or other partnership arrangements makes it
more difficult for smallholder producers to participate in formal markets (Bijman et al.,
2007). The greater the degree of organisation in the market, the smaller the transaction
costs are likely to be and the easier it is to benefit from the exchange opportunity (Frank
and Henderson, 1992). Unfortunately, lack of collective action among smallholder farmers

denies them entry into formal market channels (Herman et al., 2012). Hence, membership
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of a farmer group or cooperative may enable access to more market opportunities with

economies of scale and more support.

2.2.6 Legal environment

Legal institutions influence the activities performed on the market and the costs of
exchange. Minot and Goletti (1997) affirmed that the formal institutional development of a
society has a considerable influence on transaction costs. Effective legal institutions may
improve the organisation of the marketing channels and decrease marketing costs (Herman
et al., 2012). In many developing countries, laws are not always executed and enforced
correctly, bribery and cheating are often not penalised, courts are out of reach for the
majority of the population, and market rules are often not transparent to the producers and
traders (Ruijs, 2002). It is even worse for the smallholder farmers because they lack
lobbies in the legal environment. As a result, rural trade prospers where trust has been
developed based on repeated transactions or informal relationships (Minot and Goletti,
1997). Thus, an unfavourable legal environment creates a significant barrier to entry into
formal food trade and limits participation by smallholders in the marketing system

(Bijman et al., 2007).

2.2.7 Storage facilities

The ability to deliver a quality product to the market and ultimately to the consumer
commands buyer attention and gives the grower a competitive edge (Bachmann and
Earles, 2000). Proper post harvest handling and storage contribute in ensuring quality
maintenance for perishable agricultural produce (Baloyi, 2010). Moreover, agricultural
commodities have to be harvested at a specific point in time, but are consumed year-

round, thus necessitating proper storage facilities (Bachmann and Earles, 2000).
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Therefore, if crops are to be available for consumption throughout the year, proper storage

facilities have to be implemented by both farmers and traders.

Households with proper storage facilities do not need to market their produce
immediately after harvest when prices tend to be low (Herman et al., 2012). They can
store their produce and sell when prices are higher. However, most smallholder farmers do
not own adequate storage infrastructure and end up selling their produce soon after
harvest, also because they need the money involved. Smallholder farmers often rely on
open-air storage (Gabre-Madhin, 2001). Due to lack of storage facilities, most smallholder
producers sell their produce almost immediately after harvest in order to ease congestion,

leading them to sell their produce at lower prices (Wilson et al., 1995).

2.2.8 Market transport

It 1s difficult to transport produce to the market in time (produce spoilage and losses) if
there is no reliable private form of transport, since public vehicles tend to be limited in the
rural areas (Bachmann and Earles, 2000). In addition, unavailability of reliable transport
will increase transport costs, which in turn increases transaction costs amongst smallholder

farmers (Zaibet and Dunn, 1998).

In developing countries, most smallholder farmers usually pack their goods in sacks,
which are then transported to the market places using public transport (Jayne et al., 2002).
This leads to bruises and damage and, thus, drastically reduces the quality of the
agricultural produce being transported. Some farmers use their own vehicles to get to the
market centres. Makhura (2001) pointed out that these farmers with these assets are able to
move around in search of more rewarding markets. Those farmers stand a better chance of

getting market information from different markets.
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2.2.9 Value adding

According to Robbins (2005), prices of primary agricultural produce have fallen steeply,
but retail prices for the same packaged, cut and processed products in industrial countries,
have increased. This means that value adding activities can earn farmers additional
income. Value adding can be in the form of grading, sorting, cutting, packaging in
standard weights and processing of produce (Mather, 2005). Lack of value adding and
agro-processing is part of missing markets amongst smallholder farmers in marketing
(Herman et al., 2012). Agricultural produce from smallholder farmers usually are poorly
packaged (Mather, 2005). With few exceptions, most smallholder farmers cannot add
value to their produce because they do not know its importance and lack processing
technology (Louw et al., 2007). As a result, inability to add value to agricultural produce

by smallholder farmers excludes them from interesting markets (Herman ef al., 2012).

2.3 Market Potential of Spice Products

FAO (2011) reported the production of spices by smallholder farmers being big business
in many countries. The methods of finance, production, processing, quality control and
marketing have been widely studied. Melanie and Michael (2011) argued that local
demand in developing countries is largely for spices rather than herbs — taste which varies
regionally but pepper, curry spices and paprika are mainstay crops. They suggested that
local markets for fresh dried and value added spice and herb products should be developed
in competition with imports. Local processing can widen the variety of spice and herb
crops that may find markets (Melanie and Michael, 2011). In countries which are not
traditional exporters, new production of such spices, where conditions are suitable, can

often compete successfully with imports (FAO, 2011).
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Melanie and Michael (2011) mentioned culinary herbs to be less often traditionally
produced by small-scale farmers than spices. They further argued that herb production is
often mechanized, and good quality is easier to achieve using forced air drying and
machine cleaning by small-scale sun drying and hand sorting methods, as used
satisfactorily for many spices. Many culinary herbs originate in temperate/ Mediterranean
climates, and perhaps for this reason local markets trade fewer herbs than spices in many

developing countries (Melanie and Michael, 2011).

2.4 Theoretical Framework for Market Access

2.4.1 Power-Dependency Theory

Power and dependency are generally considered as important concepts in understanding
buyer-seller relationship (Caniels and Gelderman, 2007). A high level of interdependence
is an indicator for a strong, cooperative and long-term relationship characterized by mutual

trust and mutual commitment (Berthon et al, 2003).

A close and lasting cooperation between supplier and buyer leads to improvements in
quality, delivery reliability and cost reduction (Caniels and Gelderman, 2007). Power is
the major means available to achieve coordination and cooperation among channel
members (Berthon ef al, 2003). This could be in the form of high level of commitment,

cooperation and trust.

This theory is helpful in this study as it asserts that the level of power and dependence is a
critical determinant of business partnership existence between the spice farmers and
traders. It is, therefore, necessary to assess Power- Dependency relationships in order to

find out how power distribution influences spice market access in Zanzibar.
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2.4.2 Networking Theory and Spice Market Access

O’Donnell (2004) described networking in a small firm context as an activity in which the
entrepreneurially oriented producers build and manage personal relationships with
particular individuals in their surroundings. According to De Klerk and Kroon (2007),
strategic cooperation and networks are the means that allow producers to compete and
innovate in dynamic business environments. Therefore, the success of a firm depends on
its collaboration with other organizations that influence the creation and delivery of its

products or services (Moeller, 2010).

Networks play an important role in business due its value creation, in terms of gathering
information and provision of the infrastructure to communicate, purchase, sell products
and services and collaborate with others (De Klerk and Kroon, 2007). Moreover, networks
offer interactive, personal relationships with individual consumers, and offer an
opportunity to understand individual preferences and needs (Mort and Weerawardena,
2006). Therefore, networks and relationships are important for smallholder farmers
because they enable these farmers to link activities and tie available resources together, to
identify new market opportunities and contribute to building market knowledge and the
absence of networks hinders the producers’ efforts to expand into multiple markets (Mort

and Weerawardena, 2006).

This theory is of importance in this study as it underpins the presence of intermediaries in
the networking channels from farmers’ or middlemen’s consolidation centres that link
spice farmers and spice traders in activities such as transporting the products between

these two nodes, insurances, consolidating and packaging.
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2.5 Conceptual Framework

The conceptual framework presented in Fig 1 illustrates the relationships of independent
variables (market access factors), intermediary variables (farmers capacity indicators) and
necessary factors that influence smallholder spice farmers in market participation. Farmers
capacity transaction costs, number of spice crops produced, quantity of crops supplied and
value addition should be linked by market information flow to market factors such as
distant market for selling spices market organisation, quantity of product demanded,
quantity of product sold and product selling price. Market information includes
information about prices of spice products and their demand at market places. The link
established by market information flow can influence spice farmers to participate in
market and hence have direct sales to retailers and/or consumers. If spice farmers are able
to participate in market by direct selling the products to retailers or consumers, then the

outcomes is less exploitation from traders and therefore capture the spice market potential.
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Figure 1: Conceptual Framework
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CHAPTER THREE

3.0 METHODOLOGY

3.1 Description of the Study Area

The study was conducted in West District in Zanzibar. The West District is one of the two
districts which form the Urban and West Region in Zanzibar. It lies on the Western part of
Unguja Island, engulfing the Urban District on three sides: North, East and South. It is
bordered on the North by the North “B” District, on the East by the Central District and on
the West by the Urban District and the Indian Ocean (ZSGRP, 2007). The district has a
total of 208 square kilometres. It is made up of 9 electoral constituencies, 15 wards and 39

shehias.

The climate of Zanzibar is tropical and maritime, and follows the monsoon winds. The
main rain season (masika) occurs between March and June. The short rains (vuli) usually
start in October and ends in December. Also the Island is cold warm weather which is
good for spice crops plantation and grow well. In Western Coast spices grow well
because this area has deep soil. Therefore in this area we get cold weather because of the
trade winds and low waves from the sea but Southern Coast of Zanzibar Island is not good

for planting spice because this area has coral rag (Zanzibar Meteorology Authority, n’d).

The study area was chosen because of large number of spice farms available and market of

spice in Zanzibar.

3.2 Research Design
A research design is the arrangement of conditions for collection and analysis of data in a

manner that aims to combine relevance to the research purpose with economy in procedure
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(Kothari, 2004). This study adopted a cross-sectional research design. The design was
used on the basis that it allows collection of data from different groups of respondents at
one point in time. The study is also exploratory and descriptive in nature. According to
Kothari (2004), the major emphasis in exploratory studies is on the discovery of ideas and
insights. Therefore, this study is exploratory as it aimed to explain spice farming potential
among smallholder spice farmers in Zanzibar. The study is also analytical as the findings
from the questionnaires and interviews will be analysed in order to form a profile of

factors affecting market participation among spice farmers in Zanzibar.

3.3 Sampling Procedure

The study was interested in identifying factors affecting market participation among spice
farmers in Zanzibar. The main criteria for participating as spice farmers in this study were
being smallholders dealing with the spice production less than 5 hectares. To answer the
stated research question(s) and meet the research objectives, purposive sampling
techniques was applied to select villages in West District. This included five villages
which were Kizimbani, Kijichi, Dole, Kianga and Mbuzini where spice production is
operational. Purposive sampling allowed the researcher to undertake an in-depth study that
focused on small sample selected for a particular purpose and get the information needed

to achieve the research purpose.

The study included a total of 110 respondents; 85 spice farmers, 20 traders and 5 key
informants to identify production, market, and consumption and research factors. 110
respondents were due to availability and heterogeneity of the respondents to be involved in
the study. Systematic random sampling was the most practical for spice farmers. The
sampling process started by obtaining a list of all spice farmers in their respective village.

The selection of farmers was done by picking every 3™ farmer in the list of farmers written
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from Sheha’s list. The size of the sample of this study was determined by the formula
explained in Kothari (2004) when estimating a sample size by a percentage or proportion

as:

From Kothari (2004), the above formula gives the size of the sample in case of infinite

population, but in case of finite population the above stated formula is changed as under:

Zz.p.q.N
e (N-1)+ 7" pq

n=

Where
p = Sample proportion, q =1 — p;
e = Acceptable error (the precision)
Z = Standard variate at a given confidence level
n = Size of sample
N = Size of population
In the case of this study
p = 0.1 for spice farmers, e = 0.06 for the smallholder farmers, Z = 1.96 (confidence
interval of 95%) and N = 750 for smallholder farmers. Hence n which is a sample size

was:

. 1.96% x 0.1x (1—0.1)x 750
0.06*(750 —1) +1.96* x 0.1x (1-0.1)

n=222 _gs3
3.04

Therefore, sample size for spice farmers interviewed was 85.
Random sampling for 20 traders was conducted at Mwanakwerekwe and Darajani market

places because of heterogeneity and availability of respondents and 5 key informants were
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picked from Chairperson from Mwanakwerekwe and Darajani market places, ZAFIDE
and Zanzibar Agricultural Research Institute.

The table 1 below gives the framework of the size of sample for this study.

Table 1: Sample Size Framework (n = 110)

Respondents Number
Farmers 85
Traders 20
Key informants 5
Total 110

3.4 Methods and Tools of Data Collection

The study used both primary and secondary data. The primary data are those which are
collected afresh and for the first time, and thus happen to be original in character and the
secondary data, on the other hand, are those which have already been collected by
someone else and which have already been passed through the statistical process (Kothari,

2004).

3.4.1 Primary data

The primary data in this study were collected through questionnaire survey. Structured
questionnaires were administered to spice farmers, in the respective villages and traders at
market place. A check list was used for key informants from Mwanakwerekwe and
Darajani market offices and Zanzibar Association for Farmers and Fishers Development
(ZAFFIDE) to tap their great depth of knowledge on the spice market access issues. To
enhance the validity and reliability of these instruments, a pilot study was conducted prior
to the main primary data collection process. The pilot survey was conducted to 10 spice

farmers at Mwakaje village and necessary corrections were done in these instruments.
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3.4.2 Secondary data

The secondary data were those data relating to spice farming which had already been
collected by someone else and passed through the statistical process. The secondary data
included reports from Darajani Market, Mwanakwerekwe Market and NGOs working with

agriculture in Zanzibar.

3.5 Data Analysis

Data analysis means the computation of certain indices or measures along with searching
for patterns of relationship that exist among the data groups (Kothari, 2004). Qualitative
data collected for this study were analyzed using content analysis for all research questions
to set categories developed from identified commonalities. Quantitative data were
processed and analyzed in order to get the frequency and percentage research questions 1,
2 and 3. These describe the nature of the data collected. Besides, inferential statistics
specifically Binary logistic regression analysis for hypothesis 1 was used to examine

relationship among market factors and farmer’s access to spice market.

The determinant of market access is a qualitative decision that is based on probabilities of
either accessing market or not (in this case for spice crops market). One qualitative choice
model of interest in this type of decision was the logistic regression model. Logistic
regression model is a powerful, convenient and flexible tool used in predicting a
categorical (usually dichotomous) variable from a set of predictor variables. By using the
logistic regression the probability of a result being in one of two response groups (binary
response) was modelled as a function of the level of one or more explanatory variables.
Thus, the probability whether or not the farmer sells spice crop direct to retailers or
consumers was modelled as a function of the level of one or more independent variables.

The logistic regression model that was used is illustrated below;
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Let Y be the target variable (Market access) and if the probability that Y = 1 is denoted as
p then the probability that Y is 0 would be /-p. Therefore, the logistic model for predicting

p would be given by following equation:

m(L] =0 + BiMI+B,TC + BsDM + B4NS + BsSPf + BeMO + B:PG+ BsVA + BoQD+

B10QSI’I1. . .BIIXII

Where;

ln(%] = The log of the odds ratio known as logit which is the dependent variable
MI = Market information access

TC= Transaction cost

DM= Distant market

NS = Number of spice crops

SPf = Selling price from farmers

MO = Market organisation

PG= Product grading

VA = Value addition

QD = Quantity demanded

QSm = Quantity sold at market and

a = Constant term

B1, B2. Bs. B4 Bs, Bs. P7. Bs Po and P are the coefficients for variables MI, TC, DM, NS, SPf,

MO, PG, VA, QD and QSm, respectively.
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3.6 Ethical Consideration

When people are to be asked about their personal beliefs and actions, ethical
considerations play a major role. This is because people have a right to privacy and should
decide when and to whom to reveal personal information (Neuman, 2006).

During the study the purpose of intruding into people’s lives was explained by the
researcher and permission was granted to continue with the interviews in line with the

following ethical considerations:

3.6.1 Informed consent and voluntary participation

Respondents were made aware by the researcher that in the process of giving information
they were at liberty to stop if they felt uncomfortable. Since the study depended on their
responses, it was ensured that the questions asked were well planned and that they were

treated with respect.

3.6.2 Confidentiality
The researcher assured the respondents of confidentiality and anonymity. The
respondents’ names were option whether to give out or not. However, all respondents gave

out their names.

3.6.3 Physical harm

A straightforward ethical principle makes it clear that in no uncertain terms should the
researcher cause physical harm to the respondents. As a researcher, I guard against
choosing risky areas as interviewing sites. I tried to keep up to basic safety concerns by
ensuring that the information given by respondents do not jeopardise any friendships and

working as well as farming relations that were there before the study was conducted.
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3.7 Reliability and Validity

The researcher attempted to ensure validity and reliability of results. As outlined by
Neuman (2006), reliability means dependability or consistency. It therefore refers to
whether similar results were achieved even if more tests are conducted from the same
thing. Validity, on the other hand, refers to truth and accuracy. As a researcher, I
constantly tried to verify the responses given by respondents by triangulating between
various data collection techniques. Responses were checked in correspondence with the

questions asked. This was done to ensure that the study could be replicable by others.
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CHAPTER FOUR

4.0 RESULTS AND DISCUSSION

Chapter four presents results and discussion of the study which aimed at analysing factors
affecting market access among spice farmers in Zanzibar. The chapter sections present
distribution of characteristics of interest through demographic characteristics, production
and economic characteristics, spice trader characteristics and structure of marketing
channels for spices produced in Zanzibar. Furthermore, spice market potential in Zanzibar
was assessed and the market access among spice farmers for their products was also

examined.

4.1 Demographic Characteristics

This section gives some insight into demographic characteristics of the respondents.
Demographic characteristics of surveyed farmers were important in determining the
extent to which they influence farmers’ responses in the study. The study examined
and discussed the distribution of farmers by Shehia, sex, age, marital status and level of

education.

4.1.1 Distribution of farmers by shehia

The distribution of respondents by shehia was done to identify the proportion of farmers
engaged in spice production in all the five shehias. In examining the distribution of
farmers by shehia, the findings in Table 2 indicated that the highest number of respondents
came from shehia of Kizimbani (32.9%), Dole (23.5%) and Kijichi (20%). The minimum
proportion of 15.3% and 8.2% of respondents came from Mbuzini and Kianga,
respectively. The findings show that Kizimbani, Dole and Kijichi had high number of

respondents due to potential spice tourism activities taking place in these areas. Kizimbani
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is also a historic place for agricultural researches which signifies its prominence for spice

tourism in Zanzibar.

4.1.2 Distribution of farmers by sex

The distribution of respondents by sex was done to ensure representation of both women
and men’s views in this study. Table 2 shows that 80% of the respondents were male; this
is not surprising given cultural norms regarding gender roles in Zanzibar. The norms
restrict female members in the presence of the head of male headed households to have
casual discussions with unknown visitors. The study findings indicated that women had
limited access and participation on spice crop production. These findings suggest that
these shehias are typical rural and reflect a patriarchal role of men as the heads of
household; male dominate all economic activities. These shehias are unlike other West
District shehias where diversity of population allows for a greater variation in cultural

attitudes, and hence more economic activities and opportunities for women are available.
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Table 2: Distribution of Farmers by Demographic Characteristics (n = 85)

Variable Frequency (n) Percent (%)
Shehia of respondent

Kizimbani 28 32.9
Dole 20 23.5
Kijichi 17 20.0
Kianga 7 8.2
Mbuzini 13 15.3
Sex of respondent

Male 68 80.0
Female 17 20.0
Age of respondent

Below 30 years 7 8.2
30-39 32 37.6
40 -50 39 459
Above 50 years 7 8.2
Marital status of respondent

Single 8 9.4
Married 75 88.2
Widow / widower 2 2.4
Education of respondent

Primary education 13 15.3
Secondary education 65 76.5
Tertiary education 7 8.2
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4.1.3 Distribution of farmers by age

The distribution of respondents by age was done to identify potential age category for
engaging in spice production in all selected shehias. With respect to age categories of the
respondents, Table 2 indicates that 83.5% were spice farmers aged between 30 and 50
years. The findings revealed that the majority of spice farmers were in the age between 30
and 50 years. Below 30 years and above 50 years categories in combination accounted for
16.4% of spice farmers. Possible reasons why young generation accounted for 8.2% in
spice production could not only be true that at young age, young people are still engaged
in studies at various levels of education, it could but also be their perception that
agriculture is a career for the old, and it does not give profit in very short time. It could
also be possible that young generation is not attracted to engage in agriculture for many
other reasons such as use of crude implements. Given a pyramid demographic structure
and the life expectancy at birth in Zanzibar which ranges from 53 to 60 years (RGZ,

2009); one would expect fewer aged people in farming as well.

4.1.4 Distribution of farmers by marital status

Sample farmers were assessed on their marital status to capture representation of opinions
with regards to their decisions on spice production. The finding in Table 2 shows that
88.2% of farmers interviewed were married, while 11.8% were single, widow and
separated. The findings suggest that, with complementary role between couples with
regard to their livelihood, a household comprising husband and wife may help each other
rather than a single headed household focusing on farming activities. Thus, the extent to
which a single headed household can carry out farming activities would be expected to
differ from married. This is the case in spice farmers in study area whereby they

complement labour and capital for spice production.
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4.1.5 Distribution of farmers by level of education

The level of education was assessed to determine the proportion of farmers with their
corresponding education level. The results in Table 2 show that 76.5% of the interviewed
farmers attained secondary education while 15.3% and 8.2% had primary and tertiary
education. The findings imply that all farmers had attained a certain level of formal
education. Education is an important tool to escape poverty, but only if the education

system reaches the right people with the right content.

Randela et al. (2008) argued that intellectual capital as captured by education is
hypothesised to play a positive role in influencing market participation. They added that
level of education gives an indication of the household ability to process information and
causes some farmers to have better access to understanding and interpretation of
information than others. However, the expectation may be reversed when there are
competing and more remunerative employment opportunities available in the area that

require skills that are enhanced by more education (Lapar ef al., 2003).

4.2 Production and Economic Characteristics of Spice Farmers

Surveyed farmers were assessed on different aspects regarding their production and
economic characteristics to identify their production and economic activities. This section
discusses different production and economic characteristics of sample farmers which
include farm occupation, association membership, land category and annual farm income.
These factors were considered important in determining production and economic levels

of spice farmers.
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4.2.1 Distribution of farmers by farm occupation

Farm occupation in this study refers to farmers’ engagement in production of spices, spice
products selling and spice tourism. Farm occupation was examined to identify proportion
of farmers producing spices, farmers selling spice products and farmers engaging in spice
tourism. The findings in Table 3 revealed that 41.2% of the farmers interviewed were
growing spices, 25.9% were selling spice products and 32.9% were dealing with spice
tourism. The findings imply that diversity of spice farmers’ participation in marketing
spice products can successfully be assessed as their farming occupation involved spice

production that subsequently sold to the consumers.

4.2.2 Distribution of farmers by association membership

The central thesis of the social capital literature is that features of social organisation, such
as networks of farmers’ interaction have resource potential to individuals and groups.
Social group has been linked to a variety of outcomes, such as success in job seeking
behaviour, entrepreneurism and successful community action or development. It is
through networks that information and other resources can be transmitted, and the
existence of trust facilitates co-operative behaviour based around these networks (Sharp

and Smith, 2003).

Distribution of farmers by membership of social and community groups was done to gain
insights of these associations in supporting farmers’ production and economic activities.
The analysis identified farmers and types of associations they belong to. Table 3 indicates
that 64.7% of farmers were members of farmers’ associations, 24.7% belonged to
community development groups, 8.2% belonged to savings and credits groups and 2.4%
cooperatives. The findings imply that farmers see associations as mechanism for them to

enhance their production by providing training and extension services, and facilitating
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acquisition of technology and other farming inputs. They also use association as a channel
which might influence practices of individual members to achieve the quality requirements

of targeted market and strengthen their ability to negotiate product prices.

4.2.3 Distribution of farmers by land size

The study analysed the size of land owned by farmers to ascertain its contribution to spice
production. The findings in Table 3 show that 82.3% of farmers owned land between 2.0
and 3.0 acres, 16.5% of the farmers owned less than 2 acres and only 1.2% of these
farmers had farm sizes of greater than 3 acres. Owning land for agricultural purpose
implies existence of opportunities for farmers to produce varieties of crops in demand.
Therefore, increase in land size might influence these farmers to integrate spice production
and increase production. Ownership to arable land is a necessary condition for market
participation. This variable is measured by the size of the arable land the household
operates. Randela et al., (2008) contended that the larger the size of arable land a
household uses, the higher the production levels are likely to be, and the higher the
probability of market access. Table 3 presents the summary statistics of production and

economic characteristics of the surveyed farmers.
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Table 3: Distribution of Farmers by Production and Economic Characteristics

Variables Attributes Frequency (n) Percent (%)
Occupation Spice production 35 41.2
Spice product selling 22 25.9
Spice tourism 28 32.9
Association Farmers association 55 64.7
Community Development 21 24.7
Credit and savings 7 8.2
Cooperative 2 2.4
Land ownership  Below 2 acres 14 16.5
2-3 acres 70 82.3
Above 3 acres 1 1.2

Income category

Below 500 000 2 2.4
(TZS)

500 000 — 2 000 000 17 20.0

2 000 000 — 6 000 000 55 64.7

Above 6 000 000 11 12.9

4.2.4 Distribution of farmers by annual income

Farmers’ annual income from horticultural crops was estimated. Table 3 indicates that
84.7% of farmers had an estimated annual income between TZS 500 000 and 6 000 000
from spice crops. Only 2.4% of the farmers had estimated annual income below TZS 500
000 which implies that they earned below 1 US dollar (TZS 1550) per day from spice
crops due to low production especially from small land size. About 13% of respondents
showed income per annum as being in excess of TZS 6 000 000 implying more than 10

US dollar (TZS 15 500) per day from spice crops. The findings imply that when properly
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managed, spice crop is an opportunity that has the potential to increase income generated

by farmers and hence improve well being of farmers’ livelihoods.

4.3 Spice Traders’ Characteristics

Characteristics of the spice products traders were examined for the purpose of identifing
their distributions in terms of sex, age, education, type of trader and years of spice
business. These characteristics were important in assessing factors for market participation

among spice farmers.

4.3.1 Distribution of Spice Traders by Sex

Assessing spice traders by sex was important to ensure representation of both women and
men’s views in spice business for this study. The study findings shows that all the spice
traders interviewed were male. The findings indicate that women have limited access and
participation on spice crop business. The results imply that there is limited consideration
of strategic gender needs such as business trainings and entrepreneurial skills for women
in Zanzibar to engage in spice business. Women groups should be established and trained

on spice business aspects.

4.3.2 Distribution of spice traders by age

The distribution of spice traders by age was done to identify potential age category
engaging in spice business. With respect to age categories of the spice traders, Table 4
indicates that more than a half (55%) of the traders was below 30 years. 35% of the traders
were in the 30-40 age category and 10% were more than 40 years old. Possible reasons
why young generation accounts 55% in engaging to spice business could not only be true

that at young age, young people are seeking for business innovation that could bring high
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profit in a short time, it could but also be their mindset that business is a career for the

young.

4.3.3 Distribution of spice traders by level of education

The level of education was assessed to determine the proportion of spice traders with their
corresponding education level. The results in Table 4 show that 80% of the interviewed
traders attained secondary education while 20% had primary education. The findings
imply that all traders had attained a certain level of education which helps them run spice

business and successfully participate in spice marketing.

4.3.4 Distribution of spice traders by category of spice trading

Spice traders were assessed to identify categories of trading the spice in the market. Table
4 shows that 70% of spice traders were retailers who sell the spice products directly to the
consumers. 25% of the spice traders were processors who engage in post harvest activities
and value addition to spice products including drying, grinding, packing and preserving
the spice products before selling to consumers. 5% of the traders were wholesalers who
collect the spice products and sell in bulk to either processors or retailers or both. The
results imply that the distribution of these traders could open doors widely for spice

producers to supply spice and hence, improve their participation in marketing.

4.3.5 Distribution of spice traders by years of spice business

Distribution of farmers by number of years in spice business was done to gain insights of
experiences these traders had in spice marketing business. The analysis in Table 4
identified 50% of the spice traders engaged in the business less than five years. 5% of the

traders had experience of spice trading between five to ten years and other 5% had
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experience of more than ten year in spice products marketing. The findings imply that

spice business is an emerging business.

Table 4: Distribution of Traders Characteristics (n=20)

Variables Attributes Frequency (n)  Percent (%)
Sex of traders Male 20 100.0
Female 0 0
Age of traders Below 30 years 11 55
30 — 40 years 7 35
Above 40 years 2 10
Education of traders Primary education 4 20
Secondary education 16 80
Category of trading Wholesaler 1 5
Retailer 14 70
Processor 5 25
Years of business Below 5 years 10 50
5-10 5 25
10 —-20 5 25

4.4 Marketing Channels for Spices Produced in Zanzibar

Marketing channels in this study gives the framework to explain channels by which spice
farmers sell their products after harvesting and how spice traders source spices for their
business. The analytical structure of marketing channels provides an important framework

for mapping and explaining potentials in market access.
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4.4.1 Spice farmers and sales points

Evaluation of market access by farmers was carried out to examine the potential of market
channel where farmers sell their spice products. The sales points were examined in terms
of spice crops produced and sold by farmers to the sales points. The crops were
cardamom, cinnamon, cloves, turmeric, black pepper, ginger and vanilla. Two sales
points, namely market and middlemen were identified for all crops except cloves which
have additional sales point of Zanzibar State Trading Corporation (ZSTC). Selling at
market point denotes selling the spice products to retailers at market places while selling

to middlemen refers to selling the spice products to wholesalers or traders at farm places.

In Table 5 the study findings show that 62.3% of the surveyed farmers produced
cardamom and sold it. The results also show that 37.6% and 24.6% sold the cardamom to
market point and middlemen, respectively. In the case of cinnamon sales, Table 5 shows
that 93% of the farmers surveyed produced and sold cinnamon. Findings reveal that 67.1%
sold cinnamon to market point and 25.9% sold cinnamon to middlemen. Table 5 also
shows that 43.5% of spice farmers produced and sold black pepper. The study indicates
that 32.9% and 10.6% sold the black pepper to market point and middlemen, respectively.
The sales of ginger were also observed from 95.3% of spice farmers surveyed. Table 5
shows that 72.9% sold ginger to market point and 22.4% sold ginger to middlemen. In the
case of turmeric sales, 22.4% of spice farmers interviewed produced and sold turmeric.
Findings in Table 5 reveal that 13.0% sold turmeric to market point and 9.4% sold

turmeric to middlemen.

With respect to vanilla crop sales, the study reveals in Table 5 that 13% of the spice
farmers reached produced the crop. Results indicate that 5.9% and 7.1% sold vanilla to

market point and middlemen, respectively. When cloves were considered in the marketing



42

channels as spice crop produced and sold by spice farmers, Table 5 reveals that 36.5% of
surveyed farmers produced cloves and sold them. The study shows that 2.4 % of spice
farmers sold cloves to market point and 34.1% sold the cloves to ZSTC. Results indicate
that cloves have no middlemen but ZSTC stands as intermediary agent for marketing

cloves.

When farmers traded spice products to the market points it may imply that farmers had
very slight option to market access for consumers. The results reveal that marketing
channel for spice products in Zanzibar is indirect as it involves intermediaries between the
producers and final consumers and perform numerous channel functions. These functions
include processing and packaging before selling to ultimate consumers. This form of
market channel is not effective to farmers’ access to spice market. The strength of this
channel depends on quality, quantity and prices of the spice products demanded, available
and supplied from farmers to retailers. Farmers can have strong relationship to retailers if

their products are of good quality and highly available and vice versa.



Table 5: Distribution of Farmers by Sales Point (n=85)

Attributes Frequency (n) Percentages (%)
Cardamom

Market 32 37.6
Middlemen 21 24.7
Not producing 32 37.6
Cinnamon

Market 57 67.1
Middlemen 22 25.9
Not producing 6 7.0
Black pepper

Market 28 32.9
Middlemen 9 10.6
Not producing 48 56.5
Ginger

Market 62 72.9
Middlemen 19 22.4
Not producing 4 4.7
Turmeric

Market 11 13.0
Middlemen 8 9.4
Not producing 66 77.6
Vanilla

Market 5 5.9
Middlemen 6 7.1
Not producing 74 87.0
Cloves

Market 2 2.4
ZSTC 29 34.1
Not producing 54 63.5
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4.4.2 Distribution of spice traders by sourcing spice from producers

An evaluation regarding spice traders sourcing spice products from producers was also
carried out on traders surveyed at market places to identify where they source spices for
business. The traders’ sourcing points were sought by asking the spice traders whether
they source spice products from farmers or not. The sourcing points for spice products

were identified in terms of the crops bought by the traders for business.

About the case of sourcing cardamom, Table 6 shows that two-fifths (40%) of the traders
sourced cardamom from the producers. The other (60%) did not source from the
producers. The study also reveals in Table 6 that 40% of the traders sourced cinnamon
from farmers while 60% of traders did not source cinnamon from the producers. For the
black pepper business, results in Table 6 indicate that 30% of the spice traders sourced
black pepper from farmers and 70% of the traders did not source black pepper from these
producers. Table 6 also shows that 20% of surveyed traders sourced ginger from farmers
while 80% of the traders did not source ginger from farmers. Results in Table 6 reveal that
15% of traders interviewed sourced turmeric from farmers while 85% of the same traders
did not source turmeric from farmers. The study reveals in Table 6 that less than a half of
the traders interviewed sourced the spice products from Zanzibar. The results imply that
traders sourced more spice products from either middlemen in Zanzibar or imported from

outside of Zanzibar including mainland Tanzania.
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Table 6: Spice Traders by Spice Sourcing Points (n=20)

Attributes Frequency (n) Percentage (%)
Cardamom from farmer

Yes 8 40.0
No 12 60.0

Cinnamon from farmer
Yes 8 40.0
No 12 60.0

Black pepper from farmer
Yes 6 30.0
No 14 70.0

Ginger from farmer
Yes 4 20.0
No 16 80.0

Turmeric from farmer
Yes 3 15.0
No 17 85.0

4.5 Spice Market Potential (Demand and Supply) in Zanzibar

It is crucial in this study to determine spice marketing potential for spices produced in
Zanzibar. The analysis of spice market potentials provides important road map for spice
market access. In this section, the study analysed types of spice crops produced by
farmers, quantity of spice crops sold by producers, mean prices of spice crops sold, types
of spice crops from both producers and suppliers bought by traders, mean buying prices
from both farmers and suppliers, quantity of spice products sold by traders and mean
selling prices for traders. The insights from this section highlight the level of demand and

supply for spice products in Zanzibar.
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4.5.1 Types and quantity of crops produced by farmers

The study considered it crucial to identify types of spice crops produced by spice farmers
in the study area. The findings revealed seven (7) types of spice crops produced and
marketed. Table 7 indicates that in terms of land size used for selected spice crops, from
surveyed farmers four crops occupied large land size in hectares. These crops are
cinnamon (6 ha), ginger (5.4 ha), clove (4.5 ha) and cardamom (4 ha). Black pepper,

turmeric and vanilla occupied 3.4 ha, 1.2 ha and 1.0 ha, respectively.

Table 7 also reveals average acreage of each spice crop in a household basis. The acreage
of the spice crop per household ranges from 0.017 ha to 0.145 ha per crop per household.
This implies that none of the spice farmers surveyed produced a single spice crop in more

than 1 ha.

With regard to quantity of spice crop harvested, Table 7 reveals that ginger, cloves
cinnamon, turmeric and cardamom had high yields of 1547 kg/ha, 1356 kg/ha, 1145 kg/ha,
1117 kg/ha and 1055 kg/ha, respectively. Other crops are black pepper (820 kg/ha) and
vanilla (620 kg/ha). The above yields observed per hectare in all spice crops were below
the recommended yield per hectare (kg/ha). The reason for low yield could not only be
low input supply but also limited emphasis on production of spice crops for commercial
reason. The only commercial spice crop in Zanzibar is clove, the remaining spice crops are

mostly for spice tourism which does not necessitate large scale production.

In Table 7 the findings indicates that all quantity of spice crops harvested was sold except
ginger and cloves which have less quantities sold compared to harvests. The results imply
that farmers sell all the spice products harvested in the season. However, for ginger and

cloves farmers put aside some amount for home use especially medical purpose.
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Table 7: Types and Quantity of Spice Crops Produced by Farmers

Spice crop Acreage Acreage/ Quantity Productivity Recommended Quantity

(ha) Household harvested (kg/ha) productivity sold (kg)
(ha) (kg) (kg/ha)

Cardamom 4 0.075 4220 1055 1300 4220
Cinnamon 6 0.077 6870 1145 1400 6870
Clove 4.5 0.145 6140 1365 2700 6040
Turmeric 1.2 0.075 1340 1117 7500 1340
Black pepper 3.4 0.089 2790 820 3930 2790
Ginger 54 0.071 8356 1547 14000 8310
Vanilla 1.0 0.085 620 620 750 620

4.5.2 Types and quantity of spice products traded by spice traders

Determination of types and quantity of spice products traded at market places played a
central role in assessing the level of supply and demand of spice products for spice
business in Zanzibar. The analysis for the types of spice products traded by surveyed
business men in Table 8 revealed that five (5) spice crops are more potential in spice
business. These crops in Table 8 are cardamom, cinnamon, turmeric, black pepper and

ginger.

In the supply side from farmers, Table 8 indicates that cardamom has the highest quantity
(445 kg) bought by traders from farmers, followed by cinnamon, black pepper, ginger and
turmeric. Mean prices were also revealed in Table 8 indicating that the highest price from
farmers was that of cardamom (TZS 15 750/kg) and the lowest mean price was that of

cinnamon (TZS 3 688/kg).

Traders interviewed also purchased spice products from suppliers. Table 8 shows that the

highest quantity bought by traders from suppliers was that of cinnamon (623 kg) and the
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lowest quantity bought from suppliers was that of turmeric (210 kg). Mean prices of spice
crops from suppliers indicated in Table 8 revealed that the highest price from suppliers
was also that of cardamom (TZS 17 300/kg) and the lowest mean price was also that of
cinnamon (TZS 4 130/kg). The analysis shows that with exception to cardamom, high
quantities of traded spice crops were bought from suppliers rather than spice farmers. The
findings imply that these suppliers may either be wholesalers who buy spice crops from
farm or importers buying the spice crops outside Zanzibar. The difference in mean prices
of spice crops between farmers and suppliers comes from the bulkiness, quality and

processing techniques the suppliers perform before selling the spice products.

The study also analysed the quantity of spice products sold by the traders and their mean
prices. Table 8 indicates that the highest quantity sold by the traders was cinnamon (978
kg) and the lowest quantity was turmeric (290 kg). Findings revealed that all quantity
bought by traders was sold to consumers. The results imply that the demand of spice
product to consumers is still high. Mean selling prices for traders to consumers in Table 8

show that cardamom had high price of TZS 20 470/kg compared to other spice products.

The marginal price difference between farmers’ price and traders’ price was also analysed
to ascertain price gap which existed in spice business. Trader’s mean price appeared to be
high than farmer’s. There was high discrepancy of farmers’ price and traders’ in
cardamom (TZS 4720/kg), ginger (TZS 4420/kg) and cinnamon (TZS 3912/kg). Black
pepper and turmeric also recorded a gap of TZS 1170/kg and TZS 250/kg, respectively.

This implies that traders benefit more than farmers in spice market.
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Table 8: Types and Quantity of Spice Products Traded by Spice Traders

Spice crop  Quantity Price from Quantity Price Quantity Trader’s Price gap
from farmers from from sold (kg) price (Trader-
farmers (TZS) suppliers suppliers (TZS) farmers )
(kg) (kg) (TZS) (TZS)

Cardamom 445 15750 315 17300 760 20470 4720

Cinnamon 355 3688 623 4130 978 7600 3912

Turmeric 80 4500 210 5810 290 4750 250

Black 188 10830 280 10500 368 12000 1170

pepper

Ginger 177 3800 360 5000 537 8220 4420

The discussion with the surveyed farmers and traders revealed that quantity of spice
bought and sold have an effect to market access among spice farmers. In order for spice
farmers to improve market access they have to supply high quantity of spice to market
places. Mahamoud (2013) identified spice demand in Zanzibar to be about 8 tons of spices
annually, but less than 4 tons are made available from individual spice farmers in
Zanzibar. This implies that spice farmers in Zanzibar have failed to deliver quantity of
spices like black pepper, cardamom, ginger, turmeric and cinnamon to meet market

demands.

4.6 Factors Influencing Market Access Among Spice Farmers

This section examines factors influencing market access among spice farmers in Zanzibar.
Taking cognisance of the fourth specific objective of the study which was about
examining factors influencing spice market access, therefore, it is crucial to analyse how

market access for spice farmers is influenced by marketing factors in the study area.
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Logistic regression model was performed to assess the impact of a numbers of factors on
the likelihood that spice farmers would access market for their products. The model
contained ten independent variables (distant market, market information access,
transaction cost, market organization, number of spice crops, quantity sold, spice selling
price, spice demanded, spice grading and value addition). The full model containing all
predictors was statistically significant, Chi-square (5, N = 85) = 39.59, p < 0.001,
indicating that the model was able to distinguish between the spice farmers those who
accessed market and those who did not access market for spice product. The model as a
whole explained between 37.2% (Cox & Snell R square) and 55.3% (Nagelkerke R
square) of the variance in market access status of spice produce, and correctly classified
83.5% of cases. Table 9 shows that seven independent variables i.e. distant market, market
information access, market organization, number of spice crops sold, quantity of spice
sold, spice selling price and quantity of spice demanded made a unique statistically

significant contribution to the chances of accessing the spice market.

The analysis reveals that there exists relationship between marketing factors and market
access among spice farmers. Therefore, the study rejects the null hypothesis and accepts
the alternative hypothesis which states that there is relationship between marketing factors
and market access among spice farmers. The explanation of contribution of these factors is

explained in subsequent sections.

4.6.1 Market organisation

Market organisation denotes the degree of which product exchange process among
producers, traders and consumers is facilitated by formal market structures to enhance the
business. Market organisation appeared to be the strongest predictor of market access for

spice farmers which positively significant recorded an odds ratio of 25.66 (Table 9). This
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indicated that spice farmers were nearly 25.66 times more likely to access the spice market
when market is properly organized in comparison when market is not organized,
controlling for all other factors in the model. Findings imply that positive relationship
between market organisation and market access is based on a priority expectation that
there is a marginal cost associated with searching for the potential buyer in organised

market.

Existence of the guaranteed market is hypothesised to impact positively on market access.
However, Smallholder farmers tend not to be organised in the markets as they usually sell
their limited agricultural produce surpluses individually and directly to the consumers
without linking to other market actors (Key and Runsten, 1999). In other words,
smallholder farmers lack collective action in markets. Herman, ef al., (2012), in explaining
market organisation, argued that individual marketing of small quantities of produce
weakens the smallholder farmers’ bargaining positions and often exposes them to price
exploitation by traders. Therefore farmers should organise into groups for market access

facilitation for their products.

4.6.2 Quantity of spice product sold

Another strong predictor of marketing access for spice farmers was quantity of spice
produce sold to market places which recorded positive significance with an odds ratio of
21.38 in Table 9. This indicated that farmers were nearly 21.38 times more likely to access
market when they had large quantity of spice produce to sell than those who had low
quantity of spice for sale, when other factors are controlled for all other factors in the
model. The findings imply that the higher the quantity the farmers supply the more they
access market for the spice products. In his study on Inclusion of Small-scale farmers in

the Spice Value Chain in Zanzibar, Mahamoud (2013) argued that quantity of spice
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supplied was the first problem relating to commercial pressure in spice business. He found
that farmers in Zanzibar have failed to deliver quantity of spices like black pepper,
cardamom, ginger, turmeric and cinnamon as markets require because they worked
individually. He also identified spice requirement in Zanzibar to be about 8 tons of spices
annually, but less than 4 tons are made available from individual spice farmers in
Zanzibar. Results imply that spice traders also buy spices from contracted farmers in

Tanzania Mainland to feel the market gap.

Table 9: Results of Logistic Regression for Market Access among Spice Farmers

Variables B S.E. p-value Exp(B)
Distant market -2.330 0.981 0.017* 0.10
Market information access 2.937 1.239 0.018* 18.86
Transaction cost 0.821 1.057 0.437™ 2.27
Market organization 3.245 0.940 0.001** 25.66
Number of spice crops -1.921 0.873 0.028* 0.15
Quantity of spice sold 3.062 1.037 0.003** 21.38
Spice selling price -5.447 1.892 0.004** 0.01
Quantity of spice demanded -2.678 1.039 0.010* 0.07
Spice grading and standards -0.964 1.155 0.404™ 0.38
Product value addition 0.567 0.915 0.535™ 1.76
Constant 3.835 2.446 0.117 46.314

*and ** significant at p<0.05 and p<0.01, respectively
Dependent variable: Market access

ns = statistically non-significant at 0.05 level of significance

4.6.3 Market information access
The variable market information access is positively significant to market access, implying
that farmers who have access to market information are likely to access the spice market.

Market information access recorded an odds ratio of 18.86 as a predictor of market access
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among spice farmers (Table 9). Market information access indicated that spice farmers
who accessed market information were 18.86 times more likely to improve their spice
market access than spice farmers who had no market information, given that all other
factors in the model are constant. Results imply that smallholder farmers have difficulties
in accessing market information, hence exposing them to a marketing disadvantage.
According to Ruijs (2002), smallholder farmers normally rely on informal networks
(traders, friends and relatives) for market information due to weak public information.
However, relying on informal networks for market information are at risk of getting biased
information due to opportunistic behaviour of the more informed group. For instance,
Mangisoni (2006) explained that smallholders usually accept low prices for their crops
when the broker informs them that their produce is of poor quality. Smallholder farmers
accept these low prices mainly because they are unable to negotiate from a well informed
position. Therefore, for smallholder farmers to have reliable access of market information,

they should form spice farmers’ associations or networks.

4.6.4 Number of spice crops sold

Number of spice crops sold is said to be another factor that influences market access
among spice farmers. In Table 9, number of spice crops sold was negatively significant
and revealed the odds ratio of 0.15 to be less than 1, indicating that when spice farmers
had various kinds of spice crops were 0.15 times less likely to access spice market,
controlling other factors in the model. The findings imply that spice market access is
more open in crop specialisation rather than diversification. The results reveal that spice
farmers specialised in individual crops such as cardamom only, black pepper only,
cinnamon only and ginger only have better market access than farmers who diversified
and sold various spice crops at a time. The market access for specialised spice farmers

might be due to relatively large quantity they supply to the market compared to farmers
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who diversified in several spices who is unlikely able to produce large volume of each

spice.

4.6.5 Distance to market places

From the fact that most of farms are distant from the place where goods and services are
exchanged, it was expected that the variable distance to the market could play an
important role in determining whether farmers can access market or not. The coefficient
of the variable distance to the market was found to be negatively significant to market
access recording an odds ratio of 0.10 as a predictor of market access among spice farmers
(Table 9). Findings imply that increase in the distance travelled to the market could reduce
the market access by 0.10 times. This is expected since an increase in the distance
travelled might contribute to high transaction cost. The farther away a household is from
the market, the more difficult and costly it would be to access market. Delgado (1999)
identified high transaction costs as the embodiment of market access barriers among
resource poor smallholders. These high transaction costs result from individual produce
transportation and selling, difficulties in getting trading partners and poor bargaining

power (Delgado, 1999).

4.6.6 Quantity of spice crops demanded

Quantity of spice crops demanded was examined to observe the influence of demand to
market access among spice farmers. The variable quantity of spice crops demanded is
negatively significant to market access, implying that when spice crop demand is high
spice farmers have less market access. In Table 9, quantity of spice crops demanded in
market revealed the odds ratio of 0.07, indicating that when spice crops were in high
demand at market, spice farmers were 0.07 times less likely to access spice market,

controlling other factors in the model. The findings imply that high demand for spice crops
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might necessitate traders to follow farmers at field. Following crops at field means buying
them at farm gate price and farmers are likely to sell all spices to traders and have little to
offer to other market channels. In order to make other market channels active, farmers

have to explore market demand information before sell their products.

4.6.7 Price of spice crops

The price of spice crops is said to be another factor that influences market access among
spice farmers. Price is negatively significant to market access, implying that when price of
spice crop increases spice farmers have less market access. Price of spices recorded an
odds ratio of 0.01 as a predictor of market access among spice farmers (Table 9). Results
indicated that when price increased at market, spice farmers were 0.01 times less likely to
access spice market, controlling other factors in the model. Findings imply that when spice
price is high in the market, middlemen tend to collect spices from farmers and farmers
have little to offer to other market channels. This tendency limit spice farmers to access

direct market and benefit from spice sales.
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CHAPTER FIVE

5.0 CONCLUSION AND RECOMMENDATIONS

5.1 Conclusion

This study explored the existing factors affecting market access among spice farmers in
Zanzibar. Production and economic levels of spice farmers depend on characteristics
identified from their production and economic activities. Surveyed farmers were engaged
in spice production according to different production and economic characteristics.
Farmers’ characteristics considered include farm occupation, association membership,
land category and annual farm income. Study revealed that social-economic characteristics
such as sex, age, education, type of trader and experience in spice business contribute

significantly on spice product trading.

The study identified existing market channels for spices produced in Zanzibar by
explaining routes through which spice farmers sold their products after harvesting and
how spice traders sourced spices for their business. The analytical structure of marketing
channels provided an important framework for mapping and explaining potentials in
market access for spice farmers such as the market channels and sales points where
farmers sold their spice products. Farmers were identified to sell their products not only to

market places and middlemen for all spices, but also to ZSTC for clove sales.

Spice market potential which explained demand and supply for spice crops in Zanzibar
was analysed to provide road map for spice market access. The study identified types of
spice crops produced by farmers, quantity of spice crops sold by producers, mean prices of
spice crops sold, types of spice crops bought by traders from producers and suppliers,

mean buying prices from both farmers and suppliers, quantity of spice products sold by
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traders and mean selling prices for traders. The insights provided highlight on the level of

demand and supply for spice products in Zanzibar.

The study examined ten factors influencing market access among spice farmers in the
study area. Logistic regression model was performed to assess the impact of these factors
on the likelihood that spice farmers would access market for their products. Seven
independent variables i.e. distant market, market information access, market organization,
number of spice sold, quantity of spice sold, spice price and quantity of spice demanded
made a unique statistically significant contribution to market access among spice farmers.
This contribution shows that there is relationship between marketing factors and market
access among spice farmers. Therefore, the study rejected the null hypothesis and accepted
the alternative hypothesis which stated that there was relationship between marketing

factors and market access among spice farmers.

5.2 Recommendations
Based on the findings, the study recommends the following for improvement of spice
market access among spice farmers;

1. Market is the only variable that affects farmer’s choice of marketing channel. That
is, farmers sell where they find a market. Spice farmers should strengthen spice
value chain in which a number of spice markets can be increased and developed.
The increase in the marketing channels would not only make the spice market less
informal but also increase demand for spices which is necessary for farmer market
access.

1.  Spice farming as a business requires that farmers to be enabled to access a
comprehensive package of support and services based on market focussed

collaboration. Farmers should be trained entrepreneurship and strengthened their
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collaboration to traders. They will have ability to specialise in a certain ranges of
spice in accordance with market needs, by developing an economically viable scale
of production and cost reduction.
There should be a formation of stronger spice farmers’ associations or networks.
The associations could enable spice farmers to pool resources and benefits from
economies of scale instead of competing between themselves. These groups could
make spice farmers participate effectively in spice tourism activities which is the
emerging industry in Zanzibar such as cooperatives, spice growers
There should be spice price regulatory authority for spices to be supplied to
market. This can also involve creating clear price structure for spice products to be
sold. The authority would not only increase their capacity to organise spice market
according to the market requirements, but also through their alliances they could
forge effective partnerships with potential spice traders. Therefore efforts aimed at
expanding the spice industry could employ price policies such as floor prices

Areas for further researches;

e Study on performance of spice tourism to spice farmers’ income should be
conducted. This study should assess income gain from spice tourism and
possibility of diversification of spice farming as niche product for income
generating.

e Study on the consumer preference be carried out and further value addition
activities to improve consumer preference for spice products can be
encouraged.

e Identify other industrial uses of spices. This could result in increased demand
which leads to increase in price thereby presenting an incentive for spice

market access.
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APPENDICES

Appendix 1: Smallholder Farmers’ Questionnaire

FACTORS AFFECTING MARKET ACCESS AMONG SPICE FARMERS IN
ZANZIBAR

SMALLHOLDER FARMER QUESTIONNAIRE:

This piece of research is intended for M.A. Rural Development of the Sokoine University

of Agriculture (SUA). The study intends to examine the factors affecting market access

among spice farmers in Zanzibar.

Please be assured that any data you provide will remain confidential to the researcher and
will only be reported in terms as part of a wider analysis, in which you will simply be
identified as respondent. Please discuss any concern you may have with the researcher.

Thank you for agreeing to participate.

Identification number..............ccceveeee ...
Village........cooviviieiieiieeee,
SECTION A: BACKGROUND INFORMATION OF RESPONDENT

1. Demographic Characteristic

Household | Relationship to | Age Sex Marital Education

members | the household | (Year) | I=Male | Status Information
head 2= 1= Single I=  No formal
1=Head Fem | 2= Married | education
2= Spouse ale | 3= Widow/ | 2= Primary
3= Son Widow | education
4= Daughter er 3= Secondary
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5= Relative 4= education
Separat | 4= Tertiary
ed education
5= 5= Graduate
Divorc
ed

2. Socio-economic Information of a respondent.

Occupation Association/group Current

1= Spice production 1= Farmers association | annual income
2= Spice product selling 3= Cooperation earnings
3=Food crop selling 4= Credit &savings (T.shs)

4= Spice tourism 5= Individual

SECTION B: PRODUCTION AND MARKETING INFORMATION
3. Total land owned by the farmer................................ ACTC....veerennnnn, (ha)
4. Total land used for production.................ccovevinnn.nn. ACTC...vveenreennnnnns (ha)

5. What types of spice do you cultivate (fill the table below)?

Spice Acreage | Amount Amount | Price per | Place Revenue
cultivated | cultivated | harvested | sold (Kg/ Unit (kg) | sold
(ha) (Kg/ year) | year)
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6. To whom do you sell your products? 0 = Middleman 1 = Retailer or consumer

7. Please indicate marketing challenges you face when marketing your produce to market.

SN Market Participating Challenges Yes No
1 Access of marketing information

2 Long distance to the market

3 Transport problems

4 High transaction costs

5 Market organisation

6 Type of spice to be sold

7 Quantity of spice to be sold

8 Selling price

9 Quantity of product demanded

10 Product grading

11 Product value addition

12 Others, (specify)

8. How far is the market place from your spice farm? .................. km

9. Do you transport your product to market? 0=No 1 =Yes

10. If yes, how do you transport your products to market place?
1 = Own transport 2 = Public transport 3= Hired transport
11. What is the transport cost do you spend to the market? ............cceeeueennnnne.
12. Whom do you sell your products to?
1 = Market 2 = Middlemen 3 = Customers
13. Do you face competition with other spice producers at market? 0= No 1= Yes
14. If yes, what is the competition for?

1 = Product prices 2 = Quantity supplied 3 = Quality of products




15.

16.

19.

20.

21.

22.

23.
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Do traders collide for buying your products? 0= No 1=Yes
If yes, what spices do they collide for buying?
1= Black pipers 2=Ginger 3 =Vanilla 4= Cinnamon 5= Cardamom

If no in question Why?

. Who sets selling price for your products?

1 =Farmer 2= Buyer 3 = Market auction 4 = Spice farmers’ group
Where do better selling prices come from?

1 =Market 2= Middlemen 3= Customers
Do you have access to market information? 1=Yes 0=No

Where do you get market information?

1= Local traders 2= Neighbour = 3=Media 4= Extension agents 5= Others

specify..
Do you pay taxes for selling spices? 1 =Yes 0=No

If yes, please mention types of taxes and amount paid

Type of taxes Amount for 50kg bag

Thank You Very Much
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Appendix 2: Spice Traders Questionnaire

FACTORS AFFECTING MARKET ACCESS AMONG SPICE FARMERS IN

ZANZIBAR

This piece of research is intended for M.A. Rural Development of the Sokoine University

of Agriculture (SUA). The study intends to examine the factors affecting market access

among spice farmers in Zanzibar.

Please be assured that any data you provide will remain confidential to the researcher and

will only be reported in board terms as part of a wider analysis, in which you will simply

be identified as respondent. Please discuss any concern you may have with the researcher.

Thank you for agreeing to participate

Name of Trader

SECTION A: BUSINESS BACKGROUND INFORMATION

1. Business characteristics

Years in

Business

Type

trader

of

1= Wholesaler

2= Retailer

3= Processor

Age
(Year)

Sex

1= Male

Fem

ale

Education
Information

1= No formal
education

2= Primary education
3= Secondary
education

4= Tertiary education

5= Graduate

Spice product




SECTION B: TRADING AND MARKETING INFORMATION
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2. Estimate average spice demand and supply per year

1 = Short

0= Long

Amount (kg/year) bought Total Amount  sold [Total
Spice
cost (kg) revenue
Produc
Price Price Sales [Price/kg
t Farmer Supplier Total |Price/kg
kg
3. What are processing activities do you perform before selling the spice
1 =Drying 2=Cleaning 3=Grading 4= Packaging
4. How is the quality of spice product from farmers?
1 = Good 2 = Better 3 = Best
5. How is transaction cost for the spice product bought directly from farmers?
1 =low 2 = Moderate 3 =High
6. What is the length of payment period for products from farmer?
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7. How is product price from farmers?
1 =Low 0 = High
8. How is product supply from farmers?
1 = Regular 0 = Irregular
9.  What is the processing quality of the products from farmers?
1 = Processed products 2 = Unprocessed products

10. Suggestions for spice farmers to improve quality of their products

Thank You Very Much



