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ABSTRACT

Changing socio-political and economic circumstances

and technological necessitate institutionalinnovations
and conceptual Suchconditions.adjustments to new
changes which sincehave occurred in Tanzania

Independence in 1961 changed the country's crophave

marketing system. The purpose of this study has been to

find out effects and salientand narrate the

features of the institutional the Tanzania'schanges of

marketing system in the period between 1970 andcrop
Coffee marketing institutions in Ki 1imanj aro1984.

as

In this study two hypotheses were set and tested.
First it was hypothesized that coffee marketing system

Coffee Board (TCB)/ Kilimanjarounder the Tanganyika

Native Cooperative Union (KNCU) efficient than
Coffee Authority of Tanzania (CAT).under the To test

this hypothesis secondary time series data on producer's
percentage of f . o . b price, un i tprice marketingas

unit marketing costs, potential final payment,
administrative unit administrativeunit

unit marketingexpenses as percentage of costs, current
quantity of coffee soldandratio were collected.

Analysis of these secondaryRegression data has shown
administrative and marketingthat unit costs were

duringsignificantly lower KNCU time than during CAT
factors*These enabled KNCUperiod. to pay farmers

significantly higher producer's price percentage ofas
than could CAT.f.o.b price From these observations the

margin,
expenses,

causes,

was more

a case study.Region are used
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hypothesis that coffee under TCB/KNCUmarketing system
efficient than under CAT cannot be rejected and

it is cone 1uded that TCB/KNCU significantly morewas

efficient than CAT when marketing farmers coffee.
it TCB/KNCU andhypothesized thatwas

affiliated cooperative societies were more concerned with

the development of coffee farmers than the CAT. To test

this hypothesis primary attitudes of farmersdata on

towards the crop marketing organization were collected by

fifty (50)of questionnaire ad minis tered tomeans a
randomly selected farmers.

test the hypothesis. The correspondingused to

parametric non—parametric statistical inferenceand

significantly efficient inproved that KNCU morewas

purchasing farmersmanagerial services whenproviding

included inspection, grading,servicescoffee. The
paying farmers.crops andweighing of

significantly more efficient in the provision of inputs

and extension services to farmers.
it is recommended thatConsequently in Tanzania
shou1d be marketed by agriculturalagricultural crops

cooperatives and marketing boards.marketing The
cooperative should be owned and controlled by the members

The effectiveness of marketingdemocratic basis.

boards can be improved by increasing the participation of
merchants andprocessors,

decision making process.

however,CAT was,

farmers,

Secondly 5

t and Chi-square tests were

was more

on a

consumers in their
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CHAPTER 1

INTRODUCTION
1.0 Outline of the Dissertation.

The dissertation is organised in five chapters.
Chapter one gives the introduction and discusses the

crop marketingofhistorical backgroundeconomic
special reference toTanzania withinstitutions in
Region. Chapter twocoffee marketing in Kilimanjaro

exposition of the alternative marketingpresents an
institutions for smallholder farmers in Tanzania.

1iteraturetherepresentsChapter three
Results andfour has the Methodologywhile chapter
easiness oftogether fortreatedDiscussion

concludesfive theChapterpresentation.
presenting the andbydissertation summary

conclusions.

General introdue-tion1.1

Economic situation of Tanzania and how it1.1.1
cooperatives,Crop Authority andrelated tois

Marketing Boards.
Tanzania is one of the British

which gotexcolonies its political

review,
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independence in through what may be

ceil led a peaceful revo 1 Lit ionpeasant
(except in the island of Zanzibar) against

the British colonialists. Politically she
is a one party socialist state with Chama
cha Mapinduzi (CCM) (Revolutionary Party)

the sole political party.as

The Tanzanian economy is predominantly
based smal 1 scale peasanton

production. The word peasant was used by
the British colonialists a derogatoryas
term for the African subsistence farmer.
Nowadays they better referred to asare

smallholder farmers.
The importance of the agricultural sector

in Tanzania is shown by the fact that:—
About 8C>% of the population is directly ori)
indirectly engaged in agricultural activities and
depend on agriculture for their subsistence. The

distribution of farm size in 1971/1972
showed that 2.45 million farmers held 2.95 million ha

of 1.22 ha per
household. The distribution is shown in Table 1-1.

1961,

of farm land,

agrarian,

with an average
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Table 1-1 Tanzania: Distribution of farmers

by farm size, 1971-1972

Farm size ha Percentage of farmers
1/2 31.5
1/2 1 26.7
1 2 24.7
2 3 8.9
3 4 0.4
4 5 0.2
5 7.6

100.0Total
180.Source: P-

ii) Agricultural output constitutes the main

contributing two fifths of’source of export earnings j

BDP. The stagnation in the output of export crops is
identified longer termincreasingly being as a

(Green et al., 1980).structural weakness
iii)It is the main source of food for the nation.

Short falls in food production were the largest
1974-1975 balancethe of paymentssingle cause of

crisis (Green et al., 1980).
It is a labour reservoir for futureiv)
industrialization of the country.

Among the factors which have depressed the performance
of the agricultural sector bad weather and faultyare
macro-economic and sectoral policies. The policies on the

of manufacturedimportation goods, distribution of
consumer and capital goods to rural

IL0, 1982,

group,

areas had all changed
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the incentive (Keeler etstructure faced by farmers
al_. ,1982) .

In attempt an efficient Agriculturalto effectan

production system, both the nationalthe colonial and
governments full partic ipation farmersencouraged of
through cooperatives in the agricultural activities.
i bus, cooperatives Tanzania have been mainly ruralin
organizations whose members mainly in cashengagedare
cropping and subsistence farming. Many of the coops are
multipurpose (Mfangavo, 1984) market membersthey
produce and occasionally retail basic commodities and
distribute ag r ic u 11lira 1 inputs„For such assome crops

In Tanzania many of
to make profits and become s e1f—sustai n in g because of

mismanagemen t. Un think.ab 1 ed ishonesty and losses were
experienced by several 1974;

Manday, 1977; 1980; Keeler et 1982). Given

cases of 1osses:—
The then Victoria Federation of Cooperative Unioni)

loss of over 3 million T.shs. in 1966.(VFCU)
ii) The Mtwara Cooperative Union lost almost 1

million T.shs. between 1965-1967.
Iringa Reg ion Cooperative Unioniii)The

1oss of 48,000 T.shs.suffered a
iv) The Central Region Cooperative Union was

toreported have 1 ost 2.5 mill ion T.shs.
mysteriously.
The Tanga Region Cooperative Union reportedv) a

cooperatives (Msambichaka,

Moshi,
helow are some

had a

the cooperative have often failed

between 1966-1967.

coffee and cotton, marketing is combined with processing.
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mis--appropriation of T.shs. in .1974.96.6 million

vi)The Mbeya a

T. shs 21 mill ion f rom itsban k. □verdra1t, had

inception never presented its accounts up to .1974.

Cooperative Union 1 oss ofreported a

T.shs. 3,918,877 in the year- 1972/.1973 .

Thus 17thecooperative un ions out ofseven

C o o p e r a t i v e .1976 had beenw h i c h exis ted inunions

involved in losses or gross mismanagement.

we 11 —However have beenwhere c o o p e I" a t i v e s

e s t a b 1 i s In e d a n d fully supported by the government as

than 907. ofi s i n Kenya they hand 1ewhere more

1972), theyagricultural produc ts (Main i,domestic

have been successful.

t y p e c) f i n s t i t u t i o n sMark eti ng boards an o t he rare

In Tanzaniawith agricultural production.that deal

formed Britishboards f i rs t by­ma r keting were

colonialists for purchasing. processing and marketing

of agricultural commodities and materials fromraw

After Independence the government usedher colonies.

marketing boards (w In i c h hadthe then legala

m o n o p o 1 y / m o n o p s o n y the purchase and export ofover

the agriculturalcommodities in sec tor) as powerful

marketinstruments f or intervention . They could

purchase export crops at 1 ow prices fixed by the

g o v e r n m e n t a n d sell the same at world market prices.

this they couldIn accumu1 ate theway revenue
differencegenerated by the between domestic and

V.i .i ) My an z a

Cooperative Union which was operating on
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Initially

the revenue accumulated by marketing boards was kept

benefit of the farmers. low internationalAt times of

the fund employed support domestictowas

prices and to shelter the farmers f r o m v a q a r i e s a f

the fluctuating world market prices. But the revenue?

on diverted and used hy the government to

help it out of its financial d ifficultie s (J o h n s o n

and Schuh, 1983).

Starting in 1969 Crop Authorities were

place of marketing boards w h i c h s e e m e d to be unable

t o per form a 1.1 f unct ions withconcerned crop

production, marketing Cropand processing

Authorities established to speci a1i se i n thewere

production, marketing and processing of the important

tea, pyre t h r u m,

etc. (Kriesel et al

These parastataIs however, not successfulwere,

1982 thereby tot a 1 breakdown ofand

mar ke t i n g, i n pu ts d i s t r i b u. t i o n credit offeringan d

function s in agri cu1tu re.

total loss of T. she. 679,200,000!

.1982) . So(ACDI, to turn to

cooperative unions to do t h e m a r k e t i n g functions a s
they did prior to 1976.

1970).

prices,

cashew nuts..

was almost a

i n c 1 u d i n g N M C h a d a

The maior crop parastatals

was later

export crops like sisal,

world market prices of these commodities.

in the? form of price assistance fund and used for the

formed in

t h e g o v e r n m e n t ci e c i d e? ci
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1.1.2 Historical background of co'.>peratives and

crop parastatals in Tanzania.

of1.1.2.1 of evolutionReview

cooperatives in Tanzania

in TanzaniiACooperatives began

with the1925earlyas as

the Kilimanjaroorganization of

Association toNative P1anters

farmers tocoffeehel p African

Thethe- cash economy.intocome

of cooperativesbeginninglegal

in 1932 when thein Tanzania was

societiescooperativefirst

passed byordinance was

(Tai izania, 1932 ) . Sinceparliament

the cooperatives have

changesexperienced some away

conceptf rom the or i.gina 1 of

beingcooperative as form ofa

enterprise organised onbusiness

basis by members anda voluntary

control led by them on a

democratic basis. The most

notable c hange in this concept

began in 1967 when the nation

decided to follow the policy of

socialism as id self-reliance.

After the Arusha Declaration of

1967, the number of registered

that time.



8

cooperati ve increased .1953 in 1966 (Mutaharapidly from
1976) to i his(ACD I. , 1982) .over 2000 in 1976

rapid increase resulted -from the fact that the Party made
cooperatives the instrument of implementing its policy of
socialism and. self-reliance.

The primary cooperative societies were registered under
the cooperative societies Act of The main objective1968.
of sue h s o c i e t i e s w a s
of its members in accordance with cooperative principles
by providing efficient marketing services to members and

offering goodcosts andhence reducing the marketing
producer prices.

cooperative soc i e t i es were organized intoThe primary
Cooperative Union ofcooperative unions and in 1961, the

registered coord inateto andTanganyika (CUT) was
strengthen cooperative societies (Moshi 1980).

The KNCL) was established in 1933 shortly after the

enactment of the first cooperative societies ordinance in
is the oldest cooperative union in Tanzania and1932 and

best thethe an d largest. 11 wasofoneoncewas
organization 11 primaryestab1ished ofapexas an

which were registeredcooperative societies at the same
These 11 societies were members of the Kilimanjarotime.

1925.

other , servicesrender marketing and to the affiliated
importantly in connection with marketing

of coffee (Westergaard, 1972) .

et al.,

The traditional and primary function of the KNCU was to

to promote the economic interests

Native Planters Association established in

£ocieties, mos t
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But over the in ainvolvedthe Union becameyears,

number of The union owned a number ofother activities.
houses in Moshi which itwere rented ou t,
and restaurant went into wholesale distribution ofand
consumers'goods. building ofThe union also financed the
Lyamungo Secondary Moreover bySchool in Hai District.

1976 KNCU had built two other schools, coffee pulpery.13
machine and KNCU also attempted to5 godowns/stores.
diversify the economy by introducingKilimanjaro Region
dairy cattle By 1974 some 937 dairybetter breed ..

had been distributedcattle valued at T.shs. 1,953, 951.
Ths introduction of dairyto the peasants (Moshi, 1980) .

Cattle had coffee production.negative effect onsome
coffee fel 1, the peasantsprices ofBecause when the

plant cattletheir coffee trees touprooted some of

1980).fodder (Moshi,
cooperative unions in Tanzania were dissolvedWhen all

43 affiliated societieswith itsin 1976, KNCU together
In Kilimanjaro Region peasants weredissolved.were also

not happy with the governments' action, because they were
and that it was managedKNCU was not corrupt

own representativesthrough their elected by themselves
with the power to vote them out of office. They believed
that KNCU was also listed because of the incompetence of

cooperative unionsother and they felt thatthe
beingKNCU unfairabolishing to the Kilimanjarowas

peasants. Moshi (1980), had this observation:
reali ty the KNCU hadin become corrupt"_ and

m i sunderstandings had much rife that in 1969

however,

become so

ran a hostel

of a

sure that



new general managera

un i on . Also there is evidence that committee men enriched

themselves KNCU officialfrom society andf un d s some
obtainedaccumulated substantial weal th wi th money

illegally from societies cases ofKNCU. In all primary
theft had been reported at another duringtime orone
KNCU days But there was one advantage which the peasants
had , that dishonestis, d ismissthey could easily

IIofficials by making use of established channels.
unions had corruption and wereIn fact if theeven

the solution would not havesuffering from mismanagement.
goal, but to try to rectifydissolve thembeen to at a

the situation through normal ways of
supervision and eventually discipliningcounsel ling and

and firing the guilty officials.
TanzaniaBrief history of crop parastatals in1.1.2.2.

crop parastatal in Tanzania wasThe earliest
1938 tothe Tanganyika Tea Board established in

facilitate the licensing of tea planting and to
raise funds for research through imposition of

(Kriesel et In general thea levy
marketing then wereof boards byfunctions

bothadvisory in production and inprimarily
marketing. After the Agricultural Products Act

(Tanzania)of 1962 their roles expanded to
include handling and arranging

main
was basically to eliminate exploitation of the

10
the government had to impose

inquiry, auditing,

reason for this drastic change

on the

al ■ ,1970) .

crops. The
final sales of
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1977).

In crap authorities were established1969
to specialise in the marketing and
processing theof export crops asimportant
marketing boards unable to performwere being
all functions crop marketingwithconcerned
production and similarprocessing. Un det-
premises corporations were formed for cereals
(National Milling and oil-seedsCorporalion)
(GAPEX). The agricultural parastatals operating
in Tanzania up to listed in Appendix1984 are
F.

In Tanzania coffee marketing operations are carried out
movement takesby two organizations. The cooperative

the crop at the farm and regional levels whereascare of
level.coffee Marketing Board operates at national
in Tanzania'sinstitutional changesAccording to the

of coffee at Nationalthe marketingMarketing
carried out by three different

and distinct parastatals:-
The Tanganyika1.
1961.

2.
1978

Coffee Board.
The Tanzania Coffee Marketing Board which3.

re-established in 1984.was
According to the Coffee Industry Act No. 20 of 1961 &

the specific objectives and functions of1962 (Tanzania),

production,

1st January,

system,

peasant by the middlemen (Temu,

level up to now has been

The Coffee Authority of Tanzania started on
after the abolition of the

Coffee Board, established in
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the Tanganyika Coffee Board were:-
i) to advise

promotion and protection of the coffee industry.

to promote the sale of coffee and encourage theii)

production of good quality coffee.
iii)to arrange for the marketing of coffee in

Tanganyika.
iv) to conduct research in connection with the

industry.

v) to restrict and control activities of 1icensed

dealers of coffee.

vi) to appoint designated agencies,the cooperatives

and unions, through which producers could sell

their coffee.

vii)to impose levy on the sale of coffee.

1977According to the Coffee Industry Act of

(Tanzania) the specific objectives

Coffee Authority of Tanzania were:—

to promote the development, improvement andi)
protection of the coffee industry.

control and supervise
to the development of theprogrammes relating

coffee industry.
either alone or in associationiii)to carry out,

the business of coffeeother person,with any

manufacturing coffee berries and husks.

the marketing and exportation ofiv)to undertake

coffee.

the business of processing coffee,

ii) to prepare, implement,

farming,

and functions of the

the minister upon measures ior the
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v)to advice the minister
the promotion of the coffeeand protection

industry.
vi) to undertake or finance research in the

of coffee andproduction, marketing and uses
its byproducts.

1984According Act,to Marketing Boardthe Coffee
specific objectives and functions of thethe

Tanzania Coffee Marketing Board were:—
to undertake marketing and exportation ofi)
coffee and to advise? the government on all

itsandmatters affecting coffee production

marketing.
to promote the marketing of coffee within theii)

any international organization orframework of

agreement.
iii)to give financial or other support to research

coffee production, marketing or processing.on
purposes ofto persons forissue licencesiv) to

coffee processing including production and

marketing of byproducts.

1.1.2.3
marketing of coffee in Kilimanjaro Region

Tanganyika Coffee Growers Associationi)
(TCGA )

Coffee produced on estates is
processed .and marketed differently

produced by small-holders.from that
Estate coffee is harvested and

(T an zania),

upon measures for

• Qther Organizations involved in the
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processed to the state.parchment stage on

delivered to the forMos hicoffee curing inworks

dehusking into green coffee. Their assembly is

supervised by Coffee Growers Associationthe Tanganyika

(TCGA). Sampling and grading of green is done inbeans

the same way as smallholder coffee (Mbilinyi, 1976) .

ii) Tanganyika coffee Curing Company Ltd

Arabica theparchment coffee f rom

to thecooperative unions de IiveredTCGA isor

at Moshi for processing. This curingcuring plant

AtCoffee Board.plant was owned by the Tanganyika

the curing plant all the parchment is removed

are graded(the final product)II

Samples of eachand bagged.etc,appearance,

of which is sent toportiondelivery are taken, a

Board.In thisof the coffeeliquoring sectionthe

numericalassigntastersthesection a

Thenafter tests have been made.c1assi f ication

smal 1 packages andput inthe remaining sample is

the basis forwho use itsent to potential buyers as

auctiongrades to buy at. thewhichdeciding

(Mbilinyi, 1976, Appendices B-l and B-2) .

Othersiii )

Other organizations/individuals who have been

involved in the marketing of coffee the coffeewere

Department of GAPEX, Private Coffee Dealers, Domestic

Coffee Processors and Auctioneers. It is interesting
to note are entering the

marketingcoffeetrade of privateas dealers or

by size,

"green coffee beans

that more and more Africans

and the

It is then
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(Appendices B-l and B-2).processors.

and in Tanzania in particular
1.2.1 Economic importance of coffee in

the world
tree crop whose fruitsa

main 1 y non-alcoholicusedare as a
grows mainly in tropical

and semi-tropical developing countries.

Coffee has become the highest valued
agricultural commodity in international

. al though volume of productionnot in
(Mbilinyi, 1976; Hyuha, 1982).

Coffee is importan t ofan source

foreign exchange developingf or many
thecountries. For during

period from 1970-1972 five developing
countries derived 55 percen t
foreign exchange from coffee proceeds.
Specif ical ly _, the contribution of
coffee exports to total foreign exchange
earnings for selected
follows:-

Portuguese T imor,90.5 percent;
73.0 percent; Uganda, 58.8
Columbia,percent; 58.8 percent and

Rwanda 57.3 percent 1982) . It
c ou 1 d be added that Tanzania's coffee

(Hyuha,

example,

Burundi,

Coffee,

beverage,

countries were as

1 • 2 Economic Importance of coffee in the world in general

trade, surpassing both cotton and wheat,

of their
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contributed totalo f exportaverage of 27.5 percentan
earnings of the nation the period 1970-1985 (Tableover
1-3) .

Coffee prices have traditionally subjected tobeen
fluctuations. Two periods of market price increase were
in the early 1950's and after the 1975 frost in Brazil.

The high coffee prices in the early 1950'
coffee plantings. These plan tings reached maturity in
the late 1950's and early .1960 ' s . Con sequen 11 y, between
1957-1962, there was marked increase in production ofa
coffee. This increased output led to declines in world
coffee prices during that period (Hyuha, 1982).

Following the price stabilization activities
intensified leading the signing of thetower e

International Coffee Agreement in 1962. Under this

dec 1inesfurther we 11 increases inasas

coffee prices stabi1izing themwere

appreciably. Hence in the I960's less severe

fluctuations in coffee prices occurred. However, in the
1975 onwards there have beenespecially from1970's and

sharp increases prices forin world coffee (Figure 1-1

and Table 1-2).
Coffee producingOf ma j or andthe exporting
dominated goingBrazil has farcountries, backas as
Before WorldWar 11. . War 11 , Brazilbefore World alone

produced up to 90 percent of the World's coffee supplies.

that Brazi1 shareHowever, since in World
production and exports has been declining (Appendix A-l

be seenand A-2). As can world coffee

dec line,

time,

agreement,

prevented,

from Appendix A-l,

s encouraged new
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Source: Compiled from balance sheets and budgets of KNCU.TCB and CAT and 
from MOB reports.

5

CL

Figure 1-1. Sales price (F.O.B, price) in current and constant prices(NCPI ; 
1977 = 100 ) of mild arabica coffee sold in Kilimanjaro region, 
1970-1985

• Key
3Q-------- Current price

Constant price
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Table 1-2 in current andSales Prices (F.O.B. Price)

1977 = 100) ofconstant prices(NCPI:
Ki 1 iman.j arcmi Id—arabica sold incoffee

Region, 1985.1970

Year F.O.B. Price F.O.B Price
(Constant Prices)(Current Prices)

Tshs/Kq Tshs/Kq
1970 12.665.66

10.921971 5.11
10.241972 5.14
11.101973 6.17
15.846.221974

9.381975 14.86
18.12 17.71.1976

39.139.11977
25.2228.31978

22.69 17.911979
32.3 19.581980
21.86 10.541981
21.01 7.861982
26.08 7.801983
39.16 8.791984
54.90 8.631985

Budgets andSource: Annual Reports of
1970-1985.

Balance Sheets,
KNCU and CAT,
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production has But•fluctuated time.considerably over
exports have tended to Appendix A-3 shows.increase as
For East Africa exports havecoffeehowever,
been on a decline. Exports from Tanzania have fluctuated

lot from 1961 to 1976 but have remained almost constanta

from 1977 to 1984 (Appendix A-4 and A-8) .
FT ice, income levels are the importantand population

determinants of The majoramount of consumed.coffee
coffee importing Incountries are developed countries.

North1977, Western Europe Americatogether with
accounted for percent by volume of world coffee?over 80

a minorimports. The continent of Asia whole isas a
.importer of coffee accounting for only 5.0 percent of the
world imports in 1978. But Japan's been onimports have

to 1970 she importedthe increase. For the period 1967

had doubled56,700 thousand tons and by 1977 her imports
1982).

The-? fluctuations in prices which are evident for coffee
for exporting countries. Maj ormaj or problem

: variations in supply, inelastictheseof arc-?causes
In addition, the demandsupply and inelastic demand. on

activities from time to time appearside, speculative to
Forfluctuations.price expec teden hance

frost in any supplying countryfromcoffeeofdamage
such as Brazil may influence marketing activities to the

marked movements in price (Hyuha,point that there are
s.al esTanzania's coffee price? (FOB price)1982). has

fluctuated drastically in the period of 1970 1985. For
Kilimanjaro Region the FOB price (at current prices) for

to reach 153,919 thousand tons (Hyuha,

as a whole,

are a

instance,
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mild arabica in 1985coffee its h i g h e s t. levelreached
(Table 1-2). The in producer pricesapparent increases
in nominal terms terms (inrea 1is misleading. In
constant prices) the producers fact beeninprice has
dec)ining. This andthat the real incomemeans
consequently the purchasing power of the coffee producers

has been decreasing.

1.2.2 Economic Importance of Coffee in Tanzania

Although the world totalTanzania's share of
coffee production is relatively small, accounting

1976),for about 1.4 per cent in 1972 (Mbilinyi,
coffee has made a substantial contribution to the

country's national As stated earlier,economy.
over the period 1970-1985 coffee contributed an

export earnings27.5 percent of totalaverage of
in Table 1-3. Theindicatedof the nation as

total value of coffee exports by Tanzania is shown
Appendix A-9.in

coffeeThe maingrown.
Northern Highlands, Southern Highlands and Kagera
Regions. These are indicated in Figure 1 2.

the Northern HighlandsKilimanjaro Region in
Ingrows mainly arabica coffee. 1969/70 season

KNCU 23.5coffee sales were
coffee sales in Tanzania (Mbilinyi, 1976).

In Tanzania both arabica and robusta coffee are
producing areas are the

per cent of total
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coffee in begins with peasantKilimanjaro Region

parchment) to their local cooperative
society where they The cooperativemembers.are
societies assemble all these deliveries.
check on process cherries and bag the
crop.

the grades,

cherries or
coffee growers delivering their harvest (either as

As for other crops in Tanzania the marketing of
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Table

Year

Sources:

Total Exports 
T.shs. mill.

Economic
Tanzania

Contribution of 
coffee 7.

1649.5 
171.1.5 
2179.7 
2410.8 
2643.2 
2589.3 
3852.9 
4518.6 
3634.8 
4484.1
4165.7 
5087.1 
4230.1 
4047.6 
5607.0 
5965.0

312.2
227.4 
383.0 
495.3 
375.1 
483.0
1282.7 
1857.2 
1303.3 
1215.5 
1119.3 
1368.4
1239.4 
1424.8 
2350.0 
2356.0

1970
1971
1972
1973
1974
1975
1976
1977
1978
1979
1980
1981
1982
1983
1984
1985=

18.9
13.3

17.6
20.5
14.2
18.7
33.3
41.1
35.9
27.1
26.9
26.9
29.3
35.2
41.9
39.5

J un e,
P-

contribution of coifee to total export 
of Tanzania, 1970-1985.

Tanzania,
1981,

and Operations
Litho Ltd.,

and Operations
The Government

Coffee Exports 
T.shs. mill.

of
June, 

p. 101 
of Tanzania, 

June, 1984,
Dar es Salaam,
1 Exports to countries outside East 
African community.

2 Figures for 1985 are estimates

Bank 
Report, 
Arusha, 
Bank i 
Report,
Printer,

Economic
1985, 
81.

1—3 The
earning
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Source : ICO

Key

Scute : Not to scute.

ggXWI

Figure 1-2 Map of Tanzania shewing location of principal coffee growing 
ureas.

Existing coffee growing areas 
Boundaries of coffee growing regions 
International boundaries

ktHUHhhH Railway
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1.3 The? F'roblem

Institutions involved inthat cropare

production and marketing in Tanzania have undergone
several changes Thethe 1 ast decades.twoover
maj or changes the years 1967, 1968.occurred in

1976 and 1982. I n the erf productionarea
there has been the villagization programme which
followed the Arusha Declaration of 1967 and which
has involved the complete restructuring of rural
life into modern area ofsettlements. In the
marketing these changes ranged minorfrom re—
organization, redefinition functions toof

complete replacement with new institutions. In the
period between 1967-1975 agricultural marketing
cooperative societies reg istered theunder
Cooperative Societies Act of 1968)

market belonging to Ujamaa groups.had to crops
After the 1975 Ujamaa Villages Act (Tanzania, 1975)

of crop marketing were taken over bythe functions
governments instead of marketingvillage

and cooperative unions whichcooperative societies
had been dissolved by thee government in 1976. The

thethingunusual was
abolished thegovernment cooperative

the leadingbecause Tanzania country in

far cooperative developmentAfrica isasas
et(Mutaha al,. ,concerned 1976, 1977;
1982).Moshi,

1968 (Tanzania,

unions,

1975,

Manday,
1980; ACDI,

was once

hasty manner in which the



25

Also in the early years of Independence (early sixties)

the cooperative thepopular w i t hmovement was very
government leaders because the cooperative leaders had

p1ayed an important part in the struggle for political
Independence. Throughout the the cooperativesixties,
movement charged with the responsibi1ities ofwas
marketing all cash export includingmean t forcrops

cotton tobacco, Besidescashewnuts etc .
cooperatives had started agricultural inputsproviding
like insecticides credit to members.and
To most thepeople cooperatives apparentlywere
per forming their functions of crop marketing wel 1 .

The government had in the early sixties argued that
the marketing cooperatives exploitative andhad become
inefficient and in 1966 it commissioned a committee of

inquiry to look into the matter. The committee cited

the cooperative's inabilitythings tootheramong
contain rising marketing costs their majorofoneas

In Tanzania the problem of rising unit marketingflows.
the institutions chargedpersistently plaguedcosts has

Theagricultural products. constantwi th marketing

■institutions that involvedchanging of inare crop
thesolved problem.marketing has. These

marketingTanzania's systemin havechanges been
superficially justified the grounds of dishonesty in-on

policyreflect changes.efficiencies Al 1 theseor
instituted withouthave been conductingchanges a

these issuesintosystematic research in order to
understand the problems facing the marketing system.

coffee,

fertilizers,

however, not
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The government and the party are interested to know the

and effectscauses the marketingof the failure of

systems in Tanzania andreltable dataand to get

information for policy Consequently thisformulation.

study will attempt to contribute the desired data and

information by examining playedthe role by coffee

marketing institutions to coffee smal1 holders in

Kilimanjaro Region.

1.4 Description of the area of study

1.4.1 Location and description of the region

Kilimanjaro Region is one of the

twenty regions that make the Un i tedup

Republic of The Region is in theTanzania.

north of borderTanzania and has common

approximately 240 long with Kenyakm

(Figurel-3). It is situated between 2°:50'

and 4°:30'1atitude south of the Equator and

and 38°:20' East longitude. The dominant

physical feature is a main chain of mountains

running from North-North west to south-south

with land slopingEast to a minimumaway

height of 305 meters above 1 eve 1sea on

side. Mount Ki 1 imanj aroeither at the

north-western end of the chain rises to form

Ki bothe famous height of 5895

the highest mountain in Africa. The

capped mountain provides a continuoussnow

supply of water to the 1 ower slopes along
gul1ies and crevices (Mlambiti, etnumerous

37“

meters,

Peak with a
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1982).

a mild.Region hasthe
pleasant climate but atslopes ofon the
the lower plains it The temperaturehot.is sometimes

C but rainfallfrom 34°approximately toranges
between thepattern varies district andgreatly by

The heaviest rainfallhighland and the lowland. occurs
temperature inin Moshi Rural District and the highest

the driest area incontainsSame District, which also
rainfall pattern.thethe region. The variability in

reliability is one of the major factorsdistribution and
development and henceagriculturalwhich affects the

development of the District and the Regioneconomic
mediumThe soils of the central highlands are ofwhole.

oi 1f orsuitablefertility and are
This is aand maize.bananas

population density coupled withsince highproblem are
productivity oftheloweredhasfragmentationland

The vegetation of the region rangesland.labour and
almost arid south to rainfrom semi-desert types in the

Kilimanjaro whereof Mt.slopeslowertheforests on
the lower slopesWhereheavy.rainfall is relatively

mountain formof the onea
shrubbushland, and thicketsoffinds vast areas

et al.. , 1982) .
good long distance transportationalso hasThe region

with trunk roads connecting Moshi Town with Arusha1 inks,
and Dar es Salaam (562 km); rai 1

17°

coffee,

pasture,

vegetables,

seeds,

(85 km),

the mountain,

Tanga (354 km),

(Mlambiti,

Because of its high altitude,

as a

common border with Kenya,
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Tanga and Mombasa and air routes

Airport on the regionalfrom Ki 1imanjaro International
border with 1971, connectingArusha, which inopened
Moshi to country and citiesmajor towns throughout the

throughout the world (JICA, 1977).

w ho

occupy about two-thirds of

occupy the balance known and Mwanga Districts.as Same
Socially, is little separation between the two andthere
intermarriage is common (Mlambiti etal.., 1982).

districts: Hai ,Kilimanjaro Region is divided into six
and Moshi UrbanSameRural, Rombo, Mwanga,Moshi

Districts.

stood at 885,000 or 5.7% of theIn 1975 the population
Most of this population is concentratednational total.

and the Pare Mountainsthe slopes of Mt. Kilimanjaroon
and 2000 meters, which makes800betweenaltitudesat

the highest populated areas inthis region to be one of
sq . km and 9165country:the persons per gross

Moshi town the regional capital hadnet.persons/sq.km

50,000 in 1975; which makes itof roughlya population
1977).

Ecanomic Development of the Region1.4.2

importantmost in theThe Region iscrop

Arabica Coffee the
1939, for instance,In1920's. coffee exports

85,842 to the Regionbrought some (Mlambiti et
Arabica coffee contributed1982). and stills
to the growth of the Othereconomy.

«1- >

The two major tribes of the region are the Wachaga,

contributes,

roads leading to Arusha,

the sixth largest town in Tanzania (JICA,

which was introduced in

the Region, and the Pare who
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sustainmajor helpedindustries which

development were: production of foodstuffs, export

associated agro-allied-oriented agriculture and
livestock farming. As aand

Kilimanjaro's economy is the most highly developed
among all the regions in Tanzania, based on a high
income standard and high education level.

bananas and maize.The more important food crops are
grown mainly in the highlands where they areBananas are

include wheat and various pulses,Otherareas. crops
export toas forgrown for regional consumption as well

the Region's production has oftensinceother
Theits population.to feedbeen more than sufficient

cottonsisal, andcoffee,main export crops are

Stock raising is a traditional practice of thesugarcane.
component of the family diet inmeat formspeople and a

there were 622,000Region.most parts of the
head of cattle and 136,000 sheep and goats the number of

population (Mlambiti etcattle being close to the human

cattle in the low landsThere beef1982). are

particularly in the Pare dairy cattleand in thearea,
highlands.

economic expansion whichrapid the Region hasThe
enjoyed for the past fifty years appears to have slowed
or stopped recently.

This could be due to many factors such poor credit andas
marketing systems, low prices for agricultural products,

of improved husbandry practices (Mlambiti et1 ac kand

a±-

regions,

result,industries,

In 1972,

intercropped with coffee, whereas maize is grown in lower
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1982).

According Teamto PlanningJapanesea

Ki 1iman jarc,1975) these economicofthe main causes
problems are which hasthe population increaserapid
increased particular1/ on the highlypopulation density

the attainedproductive slopes the mountain,of and
Possibleoptimality of the traditional agriculture.

of optimality of traditionalsolutions to the problem
agriculture include the introduction and adoption

1975) .skills and techniques by the peasant (JICA,

The reasons for selecting Kilimanjaro Region1.4.3
calls for andescribed aboveThe situation

urgent need of analyzing the marketing systems
different marketing institutions in theunder the

marketing institution'sthecountry to howsee
changed toand behaviour beefficiency can

contribute to increasing the real incomes
What changes in these systemsa whole.nation as

cumulative ofthecontribute to processcan
be the most appropriateWhat woulddevelopment?

marketing system Tanz an i a? I n v i ewfor
large number of institutions involved in the whole

be doneresearch only inthecountry, can

of the limitation of funds andpiecemeal because

chosen the Kilimanjarotime. The investigator has

Region for the following reasons:-

It is the home region of the researcher andi)
it was therefore more convenient and cheaper

a 1 . ,
(RIDER,

of new

of the

of the
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to do research there.

ii) The KNCU sphere of operation is in
theKilimanjarc iscoffeewhere

main cash crop.
iii) Both TCMB and CAT Headquarters have always

been in Moshi.
iv) The concerned marketing institutions have

had a high standard and theyof management
although it wasused to keep books

found that several havearchives

unfortunately destroyedbeen wi11fully
(Ellis and Hanak, 1980).

v) Kilimanjaro Region disturbed by

the villagisation process.
The objectives of the study1.5
The study has the following objectives:-

TCB/KNCU and CAT when marketingTo1. compare
coffee in Kilimanjaro Region in terms of

criteria toefficiency determinemarketing

whether the changes in the marketing system

government hadthe significanteffected by

effects on the efficiency of the marketing
institutions.
Hypothesis to be tested;

system under the TCB/KNCU wasCoffee marketing

out the roles that KNCU and affiliated2. To find

Tanzania Coffeesocieties. Board andprimary

Region,

we 11,

more efficient than under the CAT.

was least
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of Tanzania have played inCoffee Authority
Ki 1 imanj arc­marketing incoffeesmallholder

Region.

Hypothesis to be tested;
TCB/KNCU cooperative societiesand affiliated

development oftheconcerned withwere more
Coffee farmers Coffee Authority ofthan the
Tan z an i a.

This study required time series data on unit

marketing admin istra hivecosts and expenses,
prices, sales, levies, prof i t and

theseetc.Data on the attitudes of farmers on

required. Suchchanges were also
easilynot

and secondaryboth primaryneed of collecting

area. Secondary dataresearchthedata from
sheets, budgets andfrom balancewere compiled

institutions concerned and thetheofreports

fieldobtained f comdataprimary awere

the many institutions whichofviewsurvey.In
crop marketing in Tanzania,were/are involved in

on 1 ylimited to Ki 1imanjarostudythe was

Region.

losses,

however,

data are,

obtainable.So there was a
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CHAPTER II

ALTERNATIVE MARKETING INSTITUTIONS FOR SMALLHOLDER
FARMERS IN TANZANIA.

2.1 Introduction

In the previous chapter reference was made as to
how crop marketing in Tanzania has been operated on
self-help basis and how thethrough cooperatives
government has channelling the majorintervened by
agricultural boards orthrough market ingcrops
crops authorities. bi-lateral anddifferentAlso
multi-lateral assisted theorganizations have
development of modern marketing system in Tanzania.

between theseIn this chapter the relationship
one anotherinstitutions withdifferent marketing

and with GO'S and NGO's will be explained.
agriculturalthewhereIn a developing country

part of the economy,the largestsector is by far
to be financed fromwill haveeconomic development

therefore that suchthis sector.lt is no >

much interested in controllingcountries veryare
marketing of agriculturaltheregulatingand

products.

with discoursestartschapterThis a on

in most developingwhich are
obligatory channel of crop marketing.countries the

channels not easilyWhere official marketing were
also voluntarily organisedhaveavailable farmers

their cropsmarketing ofthe
considers self-helpsuchsectionThe next

marketing parastatals,

wonder,

on self-help basis.

sector.lt
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(SHOs).organizations The last section discusses

how these SHOs have been assisted by government and

non-governmental organizations.
2.2. Marketing Parastatals

marketing boards might be
an offshoot of the cooperative or even

the unionist marketingmovement. Agricultural
with thecooperatives concernedpromoters were

problem of bargaining inequality.

The marketing board was in a
the roots ofIn other words,form of cooperation.

under marketingcooperationor compulsory
attempts atto earlierboards could be traced

1979).
products isof farmInfluence over the marketing

directbetweendividedoften

and distributorsindependent producers, processors
Apart fromauthority.marketingcentraland a

efficient and “orderlyoftheserving cause
central authority often tends tothe

position of producers.economictheenhance

products have been quitefor farmMarketing boards
of influence of Britishcommon within the sphere

jurisprudence e.g.:
The British Potato Marketing Scheme.1.
The Canadian Wheat Board2.
The New Zealand Meat Producers'Board3.

Milk Marketing Drclet—The U.S.A.The California4.
British colony and British citizens

voluntary cooperation (Sadan, 1976; Hoos,

participants,

"forced"

marketing"

Historically,

was once a

visualized as

sense, an advanced
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immigrated there. .They settled first on the east

coast and later emmigrated to the West of the

the statescountry, where California in
now.

5. The Gold Coast Cocoa Marketing Board
6. The Nigerian Oil Palm Products Marketing Board
7. The National Agricultural Products Board of

Tanzania
8. Coffee Marketing Board of Kenya
9.

(Israeli et al.. 1976; Hoos, 1979).
-After the War,Israe1i became aSecond World

U.N.
the Jews who settled there had also lived in
Britain or in the British colonies.

ismarketing boardA
organization sanctioned byinfluenced compulsory

governments authority to intervene and engage in various
agricultural commodity"ofmarketingplaces of the an

1976).(Sadan,

A functionalthem.the degree of authority vested in
boardsmarketingc1assification of

five distinct types

advisory and promotionala)
quality control and co-ordinatingb)

c) price stability
d) export monoploid

commonly

one of

defined as"a producer

indicates at least

The Citrus Marketing Board of Israel

Marketing boards vary considerably in status, scope and

protectorate under British mandate. Some of
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e)

Another distinction is between:
a) non-trading boards, which do not participate in

and
b) trading boards.

boards are non-trading.AAdvisory and quality control
or may not engage in trade.price stabilizing board may

buying andotherwithalongso
possessingII boards,Monoploidorganizations. I>se11ing

various monopolistic

practices. In as
buyer, domesticsoleconstitute thethey are bound to

of the commodity. Monoploid boardsand exporterseiler
also act as non-trading boards which regulate andmay

coordinate sales via quality controls and fiscal measures
(Abbot and Creupelandt,ra! her- than direct participation.

1969; Sadan, 1976)

Self-help Organizations (SI-IOs)I-

Definition2.3.1
SHOs can be defined

development goals overcommon anpursue
time theperiod of basis ofextended on

of their members.cooperation These
goalsdevelopment be ofcan

social or political nature (Muenkner, 1984).

Characteri^tics_jgf^Ws:

self-help within a group (natural assistance).a)

the marketing process as buyers and sellers,

much as they operate as trading boards,

an economic,

as institutions which

If it does, it may do

varying degrees of power, resort to

domestic monoploid (Sadan, 1976).
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b) The organized cooperation has to be carried out over

c) not consist
of the aim socialandto economicimprove the
situation by cash payment. In the SHO the improvement
of the position of be broughthas tothe members
about by rendering services to the members.

In this broad SHO is the general term whichsenses,

all cooperativeforms oforganizationsofcovers

character.

2.3.2 cooperativeCooperative organization v. s.

societies

In the industrialized countries

of cooperative organization have developed side by

of the classicalside with cooperative societies
and in the legal(both in the economictype

sense).
organizations did not,The latter

form of registered cooperative society,the legal
but resembled cooperative societies with regard to

(e.g . in thegoals agricu1tural field:their
societies for joint use of farm machinery or

private companies with nan-transferrable shares).
from a narrow legalistic point of view theseSeen

not considered to be cooperative

whereas from asocieties, broader economic point

they referredview toof are as cooperative

societies (Muenkner, 1984). I n order to cover

a certain period of time.

The common objective of the members may

organization are

numerous forms

however, use
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such societies withorganizations and cooperative

technicalone the narrowavoidterm and to
dogmatic/ideological cooperativeo fnotion

the termgeneralmore
the broadWithincreated.was

category of societiescooperative are
formalized SHQ with economicp red om i n an 11y
objectives of having enterprise. Withinj oin ta
the category of cooperative
registered cooperative are cooperativesocieties

organisations having joint enterprise with ana

1976; Muenk ner, 1984).
SHO are classified into several categories

according to the relationship whichor groups

exists between the members and the organization
(See Appendix B-3).

The Role of Government in Promoting  2-3-3
SHOs

of the 20 ththe beginning century,Since
havestatesgovernments of many
the formationpromote andtothewith aim
societies.Incooperativedevelopment of

individuals arethecountries where
and where thetake the initiativenot prepared to

requirement theminimumsocio-economic
lacking ,societies aredevelopment Of co°Pe>7ative

offer not only antoundertakenstate hasthe
to render furtherbutadeq<-iate le9al fram^-work,

organizations,

organization"
"cooperative

SHO,

executive organ (Baldus,

taken measures

too weak ar

society,
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assistance to cooperatives.
□ne major governments take interestreason why

in ispromoting developmentcooperatives

rule-the have gained inreputation cooperatives
being an efficient instrument solution ofin the

problems and in being an agentsocial and economic

reputation isof socio-economic Thisprogress.
cooperativemainly based role whichtheon

activate thetosocieties have played in Europe
weak and to modernizeand sociallyeconomically

Iftrade.production andtraditional offorms

cooperativesponsorship ofgovernmental
a similarbring aboutdevelopment is meant to

governmentof theobj ectthen theeffect,
obj ect oftheaccordinglyandpromotion

be theon 1 ylegislationcooperative can
organization tosocietycooperative anas

implement the idea of mutual self-help i.e working
to improvewith desirethetogether in a group

solidarity,situation by ofmeansownones
selfhelp or mutual assistance (Muenkner 1974).

The Role of Non-governmental2.3.4
Organizations (NGO's) in Promoting SHO' s

In the past several trend inyears newa

development strategy concerning cooperatives in

various developing countries has been observed.
characterizedisIt other things by anamong

involvementincreasing of Mon-governmental

as a
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Self-helporganizations promo ting(NGOs) in
organizations.

The main purpose of NGOs is to establish self­

help with the members byorganizations together
placing the members ownthemain emphasis on
interests and are NGOs of differentneeds. There
origin, for example various churches and religious
institutions, socio-political foundations etc. In

Nigeria, ofAssociationfor the

Cooperative Credit Unions of Nigerian (NACCUN) and

the Konrad Adenauer Foundation of West Germany are

NGOs.In Tanzania,the Nordic Projectoperating as
for Tanzania and Cooperative Union of Tanzania are

operating as NGOs in promoting cooperatives. Other

promotingoperating in Tanzania inNGOs
the Workers Organizationcooperatives are

Adenauer and Friedrich—
CDTFFoundations, and various foreignEbert

Cooperative Unions and Federations.
Through their activities, government engagement in

cooperativeoffield development will notthe
Governments tasks will beunnecessary.become

concentrated on creating the necessary framework
SHOsfor that they developso can

according to their goals andown cond i tions, but

general framework which is taking accountwithin a
o-f the needs of the society a whole.as

generally expectedIt is that development of
SHOs, through much connected withso

example,

(JLJWATA) ,Ox-Farm, Konrad

NGOs, is not
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the public administration and butits directives,
rather needs.members'oriented thetowards

interested inthe members will be more
their SHOs. furthermore expected that suchIt is
SHOs sponsored by NGOs are in better position toa
mobilize human and other for the benefitresources
also of the process (Kuhn,developmentoveral1
1985). theIt note thatis tointeresting
Nordic Cooperative forDevelopment Proj ect

Tanzania is no longer working with the Cooperative

Development Department of the Tanzania government

but is and its(1987) with CUTworkingnow
affiliated Cooperative Unions.

parastatals (Marketing boards.The marketing
and crop corporations/companies)crop authorities

of government intervention in theare instruments
Theycrop marketing system. therefore GO'sare

the goals of
The participation ofthe government. the farmers

decision-makingthe of thesein process
institutions is very minimal.

improveIn order to their social

and political farmers have therefore,s

touseful start theirit self-helpfound own
The SHOsorganizations. al 1 forms ofcover

of cooperative character. In fact,
societies formalized SHOare with

economic obj ectives of having a
Thejoint enterprise. coops tend to fulfill first

coopEfative

organizations

predominantly

economic,
relations,

5berefore,

and they tend to fulfill first of all
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the interests of their members.

gained theIn particular, cooperatives have

and insolution of social and problemseconomic
being agent ofan
these reasons SHOs cooperatives) are(especially

Non-heavily andgovernmen tsupported by

governmental Organizations.

reputation of being an efficient instrument in the

socio-economic progress. For
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CHAPTER III
LITERATURE REVIEW

3.1 Introduction

The marketing sector is important sectora very

in a developing country for the pace of economic
development of its marketcountry dependsa on
structure. The institutions involved in marketing

very important. The government can

bring about a fast economic development of a country

by inducing desired changes in enterprise

organization through adjusting i ts regulatory,

facilitating or interventionist activities

All these changes will affect the marketing

efficiency of these institutions. There have been
studiesseveral research the problems ofon

agricultural marketing covering several aspects such
the study ofas

price spread and cost of marketing and regulation of
markets.

reviewschapter relevant studies dealingThis

Region of Tanzania.
certain measures of efficiency.of using Then it

discusses the problems that have faced marketing
It concludes by discussing previouso r g an i z a t i on s.

evaluationthework of organization,on
andadministration management of marketing

institutions.

with the role played by crop marketing institutions,
especially those marketing coffee in the Kilimanjaro

It starts with the pros and cons

on them.

market supply, market structure,

are, therefore,
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3.2 Theoretical basis for certain... jneasurge__ of....using.
efficiency-their pros and cons

Kohls higherthatand notedUhl (1972)
efficiency whereasperformancebet tearmeans

dec 1ining efficiency performance.denotes poor
Efficiency is measured ratio of output to input
or benefits to costs. packaging
machinery, etc.) are the costs and utilities (time,

form, place and possessions) thee benefits of theare
marketing efficiency ratio.

maximisation of thisEfficient marketing is the
to Kohls and Uhlinput -- output ratio. According

be(1972) efficiency ratiothe marketing can

increased in two ways.

change that reduces the costs ofAny marketing
t he functions without a1tering theperforming

would clearly be an improvementmarketing utilities
efficiency, enhancing the utilityin marketing

the marketing process without increasingoutput of

marketing costs would also increase efficiency.
Bressler and King (1970) noted that

the question of how does
efficiency of differentrelative firms in an
is first of all to limit our discussion toindustry,

single productplant, firmsingle and then to
construct simple input output ratios. labour
used per unit of output.

Resources (labour,

or,

as a

one measure the

such as

answer to
an immediate
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The difficulty with kind isthisofratiossimple
that, although high in efficiency whena firm may rank
measured in terms of output it may do
this only at the cost of large amount of capital per unit

. of output (Bressler and King, theThat is to say,1970).
f i rm with low ratio may have a highlabour outputa

Clearly a method is
needed by which all important inputs bethe can
considered simultaneously.

In comparing the productivity of different industries
total productivity rather than partial onesmeasures,

sue h as labour productivity are preferable since they

1 ] ijw for differences in labour and capital intensity.

Measures of total productivity remain questionable in
that partitiondo attempt toaccuracy, as measures

productivity to various inputs.gains Productivity
largely technicalfocus the efficiencyonmeasures

Becauseaspects of performance. exist withno norms

of different industries can beproductivitywhich the
easier whencompared, interpretation is different time

industry examined (U.S.theofperiods artesame

Department of Agriculture, 1973). For example the trend

producer's price as percentage of f.o.b. price orof the

the trend of unit marketing costs good indicationare a

how efficiently different marketing institutions havenf
performed the marketing function through time.

out thatpointed efficiencyhad(1974)Moshi an

more societies could be made ifcomparison between two or
basis andthe considers thecostsone takes unit as

•capital/output ratio and vice versa.

per unit of labour,
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conditions under Asocieties are operating.which these

wonId be considered to economically more efficient.be
The efficiency in a cooperativewith which operations
are done would depend on the way the employed staff, the
committee auditorsand the other workers 1 ikemen
discharge their and on the members'one hand,
effective participation in the their societyaffairs of

is a scope? for improving thethe other hand. Thereon

of theefficiency of operation the reductionthrough

marketing costs for the benefit of members.
the idea that unit costs(1975)Ml ay also supported

The existence• ould be used as a measure of efficiency.
unit cost between apparently similardifferences inof

efficiency factor.attributed to thesocieties may be
variation in marketing costs betweenthePart of

differences in managementis explained bysocieties

efficiency and honesty (Moshi, 1974).

huelfer (1980) observed that the oldest approach to the
in t he we 11 — knowninstitutionsofevaluation appears

Thistheaboutquestion
capital employed ratio orexpresses the return on

(the Profit ratio (Y)):index
100Y
I

P = Profit, J.Yield, Investment.where Y =
c1 aims, however,Due 1fer,(1980) that the traditional

throughstatement of resu1ts asset- tainment. of profits
commercialaccording law is not especiallydefined to

as a

productivity of an enterprise.

duties, on

society which has low unit costs in comparison to another
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suitable for andperformancerendering complexthe

i:>ruductivity of cooperatives.

All such the annualmethods ofc a p i t a 1 i a t ion(as

profit in order to tota 1 valuedetermine the

enterprise) of evaluation referring simply to yields can

hardly be relevant to cooperatives. The complex benefits

of marketing both to itsfor instance,cooperative,a

members and to the in genera1,of developmen tprocess

cannot be expressed through the annual surplus alone. As
Duelfer (1980) shows later in his surplus isthisbook ,

important to executivethe withcooperative an

operational unit (see Appendix B-3) . spite ofBut in

that fact.

cannot be linked solely and exclusively with the surplus.

matter from the point ofat thewhether one is looking

or overall(micro-policy)business efficiencyview of

economic development (macro-policy) (Diulfer,social and

An approach is needed which embraces the manifold1980).

from the mu 11 i p1eresulting setting ofef f ects

this approach is provided by modernandobi ectives,

Accord inq to Duelfermanagement techniques. (1980) on

differentthe obj ec tivesof a cooperativebasisthe
threehave,.institution can

d i s t i n guished:--

business operational efficiency (micro-political)i)
development efficiency (macro-political)ii)
member-oriented efficiency (related to specificiii)

members objectives).

(1978)Muellerand used this method when1-1 an e 1

the assessment of the organization as a whole

types of efficiences can be

of the
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evaluating the development of rural cooperatives in Iran.

Their analysis revealed the existence of rather complexcl

system of interrelated goals and sub-goals concerning (1)

the development-related intended to be inducedeffects

through the rural cooperatives and (2) the organizational

development of the rural cooperatives themselves. In
this way they were able to with better resultscome out

than ear 1ier studies cooperatives (Hanel andI ranon

Mueller, 1976; Lambton, 1969).

Baldus (1976) used Duelfer's study themethodology to

operational efficiency of Tanzania's Ujamaa cooperatives.

Baldus (1976) pointed out that if one wanted

the operational efficiency of the ujamaa cooperatives one

to assess the degree of the aimshud of accomplishment

set for the cooperatives by the memberswhich had been

and governmen t. Thus couldthemselves the one

member oriented anddifferentiate between a a

thisdevelopment-policy-oriented efficiency. In way he

more convincing conclusions than otherwas able to draw

studies on Tanzania's Ujamaa villages had done

1975; Omari(Msambichaka, 1974;El Iman 1976) .>
theof roles played by marketingevaluationAn

difficultinstitutions is and thea process covers

their performance,ofassessment efficiency,

their impacteffectiveness and the environment. Iton

comparisons throughusually requires time and space and

rely onall forms of evaluation time series data. The

therefore bedata cantime series used to indicate how

has beenmarketing efficiency changing time byover

to assess
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watching the producer's pricc-trends of,
and marketing costs over time. of usingThe advantages

L i me? series for measuring marketing efficiency isdata
that it is possible to compare marketing efficiencies of
different•institutions through time. for time series data
have the ability to time elementcapture the effect of
and they facilitate the use of dynamic models.

incomes of

changes inand preferences, taxation,
structural changes inmanagement political changes or

the economy.
The disadvantages of using time series data are: —
The data provide? only samples from limited rangei)

11) There is usually the problem of discontinuity in

the data.
Sometimes it is difficult to obtain accurate dataiii)
and errors may occur when processing the data

iv)
important datathat some may bedestroyed so

unavailable.
The problems of multi-collinearity,v)

and auto-correlation usuallyheteroskedasticity
prohibit the inclusion of many variables in the time

1965; Agrarwal and Drinkwater,trend model

According to Lange (1978), the method of least
squares gives us
the empirical statistical series.Since this method

affecting marketing efficiency such as prices,

for instance,

(Welsch,

Tn the long-run some archives are lost or

consumers, tastes

a way of fitting the trend line to

The time factor results in changes in several factors

1972; Orden and Buccola, 1980; Mrema,1984) .
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is convenient inemployedand frequentlymost
mathematical statistics it has also been accepted for the

southing of time series.The the method ofadvantage of
least squares is smal 1andcompu tationa1 aim pl ic i ’ey
standard errors of the coefficients(Ishuza, 1984) .

3.3 Problems faced by marketing organizations

3.3.1 Introduction

Changing social and economy circumstances
necessitate institutional and conceptional

organization to new

The need for suchconditions. adjustments is
particularly important in developing

where changes rapid , and forare

cooperative organ i zations which have a high

propensity to conservation.

studyhis the adaptationIn ofon

Israel ,cooperatives to economic change in Don

(1967) noted that swift demographic andthe

changes Israel compe11ed mosteconomic in
to re—organize theircooperative undertakings

and the changinginstitutional structure,
reconsider theirsocial environment made them

the needs of thefunctions with regard to
He cautionedcommunity.individual and the
long oftheviabilitythe runoverthat

and indeed of allcooperative establishments.

collective action by groups,institutions Of
social unitstheon the ofdep®ncl5 ability

countries,

adjustments of economic
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involved changingto adjust themselves to

circumstances. particularlyAdjustment is
difficult for because of theircooperatives,
tendency toward phenomenonconservation, a

economicto soc i a1 andcommon many
institutions representwhich claim to

normatively superior qualities.

Shaffer (1969) institutionalin his study on
obsolescence innovation,and noted that greater
liberation from the constraints of the environment offers

new opportunities for human achievements at the samebut,

requires adaptablemuc h andLime complexmore

institutional arrangements that add significant new

d imensions problems socialto the age-old of

of theorganisation. Changes in extent
create new patterns ofetc.

institutionalrequiring constanteffectsexternal
individual efforts toto direct soc i a11yadjustment

As a result of experiencedesirable ends. with new work
locations), advertising etc.,(androles

evolve, influencing preferences and
All this creates new incentives.values.

technology andin furtherinvestment specialization.
organization of the politicalthis process ainAnd , new

People have continuously modified theeconomy emerges.
institutions intendedby to protect selectedeconomy

and achieveindividual interests of the broadersome
goals of the society.

Schaffer's workoriginal inWhat was (1969) was that

market, operating procedures,
technology,

new products.

new ways of living
a new round of
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in free-market becomei.nst.1. tut ionseven economies,

obsolete, evolve, transform into newmetamorphose and
forms according to the the socio-politicaldictates of

environment and technological innovations.

3,3.2 Problems andadministrationorganization.on

management of marketing organizations

According to Yamey (1V68), statutoryBauer and
to modify thedesigned to controlmeasures or

reshape

the structure of trade in agricultural produce are

in force in many There arethe world.parts of
three broad types. First,
designed primarily to raise the returns of certain
classes of producers: monopolistic restrictions of

insubsidies falldifferential prices and
Second, therethis group.

to stabilize pricesat least ostensibly,

beenagricultural marketing haveimprove
introduced in

intermed iaries,these include reduction in the
del imitation

transaction take place,may

elimination of inferior grades of products !>

forth.
Tousley et al_. , (1962) had noted that the

of agricultural marketing had

costs•

supply,

designed,

many countries,

resulted in greater marketing efficiency and lower

control of the channels of marketing.

there are measures

are various measures

decentralization

of the places where

process of agricultural marketing or to

and so

or income. Third, a number of measures designed to

recent decades in
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The Tanzanian special Presidential committee of Enquiry

of 1966 into the operation of cooperatives and marketing
boards found out that the agricultural cooperatives were

not properly organised. found widespreadThe committee

dissatisfaction among farmers.

Many cooperativeof them complained that the

f rom middlemenwhich protect themtowere

exploitation, II instead place
cooperativeof ofty pc- middlemen c loaktheunder

theThey complainedsocieties and marketing boards".
endurecontinuous economic plunder which we

and committee men of the cooperativecorrupted employees
the existenceinefficiency andsocieties and unions; of

delayofmarketing boards;of too unnecessarymany

and cause us to incur unnecessary(which) run for days
Thesometimes storagefood andexpenses for

and unfairII impropercomplained offurtherfarmers

used to fix prices.the methodsofgrading of
threats whichand of continual political

(Moyer and Hollander,we wantus when
1.96G) .

(1976) visualized marketing boards asSadan
thecooperative unionist movemen t.the evenof or

cooperatorsAgricultural marketing concerned withwere
bargaining inequal, i ty. The marketingofproblemthe

advanced form of cooperation.in aboard was.
roots ofthewords or compulsoryotherTn

boardscooperation under marketing could be traced to

earlier attempts at voluntary cooperation.

produce,

societies,

to air our views"

"of

sense an

us under another worse

charges"

are imposed on

" forced"

an offshoot

from the



55
Sogga (1979)

fact ascribe to class differentiation to economichence
and social inequalities and Consequentlyman i pu1a ti on.
cooperative socialism leftifin would

unscrutinized advance class differentiation and economic

and social inequality.

Msambichaka et al . , the implication(1983) noted that
of the centraliza t i on marketing activities in cropof

of massiverequirementthe
co-ordination and infrastructural abilities to handle the

country. This necessitatedproduce from all areas in the
the of employees and a largelarge number ofuse a

f 1 owstransportation fleet. Delays in information
financialprob1emshampered prompt attention to and

difficult todiscipline became more

crop authorities in processingmultiple roles ofthe

promotion strained theirproductionmarketing and

of ski 1 ledfinane ially and in termsahi 1ities both

As a result, their overheads permanpower and facilities.

excessively rapid,shotofvolumeun i t crop up a

dwind1ing volume of cropssituation made worse by the
of non-payment to producers,criesFrequent

the piling up of crops in buyingbuy andinability to
posts led to another necessary review of the agricultural

marketing system.
Keeler et al . , (1982) found out that the performance of

themselves had contributed significantlythe parastata1s
dec 1ine inthe smal1 holderofI'o part production of

in Tanzania ase x p o r t c r o p s

arid led.

Tanzania,

authorities in Tanzania was

a result of:-

asserted that cooperative movement can in

enforce. Moreover,
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i) high operation costs
ii) late payment and procurement of c rops
iii) poor accounting practices
iv) inadequate administration and supervision

v) stock losses, misuse of resources ami corruption.

Naali (1985) and Hanel (1986) emphasized the dangers of

administrativetoo much government interven tion ist
bureaucratic pragmatism as regards the sponsorship of the

the cooperatives as wellinstitutional development of as

varioustheir implementinginstruments foruse as

development policies and programmes.
marketingofperformancePrevious work3.4 on

organization

of marketinqthe organization3.4.1 Evaluation of
institution

evaluation on the performanceThe earliest
in 1937in Africaof marketing system was

a market sharingannouncement ofthewhen
merchants promotedagreement by the export a

the Goldinfarmersthebystrike cocoa

As a result of this strike, generallyCoast.
the cocoa-hold a commission ofknown as

was appointed
into the immediate dispute andenquireto

into thegenerally cocoa-mar ke t i n qmore
West Africa. The Report of theofsystem

Nowell Commission of 1946 contained the most

influentialand criticism of theimportant
pre-war system of marketing. It proposed the

enquiry,
up,

the Nowell Commission,
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establishment marketingcal lectiveof

and these had the

simplicity, neatness (Bauerefficiency and

and Yamey, .1968) .

After the First World War, the colonialists controlled

exports from the colonies through: licensing of exports

to direct them to specific destinations; statutory

monopoly in the handling the principle export; andof a

system of quotas in the purchase of export produce (Bauer

and Yamey, 1968).

In Tanzania the earliest evaluation of the performance

the Special Presidentialof the marketing system was by

1968).Committee of Enquiry of 1966 (Moyer and Hollander,

Kriesel et al. , (1970) found out that poor organization
inresultedin Tanzaniathe marketing systemof

institution (particularlyduplication of functions among

costs to governmentin indirectunions) andboards and

the operations andsuch as in supervising and regulating

single channel the marketingandpolicetoattempting

system.

priceproducers'trend oftheindec 1ineThe as

during the years 1970 — 1981(VI)f .o. bofpercentage

a 1 so caused by the4.2.2.2)section( Sefl poorwas

organisation of the marketing system such as: -

institutional partic ipationin anddec 1inethei )
devolution (Moshi, 1980)

constant changeover of marketingcrop

functions from to another resulting

(Moshi,

agencies, appearance of

one institution

in increases in operational costs
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19(30; Ellis and Hanak, 1980).
-ill) too heavy work-load for instance?

CAT had to to coffeeprovide extension services

farmers and do research and at the same-on coffee

time perform the functions of crop processing and

marketing. This in inefficiency (Manday,resulted

1977; Moshi 1980; Keeler et al 1982 ) .

iv) the over-taxation of the the governmentfarmers by

through the marketing institutions (Ellis and Hanak,

1980; World Bank, 1981; Keeler et al ■ , 1982;

Mrema, 1984).

The taxation of the Tanzania's coffee from Kilimanjaro

Region is shown in Appendix A-7.

has persistentlyThe problem of rising marketing costs

marketinginstitutions withplagued the charged

Tanzania the crop marketingagricultural products. In
able to realize economies of.i 11 •>ti tu I:ions have? not been

scale because fixed costs have soared with the expansion

expec ted towhich they perfarm.functionsof are

the decadeSecondly export crop production declined over

So there1982).(1972

economies of scale which wouldbring aboutwhich could

lower unit marketing costs (Keeler et al. , 1982).•■i-.se

the administration of marketingofEvaluation3.4.2

i r i stitu ti on s

The? Tanzania Special Presidential

Inquiry of 1966 into the operation ofCommittee of

marketing boards (Moyer and Hollander,rr-ope native and

on one institution,

were no major sales increases
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1968) found out that the employees and commit tee
these instituLions inefficient whenandcorruptwere
performing their administrative duties causing delays in
the payment of faulty grading of produce andfarmors,
losses of Badbags, andgunny money.crops
administration had increases in marketingresulted in
costs through the et al . ,following (Kriese1factors

.1.970) :

i) employment marketingof inexcess resources

particularly labour by the cooperative movement.

ii) payment of excess rates for services. e.q .
labour and transport.

iniii) hand 1inq, storagelosses of produce in or

transit.
cash losses through theft.iv)

ofthe formadministrative inHigh cropexpenses
leviesmarketing institution's charges and

consequentlyandproducer's pricelow

crops (Msuya,to producedisincentive to farmers more
1980; Keeler et al■,1980; Moshi,and Hanak,19"'9; Ellis

1982).
Management Marketingthe ofofEvaluation3.4.3

institutions
The term management is wide and

organizationofaspects andalso somecovers
administration of institutions. So the evaluation

ad in in i strationo rg an i z a t ion and ofof the
marketing organizations could also be considered
evaluation of their management. In this section weas an

men of

acted as a
resulted in
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will, however, operations1concentrate? the oron

•functional aspects of running

Westergaard (1972) did extensive

studies of the cooperative societies in Tanzania and had
the following findings/recommendations:
i) there were differences in unit costs of different

cooperative societies not be explainedwhich could

by the scale of operation.

ii ) The reasons for the difference in marketing costs

could be that one society provides more and/or

better services to the members otherthan the
society (e.g. in the form of more-? buying posts or

more opening it could be due toalso
differences in efficiency.

x j i ) when is comparing marketing efficiencies ofone

societies one should not use the figure of the final

the f i n a 1farmers butpayment to

payment.

1.5 was normal foraboutratio ofiv) A liquidity

the periodTanzaniaefficient cooperatives in

1967-1969.
theemphasized that one ofDuelfer (1980)

executive is theunitof an
the potential of the enterprise

(qualified maintenance of real assets) and guarantee

that, for many(1980) meansof 1iquidity". Duelfer
of liquiditybusiness organizations the maintenance

"higher level goals"

"potential"

"protection of

economic baseline

is an indispensable goal.

hours), but

a marketing organization.
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Msuya (1979) that CAT charges and coffeefound out

1 evy being sales proceedswere deducted coffeef ran

before thepaymen t to had been made to financegrowers

parastatals includingoperating expenses,

administrative. research,production service,advisory

processing and some of the marketing expenses.

The actual quantification deductions wasof these

done by Ellis and Hanak who(1980)

analysis of the coffee industry in Tanzania. They found

out that:-

the share of the grower in the export price fell froma)

80.57. (period under KNCU) to 48.17. (Period under CAT)

the of (i.e 1969/1970period tenover years

1978/1979).

functions ofthe increase in the a crop parastatal

of substantial work forcerequires the maintenance

which is one of the reasons why the then con temporary

overhead costs than theparastatals had much higher

former marketing system. The employment establishment

1980 was 1,355 persons of which 852 wereof CAT in

394 inservice, zonalextensionthein were

in Head office inand 61 wereprocurement offices.

figures were recorded by the authorityMoshi. The

to be below the number of persons required to carry

satisf actori ].yfunction and theout all its

establishment was 1,939 persons.

in theincreasethe totalc > ofmaj ora source
costsCAT' s and charges.deduc tions infoundis
k i1og ra mme, r i s i n g4,037 perThese grew from T.shs.

did an economic
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■from 67. to nearly the ex port price.187. of
Ellis and Hanak's (1980) summarised inisanalysis
Appendix A-5.

Keeler et made a similar analysis -foral (1982)

coffee prices did Ellis andand cost structures as

Hanak (1980) but the used constant pricesformer
instead of nominal prices.

Keeler et al (1982) shown belowfindings are
(Figure 3-1) and Keeler et al (1982) conclusions were
givehabove in section 3.3.2.
Rao (1985) in his study on marketing efficiency in

Aqricultural products in Guntur District in India stated

that it is commonly believed that agricu1tura1 marketing

in underdeveloped economies is relatively inefficient and

wasteful. He further contended that the marketing cost

in a particular area is dependent upon the infrastructure
and the in which the marketing functions aremanner

The cost focal pointpprformed.

most commodities sincemarketing ofof interest in the
theaffect net returnsdirectly tocostsmarketing

satisfaction. Cost ofproducers as well consumeras
is frequently regarded by manytherefore, as

eff iciencymarketing and tot a 1index toan measure
marketing costs are often estimated indirectly via prices

spread or marketing margin (Rao.,1985).

this chapter it has been observed that the measuringIn

industries and marketing institutions isof efficiency of

contributed to howMany scholars havey com plie a ted.
The ef f iciency ofefficiency.to thismeasure

marketing,

of marketing assumes a
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agricultural particularlymarketing cooperatives is

difficult to cooperatives benefit notbecausemeasure
only their tend toandmembers but alsonan-members
improve the infra-structure of the region in which they
operate. So in has tothe cooperativesof onecase
distinguish between efficiencyoperationalbusiness

(micro-political) development efficiency (tnacro-j

political) (related toand member-oriented efficiency

specific member objectives).

marketingIn general the efficiency of crop

be approximated by evaluating the rolesinstitutions can

marketing institutions havea whole. In Tanzania crop
been unable to fulfil their roles because of inefficiency

andadministrationorganization,. by f au1tycaused
caused variation in theirThis has in turnmanagement.

in space and time.marketing costsadministrative and

This phenomenon is exemplified by structural changes that

ini n s t i t u t i on smarketingcoffeeinoccurredhave
1984.Kilimanjaro Region in the period of 1970 -

that these institutions play to farmers and the nation as
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CHAPTER IV

METHODOLOGY, RESULTS AND DISCUSSION

4.1 Methodology
4.1.1 Introduction

The analytical a predictiveused ismodel
model aimed at studying trends of thethe time

sectionThisindicated below.responses as
begins with a framework tobrief conceptual

ofthe interpretationsupport analysis and
It is followed by a brief presentationresults.

model and specification of the variablesof the

the limitations of the model
Conceptual framework4.1.2

In this study an attempt has been
operationalbusinessmade to assess

efficiency of KNCU/TCB and CAT by using time
Development anddata.series

member oriented efficiency has been assessed
presented in sectionTest-criteriatheby

4.2.4 which were calculated by parametric and

from the primary datanon-parametric methods

collected from a field To this weresurvey.

socio-economic development dataadded

KNCUcollected from officials of and TCMB
test criterionTheCAT) . of(.formerly
under KNCU/TCB andparticipationpeasants'

out because it had beenleftunder CAT was
Moshi (1980)byfully whocovered

efficiency.

and then by data needs, sources and analysis and
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investigated the

peasants can influence
decisions affecting the coffee industry.

□ne might be interested to know whether a defacto
comparison between KNCU, TCB bewouldCATand

reasonable/possible considering times,differentthe

conditions, assumption, objectives and functions of these

organizations. of□ f comparisonanalytical
done provided thatdifferent groups/organizations can be

similar i.e.
main issuesthere is common base. In this thecase

the objectives and the level of operationconsidered are

Thestudy.underorganizationsspecifiedthef or
organizationsmarketingthree areof theobj ectives

level ofrespect toWith1.1.2.presented in Section

KNCU was operating at. regionalto 14/5/76
From 14/5/76 to 1/1/78 TCB waslevel as an agent of TCB.
coffee marketing functions ofdoing theoperating alone

CAT tookFrom 1/1/78duties.its ownKNCU as well as
In addition CATthe functions of KNCU and TCB.

other functions of coffee production improvement.had
to compareSo it would be more appropriate TCB (now

were operating at national level.CAT whichTCMS) with
1imi tations of resources andthebecause of

not possible to cover the operations of TCBittime, was
entire country. This part of researchi n theand CAT

therefore,, limited to the area of operation of thesewas,

Kilimanjaro Regionorganizations in and specifically in
and Moshi Rural Districts where KNCU hadRom bo been

Provision of participatory 

channels through which

Hai ?

However,

course,

over all

the variable factors under consideration are

operation, up
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and is Luckily enough the accounts of TCB andoperating.
CAT regionalized was possible to getare that itso
figures for these of thedistricts recordsthefrom

of CAT the case of TCB.and for KNCU in
That is figures for Hai, Rombo and Moshi Rural Districts
of Nothern Zone of compared to those of KNCU.CAT were

Moshi (1980) did similar he comparedanalysis whena

peasants economic participation under KNCU/TCB and CAT in
his thesis.

A good indication of how the marketing efficiency of
these organizations had been time is thechanging over
time trends of such producer's price asresponses as
percantage of f.o.b. unit marketing costs, unit
administrative costs The time series data captureetc.

effects of endogenous and factorsthe exogenous

influencing marketing efficiency overtime. The exogenous
for instance,factors associated with inflation, price of

constant if the nominalbeimports can be assumed to
The evolution ofdeflated by means of NCPI.igures are
theof time seriesthe trends of the constant figures

data can then be observed and their intercepts and slopes

be estimated by Oridinary Least Squares (OLS) method.can

be applied to eachtestsStructural stability can

occurred significantthere hadresponse to test whether
responses during thetheseoftrendsI iai iges in the

period under study.
such changes would be observed it would be concludedIf

changes in the marketing systemthat the
and exogenous-can be□ f other factors-endogenouscourse,

price,

Northern zone

were the cause.
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attributed to the observed structural shifts. The latter

factors have been looked into briefly in section 4.2.3.

A field the farmersfind outconducted tosurvey was

attitudes towards system inmarketingthe type of

operation. to tellit possiblewas

which marketing system more efficient in terms ofwas

member-oriented and developmental ef ficiency. This in

turn enabled us to asses whether the structural change

to thefarmers and

national economy.

In order to test whether or not the test criteria used

in the field independent type ofof thesurvey are

organization in operation Chi-square tests were

conducted. By comparing the proportion of those farmers

in favour of one organization to those in favour of the

whether thereis possible to find out is a

significant difference in the preference of one marketing

system to the other.

The oret ical Model4.1.3

beenhaveThe linear trends in time
Multiple Regressionmeans ofanalyzed by

theinshownand dummy variables, as

U 4.1XV Dj.

Dummy variableDx =
variablesIndependentX

Stochastic disturbanceU

<.> t! ic-r,

where

following equation

= Po+ P1 D- + P2
= Responses or dependent variables

In this way

was beneficial or deleterious to the
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(0 if Xt refers to years .1977-1984)Di =

(1 if Xt refers to years 1970-1976)

The trends responses or dependentof the following
variables have been analyzed
VI Producer's Price as percentage of f.o.b. price

= Unit marketing margin1V2 in constant prices

V-3 Unit marketing costs2 in constant prices

f.o.b priceV4 Unit marketing costs as percentage of
V5 The final payment in constant

prices
percentage ofV6 Unit administrative expenses as

unit marketing costs
Unit administrative expenses in constant pricesV7
Current (Liquidity) ratioV8
Quantity of coffee sold in million kilogrammes.V9

model the independentseries trenda timeihis being
variables have been taken to be simply each

year one value of each responseFor each1984..1.970
has been sampled.

In order to be able to find out whether or not the true
is the same for both ofX theandrelation between

sub-periods 1970 - 1976 and 1977 1984, the intercepts
allowed to vary, by incorporatingand slopes have been

andthe dummy productsinto the equation 4.1 cross

Xt X U 4.2+V + [k + P=s

vfe

|3x Di
terms:-= [k
Mean for KNCU = E (Vt/Dj. = D

"Potential"3

of the years
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4.3

Mean for CAT E (Vt/D = 0)
X

Xtis the same for both of the sub - periods (1970 1976
and 1977 1994) a second model (restricted model) of the
form

The two models 4.2 and 4.4 estimated by Leastare
Square Method and the test is based the ratioon

SSE)/df 4.5
SSE/df

of squared errors in the restrictedsum

model.

SSE sum of squared errors in the unrestricted

model

for both ofIf the relationship is the same the sub­

should (Bealsperiods, ratio 4.5 approachthen zero

1972).

structural stabi1i ty test isIn particular, the
calculated F values to theconducted by comparing the

0.05at and thetabulated valuescriticalF
(df) . We should rejectcorresponding degrees of freedom
F tab and conclude thatthe mull hypothesis when Fcal >
available the relationthe evidencebasis theofon

is not the same in both sub-periods.between V and X
The difference thein

the coefficient 1 and- axis is given- by
the trendthe difference slopes ofin the

3 in thetwo sub — periods is given by the

where SSER

(SSEr

aX

= P o + p
To test whether or not the true relation between Vt and

+ ([3 ») x

^4.4) is required.

with the Vt
lines of the

coefficient

+ Ust

intercepts of the trend-lines 

p

V* = po



regression Whether or not this differenceequation
significant theteststbe bytested oncan

in cl ividua 1 coef f icients.
4.1.4 Limitations of the theoretical model

It is important to note that 1 ike

otherany obtainedresearch. resultsthe are

subject to The1 imitations.number ofa
effectiveness of a predictive model depends to a

greater extent the variablesnumber ofon

included. The more the variables the greater the

chances of capturing the true behaviour of the
problem. The model spec if ication thefor
regression analysis used in this study 1imitedwas
by the number of variables included. 0n1y ti me was

considered as independent variable.

However,there are many other variables which
future pricesaffect and cost structures which

of the difficultyout becauseleft ofwere

given the time limitation.quantifying them These

of Supplementaryinclude prices andvariables

income, preferencesgoods; ofcompetative
cropconsumers,

omission of such variableThedisease, etc. may

result in low R 3.
Data needs_and sources.4.1.5

The data needed for analysis were

and secondaryprimarythebothfromcollected
were obtained from singlePrimary dqtasources.

of rural cooperativeto membersvisit interviews
1987KNCU in usingtoaffiliatedsocieties

71
4.2.

papulation, weather, factor input,



The secondary data were obtained from TCPKNCU

and CAT annualbalance budgets;sheets and

minutes of general meetings and committee
members meetings; 1986,for 1982MDB reports
Economic ofand BankReports ofOperations
Tanzania for June 1981 - June, 1985.
4.1.5.1 Questionnaire Design

The questionnaire was designed

obtaining data thatwith the purpose of

there isshould help to find out whether

in thedifferencesignificanta

undermarketing systempreference of

KNCU/TCB to that under CAT.
contained three parts.The questionnaire

to obtaindesignedThe first part was
theofparticularsidentification

respondents. Theand theresearch area

to obtain datawas designedsecond part

different test criteria.developingfor

which ismarketing efficiencyfor crop
discussed in section 4.2.4.

designed to findThe third part was
socio-economic developmenttheout
about by thebrought marketing

in operation.organization Only a few

officials at the regional and national

headquarters were expected to fill out

providethis part to information needed

for evaluating the development efficiency

72
structured questionnaire shown in Appendix G.

reports,



73
in question hadwhich the organization

brought about in the research area.

4.1.5.2 ofand... ...SelectionSamplinq Design
Respondents

The study TCB and CAT

and ten societiescooperativerural
attiliated KNCU. Theto survey was

conducted Ruralin Hai and Moshi
Districts in Ki1iman jaro Region,
Tanzania. A random sample of 5 primary
cooperative s oci et i es selected fromwas
each district. The cooperativerura 1

societies studied Masama-Mu1a,were

Kibong'oto,JTshara, Mac hame-Nkuu and
Machame North from Hai District; and Uru

Central Mwika West.Mamba,

Marangu East and Marangu West from Moshi
District. These societiesRural are

and their locationslisted in Appendix E
in Figure 1—3.are indicated A sample of

chosen at random fromfive members was

rural cooperative society.each selected

Except for the initial bias, this is a

multi-stage sampling a total
of 50 respondents.

Data Co1 lection4.1.5.3
all p i 1 o tof studyFirst a was

administeringby theconduc ted

to six far mers from whichquestionnaire

made to theadj ustmen ts were

involved KNCU,

MaweIla,

and it gave



butby the researcher,were administered
to avoid personal one •fifth □f thebias,
questionnaires byaCiiiinisteredwere
students col lege,of cooperative?the

Moshi.

4.1.5.4 Problems durinq dataencountered ...
col 1ecti on

Since Ki 1iman jarc Reg ion is
relatively developed to othercompared

regions in Tanzan ia, researchthe

encountered on ly few problems duringa
data col lection exercise. Lack of
reliable of had forcedtransportmeans
the researcher rel v publicto on

transport for visits to the stations.
Thus if there was fuel the researcherno
automatically got stranded.

4.1.5.5 Data analysis
which have beenThe tools of analysis

this study includeemployed in

regression, Chi-squares testtabulation,
for independence and t-tests. Tabulation

calculating un i t costs,used forwas

forpercentages comparisonratios and
Thepurposes.

the slopes andestimateused to
trend lines for each .the. intercepts of

The t-tests were used tosub-sample.

the coefficientsoftest the significance

74
questionnaire. Most of the questionnaires

regression analysis was
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of the regression Chi-squareequation.

and t-tests were used for testing whether

there was a significant preference

for the marketing system under TCB to the

one under CAT.
4.1.. 5.6 L-imitations of the data use d

The primary from thedata obtained

field survey were limited by the problem

of measuring people's attitudes.

The ordinal cannot beand usednominal seal e
absolutely accurate? or cover the attitudes completely.

secondary dataThe most ofserious 1 imitation the
Most institutionsolleeted was data.getting accurate

keep their data as confidential and the published figures

Also humannecessarily the true ones.are not errors
figures intotota 1when processing

unit figures. Sometimes it was difficult or impossible to

crop marketingcost-stuctures ofofbreakdownget a
because the coffee marketing institutions were not making

and expendi tures bycostsanalysis ofdetaileda

indicating the different cost/expense categories per unit

of

Results and Discussion
In troduction4.2.1

This section is sub-divided into four
The first subsection is thesub-sections.

in troduction. The second subsection
trends ofdiscusses the time series data of
used to i n d i c a t ethe marketingresponses
The results ofefficiencies. the regression

are bound to occur

crop marketed.
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analysis are third sub­summarised thein

section. The •fourth sub-section discusses

the results of the field survey.

4.2.2 T rends of series.... ..data__ .V sed__.tothe. time

indicate marketing efficiencies

4.2.2.1 Introduction
The time series data obtained as

explained 4.1.5above sectionin

trends ofwere used to estimate the
wi ththe dependent variable

the independent variablerespect to
V XXt. The regression of on

sub-periods 1970 - 1976 andfor the
1977-1984 and for the; restricted and

inmodels shownunrestricted are
to A 14.Appendices A - 11

regression analysis referredTest results based on

to above are presented in Table 4-1.

4.2.2.2 Producer's price as percentage of f.o.b. price

- 4.837 DJ3Xi) = 27.963 + 58.966 Dx 2.288X

0.804R=ii)

P (F > 20.10) C O.05

The result that

at o( = 0.05; df (15.30 > 3.98).> FF

results thethese nul 1 hypothesisF rom is
it (5 cone luded that the true relationrej ected and

and X t significantlybetween V different inwas
both the sub-periods, 1970-1976 and 1977-1984. The
difference in the intercepts of the trend lines for

The results of regression analysis were:

of structural stability test was
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given by thea X L <=>

cu-efficient round betoT h i s cl .1 f (■ c ren c e was
t-testsstatistically significant I he

results are shown in Appendix A - 14.
From these inferred that the meanresults is

pi uducer's priceprice of f . o . b .percentage wasas
significantly higher period than during CATduring KNCU
time (86.929 > 27.963). These are shown inmean values
Appendices A This ratio had been11 and A 12.
falling slightly to risestar tedsince 19 70, but it

significantly again This was due tofrom 198J wards.on

higher f.o.b p r i ces.

78 
the two sub-periods with 'A

atQ(~ 0.0b.
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ESS Crit-

6
Source: Calculated from the survey data

Subscript 1 refers to line 1 Appendix A - 11
2 refers to line 2 Appendix A - 12
R refers to Restricted Model Appendix A — 13.

4
4
5

9.11
1.68

prices 
stabi1ity

and cost 
tests

SIGN
SIGN0.183 

205.98

CO— 
NCL.

3.98
3.98
3.98
3.98
3.98

01 
V2 
03 
04 
05 
06 
07
08 
09

11.620 
1.036 
5.166

53.44

6
6
6
6
6
6
6

1398.2 
361.0 
9.400 
566.62 
285.53
255.08
0.347 
0.536 
213.1

ESSaESSr ESSi+ESSad f r dfa

129.82 
43.05 
2.903
169.16
65.010 
118.75
0.081 
0.014 6 
94.67

SIGN
SIGN 
SIGN 
SIGN
SIGN

4.10 INSIGN
15.85 4.10 
11.57 4.10
0.225 3.98 INSIGN

13 287.1
13
13
13
13
12
12
12

11 15.30
11 36.42
11

5 
5
5 
5
5 

80.450 4 
0.0145 
0.169 

13 111.310

df i

of Coffee 
structural

Table 4—1: Kilimanjaro Region. Trends 
structures, 1970-1984 
summary.

416.92
54.67
3.939 11 9.01
174.326 11 14.63
118.450 11
199.180 10
0.0955 10

10
11

df Test 
stat- ical 
istic value 
Fcal F»t= 

0.05, 
df
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This result is in line with and Hanakthe findings Ellisof

(1980); Moshi (1980) and Keeler et al (1982). The trend of V is

depicted graphically in Figure 4 -1. producer's priceThe way the

calculated is shown in Appendix A - 10.was

4.2.2.3 Unit marketing margin at constant prices
The results of regression analysis were:

+ 2.711D13X= 34.121 32.97D 2.251X

ii) 0.815
iii) P (F > 21.56) < 0.05

The result of structural stability test was that F,

at C(= 0.05 (36.42 > 3.98).»
null hypothesis is rejectedFrom these results the

and it is concluded that the true relation between and
significantly different in both the sub — periodswas

1970-1976 and 1977-1984.
The difference of the intercepts of the trend lines for

by theis g iven—axiswiththe two
found to bedifferenceThiscoefficient was

The t-test resultsstatistically significant atct= 0.05.

this resu1t it isFromA-14.Appendixshown inare
that the mean unit marketing margin in Tshs/kginferred

significantly higher during CAT time than during KNCUwas
(34.121 > 1.149).These mean values are shown intime

Appendices A-ll and A-12.This margin was rising
KNCU time. When the CAT tookinsignificantly during over

it shot up to a peak of 20.19 in 1977/78 and it then
Thisstarted to fall significantly. result is in 1 ine

findings of Ellis and Hanak (1980);Keeler et alwith the

V2 depictedoftrend graphically inThe(1982).

Figure 4.2.

i)

Xt

Ft.b

sub-periods

Pl.

dfn

9=.

<=«!>
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4.2.2.4 Unit marketing costs in constant prices

The results of regression analysis were:

i) = 4.728 G.11X

ii) R= = 0.714

iii) P (F >12.648)< 0.05
The result of structural stability test was that

at tk= 0.05, df (9.01 > 3.98)
r rom these results the null hypothesis is rejected

and it is concluded that the true relation between M3 and
Xt was significantly different in both the sub - periods,
1970 1976 and 1977 1984.

The difference of the intercepts of the trend lines for

is given by thethe with axistwo

roef ficient difference found to beThis was

at«t= 0.05. The t-test resultsstatistically significant
resu1t it isFrom thisAppendix A-14.inare shown

costs in Tshs/kgunit marketinginferred that the mean
significantly higher during CAT period than duringwere

These values are1.586).that of KNCU (4.728 > mean

These costs have beenshown in Appendices A-ll and A-12.
under study.the periodthroughfalling significantly

of the trend line did not change significantlyThe slope

from the time the cooperatives were dissolved in 1976 to
is explained by the fact that thereThis paradox1984.

the trend line in theshift ofalmost parallel
when compared to the first sub-period.second sub-period

the second period werecosts ofBut the unit marketing
than those of the first sub-period.s i g n i fi c an11y higher

in the trend ofbe seen

sub-periods

ft.
v3

+ 0.110x0 X«3.143D1

8 C *i to

as depicted graphically in Figure 4—3.
This interesting phenomenon can

was an
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. The rise in costs during CAT periodmarketing
could be explained rise inby (i) ( i i)in-ef f ic i ency
transportation costs especially petroleum and spare parts
due to inflation (Inflation considered by
using ITCPI:- 1977 = 100 as (iii) the factdeflator) and
chat at the beginning CAT had at the villageno agents
1evel.Before it had level buyingestablished vi1lage
posts, CAT used to haul coffee directly from the farmers.
Employment of too many vehicles and staff and inadequate
supervision caused unit marketing costs to shoot up

line with theduring CAT time. These findings are in

findings of Westergaard (1972); Moshi (1974); Mlay (1975)

Moshi (1980); Ellis and Hanak (1980); Keeler et al (1982)

and Rao (1985).
4.2.2.5 Unit marketing costs as percentage of F.O.B

price

4.738D%0X<1.518X25.58 + 37.1950 r

R= ” 0.886ii)
P (F > 1.368) < 0.05iii)

The result of structural stability test was that F >CO. 1

at = 0.05 (14.63 > 3.98).df
From these results the null hypothesis is rejected

between Vand it is concluded that the true relation
in both the sub-differentsignificantlyXand was

1984.1976 and 19771970periods,
The difference in intercepts of the trend lines for the

axis given by theiswithsubtwo
to bedifference foundThiscoefficient was

at c4 - 0.05. testThe tsignificantstatistically

i) On

periods

K

The results of regression analysis were:

84

unit

was, however,
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From this result it unittheis thatinferred mean
marketing costs priceF.O.B.percent of wereas
significantly higher during during KNCUCAT thantime
time. In fact in unitbetween the rise1977-1984
marketing costs as percentage of F.O.B. price

sharp that the intercept of the trend
ax is changed 11.619 to afrom positive value ofa

from thenegative value of -25.576. This becan seen
which is depicted graphically in Figure 4-4.Lr end of

The sharp increase was observed as from 1980 when it rose
in 1984an increase of 226'/.. Thefrom 16.67. to 37.437.

1970-1984 bedifferent values for V for the canyears
result is in line withB-4. Thisin Appendixfound

findings of Ellis and Hanak (1980).

final payment in constant pricesThe4.2.2.6
The results of regression analysis were:

1.969X + 2.647D25.BODx= 33.77
0.459ii) R= =

iii) P (F > 5.46) < 0.05)

The low R= and F values indicate that not all variables
regression equation or much of thewere included in the

factors for whichbydeterminedvariation in 05 is

(Orden and Buccola.achievedadequate measures were not
equation 4.2.inconsidered1980). Only time was

payment mainlyfinalthe .
final payment andinfluenced actualby ofthe sum

plus contributions toaccountssurpluses marketingon

line with

i)

V*

86 
results are shown in Appendix A - 14.

"potential"

® X

"Potential"

whereas,

was so
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Figure 4-5.
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Source: Compiled from balance sheets and budgets of KNCU, TCB and CAT and from 
MDB reports.

V5 -Trend of the potential final payment in constant prices (NCPI : 1977 = 100 ) 
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non—marketing funds thesuch as the pest

erli >r:ation CBDdiversification
Levy and local roasting subsidy (Westergaard, 1972).

>
(9.11 > 3.98).

From these results the null hypothesis is rejected and
it is concluded that the true relation between and X

significantly different the sub-periods.in bothwas

1970-1976 and 1977-1984.
The difference of the intercepts of the trend lines of

the two axis is given by the ca­
fe f ficient This difference found to bewas
statistically The t-testsignificant at 0.05.
results are shown in Appendix A-14. From this

' potential' finalthat theresult it is inferred mean
during CAT period was significantlyTshs/kgpayment in

7.970). These(33.772 >higher than during KNCU time

A—11 and A—12. Thisin Appendixare shown
farmers higherresult shows that CAT could have paid the

producer's price were it not for its high deductions from
and otherthe? sales price in the form of levies, cesses,

to cover administrative expenses.institutional charges
of Moshi (1980)This result is in line with the findings

Seniorverbal confirmation from Nd.■uid with

The trend of isManagement Accountant of TCMB (1987).
depicted graphically in Figure 4-5.

as percentage of4.2.2.7 admisistrativeUnit expenses

unit marketing costs

The results of regression analysis were:-

0.460X= 22.402 + 1.726D1i)

sub-periods with

CIDP cess,fund,

Vs

- 1.164Dx®Xt

control fund,

Ft<xt>

Mkiramweni,

funds,

The result of structural stability test was that F<-«i

!».*«»:> values

at oC - 0.05, dfn
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Figure 4 - 6 .
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1) Datum for 1974 was not available .
Source: Compiled from balance sheets and budgets ofKNCU.TCB and CAT and from MD3 reports.

aj o> f 
<£

Vg -The trend of unit administrative expenses as percentage Of unit marketing costs, 
1970-1984 '>
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ii) R= = 0.078
iii) P (F > 1.368) < 0.05

The low Ra and F al 1values ind icate that not
variables were included in the regression equation (Or den
and Buccola, 1980).

at 0.05, (1.68 < 4.10).
Looking at these results the null hypothesis cannot be

rejected and it is concluded true relationthat the
and X less the same for both the

sub - periods, 1970 In other1976 and 1977 1984.
significant changes in thewords there did not occur

the two sub­slopes and intercepts of the trend lines of

The difference was found toaxis.

be statistically not significant atoC= The t-test0.05.

results are shown in Appendix A-14.
is deduced that there were noitthis resu1tFrom

administrativeunitsignificant changes in expenses as
costs in themarketing two sub­unitofpercentage

the marketing costsDuring CAT timeperiods.

CAT's unit administrativethough thethathigh even
those KNCU (see V7) theofexpenses were higher than

ratio of CAT's unit administrative expenses as percentage
of unit marketing costs came out to be not significantly

KNCU (22.4 < 24.13).of These meanthatthanlower
Appendices A-11 and A—12.invalues are shown This

findings of Keeler et alwith the1 ineinresult is
is depictedoftrendThe•• 1 --’82) . graphically in
1974 is missing because thedatum forTheFigure 4-6.

sheet is of the missing/lost1974 balanceKNCU one

periods with the

between 9^

V*.

df io

The result of structural stability test was that F<=«i<
F t

was more or

were so
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archives of the marketing were ininstitutions that

operation before 1976.

4.2.2.8 Unit administrative expenses in constant prices

i) V = 0.898 - 0.484Dx 0.279X u

ii) R= = 0.735

iii) P (F > 13.0) < 0.05

The result of structural stability test was

at (£~ 0.05,that (15.83 >>

4.10) .

null hypothesis isFrom these results the

the truethat■ rejected and it is concluded

was significantlyrelation between XV and

1976sub-- pe r iod s, 1970both thedifferent in

and 1977 1984.

lines ofThe difference of the intercepts of the trend

the? theV-y-axis bywith is giventwo

difference found to beThiscoefficient was

c<. -at 0.05 as shown insignificantstatistically

resultthis it is inferred thatFromAppendix A-14.

significant change in unit administrativethere was

after KNCU had been dissolved in 1976. In fact,expenses

unit administrative expenses (UAE)iit both

time,in Tshs/kg were falling over but the averageon

significantly higher than KNCU's (0.899 >CAT's UAE were

shown in Appendices A-ll0.414).
result is in line with the findings ofThisand A--12.

(1979) and Keeler et al. (1982). The trend of VMsuya
graphically in Figure 4-7.depicted The datum fori

missing since the KNCU 1974 balanceis.1974

0.761Dx X

sub-periods

[h.

P c 1 df xo

sub-periods,

F t«b

The results of regression analysis were:-

These mean values are

sheet is one
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Figure 4-7. Vy -Trend of unit administrative expenses at constant prices (NCPI : 1977 = 100),
1970-1984 I’
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1) Datum for 1974 was not available .
Source: Compiled from -balance sheets and budgets of KNCU, TCB and C AT and from MOB reports .
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of the missing/lost marketingarchives theof

institutions that were in operation before 1976.

4.2.2.9 Current (Liquidity) ratio

-0.144DX= 1.05 + 0.865D + 0.524X X
ii) Ra = 0.751
iii) P (F > 14.09) < 0.05)

The result of structural stability test was that F <=<• i

at From these0.05, (11.57 > 4.10).
hypothesis is rejected and itrr'-ul ts the nul 1

and Xthe true relation betweenconcluded that was

1970-sub-periods,significantly different in both the

1976 and 1977 1984.
of the trend lines forin interceptsThe difference

VQ—axis is by the co- ■given
founddifference to beThisef fi dent was

statistically significant atoCeO.O5 shown in Appendixas

inferred that there wasit isthis resultFromA—14.

1 iquidity of the marketingtheinsignificant change
dissolution of cooperatives intheaf teri restitutions

1776. The liquidity changed significantly from
to a mean of 1.05 during CATtimeKNCUduring1.914

These values are shown in Appendicies A-ll and A-time.
period the? liquidity was significantlyDuring KNCU12.
During CAT time thelling over time.

butlower i tsiightly not risingthe wasaverage?
significantly over time.

In all periods liquidity the average abovewas on

i) Ve

v o

the two sub-periods with

Pl.

df ioF s

The results of regression analysis were:-

1 iquidity was on

a mean of
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Figure 4.-8. Vg -The trend of current (Liquidity) ratio, 1970 -1984
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1.0, implying that greater thanassets were
current liabilities all the time. inThis can be seen

as depicted graphically in Figure 4-8.

l'>:.'t much has been done of financial ratios in Tanzania.

Westergaard (1972) came out ratio ofwith 1iquiditya

about 1.5 as being normal for efficient cooperatives in

Tanzania for the period 1967 - According to this1969.
criterion KNCU slightly over-liquid, implying thatwas

some capital was tied down. was under­CAT, however,

liquid implying that it was facing problems in paying its

to paycreditors no wander it same times unablewas
farmers on time.

Coffee sales4.2.2.10
The results of the regression analysis were:-

5.27D= 16.85
R2 = 0.089ii)
P (F > 0.618) < 0.05iii)

R2 and F values indicate that not allThe low
regression equation orthevariables were included in

is determined by factors formuch of
achieved Cordennot and

considered in equationtime wasOnly1980).
whereas the quantity of coffee sold depends4.2, on many

weather, factor input; diseasestheincludingfactors

and preferences ofincome consumers,

etc .

stability test was thatstructuralofresultThe
(0.225 < 3.98).df0.05, l-rom this

not be rejected and it isresult the
relation betweenconcluded that the true and V was

95 
current

the variation in

i)

at ot-“

+ 0.494D113X

j. CBD , prices,

the trend of Vs

< Ft. b

0.65Xt

Buccola,

V,
null hypothesis can

which adequate measures were



96

30
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i

Source: Compiled from balance sheets and budgets of KNCU.TCB and CAT and 
from MDB reports.

Figure 4 -9. Vg-Tbe trend of the quantity of coffee sold in Kilimanjaro region. 
1970-1984
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less the 1970-same for both the sub periods,

..7/ and 1977 1984. In other words there did not occur
significant changes in the slopes and intercepts of the
trend axis.
The difference in intercepts lines for theof the trend
two sub with is by theaxis given
coefficient This difference found to bewas

0.05 shown inas
result it is inferred thatAppendix A—14. From this

quantity ofthere was not a significant change in the

coffee sold during the periods under study.
During the KNCU time the quantity of coffee marketed in

the sub­significant lyincreasingkgmill . overwas
During the CAT period, the quantityperiod under study.

albeit motdecreasing,marketedcoffeeof was
in the trend ofbe seenThis cansignificantly. as

depicted graphically in Figure 4-9.
Summary of regression analysis4.2.3

structural stabi. 1 i ty teststhe basis ofOn

is rejected for all theHOI:
and it is concluded

significant changes in theoccurredtherethat
time relation between all V and X

and 9
significant changes in the(i) thereSince were

trends of 77.87. of the dependent variables in favour of
producer price as percentage of f.o.b priceKNL.IJ,

duringhigher KNCU time and (iii)

periods

•latistically not significant at ©(.=

except for responses V,.,

variables except 9<s

lines of the two sub - periods with the 9r?

(Table 4-l)j

p. = p«

9^

the responses,

more or

w as sign ifi can 11y
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uni L marketing costsadministrative;and were

coffee marketing KNCU was more efficientsystem under
than under CAT cannot be rejected.

The structural changes in responses , V

V and have the basis ofbeen explained on

endogenous factors mismanagement whichassociated with
included inefficiencies There are alsoand corruptions.
exogenous factors which were not fully explained because
the»y are beyond the Thesescope of this dissertation.
are the factors which cause macro-economic disequilibrium

national economy. This disequilibrium is commonly

associated with:-

current account balance of payments deficits

high rates of inflation

unsustainable budget deficits

over—valued exchange rates

and it can arise from:-

like declining terms of tradeinternational forces

domestic likethestructural weakness in economy
export crops at theofproductiontheemphasizing

expense of food crops.
policy errors - like too stringent barriers to
importation of industrial and agricultural inputs.

andco-exist compound eachCommonly several causes
1988).other over time (Scarborough,

VqVs,
V3 ,Vs: ,

like draught or war

xn a

domestic, exogenous shocks -

significantly higher during CAT time, the hypothesis that
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4.2.4 Comparing marketing efficiencies of KNCU and CAT

using Chi-sguare and t-tests

4.2.4.1 Introduction
Both mainKNCU theCAT hadand

objective of maximising the efficiency in
marketing farmers' Thus theircoffee.

main objective was to have efficient crop

purchasing which the tasks ofincluded
bagging,inspecting,

Thenstoring and transporting the crop.

af terthe farmer paidto bewas
the buying post.delivering the crop to

customary for the coffee producersIt is
to be paid in three instalments advance !>
interim and final payments.

thesethethe marketing ofaddition toIn crop

with theconcernedmar ke t i n g institutions alsowere
they were operatingin whichthe regiondevelopment of

main tasks which wereand of the farmers economies. The
were provision of inputs likethese rolesidentified in

credit,pesticides, spray-pumps;

materials;building goods;godowns/stores; consumer
and needles;bags, twine and provision ofgunny

How efficiently these tasks wereservices.extension
carried out was assessed using field survey data to which

parametric and non-parametric tests were applied.

fertilizer,

seeds,

weighing,grading,
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4.2.4.2 Chi-square? tests

i) A comparison of manageriex 1 efficiency of
committee members
Before one can make of thea comparison

managerial efficiency of committee members

during KNCU period and CAT it liasthat of

all necessary to test whether thefirst of
of committee membersmanagerial efficiency

of the type of organizationis independent
in operation by means of Chi-square

efficiencies oftest. The managerial
measuredcommittee members anonwere

of theThescale.ordinal responses
to theaccordingclassi fiedfarmers were

managerial efficiency with whichorder of

members andcommi tteeassessed thethey

the institution the committeeaccording to

4-2 shows theTableworked for.member

in eachthesedistribution of responses

efficiency class by type of organization.
pooling the classes,there wasafterSince

difference inmuch weight,not average
number of responses were used in Chi-square?
test.
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Table 4 2:

KNCU Total

5=
Total 37.640 77.6

3.
for details see1

2

Managerial efficie­
ncies of committee 
members

Source:
Scale :

1
2
3

P(s) 
Propor— 
tions

17.6
16.2
3.8

27.6
33.6
16.4

0.356 
0.433 
0.211

Type of organi­
sation. 
CAT

Kilimanjaro Region. Response table 
showing a comparison of managerial 
efficiencies of committee members operating 
under CAT and KNCUX

The 
Appendix 

last

Average No. of 
Reponses 

10 
17.4 
12.6

1987
2. Well, 3. Fairly well
5. Very badly 

are average responses
classes (3,4, 
their expected

and 5) were pooled 
frequencies came out

Survey data, 
1. Very well, 
4. Badly 
figures 

H.
The last three 
together because 
to be < 5.
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The Chi-square findings were that X2 cal > X2 tab atpC
3.99). From this result the null-

hypothesis that the managerial efficiencies of committee

members are independent of the type of organization in
peration is rejected and it is concluded that there isr< a

significant association managerialbetween the
efficiencies of ofcommittee members the typeand
organization in operation. Since of thethe proportion
farmers who said that during the KNCU time the managerial

efficiencies of committee members was very good is higher
than those for CAT (0.47 > 0.25),it is obvious that the

bettercommittee members performing their jobswere

To take intoduring CAT time.during KNCU time than

used and theaccount the other classes weight4 wasa
who said that during the KNCUthe farmersproportion of

of commottee members wastime the managerial efficiency
very good is higher than those for CAT
(0.54 > 0.33). This confirms the above assertions.

paying farmersof promptness ofcomparison(ii) A
advance payment on delivery of crop buying posts

Before one can make a comparison of promptness
advance payment of delivery ofpaying farmersof

post during thebuying respectivetocrop
periods i.e.institutional operation KNCU and CAT

the promptness of paying farmers advance payment is

. typethe ofof organizationindependent in

of Chi-squareby test.operation Themeans

farmerspromptness of paying advance paymen t was

0.05, df = 2 (6.80 >

time, it was first of all necessary to test whether
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measured scale consisting of sixintervalon an
classes of one week class intervals. The responses
of the classified according to the•farmers were
week the advance payment was paid after delivering

the buying post and according to whethercoffee to

the committee member was during KIMCU timeon duty
theduring 4-3 showsCAT Tableperiod.or

distribution of the responses in each week class by
after pooling theSinceof organization.type

was notthe table had only two classes itclasses,
in the Chi-weightedto responsesnecessary use

square test.
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Table 4 Frequency tableRegion.

ofshowing promptnessofcomparisona
by CAT andpaying farmers advance payment

KNCU1

Promptness of paying P(S)Type of orqanization
farmers advance Propor-TCTALpayment CAT KNCU

tions

Weeks Np_.-_.ol.
Responses

0.88035 45<1
0.22015 5. 4a1

1005050Total

1987.Source:
For details see Appendix I1

4) were pooled3(1The last two classes

frequencies came outtheir expectedtogether because

to be < 5.

N « 50

Survey data,

2,

3 : Kilimanjaro
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The Chi-square findings were that X2 cal > X2 tab at<( =

df = 1 (6.25 > 3.34).
F ram this result thatthe hypothesis thenul 1

promptness of paying farmers advance payment on delivery

i to buying post is independent of the type ofcrop

organization in operation is rejected and it is concluded

that there is significant association between thea

promptness of paying farmers advance payment and the type

of organization in operation. Since the

proportion of the farmers who said KNCU was paying them
advance payment within one week was greater than that of
those who were for CAT (0.9 > 0.7), it is obvious that
KNCU efficient than CAT in paying farmerswas more

advance payment. In order take into account theto

responses of farmers in the other classes weights wasa

used and the proprotion of the farmers who said KNCU
payment withinthem advancepaying one week waswas

CATgreater than that of who (0.92 >those were

above asssertions and concurrsconfirms the0.75). This

since it is the same committteewith test criterion (i),

buyingat the post af terfarmersmembers who pay

receiving money from the marketing organization.

of provisionA comparison of efficiency of inputsiii)

to farmers.

Before one

to member economies duringof provision of inputs
the specified period of the respective institutions

it was first of alli.e. KNCU and that of CAT time.
the efficiencywhether oftesttonecessary

can makes a comparison of efficiency

0.05,
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provision of inputs to member economies is independent of
the type by means of Chi­ef organization in operation
square test. inputs toThe efficiency of provision of
member economies Thewas measured
responses of the farmers

of inputs to memberorder of efficiency of provision
4 showseconomies and by type of organization. Table 4

in each efficiencythe distribution of these responses
the Chi-square test.Class by t.ype of organization. For
to take into accountweighted responses were used

the relative importance ofthe different classes.

were classified according to the

so as

on an ordinal scale.
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T able 4

53

Total 11.41 8.02 19.43

Source:

1. Very good 3. Fair Bad 5.2. Good 4.

N = 50

1 see

2

> X2 tab at
c< =

thatnul 1 hypothesis the

provision of inputs to member economies isefficiency of
in operation isof organizationindependent of the type

it is concluded that there is a significantrejected and

association between the efficiency of provision of inputs

typeand the of organization ineconomiesmemberto

The proportion of the farmers saying that theoperation.
provision of inputs by CAT was very good or good was 0.54

compared tofarmers interviewedo f all

favour of KMCU/TCB period.those in Since five0.3A of

were used to take intoclasses are

responses of the farmers in other classes.account the
the farmersofproportionSince the saying that the

CAT wasinputs byprovision of very good

1
2
3

Scale:
Very bad

The last two class (4 and 5) have been pooled together 
to make the figures manageable in size.

Efficiencies' of provi­
sion of inputs to CAT 
farmers

0.14
0.47 
0.26 
0.123

Type of organizatio_n.
KNCLj" TOTAL.

1.58
6.0
3.05 
0.78

P (S)
Propo­
rtions

1.65
9.73 
5.50 
2.55

The figures are weighted frequencies (for details 
Appendix J).

Weighted response 
' ~0.07 '............"

3.73
2.45
1.77

Frequency table 
efficiency of 

farmers by CAT and

-?<■' .05, 
From

involved, weights-1

a proportion of

The Chi-square findings, were that X2 cal 
df = 3 (17.7 > 7.8) 
this result the

Survey data, 1987

4 : Ki 1iman j aro Reg ion .
showing a comparison of 
provision of inputs to 
KNCU3-

or good was
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<J. 67 of all farmers interviewed compared to a proportion

of 0.47 of those in it is
obvious that CAT was more efficient than KNCU/fCB in the
provision of ihputo > to fanners - Thi.s concurs with the

ty since CAT put great emphasis provision oftheon
extension services including inputs to farmers and the

Kilimanjaro Region was under Coffee Improvement Programme

of CAT which grants from EEC of about T.shs.received
281.4 million for the 1983/84 (MALD,period 1976/77
CAT, Balance Sheets).

A comparisen of marketing efficiencies by whether

the farmer was being extension staff orvisited by

not.
One of the tasks of a marketing institution is to

This is done by salesmenprovide sales promotion.
crop production and marketingthe ofin caseor

their ex tension staff. Thebyinstitutions
KNCU and CAT were requiredof toextension staff
farming techniques especiallyteach farmers modern

of fertilizers and insecticides. Thethe use
frequency of visits to farmers by extension staff

of measuring the efficiency of provision ofa proxy
extension services.

Before one can make a comparison of marketing
efficiencies by whether the farmer was being visited

staff not duringextension KNCU time asby or
during CATcompared to time, it was first of all

necessary to test whether this marketing efficiency
of theindependent type ofis. organization in

favour of KNCU/TCB period.
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The?operation by test.Chi-squareofmeans

marketing efficiency of whether the farmer was being
visited by extension staff by­not was measuredor

means of The typesa nominal scale (Yos or Mo).
KNCU and CAT.of organization in question were the

classifiedThe theof f arinersresponses were

to theNoaccording to whether they said Yes or
you visited by Extension Staff? 11 andquestion "Were

shows the5organization. Table 4by type of
each nominaldistribution 'these inof responses

class by type of organization.
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T a b 1 e 4 I-’-r-equencv table?5 Ki 1iffianj aro Region.

markstingshowing ofcomparisona
visits toefficiencies by off requencies

farmers by extension staff of CAT and KNCU

P (S)Type of organization
TOTAL Propo-CAT KNCU

rtions

No. of Responses
0.432 40YES S
0.642 6018M0

.10050 50N

Source:
N = 50

> X2 tab atfindingsThe Chi-square
(24 > 3.84)

hypothesis that thenul 1thethis resultrom
by frequencies of visits toshownmarketing efficiency

farmers by extension staff is independent of the type of

organization in operation is rejected and it is concluded
association between thesignificantthat there is a

service throughextensionofefficiency provisionof

ts by extension staff and the type of organization in... <_■> X

of farmers who said Yesoperation.

of KNCU (0.64 >thatduring CAT time is thanhigher

that CAT was0.16), it is obvious

Since the proportion

by extension staff?"
"bJere you visited

were that X2 cal

Survey Data, 1987

more efficient in the

(A- 0.05, df = 1



concurs also with Test Criterion (iii) where it was
found that also more KNCU in thecapable than
provision of inputs to members. This was because CAT had

received EEC grants wor th T.shs. 281.4 millionabout

during the period 1976/77

Balance Sheets) for Coffee Improvement Programme; so that

CAT had

extension staff better under thethan when they were

Ministry of Agriculture during KNCU/TCB time.
4.2.4.3 t-test

of marketinq efficiency byi) A comparison

promptness of making interim payment.

efficiency in terms ofmarketingThe
payment wasinterimof makingpromptness

a nominal Thescale.measured by means of
required to say Yes or No to• farmers were
Were Interim Payments paid inthe question! >1

the right time?". Since the sample size

compared to the universe (N = 50was small

that the probabilityand assuming<100)
farmer willthat a

probability of the farmer saying No is q, it
is possible to test whether there was

preference for the Marketing system under
theKNCU/TCB □ver

using proportions. The of theresponses
•farmers were classified according to whether

they said Yes No to the above quotedor

111
provision of extension services to the farmers than KNCU.
This

CAT was

one under CAT by t-test

a real

funds for extension and it was also managing the

- 1983/84 (MALD, CAT and TCMB

say Yes is p, while the
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question and by type of organization.

Table 4 - 6 shows the distribution of the proportions

of the farmers responses in each nominal class by type of

organization. The calculations t-test usingof the

proportions are shown in Appendix D.
at

(4.45 > 1.96).

From this result it is concluded that the possibility

that the survey results differ due to sampling

unlikely to the propositiontherefore,be the
proportions ofin thereal difference

those farmers in favour of KNCU/TCB to those in favour of

These proportions were 0.50 > 0.12.CAT was proven.

comparison of.Region. AKilimanjaro6 :Table 4

by promptness ofmarketing efficiency

interim payment to farmers bypayment of

CAT and KNCU

Type of organization

CAT KNCU/TCB

Pi = 0.12 = 0.50YES

= 0.88NO qi

1987Survey data,Source:

and g are proportionsP

N = 50

1bThe t-test findings was that tc«i

"Were interim payments

case and,
that there was a

paid in the right time?"

errors is

q= = 0.50

= 0.05.
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Th i s finding shows that
than CAT in paying interim payments to farmers.

ii) A comparison of marketing efficiency by promptness
of making of payment to farmers by CAT andf inal
KNCU

The themarketing efficiency in ofterms
promptness of paying farmers final payment was

measured also by means Thenominal sc ale.of a

farmers required Yes Mo to thetowere say or
the rightquestion: II Were Final Payments paid in

size was small compared totime?"Since the sample

assuming that thethe universe (N = 50 < 100) , and
is p, w h i 1 ewill sayprobability that farmera

saying No is itthe probability of the farmer­
test whether therewil 1 possible-? tobe was a

marketingthe? systemforsignificant preference
under CAT by t-testtheKNCLJ/TCBunder oneover

of the farmersTheusing proportions. responses
according to whether they said Yeswere classified

question and by type ofabove quotedor No to the
7 shows the distribution of4organization. Table

in eachfarmorsthethe proportions of responses
organ i zation.of Thetypebynominal c lass

using proportions aret-testcalculations of the
Appendix D.shown in

oC-b a tfindings.wasThe t-test
( 2.709 > .1 . .0.05,

q,

ves

that tr-.„i

K N CU / T C13 w a s mo r e efficient
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From this thethatconcludedresult it is

possibility that the survey results differ due to sample

thetherefore,and,the case
proposition that difference in thethere realwas a
P' ^portions of those farmers in favour of KNCU to CAT was

These proportions Thereforewere 0.34 > 0.12.proven■

i t i s concluded that reflects that KNCUthe difference

efficient than CAT in making the final payment
to farmers.

Table 4 - 7 : Ki 1 imanj aro comparison ofRegion. A
ofmarketing efficiency by promptness

by CATmaking of final payment to farmers
and KNCU

Type of arqanization"Were final payments paid
KNCUCAT

= 0.34Px = 0.12YES
q a = 0.66NO

1987Source:

N = 50

Survey data,

in the right time?"

P=

was more

p and q are proportions

errors is unlikely to be

q.,. = 0.88
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4.2.4.4. Summary of field survey results

From results (Seationthe field survey
it concluded that thebecan

cooperative more efficient insocieties were
the provision of services likemanagerial
inspection, weighing and bagging of
the supervising purchasing andcrop, crop
promptness in farmers than thepaying crop

authority which took theButover. crop
authority was better as far as the development
of the farmers' farms is concerned for we
have seen it proved to be more efficient in the
provision of inputs and extension services to
members farmers.

grading,

4.2.4),
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Footnotes to Sections 4.1.3 and 4.2.4.2.

1.
2.

cover

3. is calculated
6.A

4.

The mean
0.1'?. The other

6.
shown in

see Appendix
The mean responses of class 1 were multiplied by 0.33 
of class 2 by 0.27 etc. as shown in Appendix H.

responses of class 1 were multiplied by 0.29 
of class 2 by 0.24 and of class 3 by 
classes had no entries (see Appendix I).
The mean responses of class 1 were multipled by 0.33 

of class 2 by 0.27 — of class 5 by 0.07 as 
Appendix J.

Marketing margin = f.o.b. price - producer’s price.

Marketing costs (M.C.) = Marketing margin - Export 
sales Tax. M.C. as defined here will consist of 
marketing organization charges to 
administrative expenses;levies; other marketing 
operations costs and donations if any. 
For how the "Potential" final payment
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CHAPTER V

CONCLUSIONS AND RECOMMENDATIONS

3.1 Introduction
This chapter provides of the majorsummarya

issues of the study, with regard to its background.

objectives, methodology and major findings. It also

gives the conclusions, recommendations and
suggestions for further research.
5.2 Summary

5.2.1 The problem background

Changing social economicand
circumstances Tanzania havein
necessitated institutional and

conceptual adj ustments of economic

match theorganizations to with new

During the transitionconditiqns.
British colony,i. e. fromperiod, a

independentthrough countryan

predominantly mixed economy to awith a

Tanzania has relied

the agricultura1 sec torheavily on

throughespecially agricultural

marketing institutions to bring about
socio-political and economicrapid

the socio-politicaldevelopment. So and
that Tanzaniachanges haseconomic

Independence have alsoundergone since

country'sthe marketingchanged crop

system.

SUMMARY,

socialist country,
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I ' Purpose and objectives of the study

The purpose of this study was to find out and

the effects and the salientnarrate the
features of the of theinstitutional changes
T anzania’s marketing system through a pre­crop
determined period. To simplify this enormous work
the commodity approach to marketing was taken and
one crop in one region Thus thisstudied.was
study was limited to the institutions
which were doing coffee marketing in Kilimanjaro
Region in the 1970 1984. The specificyears
objectives of the study were, therefore:-

TCB/KNCL) CAT when marketing1) To compare and
Ki 1 imanj aro Region in terms ofcoffee in

marketing efficiency criteria to determine

in the marketing systemchangeswhether the
had significantthe governmenteffected by

efficiency of the marketingtheoffeets on

institution.

the roles that KNCU and affiliatedTo find out2)
TCB and CAT have played insocieties,primary

coffee in Kilimanjarosmal1 holdermarketing

Region and then to test the attitudes of the
to whether there was a significantfarmers as

the marketing system under TCBpreference of

to the one under CAT.

causes,
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5.2.3 Methodology

The study involved KNCU, TCB and CAT and ten
rural cooperative societies af f i1iated to KNCU.
The rural cooperative •studiedsocieties were

Masama-Mula, Nshara, Kibong'oto, Machame-Nkuu,

Machame-North, Uru Mw i k a
Marangu East and Marangu West.

The -first five societies were in Hai District

Rural District; both oftheand rest in Moshi
Kilimanjaro Region in Tanzania.

To find out the roles the coffee marketing

and to be able to compare theinstitutions played
KNCU CAT bothefficiencies of andmarketing

Thedata were collected.secondaryandprimary

i) member-primary data were used for measuring

(ii) developmentandefficiencyoriented
The secondary data were used f oref fic iency.

efficiency of KNCUmeasuring business operational

and CAT.
primary data, fifty ( 50)theobtainTo

members ofrandomly selected
officials of KNCU and CAT weresociety and

visited by enumerators and interviewed by means of

structured questionnaire.a
farmers c1assi f iedThe responses were

test-cri teriatheaccording and typeto of
organization in operation. Before one could make a

marketing efficiencycompar ison of during KNCU

West,

a rural cooperative

Central Mawella, Mamba,



120
time to that during first of allCAT time, 1t was
necessary to test whether the test criterion was
independent of the type of organization in operation by

intjdiis of Chi-square test. Since all criteriathe were
found to be significantly associated with the type of

organization in operation, it was possible to compare

the marketing efficiency of KNCU to that of CAT by using

proportions of

one organization to the other.

The? type of secondary data that were timewere needed

series data of prices, sales, marketing costs structures,

from officiale tc . collectedThe secondary data were

andfiles, budgets, balance sheets, annual reports

data werepublished and unpublished literature. These
construct trends of such responses as producer'sused to

unit marketingf . o. b . priceofpercentageas
quantity of coffeeadministrative costs,unitcos^s,

necessary the nominal figuresit wasWheresold , etc.

the use of Nationalvalues byto constantwere changed

of the gallopingConsumer Price Index so as to take care

inflation in Tanzania.

responses through the periodtheseThe evolution of
understudy were observed and their intercepts and slopes

- axis were estimated by means of OLS method.with the V
conducted to testtestsStructural stability were

between the responses,true relationwhether or not the
Xand the independent variable time,V

1984.1976 and 1977both of the sub-periods, 1970
the intercepts anddifference inTo test whether the

pr j ce

was the same for

the responses of the farmers in favour of
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slopes of the two sub-periods with - axis werethe v,

Significant, the relevant

coefficients of the regression equations.

5.2.4 Summary of the results
5.2.4.1 Re^L!^ssion^nal_Ysis. resul.ts

revealedanalysisThe regression

that:

percentage ofProducer's pricea) as

f.o.b price was significantly higher
than during CATtimeKNCUduring

period (86.929 > 27.963).
margin in constatmarketingUnitb)

sign i fican 11y higherprices was
period than during thatCATduring

of KNCU (34.121 > 1.149).

in constantcostsmarketingUnitc)

highersignificantlyprices were

during thatduring CAT period than

of KNCU (4.728 > 1.586).

costs as percentageUnit marketingd)

price were significantlyof f.o.b.
the operation of CATduringhigher

than during that of KNCU (25.576 >
11.69).

final payment ine)

constant prices significantlywas

higher during CAT period than during

t-tests were conducted on

The ."potential"
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that of KNCU (33.772 > 7.970)

f) asign if .leantThere notwas
difference uni tbetween

percentage of"unit marketing costs of

KNCU and those CAT (24.129 :of
22.402).

g) Unit inadministrative expenses
constant during KNCU periodprices
differed significantly f ram those
during CAT time (0.414 < 0.898).

The 1iquidity ratioh) was

KNCUsignificantly higher during
time (1.914 >during CATtime than

1.05).
quanti ties of coffeeThe annua 1i)
not d if fer muchmarketed did

period (11.6 :during the research

16.8).
hypothesis thatthe theobservationsFrom these

KNCU more efficientundercoffee marketing system was

than under CAT cannot be rejected.
Field survey results5.2.4.2.

Chi-square and t - tests were used and

647. of the farmers said that the manageriala)
efficiencies of committee members were verv

KNCU/TCB operation,during whereasgood

only 367. were for CAT.

administrative expenses as

was observed that:-



b)

advance payment whereas 447. saidwithin one week,
for the CAT period.so

c) 807. of the farmers said they being visitedwere
by extension staff during CAT time as compared to
207. who said they were being visited by extension

staff during KNCU time.
d) 547. of all farmers interviewed said the provision

of inputs was either very good or good during CAT

only 367. said so during KNCU time whilewhereas
107. of the farmers were indifferent.
507. of the farmers said that the interim paymente)

KNCU/TCBwas being paid in the right time during
whereas only 127. said so for' the CAT time.time,

347. of the farmers interviewed said the finalf)
being paid in the right time duringpayment was

KNCU time, whereas only 127. said it was being paid

in the right time during CAT.
hypothesis that thetheobservationsFrom these

more efficientunder KNCUmarketing systemcoffee was

than under CAT cannot be rejected.

5.3
is predominantly agrarian,economy

peasant production.smal1-scalebased on
main source of exporttheissectorAgricultural

contributing two fifths of GDP and is the

source of livelihood of more than 807. of the
its importance to theofspitepopulation. In

performance for thethe sector'snational economy,
been Among thehaspas t poor.twodecade or

123
567. of the farmers said KNCU used

earnings,

Conclusions
The Tanzania

to pay them
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f-v-tors which have depressed perf ormance of thethe
agricultural sector bad weather, fau1tyare macro­
economic and sectoral policies.

In general the nations agricultural production depends
lot of which properlyfactors, isa among a

functioning marketing C an z an i a thesystem. In
aqricultural cooperative societies andmarketingcrops
marketing boards do most of the marketing functions. In

into functionaddition performing the marketing

cooperative societies have been utilized by theFan z an i a,
governmental and non-governmentaland other

bi-lateral andnational,organizations for carrying out

multi-lateral developmental programmes.
institutions have been pronecrop marketingBut these

r e—o r g a n i z a t i o n by theandconstant reshuffleto
a greater extenthavechanges togovernment. These

the marketingofperformancethei .acted proper
the overall agriculturalconsequentlyinstitutions and

production output.
These changes in Tanzania's marketing system have been

superficially justified

inefficiencies or reflecting policy changes.
instituted without conductinghowever,

inresearch into order toa systematic
understand the problems facing the marketing system.

to find out and narrateof the study wasThe purpose

the Tanzania's crop marketinginstitutional changes o f
' iera through time. The focus research was to

changes have been,

_>ij. uf nment

on the grounds of dishonesty.

the causes, the effects and .the salient features of these

these . issues

All these

of the
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find out whether the crop marketing parastatal CAT which

Tanzania, after the dissolution of the KNCU and

af f i 1iated primary cooperative itsdid
■functions less efficiently than its precedentmore or

institution.Regression analysis the?of secondary time
series data has shown that unit andadministrati ve
marketing costs significantly during KNCUlowerwere

period than during that These factors enabledof CAT.

KNCU to pay farmers significantly higher producer's price
percentage of f.o.b. From theseprice than could CAT.as

findings it w a s concluded that KNCU was significantly

marketing farmers'than CAT whenefficienttn or c?
coifee.This finding concurs also with other researchers'

marketing boardsotherr it >■! i ngs on

and crop authorities in Tanzania.
and marketing boardscooperativesIn general the
efficient in marketingsignificantlyto be moreseem

farmers crops than crop authorities. Sample results from
thatshown KNCUgeneral haveinfield wassurvey

in theefficient provision of: i.giiif icantly more
inspection, grading, weighinglikeservicesmanagerial

and bagging of the crop; supervising crop purchasing; and
than CAT.paying farmers The latter was.promptness of

efficient inhowever,significantly more developing the

through the provision of inputs andeconomiesfarmers'
findingsservices.These not unique inns ion are

thegeneral cooperativesIn and marketingT an zan i a.
to be more concerned with the safety ofboards seem c rops

cooperative unions,

societies,

nogion,
took over the function of coffee marketing in Kilimanjaro
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and cash crop cirade andstandards of

quality and paying farmers promptly, high and .just price’s
than the crop authorities. The latter have been concerned

with improvingmore husbandry with theandcrop
processing and exportation of the crop and by-products

and collecting taxes for the government.

The results have also shown KIMCU hadthatsurvey

effected proj ects,macro-economic developmentalmany

whereas, CAT did almost nothing in this area, apart from

i ts Consequently it is concluded■training staff.own
that cooperatives. concerned with the macro-are more

development thaneconomic of the country crop

indicate thatauthorities.These find ings generally
complex process that involvesfunction ismarketing 3

skills whichmany aspects of organization and management

of structures.Ifinstilied changebyCduriot be mere

implemented, they should taketo bechanges are at all
part of the systemthe politicalnot onlyinto account
weaknesses of theandstrengthsthebut more onso

institutionsmarketing and inoftypesdifferent
type ofparticular the preferences of the farmers

Recommendations5.4
research findings the followingtheBased on

statements and recommendations are made:—
The cooperatives tend to serve the interests ofa)
farmers more than crop authorities which tend to

interests ofserve the the government. So the
cooperatives seem to be more concerned with the

marketing system they would like to have.

, • maintaining high

on the
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realisation of higher producer's price than crop
authorities. Consequently it is recommended that for the
farmers to be able to their agri-business mostrun
economically they should organize themselves into
•: ji icultural marketing cooperatives. These becan
uni fled at district regional level by forminga or
cooperative unions. The cooperative unions
agents of crop parastatals. Since agricultural marketing
boards seem to be more efficient than crop authorities in

that theit recommendedis
wavketing boards market farmers' crops at theshould

level and crop authorities should specialize innational

ofthe aspects crop

disease controlprocessing pest andproduction and 5

This recommendationanddrying storage. .
Ag r i c u11 u r a 1 Policyin 1 ine with the ofshou1d be

1983). If the government decides to

then thereplace crop authorities with marketing boards,
extension service departmenthave forshouldlatter-

promoting their policies and marketing of their products
inputs. Should cooperative Unions wantand agricultural

of marketingthe functionstake-’to over a

different cooperativefunctions of the Lin ions in the
country.

national institution

Tanzania (Tanzania,

harvesting,

boards,

can act as

crop husbandry including research,

will be required to co-ordinate the

marketing farmers' produce,
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b)

country's marketing system by. Tor instance, forming
monoploid marketingone parastatal reducescrop

This reduction in efficiency is supposed

to be caused by anddishonesty, corruption,
mismanagement which have consequence ofbeen the
work-overload and cumbersome system andaccounting
bureaucracy It is thereforein these parastatals.
recommended that for efficient marketing system, the

Tanzanian marketing system should be decentralized on
regional district basis.ora

be conducted by primary cooperativemarketing should

cooperative unionsregional districtsocieties or

and national marketing boards.
and controlled byshould be ownedCooperatives

their members on a democratic basis. The government.

imp 1 ementing itscooperatives for-utilisingwhen
with these fundamentaltampershould notpolicies,

principles of cooperation.

The effectiveness of agricultural marketing boards

increasing the participation of

decision making process.
Because monoploid crop marketing parastatals tend

inefficiency.into corruption andrelapseto

mismanagement, permitting competition among different

agents — private, cooperative,marketingoftypes
parastatal or foreign — wou 1 d raise the marketing

e f ficiency,

can be improved by

The study revealed that the centralization of a

farmers, processors, merchants and consumers in their

Specifically, crop



But the government
will have to sort out which crops should be under its
control and which should be left to the free market,

to minimise the exploitation of the farmers or
of the nation as a whole by predatory traders.

5.5 Suggestions for future research
The main. to givetheof studypurpose was

information and for policy formulationdata needed
and future projection. This study was conducted

during cooperativecritical period thewhena
being re-established after having beenmovement was

therefore difficult to1976. 11 wasdissolved in
respondents leave their pressing duties tomake the

guestions. Also someanswer researcher/enumerators
had been lost or misplaced duringarchivesof the

difficultSometimesreshuffle.the orwas

impossible to get a break-down of cost structures of
The study was also limited by lackcrop marketing.

1iteratureappropriateof on
especially cooperative marketing in socialist
countries.

should assist cof fee marketingresearchersa)

making analysisinstitutions in of costs.an

and indicating theexpenditure revenues
and revenue categories per unitdifferent cost

of crop marketed. •
model specification for the regression equationb)

improved bybe includingshould upon more

129 
efficiency of these institutions.

cooperatives,

so as

It is, therefore, suggested that in future:-
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independent variables e.g. pricesmodelin the

of supplementary and goods: incomecompetitive
preferences and population figures of consumers;

the weather; (as far asfactor inputcosts of
limitation multi-col1inearity will permit).of
And the time series be extended todata should

the present time instead of ending in i984.
be extended to cover otherc) the study should

other important exportTanzania andregions of

crops.
socialistvisit otherd) shouldresearchers

experiences withtheirandcountries compare

Tanzania's.
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APPENDIX A-5 Cont,

Year Export Tax Producer price
Oct.-Sept, 1 per kg, deer. Perch'?-.*

Ttshs/ks T.shs./kg X 2 Eouiv.

.573 6.2167,9 86.0 .400 5.816 80.5 4.653
5.386.639 10.0 84,3 ,400 4,986 78.6 3.989

1971/72 10.3 5.751 78.6.700 84.4 .400 5.351
.450 5.658 4.5261972/73 1.398 18.0 6.108 78,4 72.7

67.9 6.279 63.3 5.0231973/74 26.3 6.729 .4502,604
4.61?17.1 79.0 .550 5.774 72,11974/75 1,369 6.324

17.0 72.014.700 77.8 1,100 13.600 10.8803.215•975/76
14.48518.10646.3 .080 46.145.9 18.1861976/77 18.024

11,501 8.80148.7 .125 48.110.832 38.7 13.6261977/78
8,82011.025 48.148,7 .12533.7 11.1501978/79 7.712

Source I Ellis and Hanak? 1980?p.57 - 58? Table 10.

b/ proceeds paid to co-operative unions up to 1975,76!

d/ parchment eouals 30 percent clean coffee by weight!
e/ data from ICE, Annual report? 1969/70!

f/ estimated costs according to fragmentary data!
gz specified as ‘Bank Interest’ in source data.

Other 
costs

Realisation A - 
b/ (BTC)

e/1969/70f/
1970/71

c/ estimated deductions for union levy, society levy? district ccetcil cess 
(1969/70-1977)? village levy hereafter!

a/ this is partly a balancing item to reconcile the total with the main 
components (in 1976.71 and 1977,78 it is almost wholly procurement and 
transportation costs)?

c/(est.) T.shs,
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APPENDIX A-4 Calculation of 'Potential* final raaaenl in T.shs/ks for aild arabica coffee? Kilimanjaro Pedion. 1970 - 1934

Year

2 31 4 5 7 3 9 106

1970 (- 0.0975 > 0.051 0.003 0.043 3.410.034 3.54
1971 0.47 0.093 0.03 0.01 0.053 0.044 4.54 5.24
1972 0.81 0.082 ' 0.01 1.01 0.052 5.340.015 4.35
1973 0.42 0.03 0.01 0.01 0.010 4.81 5.50
1974 1.45 0.27 H.A 4.47 8.470.27 H.A 0.007

0.031975 0.49 0.001 0.001 (-O.O3) 4.45 5.340.001
15.133.47 0.24 0.02 0.02 (-0.04) 11.241974

0.09 ia.«s 23.333.00 0-96 0.37 0.01I”?

O4»1579 1.75 0.43 14.47 19.29l.ov 0.15

13.29(-1.93) 11.131.84 1.341979 0.37
25.152.17 0.053 13.342.754.921930 1.42
22.424.45 0 11.744.651981 1.36
23.4413.77 (-1.52) 13.543.773.901982

0.42 15.17 19.46K0.353.17 0.351933
0.42 32.141(-2.05)11 23.003.00 7.571934

Source ! Author. 1987

It - Price support subside
1) - Fisures have been rounded to Ivo deciaal places
H.A - Hol available.

Calculated froa Balance Sheets of KNCU and CAT and froa NOB reports for 1970 - 1985
t - The 1982 - 1984 fisures have been estimated for audited balance sheets vere not vet available

0.01
0.01

Actual final levies.total To income 1 rment ExpenditureA/C
To Pest control fund

To Education Other Surplus on Balance on crop 'Potential* Fund I/E AC realisation A/C final trment’
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APPENDIX A - 8 Cont,

Vahijmillion Tshs. current valueYear HCPI Value stllior. fshs. ccr.stant valve

1970 44.7 AO.91 134.24
1971 46.8 66.89 142.9]
1972 50.2 90.00 179.23
1973 55.6 87.31 157.03
1974 66.3 74.06 111.70
1975 83.9 65.31 77.84

1976 89.6 296.90 331.34
1977 100.0 645.54 645.54

454.771978 112.2 510.25
203.961979 126.7 258.44

431.53 261.531980 165.0
245.06207.4 508.251981

91.071982 267.4 243.51
131.65439.96334.21983
1B.511984 510.02445.4
124.63791.761985 636.0

N.AH.A 1367.551986

Source i Authouri 1987
Coeriled free budsets and balance sheets of KKCl) and CAT and froe HDD reports for 1970 - 1986.
4 Factors clean eild arabica coffee
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APPENDIX A - 9 5 Value of coffee exports by Tanzania« 1933 - 1936

Year Year

1933 135.08.6 1961
1934 131.59,9 1962
1935 136.39.7 1963
1936 429.56.8 1964
1937 171.88,6 1965

302.71938 7,7 1966
238.419671939 9.3
228.019688.81940
169.019689.01941
312.2197013.11942
227.4197111.11943
383.0197217.01944
495.3197317.91945
375.1197413.51946
483.0197519.51947
1282.7197617.91948
1848.7197728.81949
1293.8197868.91950
1321.6197989.81951
1180.01980110.41952
1367.01981116.41953
1239.01982200.01954
998.91983138.01955
1425.41984184.51956
1333.51985139.51957

1986 1819.5147,21958
114.21959
145.71960

Value Hill, Shs. 
(current prices)

Value Mill. Shs. 
(current prices)

Sources 5 Krieseb H.C, et ali 1970» -P.12 Mbilinsb 1976> p. 501 
Ellis and Hanake, 1980> p.7» MDB» R4/85> p.38
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Appendix....ft. .. The Organisation Industry in Tanzania upto *976.of the Cot fee

TANGANYIKA COFFEE BOARD

2BUYERS PORT

FLOORAUCTION

BUYER SAMPLES

WORKSCURINGCOFFEE

T C G A

ESTATE
PRODUCERS

Mbilinyi, 1976Source'

I
I

\ \\

COOPERATIVE
UNIONS

PEASANTS 
FARMERS

COOPERATIVE 
SOCIETIES

LIQUORING
SECTION
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Appendix B.r.Z The Organisation of the Coffee Industry in Tanzania 1976—13&4

Village Cooperative

T
Coffee Works

TC A

Auction Floor

I

A IC
DepartmentExport De purtmenlDealers

Tanga or

MarketsExport

Msuya , 1979Source

Callee producing 
Estates

Private 
Coflee

Tanganyika Coffee 
Growers Association

Cooperative Coffee 
Producing Ujamaa villages

Individual
Coltee

GAPE*
Cortec

PORT
Oar- cs. salaam

C 
Buying

A T 
Post

C A 
Curing

I
Small holder ■ 

Producers

Domestic 
Coffee Processors
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Appendix...?,*,3 . Classification Of SHOt.

common goal.

___ SHO__

SHOInformalSHOFormal

Trade unions

German by the author.

Settlement 
coops

Traditional 
groups

Youth, 
groups

Traditional 
cooperatives

Market, 
linkage 
cooperatives

Integrated 
cooperatives

Promotion 
cooperatives

i Group with an intention for economic or

I 
i
I
I

I

Pre-coop­
erative groups

Production
Societies

Workers 
production 
coops

Registered 
cooperatives

I 
t

Workers 
employ­
ment 
coops

Associations, 
Clubs

With 
executive organ

Full 
coops

Production 
cooperatives

social sell, help | 
I 
I 
I 
I 
I 
I

Workers 
self gove. 
rning 
Firms

Without
Executive organ

Source: Baldus, 1976, P. 10 
Free translation from

(Group with the intention tor material 
I functional self-help 
I 
I 
1

Associations 
with operational

Entity |

Social group with al least one
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APPENDIX C: Structural stability tests calculations

F tests

Fl “ (1398.2 - 416.92) / 2 490.64 = 12.95
416.92/11 37.90

F2 = (361.0 - 54.67) / 2 153.165 = 30.82
54.67/11 4.97

F3 = (9.400 3.939) / 2 2^7305 = 7.63
3.939/11 0.358

196.147 = 12.38= (566.62 - 174.326)/2F'+
13.41174.326/11

7.7683.54(285.53 - 118.45) / 2F-b
10.77118.45/11

1.4027.95(255.08 - 199.180) / 2 =F6 =
19.92199.18/10

13.190.1260.09551 / 2~ (0-347I /
0.009550.0955/10

9.650.1765(0.536 - 0.183) / 2F8
0.01830.183/10

0.1903 ■ 560(213.1 - 205.98) / 2F9
18.725205.98/11
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APPENDIX D : Calculations of t-tests using proportions

P

tcai

F'iqx + P=qa

Hi Oz

4.2.4.3 (i) Payment of interim payment

0.12 - 0.50 - -4.45

X
+ 0.5 X 0.50-12 X 0.88

5050

Payment of final payment4.2.4.3 (ii)

= -2.70?0.340.12

0.12 0.88 + 0.34 X 0.66

5050

tc«l

tc-1

Pl
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APPENDIX E: Sampled rural cooperative societies in

Kilimanjaro Region.

Rural Cooperative Society District

1. Masama Mu la Hai

Hai2 Nshara

Hai3. Kibong'oto

HaiMachame-Nkuu4.

HaiMachame-North5.

Moshi ruralUru Central Mawella6.

Moshi ruralMamba7.

Moshi ruralWestMwika8.

Moshi ruralMarangu-East9.

Moshi ruralMarangu West10.
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APPENDIX Agriculture.1 paraetataIs inoperating
Tanzania up to 1984

Organization Activities

AGRICULTURAL MARKETING

Authority (TCA)Tanzania Cotton

Board

of

Produ-

Sole right to buy food 
grains domestically 
and to import them.

Sole rights to 
purchase and 
export cotton

Sole rights to 
purchase and 
export coffee

Sole rights to 
purchase and 
export p yrethrum

Sugar Development Corporation 
UUUECO)

Sole rights to 
purchase and 
export tobacco

Coffee Authority of Tanzania 
(CAT)

National Milling Corporation 
(NMC)

Tanzania Pyrethrum
V 1 > u )

Sole rights to cts 
purchase and 
export a range of 
minor crops

Sole rights to 
purchase and 
ex port cashews.

General Agricultural 
irts Corporation 

(GAPEX)

Tobacco Authority of Tanza­
nia (TTA)

Sole rights to market, 
export and import 
sugar

Cashewnut Authority 
Tanzania (CATA)
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APPENDIX F Cont.

Organization Activi ties
and Food

Kilombero Sugar Corporation

Tanganyika Planting Company

Mtibwa Sugar Estates

Develop-

DevelopmentRural

and

<^4-ate Motor Corporation (SMC)

Tanzania Fertilizer

16.15pp.

National Ranching Corpora­
tion (NARCO)

Livestock Industry 
ment Agency (LIDA)

Crop production, 
principa1ly 
wheat and rice

Cane and sugar 
production
Livestock and milk 
production

Sole rights to import 
vehicles and vehicles 
parts

Production and 
marketing of 
of seed

Cane and sugar 
production

Dairy Farming Corporation 
■' DAFCO)

Tanzania 
(TRDB)

Tanzania Seed Company 
(TANSEED)

Cane and sugar 
production

Livestock and milk 
production

Livestock and milk 
production

Provision of
agricu1tural
credit and inputs

AGRICULTURAL CREDIT 
Bank

National Agricultural
Corporation (NAFCO)

Agricultural inputs 
company (AISCO)

Company Production and
marketing of 

ferti1izers

supplies Importation of
agricultural 
inputs and equipment

Source: ACDI, 1982,
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APPENDIX G: Questionnaire to evaluate the role played

by coffee marketing institutions to coffee

small-holders in Kilimanjaro Region,

1970-1984

Note:i) Parts I and II of the
questionnaire are to be answered

member or functionary ofby the
a primary Cooperative Society.

is to be answered byPart III
officials of KNCU or Tanzania
Coffee Marketing Board.

ii)If the space provided is
back of paper orinadequate use

to this

annex.
rural primaryofnumberSerial

Cooperative Society:

Name of Enumerator:..
Date of Interview:
Name of Supervisor:

G.P. Shuma

use additional paper and attach
questionnaire as an
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■Identification particulars

9.4
10. in the

10.2 Cash crops:

II .
1984

1.

2.

3.
Fairly well

53 42

4. of crops towas

1.
4.

Well 3.
Very badly

1

9.1
9.2
9.3

the proper class interval 
1
2
4
6
8
9

1
2
3
5
7
8
9

i)
i i i) 
iv) 
v)

Were the buying seasons starting in the right 
time? Yes [ ] No [ ]
If no give explanations: 

Data on crop marketing efficiency
A. Data during CAT time, 1976

Name of buying post

Function
Inspection
Grading 
Weighing 
Supervision 
Paying farmers

How manyweeks did it take on the average before the 
first payment was paid after delivery 
buying post? 
Tick (^/) 
Less than 
1 
3 
5 
7 
More than

Show whether the committee members performed the 
following duties of crops purchase:

Very well 2.
Badly 5.

Name of Village . .................
Registration Number of Village..
Ward  4. Division
District  6. Region .
Respondent's Name ..........
Respondent's Occupation(s)  
Are you a member of the new Cooperative Society? 
Yes [ ] No [ ]
If Yes, state:

Name of Coop. Society  
Registration No. of Coop. Society .
Date of Registration of the Coop.
Society  
Lenght of membership in the new Cooperative 
Society

Name the main food and cash crops grown 
village
10.1 Food crops:
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5 . Wet e the interim and final payments paid in right

Yes If no give explanation:]
i) Interim Payment

ii) Final payment

6.

7.

8.

L 3 If yes give

c>

B.
society

3.

2 3 4 5

the average before4 . How many weeks does it take on

1.
4.

2.
5.

Inspection 
Grading 
Weighing 
Supervision 
Paying farmers

Did any crops get spoiled because of bad storage/ 
transportation?
Yes [ ] No
explanations/comments

1984
Name of rural cooperative

Did crops pile up in village godowns/stores.
Yes [ 3 No [ ]

the coffee producer's price sufficient 
costs. Yes [ ] No L

Was 
coffee farming 
no give explanation

Data During KNCU/TCMB time, 
.1..

to cover
3 If

Function 
i) 

ii) 
iii) 
iv) 
v)

Are the buying seasons starting in right time?
Yes [ ] No [ ] If no give explanation

time,so that you could get money for maize 
cultivation in time?

C 3 No [

Were you visited by crop authority extension staff? 
Yes [ 3 No [ 3 If Yes, how many times did
they visit you on the average per month or per year? 
Specify:

Show whether the committee members are performing 
the following duties of crop purchase:

Very well 2. Well 3. Fairly well
Badly 5. Very badly

1
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ii) Final payment
6.

7.

8.
3

9.

C. Bad

KNCU/TCMBCATInput

Extra particulars of the farmerD.

7.
3.
•7.

1. 
•-J

3.
4.
5.

1
2
4
6
8
9

Fertilizer 
Pesticides 
Spray pumps 
Credit
T ransportation

6. Building materials 
Consumer goods 
Seeds 
Gunny bags, 
twine & needles

Provision of input.-, to member economies
Put 1. Very good 2. Good 3. Fair 4. i

5, Very bad;' depending on how you .judge the 
performance of the provision of inputs by the 
marketing organization indicated.

Are you being visited by KNCU/TCMB extension staff?
Yes f 3 No [ 3 If Yes how many times did
they visit you on the average per month er per 
year? Specify

Are any crops getting spoiled because of bad 
storage/transportation? Yes [ 3 No [
If Yes give explanation/comments ......

Do you think the coffee producer's price is now 
sufficient to cover coffee farming costs?
Yes [ 3 No [ 3
If no give explanation

Are you crops piling up in village godowns/stores.
Yes [ 3 No [ 3 If yes, give explanation

payment is paid after delivery of crops 
------ : {y/ ) the proper class

the first |-----
to buying post? Tick 
interval

Less than 
1 
3 
5 
7 
More than
Are the interim and final payments been paid in 
right time? Fore example, so that you can get 
money for maize cultivation in time.
Yes [ 3 No Q 3 If No give explanation.
i) Interim payment
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3.

E.
Tick ( )

III.

A service/infrastructure

I»School bui 111.
I

!i

B.

1.
2.

Dispensaries
Pulpery machines 
Scholarships offered 
Roads constructed 
Godowns/stores built

i

i

2.
3.
4.
5.
S.
7.

I

Contribution to TANU/CCM !
Genera 1 Assessment. by_.Off.icial_s.

Tick ( ) the marketing
system you prefer. 
Vi 1lage government/ 
CAT. .  
KNCU/TCMB

! Number or AmountE?:ecuted
iCAT! YEAR!KNCU/TCMBi YEAR

Farmer's Coffee Farm in acres
Farmer's Income in T.shs. per:
Month  ........... or per
Year Specify/Year
Has the farmer ever uprooted his coffee trees to 
plant other crops. Yes [ ] No [ ] If
Yes, specify which crops were involved and why?

General Assessment by the Farmer
Which marketing system do you prefer?
Village government/CAT
KNCU/TCMB 

Socio-economic development brought about b\' the 
marketing organization



173

m
ooo

>o
o

oro

os cm

co co ror^ ro o

cm
CM

*o o

U"i oCK o

I

O o O' 
ro<r

o co roro o
CM

I

I
O w—< CMCO o»o

I £
I

'Cl roro o

I?
<> CM O

r- <r-o coo
CM

cm o

CM ro in

8 
& 
£

xn

‘hi 
••h 
_oj

O' 

tn

to 
ro

o
CM

CM

O

CO 
o*

ro

T»

_CJ

-o

I

ro
Qi

s
II

I

1 =1
I GJ 
I 2
I is£

g 
£E

*O 

rs

QJ

S
CO

c 
•r-<

ro
co

I 3
I §

I £ 
I GJ

5 
GJ

ro 
ro
o

I 3
I XT 
I

O

*3
■ r-4

a
co

><
g
LxJ

ct

3 as

"O 
ro

GJ

ro 
“O

=» 
■01

•■H 

ro
OJ 

o 
in 

ro 

s 
e
OJ 
m

•*>< 
g

Q—

Ul 
OJ 

••M

S 
•rM

■»-«

To

O1 
*>i ro 
ro

*5 
§ 
l/l

ro 
g

a> 

*5

1 
I 
i

Ol

.Ci ru

£ 
g ro

o •/« 
3: O’ 

i£« 

ro o 
•oi u- ro ro 
jL. ro 
rocc 
^*3

•—< I 
ro i 
*o *

I §
I __

!I roi !
I T-« |

! !

!s i
i s i

<r cm 
c*

O |

i m »ft 
i i= t- 

.1 -rd ro 
i an a 
i ro t- 
r Cl. ro

? !

S i

s i

<v
I GJ

! 3
1 r?

j” T

%
3 I

i ro c t- i
in i tn o o ro ii ro cj jo i
in i -- ■”
ro i 

i— i

cm in
*o ro o

<r
o i __
o'3“

= 1

r*. o ro r"
cm cm o
o o o o

01 “o ro 
ro •/:

Ssf 
ro ro ro 
=r ecc:

<-2
o

*S ro 
g

■g 5
■° T5

ro

S’
U, .2

i e
co

ro t? 
-*> o 
ro o -o xn
Ji ji 
ro c- 
> _ro

cn

I | GJ

i i 3“
I 8! S
I Ul ■

! £
i in i ro oc
i

• _o

I I
I I GJ

2._ i,----
ro 

31
TO O-r-i 

•r-i C ••“« 
t- ro e ui ro-rH s c-

c <Cro «♦— <*—
az ro o



179

CJ
o

o «oo

o o oo

2 o os in o

* s i 
i i

□ I tn 5 ! in os in o

! inin o oin o o

in o oin o o

o ooin 
m

in o

<o i > 
in i t- uoo oin oin 

m

O'
I 

m

•o
i

C-4
I

OO
I

o

2

><
5
LU

Se

co 
m
cm

in o
o

I o '

o 
CM
O

CM
O

i tn i
! c- !
i r

! R!
i ro !

xn 
•r-<

no

u-

in in
c 

-♦£

I
C^ZD 

lX 

c_ ro 
no 
e<c 
ogj

nxxj

31* • >-t QJ
3 S 
O 3n 

"S Cl 

■28

"*^"0 
m ro

ss
I s Is
I I O' 
I I

2 S 
o o

O' -<T
T-l V-H

o O

CL I 
m ui i 
Qi (U I 

!
i t i 
: 8ci I lX QJ I

I o I
I Cl tn I 
i <n cu i 
i qi m i 
l OTjC I

I "ai i
(X> I

Z3 I

o i ro 
tn i 1 s

1 S' o 
__ I Sj in 

"|Sx
I o r—< | CJ

|
2 ! S

I ! o ! =□ ! S> 
1^15 
! I x. 
I I Ol 
I ~ ! 5 . i h- i Tn m I i c i -h (u i 

cj in i 

~ • 
in !
•r-H | 

3 I

I "£ ! 
qj i g i 
CL | «- I a i cu i 
m i Cu i in i __ i

—* i i i 10 | o I 
*o ! tn a) I 
- ! £2 ! 
~ ! I" !

! S'c ! 
I Cu QJ I 

= 1 V; 
GJ I ‘ 

S !

IsI GJ



160

CO 
in

ro

i

oo I
co

in

! ?<r

u~i
inm C£ro

Lu

s s 2 ~ -

co I CMCO CMCM

s s <)roCM

I

s s s - ro
in

CM inro

co
CM

o

<x
l3

<r
c_>

tn
<o

s
II

£ K
*r CM

s
co

in

ro

o

in

s?

Xi
□2

_0J

2

I

£
§
LU

<*—
31

s

•j1 I 

ti !

IM

•f-4

£

B g

3 I s:

■o

<s

<11

OJ

jn

5 
"O
o
lA 
CL

O»

s

<C

jn

in
QJs
O

g 
.£
*o

§ 
•J 
••—I

O

-S 
h

r-<

in 
OJ

s o--

<♦—

<11

L—

s</•
ro

§

■g 
co

IL

o 
co

ft!
XA
•r-<

o
lA

LU

gj

I 
■s 
I

OJ

oco

3 
£
■o
ro

-O <— 
ro O

CL 
*2 
?.
U'

•^»
m

• •»-«
u2

I J5 !
! i
• _oj i

i i!
1 !

!

! n
l -u> 
i O

!
!

C I 
•X< I 
2 !

tn i 
•Q qj t 
qj n i

G I 
J=. o I 
X>1 a. I 
•r-i I/) I 

<1> U I 
i

i o-
i

i

8 ;

u>!
• Qj I 

O U1 I 
LX iX I 
in LL I 
xn m i 
IO ill I 
— a: '
> <»— 

<c o

■©

i

jo - _
ro

2>

in in 
in 04 r^- cm

S S

1 b?
•

1 *o !

: J
I Gt U"i O I
I -G -<-U- |
I ai > i/i i
• •«-< o *n c— i

Gt C- -U* Qj i
—• o_ =* G i<♦— O. C- I
<♦- <«_- c ro I
LU O -»-t <U- I

r-^ m in r- 'o F'- «<r >o '
o m cm o i

ro 
ro cm cm

<o> «o o

: =>: 
I C_> I 

•Si

O I

in !
. .-■• i

•Gt z» i
•It o_ i
<- G •

<_j I </>
i at------ ] g 
i ot a.
i in
i a<
I 
I <u- ! ° y> in i 

■ u a. i ♦ 
i- G • O 
a- z> J 3= co o.


