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ABSTRACT

This study was conducted to examine supply chain of green beans in Tanzania. Data were

collected from secondary and primary sources. Four farm owners from Kilimanjaro (3)

and Arusha (1); and Seventeen market agents from Arusha (5), Kilimanjaro (5) and Dar

cs Salaam (7) regions were interviewed using a structured questionnaire. Checklists were

used to interview owners of big hotels and supermarkets. Data were analyzed using

descriptive statistics. Profit margins and marketing margins were estimated as indicators

of performance and market efficiency respectively. The study revealed that green beans

were marketed through three different channels. These are: (1) farmers =>exporting

companies => European markets => consumers; (2) fanners => supermarkets => consumers;

and (3) farmers => assemblers => wholesalers =>retailers consumers. Wholesalers had

relatively high market power followed by retailers, fanners, and assemblers. Farmers and

exporting companies were bound by formal contracts enforced by law. Other chain actors

used informal contracts whose enforcement was trustfulness. About 71% of chain actors

lacked storage facilities. Majority of chain actors (86%) used open spaces to keep green

freshness.

These are diseases and expensive pesticides, water scarcity, lack ofproblems.

organizations among chain actors and limited access to market information. Regarding

the problem of diseases and expensive pesticides, farmers/traders should be sensitized to

form organizations. The organization can purchase inputs in bulky and sell them to

farmers at reasonable price; and improve farmers’/ traders’ negotiation power. To

improve water supply, rainwater harvesting and modem technology like should be

promoted. Improvement on market information system should be enhanced by

promoting telecommunications infrastructure.

information than other chain actors. Green beans production and marketing faced some

beans fresh. Quality attributes mentioned by marketing agents were:

immature, greenish and straight beans. Wholesalers had more access to market
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CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

Investment in high value crops like fruits and vegetables, dairy products, poultry, and

fish is gaining importance in developing countries (Mudhin, 2004). This is due to the

fact that the aggregate value of the traditional crops in the world trade has been

declining since 1980s (World Bank, 1994). Meanwhile, the value of high value crops

like green beans escalates in the world market. Kaul (1997), when exploring

organization of production, marketing and processing on the horticultural sector in

India, argued that, comparison of cost benefit analysis of horticultural crops confirms

to generate higher income per unit area than other crops like cereals. For example his

study revealed that benefit cost ratio (BCR) of mango (non traditional crop)

production was 3.39 against 1 .67 for groundnuts and 1.71 for sorghum (traditional

crop). Another interesting example is in the North Indian state of Himachal Pradesh,

where returns from vegetable growing are quite high and could be much higher if the

package of recommended practices is adopted (Kaul, 1997).

Production of green beans in small and marginal farms will not only provide gainful

employment for under utilized family labor but would also reduce income disparity

among farms of differing sizes (Bhati and Sigh, 1993). The short-term turn over of

green beans is another advantage as it requires only 48 - 65 days to harvest different

types of green beans compared to traditional cash crops like coffee which took about

three to five years before harvesting. Green beans contain varieties of minerals and

vitamins that play an important role in human nutrition, preventing diseases, and 

contributing to the nation’s development and prosperity. Green beans are excellent

sources of vitamin C, vitamin K and manganese. Moreover, Green beans are a very
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good source of vitamin A (notably through their concentration of carotenoids

including beta-carotene), dietary fiber, potassium and iron. Green beans also are a

good source of magnesium, thiamin, riboflavin, copper, calcium, phosphorous,

protein, omega 3 fatty acids and niacin (George Matcljan Foundation, 2005). Minerals

and vitamins contents of green beans make it play vital roles in maintaining strong

bones, prevention of arteriosclerosis and diabetic heart disease, lowering high blood

pressure and prevention of colon cancer. Their role in combating the global problem

of malnutrition is therefore obvious. According to the World Health Organization

(WHO) (1992), 190 million people

over 2 billion are suffering from Iron Deficiency Anemia (IDA). Children, pregnant

and lactating mothers are the most vulnerable to the disorders linked to these

deficiencies. The global commitment to eradicating micronutrients deficiencies,

particularly VAD emerged at the International Conference on Nutrition (ICN) held in

Rome in 1992 that suggested the increase of production and consumption of fruits and

vegetables, green beans inclusive to improve the situation, especially for the

vulnerable groups.

The history of green beans dates back to 5000 -6000 BC in Central and South

America where, people grew them for domestic use. A large number of commonly

used green beans grown today came from this area. Since the 16,h century, green beans

have been spread throughout the world (Sydney Market Limited, 2002). Green beans

Limited, 2002).

sown in subsequent years. Over thousands of years, people have been growing green

were brought to Australia and planted on Norfolk Island in March 1788. Due to strong

are at risk of vitamin A deficiency (VAD), and

beans that resulted in hundreds of different varieties available today (Sydney Market

salt winds, they did not perform well hence only a smaller number of varieties were
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On the trail of the green beans, cultural food ways among the French and the British

lead to formation of “contract” farming in the former colonies in Africa. The roles of

friendship and stereotyping assured the flow of foodstuffs to European supermarkets

and personal relations linking small farmers and entrepreneurs in Africa with

consumers in Europe. These shopping patterns have been made anxious by fears of

old and new diseases (Blair et a!., 2004). The procurement of produce by UK

improvements in transport and logistics and has led to the introduction of value added

products such as cuts of fniits from Kenya to UK supermarkets (Weatherspoon and

Readon, 2003). It is during the last decade that the green beans were brought and

grown in Tanzania for export to the European markets.

1.2 Problem statement and justification

Tanzania is endowed with favourable climatic condition for growing different types of

fruits and vegetables especially in the coastal belt, the central plateau, the lake zone

and the northern and southern highlands (Mbelwa, 1999). Green beans are among the

vegetable crops grown. Its high value in the world market and short period of

growing, make green beans fanning to be a lucrative investment. This is accredited

with the decline of the aggregate value of the traditional cash crops in the world

great risk. It takes only seven days to rot after being harvested. Short-term post harvest

systematic and coordinated chain.

Several studies have been conducted on the horticultural crops sector in Tanzania.

market. However, the short post harvest life span of green beans put the enterprise at a

Some of which are Mbelwa (1999) reviewing markets for horticultural crops, Nyange

lifespan and quality attributes required by consumers of green beans necessitate a

supermarkets from Africa has grown quickly over the past decade due to
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et al., (2000) on the fresh fruit marketing in Tanzania: prospects for international

marketing, and Ashimogo and Lazaro (1989) assessing “Vegetable Marketing in

Mgeta, Morogoro District”. However, these studies have concentrated on fruits and

vegetables other than green beans. These include cabbages, tomatoes, oranges and

pineaples. Scarce information exists regarding movement and coordination of green

beans and institutions binding chain actors, hence challenges implied to small farmers

to remain competitive and cope with the market forces. This study aimed at examining

the supply chain of green beans in Tanzania using a case study of Kilimanjaro, Arusha

and Dares Salaam regions. Supply chain analysis calls for greater communication

between the various actors along the chain, to deflect pressures within the green beans

crop by highlighting the need to remain competitive with green beans production and

marketing and to argue for more sustainable systems of production and support for

local and international markets.

1.3 Objectives

1.3.1 General objective

The general objective of the study was to examine the structure and functioning of the

supply chain of green beans in Tanzania.

1.3.2 Specific objectives

The specific objectives of the study were:

To examine the marketing and distribution channels of green beans as well asi.

marketing power and relationships among marketing agents

ii. To explore how chain actors develop chain strategy in marketing green beans

iii. To identify the major business challenges facing marketing agents
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iv. To suggest possible interventions for the improvement of the green beans supply

chain

1.4 The conceptual framework

Agri-chains involve a number of interconnected steps. These range from the origin of

farm inputs and farm technology to the final consumption. Each node of the chain is

affected by private actions and institutional services, hence the performance of green

beans that is measured with profit at each node of the chain.

As stated previously, the general objective of the study was to examine the structure

and functioning of the supply chain of green beans in the country. To achieve this

broad objective together with the specific objectives and identify variables for data

collection, a conceptual framework was developed (Figure 1). Actions of private

sector and institutions affect the chain activities and hence the performance of green

beans market that is measured in terms of the income achieved at each node of the

chain. This is done through market operations, quality attributes, cost involved and

personal attributes as indicated in the conceptual framework.
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things like costs, regulations and requirements). These attributes are in terms of sex,

education, wealth and occupation.

Equivalently, actions by private sector and institutions have impacts on the costs

incurred on the production and marketing of green beans. For example, if the process

is too bureaucratic, the costs involved in the process becomes high, and management

and coordination of the chain become difficult, which lead to some unnecessary

wastage and meager profit among chain actors.

Moreover, institutions (like Food Safety Requirements and Standards) and private

sector actions (Companies providing agricultural inputs) affect quality attributes. This

is due to the fact that things like provision of quality inputs such as seeds, fertilizers

and pesticides; and storage facilities, sorting, grading and meeting timeline depends on

the capability of the sector performing a task and institutions governing the process.

Private sector actions (e.g. Fair Trade promotion) and institutions (e.g. traceability of

crops from s helves o f supermarkets to growers’ field) lead to market segmentation

that is accompanied with identification of means of transport used and scale of trade.

In line with this, water supply/availability regimes determine supply pattern.

Economics and diseconomies of scale is gained regarding amount and sustainability of

water available for irrigation. Investors with more access to water for irrigation

normally have more farm size than those with less access to water for irrigation.

Then market operations, quality attributes, costs incurred and chain actors attributes

do influence chain activities performed. These range from input provision and green
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beans will be transported to the place of scarcity at the right time or not.

Chain activities carried out lead to the determination of scale of produce traded, chain

actors’ share of consumer shilling and the unit price at each node of the marketing

chain. The market operations, private sector actions, public sector action like policies

and regulations; and institutions affect the e fficicncy of the chain and hence profit

margins attained.

This study focuses on the whole chain i.e. from factor input procurement, production,

marketing and distribution of green beans. A unique characteristic of green beans

chain is that it does not have processing point.

1.5 Structure of the report

The remainder of the report is organized in four chapters. Chapter two reviews

literature on approaches of analyzing commodity supply chain, institutions facilitating

efficient commodity supply chain, fruits and vegetables supply chain within the

country, and marketing strategies. Chapter three presents the methodology including

the description of sampling design, data collection tools analytical techniques and

efficiency measures of marketing and performance. Chapter four presents the results

and discussions, while chapter five presents major findings of the study and

recommendations.

beans production to green beans consumption. Activities made here determine if green
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CHAPTER TWO

LITERATURE REVIEW

2.1 Commodity supply chain defined

Commodity supply chain describes the connections between different enterprises

involved in the design, production, and marketing of a finished product (Gereffi, et al..

According to Roekel et al., (2000), the supply chains are industrial1994).

arrangements that allow buyers and sellers who arc separated by time and space to

progressively add and accumulate value as products pass from one member of the

chain to the next. IFPRI (2003) defined commodity supply chain as a value addition

effort to add value to it as it goes along the commodity chain to the final user. ITF

(2003) named the commodity chain as value chain and described it as the sector level

service is only an idea to the time when it is disposed off after use.

A commodity supply chain entails tactical interventions at the critical nodes of the

commodity chain to develop the commodity production, services and marketing both

at the same time. The commodity chain involves all the institutions that are involved

in production, post harvest storage, processing, research and development and

marketing of the respective high value commodities (IFPRI, 2003). A commodity

chain/value chain for any product or service extends from research and development,

through raw materials supply and production through delivery' to international buyers,

and beyond that, to disposal and recycling (ITF, 2003).

analysis of each link in the ‘chain of activity’ from the time when the product or

process whereby a commodity is processed or manipulated in whatever way i n a n
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Within the global networks, commodity chain analysis is fundamentally interested in

how power is expressed in the commodity chain, and where and how profits arc

extracted. By breaking the process of producing a commodity and bringing it into the

hands of a consumer into several component parts or nodes, commodity chains permit

the analysis of the social relations within each node. Commodity chain can be divided

into two types, producer driven and buyer driven (Gercfil, er al., 1994).

Commodities requiring heavy capital and technology investments and controlled by

companies with key technologies and production facilities arc producer driven. On the

other hand, production of buyer driven commodities are usually labour intensive and

retailers and brand name companies exercise key governance functions. This study

concentrated on the buyer driven chain in the competitive world of green beans

market.

2.2 Approaches used in analyzing commodity chain

The commodity chain concept has a relatively long history and has been used in

longer historical perspective suggests that the current usage of the commodity chain

idea in agio-food studies, and in economic geography more widely, can instead be

traced back to two sources in the 1970s. The first is Wallerstein’s (1974) world

systems theory, further developed by Hopkins and Wallerstein (1986). Here a

commodity chain is understood as “a network of labour and production processes

whose end result is a finished commodity” (1986, p. 159). In 1994, Hopkins and

Wallerstein set out their research agenda as being: “To depict the changes in the form

of the commodity chains and to see whether and to what extent the structures of

[specific component production processes] change in accordance with the cyclical

rhythms of the Thus thisworld-economy” (Hopkins and Wallerstein, 1994).

relation to a wide range of industries and commodities (Dicken, 1998). Taking a
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perspective is set within a tradition of seeing economic development and international

influenced by the expansion and contraction of 70-year

Kondraticff Cycles in the scries of Studies in the Political Economy of the World

scries advisor, helped establish global commodity

chain (GCC) analysis as a relatively coherent paradigm (Gereffi and Korzeniewicz,

1994).

A second source for the commodity chains idea can be traced back to some of the

earliest work in the 1970s on the ‘new political economy’ of food and agriculture,

including Friedland et. al., (1981) landmark study of capital, labour and technology in

the US lettuce industry: Manufacturing green gold. Friedland’s work was aimed at

two main fields of inquiry: the sociology of agriculture and the comparative analysis

of production systems. It set out to build an explanatory model of technological

change in agriculture, examining the exploitation of agricultural workers and

demonstrating how farm labourers had become victims of technological change. The

analysis extended beyond the farm into a wider exploration of corporate power and

agricultural production systems or what would henceforth be called the ‘food

commodity chain’.

Since the rise of GCC approach set out above, the global commodity chain concept

the simple idea that the design, production and marketing of products involves a chain

of activities divided between different agents (Dolan and Humphrey, 2000). For

example, Porter (1990) uses the term value chain and value system to discuss

company strategies in terms of management of relationships with other firms, arguing

that: 'competitive advantage is increasingly a function of how well

System, for which Wallestein was

a company can

has been used as one of a number of approaches to inter-firm relation that draws on

economic change as
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manage this entire system. Linkages not only connect activities inside a company but

also create interdependencies between a firm and its suppliers and channels. Gibbon

(2001) used the concept of GCCs to explain the Agro Commodity Chains on which he

compares the value chains for agro-commodities before and after the 1980-90decadc.

From this he realized that, this period had subsequently two types of buyer-driven

chains that have become differentiated: one with low entry barriers that is

experiencing downgrading, and one with high entry barriers that is experiencing

upgrading.

In this study, commodity chains are analyzed with respect to sequences of production

and circulation in 'core' and related chains, the divisions of labour accompanying

them, the distribution of earnings and profits they entail, and the forms of social and

economic power through which market power is distributed. This study adopted the

'Commodity chain' analysis and focused on how green beans were produced and

marketed, which groups were involved in each of these stages; and how they were

organized and interrelated. The aim was to identify principles of market structure and

organization and the basic pattern of distribution of earnings and profits.

2.3 Role of institutions in facilitating efficient commodity chain

Institutions arc defined as the “rules of the game,” both formal and informal

constraints such as norms, conventions and codes of conduct that provide the structure

for human interaction (North, 1990). Institutions emerge to minimize transaction costs

and to facilitate market exchange. The evolution from personalized exchange to

impersonal exchange, supported by legal systems that enforce contracts, is central to

exchange emerges in response to commitment failure, in which the risk of breach of

the process of growth and development (North and Thomas, 1973). Personalized
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contract or opportunism is high, resulting from the lack of market information,

inadequate regulation, and the absence of legal enforcement mechanisms. Institutions

build trust and promote reputation and social capital as trade associations, solidarity

networks, and groups that enhance ethnic or religious ties, emerge to circumvent

commitment failure (Fafchamps, 1996)

Historically, institutions have emerged in various contexts to facilitate anonymous

trade. Historical institutional analysis of pre modem trade in medieval Europe, shows

that an institution known as the Law Merchant enabled impersonal exchange to occur

and 13th century Champagne fairs (North, 1990). The Law Merchants

enabled trade through a reputation mechanism that stored information about traders'

past behavior and sanctioned violators of the commercial code. Clay (1993) shows

that coalitions of long distance traders in 19lh century Mexican Califonia promoted

honest exchange through information sharing and punishing of cheaters. Contrary' to

reputation are not sufficient to ensure honest behavior and that private and public

order institutions are necessary to create the social conditions necessary for markets to

operate. Fafchamps and Minten (1999) demonstrate that the dominant contract

enforcement mechanism in liberalized grain markets in Madagascar is trust-based

relationships, where trust is established primarily by repeated interaction. The

incidence of theft and breach of contract is low and recourse to the legal system is

rare.

Newcomers to value chain analysis should note that international buyers determine

value. Quality, reliability, volume, traceability and speed of delivery are among the

elements that buyers take into account. Buyers’ requirements, together with market

conditions such as market access, standards and regulation and consumer preferences

Clay (1993), Platteau (1994) argues that, decentralized arrangements based on

in the 12Ih
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successful sector based strategy to capture more customers, needs to reflect market

conditions, buyers’ requirements and the processes required to deliver a product to the

market. According to Weatherspoon and Reardon (2003), emergence of niche markets

like supermarkets has reshuffled the institutions governing the marketing of fruits and

vegetables and brought the challenges to small fanners in a two fold: as niche markets

of scale and of coordination, farmers need to supply larger volumes - transactions

than was common in traditional markets. That implies either large producer scale or

tight coordination among many small farmers who aggregate their supply to meet high

volume demand over a full year. The second fold is shown in a fact that, the niche

markets require standards which were not conformed by small farmers. These are such

that in case farmers cannot meet the requirements of niche markets, there is reliance of

importing products and so leaving these farmers out with their produce (Weatherspoon

and Reardon, 2003).

2.4 Practical supply chains of fruits and vegetables in Tanzania

Marketing of horticultural crops (fruits and vegetables) has several features compared

bulkiness, fruits and vegetables require special care and attention in providing form,

time and space utilities. This special care and attention requires capital intensive and

technological advancement (Salum, 2002). In Tanzania,

produce has never been under control of the government. It has been and continues to

be entirely conducted by the private sector and operates as a free market where the

laws of supply and demand regulate prices (Nyange et al., 2000). Usually, traders who

marketing of horticultural

are diffusing and rapidly consolidating their procurement systems to gain economies

as quality differentiation for different markets and safety certification. This implies

to other agricultural crops. Because of their high perishability, seasonality and

determine whether market actors can compete effectively (ITF, 2003). Thus, a
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buy horticultural crops from farmers transport the produce to the market where they

sell them either directly to consumers or to other traders. Salum (2002) when studying

factors influencing the marketing efficiency in Morogoro municipality and Morogoro

rural district discovered that, the existing market chain is not specific. There are some

retailers who make their purchases direct from producers and sell them to consumers

while some retailers buy fruits and vegetables from producers and sell them to

retailers in municipal markets. Mbelwa (1999) explored that about 70% of the

horticultural produce are marketed through collection points whereby farmers bring

their produce, and wait for traders. Wholesalers buy the produce and sell it through

directly from producers to consumers. Fruits and vegetables marketed from producers

2% and 4% of all produced fruits and vegetables

respectively. The marketing operations involved in the movement of vegetables and

fruits included packing, assembling and physical handling, storage, transporting and

(1989) when studying vegetable marketing inselling. Ashimogo and Lazaro

Morogoro district found that marketing channel consists of producers, village

middleman, transporters and retailers in urban markets. The Findings of Mbelwa,

(1999), when doing market review of horticulture in Tanzania revealed that bulk of

fruits and vegetables from Arusha, Kilimanjaro, Coast, Morogoro, Singida and Tanga

regions are marketed mainly in urban centers of Dar es Salaam, Arusha, Moshi,

Tanga, Coast, Morogoro and Singida. He further identified that Kariakoo is the largest

market for most of the horticultural produce from these regions and main market

participants in the fruits and vegetables trade are fanners, local traders, interregional

traders, brokers and retailers. Furthermore, Kashuliza, et al., (2000) when studying the

fruits marketing in Tanzania found that, during scarcity period, wholesalers procure

buy from rural assembly

commission agents, retailers to final consumers. Only 10% of the produce is traded

to exporters and processors are

the produce by themselves directly from the farms or
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markets. At the peak of the season when there is over supply of fruits; some producers

also middlemen who buy fruits from producers and sell them in urban markets to

wholesalers. Shafii (2003) explored that in Mgeta division the chain was as follows:

5% of producers sell their vegetables at the nearby villages, 5% sell their produce

directly to Morogoro central market, 33% to Mlali market, 7% to Dar es Salaam and

50% to near by villages. According to Nyange et al., (2000) most wholesalers sold

their produce to retailers. However, a few of them wholesaled early in the morning

and retailed at the later hours of the day and some sold their produce to other

wholesalers. Selling by tender at

wholesalers who supply fruits to hotels and institutions such as schools, colleges and

hospitals. The general supply channel of fruits and vegetables in the country is

presented in figure 2 below.

deliver their produce to urban markets where they sell to the wholesalers. There are

a pre determined price is normally practiced by
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Figure 2: Generalized marketing channel of vegetables in Tanzania

Source: AICAD (2005).

2.5 Marketing features of fruits and vegetables in Tanzania

2.5.1 Quality attributes

Fruit supply, in effect, should offer a minimum standard of quality and stability.

Buyers’ surveys have clearly established the importance of quality, reliability of

delivery and price as determining factors. Quality elements comprise grade of

produce, defects, ingredients, mode of preparation of raw materials for p rocessing,

preparation and density of liquid medium, additives, drained weight, cleanliness

Urban retail markets (fresh 
& processed).

< 
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Exporters 
premises/ 
quarantine

V
Rural primary 
markets V

Rural assembling 
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(fresh & processed)
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strength and fill of container and packaging material, and storage conditions, to

safeguard quality retention (Scgre, 1998).

Production of horticultural products, with limited exceptions, is far below acceptable

standards f or s upporting a viable c xport i ndustry. A bout 7 0% o f t he 1 and g rown is

cultivated by hand hoe and about 30% by plough and tractor. Inadequate farming

practices results in lower yields, lower percentage of exportable produce and

consequently in higher costs per unit, lower quality and increased costs rendering the

produce much less competitive (Kashuliza et al., 2000).

According to Govindasamy, et al., (2002), survey participants were asked to indicate

which factors among convenience, price, quality and freshness played an important

role in their decision on where to purchase. Quality and freshness were selected by

63% and 59% of the participants, respectively. Furthermore, Govindasamy, et al.,

(2002) found that, approximately 20% of the consumers valued convenience, while

16% indicated that price was the most important characteristic. Nearly 8 7% of the

respondents indicated that availability and quality of fresh produce affected their

decision on where to purchase. Furthermore 80% also care about the place of origin of

the fresh produce they bought i.e. traceability. They further identified that, the

compliace of the above mentioned quality attributes lead to the increase of

consumption of fruits and vegetables. In the case of vegetables, approximately 78% of

the respondents consumed a greater quantity than 5 years earlier. While 20% showed

no change, only 2% had decreased their consumption. Approximately 81% purchased

a wider variety of the fresh vegetables compared to 5 years earlier. Of the purchased

vegetables, less than 8% preferred green beans among others (Govindasamy, et al..

2002).
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2.5.2 Payment pattern

According to Nyangc et al., (2000); when buying fruits from producers or rural

middlemen, 40% of wholesalers paid in cash whereas 7% got the produce on credit.

However, the largest proportion (53%) used both terms depending on the supply and

demand conditions. When there is over supply in the market, producers normally sell

their produce on full or partial credit and they get the rest of their payment after the

wholesaler has sold the produce. Sometimes, producers minimize the risk of failing to

sell at very low prices by renting out their trees to wholesalers or rural middlemen.

Mbelwa (1999) found that, traders pay cash upon collection of fruits and vegetables.

In some cases traders and farmers have contractual arrangements al which traders

extend loans to fanners with condition that fanners will sell produce to the particular

trader during harvesting period and pay back the loan.

2.5.3 Storage facilities

Mbelwa (1999) discovered that, fruits and vegetables are packed for handling and easy

transportation in baskets, sacks and wooden boxes. The commonly used type of

baskets is the 'tenga'. Tengas are local packing materials that are made by using

coconut palms or bamboo splits. Sacks include gunny bags and polythene bags. The

tenga is mainly used in Tanga region for packing tomatoes, fresh beans, and mangoes

while different sized sacks are used for cabbage, carrots, cucumber and onions.

Wooden boxes are commonly used in Kilimanjaro and Arusha for packing tomatoes

and onions. The use of poor packing materials result into loss o f produce such as

tomatoes that get crushed, hence heavy post harvest losses (Mbelwa, 1999). He further

poor, and their life span is short to be

used in transportation without causing much damage to fruits. "Tenga", gunny bags

identify that, post harvest handling facilities are
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baskets and tins are used in Lushoto district as packaging materials. These packing

speed up the ripening due to limited

ventilation. However, wooden crates are rarely used.

2.5.4 Access to market information

In Tanzania, small and medium scale horticulture producers are lacking market

information (Kitule, 1999; Lynch and Ashimogo, 2000). Kitule (1999) further found

that, the market for fresh fruits and vegetables is sensitive and complex, caused by the

great number of products, the perishability of the product, the great influence of

weather on production and on consumption, the high quality requirements, the great

number of suppliers and big markets with many market segments. Hence it requires up

dated market information. Nyange et al., (2000), found that market information like

potential fruit markets and prevailing prices among farmers was obtained from various

sources such as friends and relatives (45%), own investigation at local markets (31%),

and traders who directly come to the farm (24%). They argued that, reliance on friends

for information could limit the flow of the up dated information and the information

from some exploitative traders on the other hand,

middlemen are relatively well informed of the market situation compared to farmers.

None of the fanners mentioned radio as a source of information. These observations

have the implication that there is insufficient communication linkage between farmers

and major urban markets (customers) that would guide their market decisions and

price control. The study done by Imperial College of Science, Technology and

Medicine (2002) revealed that, 40% of farmers decided their marketing strategy based

on the previous season’s experience, 44% on the information provided by the traders

and 16% based on information provided by family members and friends. Around 50 -

materials are found to be cheap but can

can be misleading because
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60% of the respondents indicated that the quality of their market information was

feeling that their information is poor.

In a study made by Nyange et al., (2000) wholesalers were asked about sources of

market information such as fruit prices in up country markets or availability of certain

kinds of fruits in distant m arkets. Forty percent of the i nterviewed w holcsalers got

information from travelers who come from fruit producing areas. However, another

40% got market information by visiting the production areas. None of them relied on

the mass media was that prices announced were for urban markets and did not cover

rural markets where they get the fruit supplies.

2.6 Problems of fruits and vegetables marketing

The biological nature of fruits leads to great fruit losses due to spoilage. In addition

the warm and humid tropical climate contributes to fast deterioration of fruits. The

study done by Nyange et al., (2000) show that on average; about 11 - 50% of the total

fruits produced were wasted through deterioration. This is about 51% of the 79

reported cases for the year 1992/93. Fruits losses go as high as 75% of all fruits

harvested per season as evidenced by the remaining 14% of all 79 cases. Marketing of

fruits and vegetables in Tanzania has been facing many problems one of which is

unreliable and uncertain markets (Mlambiti, 1975). According to the research done by­

lack of markets. On account of this reason, unsold produce is damped on to the field

and left to rot. He further noted that unreliability of markets for horticultural produce

is linked with the poor conditions of feeder roads. This has caused

Mbelwa (1999), about 20% of the horticultural produce is wasted at farm level due to

good or very good, however this leaves a significant proportion of the respondents

prices announced mi the radio or in newspapers. The reasons given for not relying on
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transporting the produce from the farms to the markets. Estimates of post harvest

losses of fruits due to mishandling, spoilage and pest infestation are quite high in

Tanzania. Mlambiti (1975) estimates post harvest losses in fruits and vegetables to be

up to 50%. Generally, the disorganized marketing system, with an unreliable and

irregular transport service limits the number of outlets in a locality and weakens the

fanners’ negotiation position in relation to traders. This results in high profit margins

to traders, high fruit wastage,

producers very uncertain and uneconomical (Nyangc et al., 2000).

Major weaknesses facing Tanzania on the horticultural sector had been revealed by

Ashimogo (2004) to be low productivity due to bad agricultural practices, lack of

economies of scale, lack of strong horticulture policy, lack of targeted funding, poor

supporting services, lack of entrepreneurial skills and lack of investment. Others are

lack of research, poor track record, small size of farms, poor infrastructure, poor

institutional coordination, and poor record keeping. Mbelwa (1999) found that

horticultural production in the country' is largely undertaken by small-scale producers

who still use traditional methods of growing fruits and vegetables. This situation

therefore, leads to small quantities of fruits and vegetables being produced per farmer.

In order to obtain a commercial quantity, the produce has to be collected from

different small and scattered plots of farms. The produce is taken to collection points

usually alongside the roads where it is packed and transported to major markets. This

is laborious, time consuming and costly in terms of time and money.

or poor fruit quality, all making fniit marketing by
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CHAPTER THREE

METHODOLOGY

3.1 The study area

Before sampling was done,

identified through secondary data information whereby major growing areas were

identified and major markets for locally marketed green beans. Here sources like

Kariakoo Statistics Department

Security, National Bureau of Statistics and green beans exporting companies (Gomba

Estate and Serengeti Fresh).

Arumeru district i n A rusha a nd Hai district in Kilimanjaro regions were chosen as

producing areas. These areas have bi modal rainfall pattern. The short rains normally

start in October and end in December, while the long rains start in February' and end in

June. This rainfall pattern permits two peaks of green beans production. Moreover, the

two regions have abundant natural water sources that are distributed over 70% of the

have soda-lakes. Availability of water for irrigation in the two regions (Arusha and

Kilimanjaro) supports green beans production throughout the year because irrigation

is necessary in green beans production. According to Arusha Region Social Economic

Profile (2000), the area under irrigation is 63% of the total irrigable land in the region.

relatively well served by their network of roads

satisfactory. Air services needs arc well catered for by the Kilimanjaro International

Airport. Electric power supply is present in almost all business centers. This supports

which link even the remotest rural population clusters. The general quality of roads is

Arusha and Kilimanjaro regions are

area. The hilly areas have numerous rivers and the low-lying areas of the rift valley

was visited, Ministry of Agriculture and Food

a target group (i.c. green beans chain actors) was
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the green beans handling as transport is easy and use of cold storage facilities is

possible due to presence of electric power.

Dar cs Salaam region was chosen as the major domestic market for the green beans.

This is because most of her residents (87.4%) arc engaged in non agricultural

production. Its only 12.6% of Dar cs Salaam residents arc engaged in agricultural

production. This implies that the remaining residents have to import food stuffs (green

beans included) from other regions. The relative huge population of Dar es Salaam

residents was another factor at which the researcher based to choose the region as the

major market for greenbeans marketed domestically. Accordingto Population and

Household Census (2002), the total population of Dar es Salaam region was 2 487 288

residents with average annual growth rate of 4.4%.

3.2 Research design

Non-expcrimcnlal design was employed whereby a cross sectional research design

was used. This design was adopted because it is a one-time affair and is designed to

obtain a snapshot of a representative group of chain actors at a given moment in time.

The design has great degree of accuracy and precision in social science (Deaton,

1997). According to William (2002), this design allows for a descriptive analysis as

well as for determination of relationships between variables.
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The target population for this study was green beans producers and marketers in three

regions (Arusha, Kilimanjaro and Dar cs Salaam). The sample involved chain actors

exceptional as it was taken as the market for the produced green beans.

3.3 Sampling

3.3.1 Selection of sample areas

Purposely selection was employed at the first stage, where two regions (Arusha and

Kilimanjaro) that arc major producers of green beans were selected and one region

(Dar es Salaam) that is the major market of locally marketed green beans. Secondly,

major producing areas; again the puipose selection was made to identify the major

producing districts in each of the regions. A t this stage Hai district in Kilimanjaro

region and Arumeru district in Arusha region was selected. For markets in Dar es

Salaam, Kariakoo and Kisutu were selected. In stage three, random sampling

technique was employed to have different number o f chain actors i n the idenlified

regions.

3.3.2 Selection of respondents

According to Boyd et al., (1981) a random sample should at least constitute 5% of the

total population to be representative of the population. The sample comprised 21 green

beans chain actors out of 36. The large percent of sample size (58%) taken was due to

the small number of population identified. Of these, four were farmers, 13 traders, two

Supermarkets, and two big hotels.

in green beans producing and marketing areas. However, Dar es Salaam was
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Green b eans producers were identified by physical visits to the green beans farms.

secondary sources of data like Kariakoo Market, the department of Statistics, Ministry

of Agriculture and Food Security (MAFS), National Bureau of Statistics (NBS), and

exporting company of Serengeti Fresh and Gomba Estate. Assemblers were identified

by physical visits to the farms at which transactions between fanners and assemblers

took place. Wholesalers and retailers were identified by visiting Kariakoo and Kisutu

markets. At each marketing node, a number of questions were asked to identify the

population performing particular function from which the sample was drawn. After

the population was identified, purposive proportionate stratified sampling was done

from the number of market participants present at each node of green beans supply

chain.

Table 1 shows the distribution of sample chain actors along the green beans supply

chain. Fanners were chosen based on the fact that, they had grown green beans during

the season when this study was undertaken. Means of transport to the farm was

another factor for the farm to be included in the sample, i.e. green beans farms found

within five kilometers from the feeder roads were included. Other market agents were

assemblers, wholesalers and urban market retailers whose criteria for inclusion in the

study were based on the marketing of green beans during the particular period. A total

of 21 out of 36 market agents were sampled for the study (Table 1).

The information of where green beans farms were located was obtained from
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Tabic 1: Distribution of sample chain actors along the green beans chain

3.4 Data collection

Both secondary and primary data were collected. Secondary data provided information

3.4.1 Secondary data collection

Secondary data were obtained from a number of sources. Various sources like books,

research reports and other documents such as: National Bureau of Statistics (NBS),

Serengeti Fresh Company Limited, and Ministry of Agriculture and Food Security

(MAFS) and Kariakoo Market Statistics Department were consulted.

3.4.2 Primary data collection

Primary data were collected from the different sample market agents along the chain

using a checklist and structured questionnaire. The checklist (Appendix 1) was used to

seek information from three supermarkets and two big hotels. The supermarkets

visited are: Imalaseco, Shrijis and the Shopritc Supermarket while big hotels visited

arc New African and Sea Cliff. Questionnaires (Appendix 2) were used to collect

information from four farmers and 13 traders.

Farmers
Assemblers
Supermarkets
Big hotels
Local Wholesalers
Small retailers
Total

Sampled 
respondents

Sample as % of 
the total

57.14
66.67
50.00
33.33
80.00
62.50
58.33

4
4
2
2
4
5
21

7
6
4
6

8
36

Population and sample of respondents selected
Type of Total number of
respondents marketing agents

on the trend of green beans production and marketing.
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The questionnaires

market agents in Dar es Salaam including a wholesaler, retailer, and supermarket.

Kariakoo and Kisutu markets were visited and Imalaseco supermarket was also

visited. This was done to check the relevance and quality of the questions. After pre

testing, the questionnaires were revised to obtain the final version presented as

Appendix 2.

Field interviews were carried out during February and March 2005. Interviews with

farmers took place at respondents’ farms, while those with traders were performed at

market places where transactions were taking place. For big hotels and supermarkets,

interviews were arranged and performed at their work place with the officers in

charge. Appointments to visit the selected market agents were done before the date of

interview.

3.5 Data analysis

Data collected from the primary sources were verified, coded and summarized prior to

analysis using the Statistical Package for Social Sciences (SPSS) computer program in

conformity with the objective of the study. One main analytical procedure used io

analyze data was descriptive statistics at which univariate analysis was used to

used for bivariate analysis to study the relationship between pairs of variables. Profit

margins and marketing margins were estimated to find the efficiency measures and

performance of production and marketing of green beans.

were pre-tested in a pilot survey that was carried out with three

calculated using a

analyzed using sub program frequencies and charts. A cross tab sub programme was

sub program descriptive. The distributional properties were

summarize the information related to each variable. Summary statistics were
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In addition to descriptive statistics, marketing margins were worked out. Marketing

margin is the difference between prices at two market levels. The term marketing

margin is most commonly used to refer to the difference between producer and

consumer prices of an equivalent quantity and quality of a commodity. Furthermore, it

may also describe price differences between other points in the marketing chain, c.g.

between producer and wholesale. Marketing margin was estimated by subtracting

average prices at the consecutive nodes of the chain.

also estimated by adding the total sales and

subtracting all the costs inclined at each node of the chain. Costs included the product

loss due to wastage. Profit margin was used to indicate who had more influence in the

supply c hain, as it was a ssumed t hat “ the m ore profit o ne g els the m ore i nfiuence

she/he has in the chain”. The proportion of final consumer price received by actors

along the channel was estimated to indicate the efficiency at different nodes of the

chain.

3.6 Data limitations

The following problems were encountered during the data collection exercise:

Poor record keeping among marketing agents was encountered with(i)

exception of supervisors of green beans farms. Apart from poor record

respondents were reluctant in giving information.

Literature on the green beans production and marketing was too limited.(ii)

Hence the author used the general literature of fruits and vegetables. Web

based information was also sought. However, most of it did not reflect the

Profit margins for chain actors were

keeping there was skepticism in provision of information. Some
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actual situation in Tanzania but revealed realities in different countries

whose business c hallengcs and opportunities a re different from those of

Tanzania.
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CHAPTER FOUR

RESULTS AND DISCUSSION

4.1 Socio economic characteristics of the marketing agents

On average half an acre of green beans was grown per week in a relay-cropping

pattern. This was to ensure continuity of green beans production. The maximum area

of green beans grown was two acres per week. Green beans were sold to exporting

companies namely Gomba Estate and Serengeti Fresh both located in Arusha. Farm

supervisors were employed to supervise the farm generally as extension workers.

Under farm supervisors, each farm had five labourers who received training from

contracting companies to work on a particular farm. However, there was no formal

specification of period required to work to a particular farm. Moreover, there were no

the agreements were verbal and informal. Nevertheless, there was no case reported on

the violation of the above stated agreement.

Three out of four sample farms were owned by sole proprietorship; only one farm was

owned by corporation and belonged to missionary sisters. The sole proprietorship

ownership pattern might be due to high risk in green beans production. Green beans

coordination. Lack of either or both would lead to heavy losses. Moreover, three out

of four farms (75%) were supervised by men and only one farm (25%) was supervised

by a woman (Table 2). The ownership followed the same pattern. Probably this is due

to credit, which could act as source of capital. According to FAO and SDD (1996)

women comprised only 15% of the total membership of formal rural savings and

are susceptible to diseases that necessitate proper agronomic practices and proper

to the fact that, the capital investment required is high and women have limited access

means of enforcing compliance of agreements between farm owners and labourers as
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credit associations in the developing countries. Women’s access to formal financing is

limited by the small size of their agricultural enterprises, high rate of illiteracy and

Other alternative reasons describing whypredominance in the subsistence sector.

women do not own green beans farms is that, the farm needs to be entitled or surveyed

but women arc a disadvantaged group whose access to land is limited. According to

Cagatay, et al., (1995) women have limited access to the means of production such as

land and support services such as credit.

However, at other nodes of the chain, participation of women and men was generally

engaged in trading while, 2 males and 2 females participated in trading at the

Access to capital may describe the balancing ofwholesale stage (Table 2).

participation of males and females in trading green beans, as the capital invested is

small (about one fifth of the capital required for green beans farming) enough to allow

Sex distribution and the type of respondents in the chainTable 2:

SexType of respondents TotalRegion

Dar es Salaam

Kilimanjaro

Arusha

Small trader
Wholesalers
Sub total
Supervisor
Small trader
Sub total
Supervisor
Small trader
Wholesaler
Sub total
Grand total

Non 
response

0
1
1
0
1
1
0
1
1
2
4

5
3
8
2
4
6
2
2
3
7

21

Male
5
1
6
2
0
2
1
0
1
2
10

Female 
0 
1 
1 
0 
3 
3 
1 
1 
1 
3 
7

women to join the venture. Therefore government and policy makers need to address

more on female access to capital sources if women are to be rescued from poverty.

balanced. At assembling and retailing stages five males and four females were
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Education distribution pattern along the chain indicates that, the more education

attained the lesser engagement in the production and marketing of the green beans.

This is revealed through a large number of chain actors with low education engaged in

the trading o f green beans (Table 3). Most of chain actors (12 out of 21 i.e. 57%)

possessed primary school education, four chain actors (19%) possessed ordinary

secondary school education, four chain actors (19%) possessed advanced secondary

school education and only one chain actor (5%) possessed post secondary school

education. Production and trading of green beans has been an alternative employment

to those who have low education and hence low access to office jobs. This pattern of

education distribution with functions performed along the chain implies that, educated

people prefer formal employment, rather than having their own enterprises. This is

dangerous for the country, because today’s globalized environment requires education

in doing business competitively.

Table 3: Education level of respondents along the chain

Total

44 112 21

Among 21 interviewed marketing agents, 94.1% were aged between IS and 55 years

and 5.9% were aged above 55 years. The minimum age of the interviewed farmers

was 27 years while maximum age was 60 years. The average (mean) age was 43.2 and

the standard deviation was 10.1. This reveals that, green beans production and

marketing is largely done by all age categories. However, most of the sample actors

Supervisor 
Small trader 
Wholesaler 
Non 
response
Total

Primary 
school

Ordinary 
Secondary 
Education

1
2
1

4
9
4
4

Type of 
respondents

1
7
1
3

Post 
secondary 
education 

1 
0 
0 
0

Advanced 
Secondary 
Education 

2 
1 
1 
0
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beans production and marketing was useful for the family as large proportion (94%) of

chain actors were active age categories. However, income generated from green beans

production and marketing was also acquired to the old aged people (2 i.e. 9%) of age

above 55 years.

Most of interviewed marketing agents (80.9%) also engaged in other income

generating a ctivities. T hese w ere fanning, b usiness a nd w age employment. A11 he

farm level, supervisors were employees of fann owners and were doing this as their

main income generating activity. Other family members like wives/husbands and

children did other activities like small businesses and farming to support their

families. Another crop grown in line with green beans was baby com that was used as

windbreak although in the final analysis it was also used to get income. Crop rotation

At assembling stage, chain actors were only engaged on the assembling of green beans

though; they sometimes participated in retailing green beans nearby their producing

beans. Small retailers were engaged in retailing other horticultural crops like peas,

plums, avocados, lemons, pineapples, cabbages, tomatoes, sweet pepper, carrots and

amaranthus. Those who were supplying to big hotels and supermarkets also supplied

other foodstuffs like bananas, rice, maize flour and legumes. Probably this was due to

the fact that, at retail stage the amount of green beans marketed was small, about five

kilograms per day. This could not generate enough income to cater for basic

household needs.

was done in some farms to allow nutrients to be recycled for subsequent crops grown.

were within the active age group of 18 to 55 years. Thus income generated from green

areas. And at the wholesale stage, chain actors only dealt with marketing o f green
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4.2 Green beans production and marketing trends in Tanzania

4.2.1 Green beans production

Green beans seem to be a new crop in the Tanzanian context. It was introduced in

Tanzania in early 1990’s. This is why it is termed as non-traditional cash crop. Table 4

shows production of green beans from 1997 to 2002. There was a sharp decrease of

green beans production (45.9%) during the year 1 998. The great decrease of green

beans production may be attributed by the high rainfall experienced at the end of the

year 1997 towards the year 1998 called El Nino (Table 4). It was estimated that

1149.4mm and 1940mm of rainfall were received in Arusha and Kilimanjaro in 1997,

which led to great losses of green beans produced. This is because, green beans

production requires just moderate moisture to grow in a good condition. After the year

1998, the production has been increased regularly though at the small rate (Table 4).

The small rate of growth may be accounted for the nature of green beans production as

it requires systematic and coordinated chain if it is to be profitable. The limited

number of exporting companies (only two) of green beans both located in Arusha may

contribute to little rate of green beans production.

Production statistics of green beans, TanzaniaTable 4:

Year_________________ Production (Metric tones) Production growth rate (%)
1997 1 386 45.8
1998 750 .42.4
1999 1 068 .59.2
2000 1 700 .0.6
2001 1 710 .2.3
2002 ___________________________________ 1 750__________________________
Source: Ministry of Agriculture and Food Security, 2002
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rainfall, so when moisture becomes excessive green beans get diseases like molds, and

the rate of rotting increases. According to the Ministry of Agriculture and Food

rainfall in May than in November (Table 6).

1998

Arusha

Green beans marketing trend (2000 - 2004)Figure 3:

Source: Compiled from Kariakoo Market Department of Statistics

4.3 Green beans marketing channels

From the survey carried out, most farm owners grew green beans for the export

markets. They supplied the exporting companies of Gomba Estate and Serengeti Fresh

hath located in Anisha Tf preen beans prawn hv contracted fanners did not meet

Table 6: Rainfall distribution pattern of May and November in Arusha and 

Kilimanjaro regions
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0 -

Quantity delivered to 
Kariakoo (kg)
Wholesale price 
(Tsh/kg)
Retail price (Tsh/kg)

1996
194.6
13.9
74.6
46.9

1999
113.9
37.3
75.2
130.0

2000
52.0
123.3
30.8
101.4

2001
145.4
63.0
47.7
43.3

2002
71.8
27.1
42.3
36.8

2003
188.9

1.1
128.3
18.1

Security, Food Security Department (Meteorological Unit) (2005), there is more

J A S O N D

Years_________________ 1996 1997
Kilimanjaro May 194.6 196.3 

November 13.9 72.3 
May 74.6 139.2 
November 46,9 180,3

Source: Ministry of Agriculture and Food Security, Food Security Department 
(Meteorological Unit) (2005).

J F M A M J
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quality and standards for the exporting companies, then that amount was rejected and

sold to the local markets. The rejected green beans sold in the local markets were in

addition to supplies from COMATEC who supplied the Shoprite supermarket branch

in Dar es Salaam.

About 88% of green beans produced was sold to exporting companies that sold them

to the European markets. Direct supply from farms to supermarkets were 3.3% and

8.8% which was sold through the local markets (Figure 4). Nine percent of produced

green beans was sold in the local markets through assemblers in the producing areas

(Arusha and Kilimanjaro) to wholesalers in Dar es Salaam. Wholesalers sold green

beans to retailers. Retailers had two outlets to customers: direct sales and as suppliers

to big hotels. Big hotels cooked green beans with other spices and vegetables. The

remaining 3.3% was sold directly to consumers through supermarkets.

Of all the produced green beans. 12.1% (i.e. 8.8% rejects and 3.3% which was

supplied by COMATEC to the Shoprite supermarket in Dar es Salaam and supply

exported through exporting companies. Prices were 100, 450 and 662.5 Tanzanian

beans supplied by

COMATEC to shoprite and green beans sold to exporting companies respectively. As

noted above the contributing factor for price differences is the difference in quality

and the market segmentation. Quality standards specified by exporting companies

to be free from pests, wounds, scars and bruises; free from mud, dust or other debris;

not broken or damaged in any manner, not bent, picked with the remains of the calyx

intact, fresh and not pre wilted by sunburn or other sources of heat, and naturally

were many and very specific. These quality standards were: green beans were required

through local markets, (Figure 4)) was marketed locally leaving 87.8% that was

shillings per kilogram at the farm level for rejects, green



39

green, not tainted by disease and smoke. On the other hand, the practiced quality

attributes of Shoprite to the COMATEC company were stated as: free from pests and

dusts; not broken, not bent, fresh and not pre wilted by sunburn and naturally green

not tainted by diseases. Rejects from exporting companies were sent back to farmers

and were sold to the local markets.

Of green beans marketed locally, 25.4% was sold to the surrounding producing areas

by assemblers to consumers at an average price of 308 Tsli/kg. Note that, assemblers

who sold some rejects to Dar es Salaam were the ones retailing green beans at Arusha

and Kilimanjaro local markets. When asked about the reasons for not selling to Dar es

Salaam markets, they stated that they could not get sufficient quantities to sell to other

regions. Although they were of the opinion that selling to Dar es Salaam markets was

more paying, as the benefit was about three times that obtained when selling in

markets around producing areas, they however contended that, selling to Dar es

Salaam markets needed sufficient amounts to enjoy economies of scale in

transportation. So if the green beans obtained were not enough they used to sell in the

local markets at the producing areas as retailers.
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Fanners

C s u m eo n r s

Figure 4: Marketing channels of green beans

The other proportion of locally marketed green beans were 20.2% and 54.6% which

were sold in Dar cs Salaam at an average price of 550 Tsh/kg and 708 Tsh/kg for

rejects in the local markets and to the shoprite respectively. Finally, Shoprite sold

green beans to consumers at an average price of 1 45S Tsh/kg compared to rejects that

were sold in the local markets at a price of 1 125 Tsh/kg.

Wholesalers in Dar es Salaam usually receive green beans at Ubungo bus station. This

loo small to justify hiring trucks. From Ubungo, green beans were transported to

Kisutu retail market and some to Kariakoo market. At both markets (Kisutu and

Kariakoo), wholesalers sold green beans to retailers who in turn sold them to

European 
markets

Suppliers to big 
hotels

Hotels

T

Retailers

is because; green beans were transported in passenger buses, since the quantities were

87.9%
Exporting 
companies

____
Supemiarkcts

8.8%

Assemblers
| ■

Wholesalers
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consumers. At wholesale node, green beans were found to be a hot cake because in all

of the markets wholesaling of green b eans w as ended at about 0900 hrs. Business

started very early (at about 0500 hrs) in the morning and at 0900 hrs only retailers

were trading green beans. None of the wholesalers of green beans were engaged in

selling to consumers. This was a unique characteristic as for most of other agricultural

produce wholesalers also become retailers because they usually sell to both retailers

and consumers.

Big hotels received green beans from suppliers who usually supply not only green

beans but also other foodstuffs. Suppliers obtained green beans from Kariakoo and

Kisutu markets. There was a similar pattern of prices because the prices mentioned by

sellers in the different marketing nodes were the same as those mentioned by buyers at

those marketing nodes. The situation was however different from supermarkets whose

supply of green beans was directly from farms. Shopritc was supplied by COMATEC

farm from Arusha, and fanners from Lushoto supplied Shrijis. At supermarkets.

people other than supermarket owners, hired the spaces within the supermarket for

selling fruits and vegetables independently. Fruits and vegetables like cabbages,

cauliflowers, mangoes, apples and pineapple were traded alongside green beans.

4.4 Profit margin analysis of green beans along the chain

4.4.1 Profit margin analysis at farm level

shilling invested was found to be 0.56 Tsh whereas returns per kilogram harvested

was 212 Tsh and returns per acre rented was found to be 6.35 Tsh (Table 7).

The average profil margin per acre was estimated to be 873 4 72 Tsh. Returns per
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Table 7: Green beans budget in Arusha and Kilimanjaro regions

Parameter Parameters’ ValueSN.

Area under cultivation (acres) II.

4 1 10Total Output (kg)2.

3 610Fine yield (kg/acrc)3.

500Reject yield (kg/acrc)4.

663Average price of fine yield (Tsh/kg)5.

100Average price of reject yield (TsWkg)6.

2 443 430Gross rcvcnuc/acrc [(3)*(5) + (4)*(6)J (Tsh)7.

56Total labour (days)S.

75 000Cost of land prcparation/acrc (Tsh)9i.

240 666Cost of fertilizer (Tsh)10.

47 000Value of seeds (Tsh)11.

199 I 12Value of pesticides (Tsh)12.

561 778Value of inputs (9-12) (Tsh)13.

870 500Value of hired labour (Tsh)14.

137 624Renting costs/acrc (Tsh)15.

0Transport costs (Tsh)16.

1 569 902Total costs (13-16) (Tsh)17.

873 472Gross margin (7) - 0 7) (Tsh/acre)IS

6.35Returns per shilling of land rent (1S)/(15) (Tsh)19.

Returns per shilling of input invested (1 S)'( 17) (Tsh) 0.5620.

212.52Returns per kilogram harvested (18)/ (2) (Tsh)21.

Gotnba Estate, both of them located in Arusha. Rejected beans that did not meet

quality standards of importing countries were sold in the local markets in Arusha and

explaining the relative small profit margin compared to other marketing nodes of the

chain is the nature of the enterprise. Green beans production is labour intensive

requiring effective supervision at every stage of production.

The major buyers of green beans were exporting companies of Serengeti Fresh and

Kilimanjaro and some were sold to Dar es Salaam markets. The main reason



43

4.4.2 Profit margin analysis at assembling node

Assemblers received a total profit of 248 4 62 Tshs per month per person. For that

case, assemblers had returns per labour day of 8 282 Tsh, and returns per kilogram of

green beans traded of 201 Tsh while returns per shilling invested was found to be 1.86

Tsh (Table 8).

Table 8: Profit margin analysis for village assemblers of green beans

The returns per shilling i nvested was found to be high (1.86 Tsh) compared to the

return per shilling acquired at the fann level (0.56 Tsh). However, returns per

kilogram of green beans traded were relatively small (201 Tsh) compared with that of

farmers (212 Tsh). It was found that an average of 41kg of green beans were sold per

day. The high marketing cost (39%) of the total cost involved and seasonal nature of

green beans production worsens the situation.

Parameter___________________________
Quantity of green beans bought (kg)
Buying pricc/kg
Purchase costs (1)*(2)
Transport costs
Packaging costs
Taxes
Storage costs
Total cost inclined (3-7)
Total labour days
Average selling price/kg
Gross revenue (1 )*(10)
Gross margin (11) - (8)
Returns per labour day (12)/(9)
Returns per kilogram of green beans (12)/( 1)
Returns per shilling invested (12)/(8)

SN
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.

Parameters’ Value
1 239 
100

123 900 
0 

4 000 
3 000
2 250 

133 220
30 

308 
381 241 
248 462 

8 282 
20! 
1.86
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4.4.3 Profit margin analysis at wholesale node

At the wholesale node the total profit was found to be 594 980 Tsh per person per

month. Returns to labour was found to be 19 S33 Tsh per day and return per kilogram

of green beans traded was found to be 338 Tsh (Table 9).

Table 9: Total profit analysis for wholesalers of green beans

0.916.

Returns per shilling invested were found to be 0.9 Tsh at the wholesale stage, which is

about half of returns per shilling at the assembling node 1.86 Tsh (Table 9). This

implies that, the costs incurred at the wholesale stage are high, though other measures

of efficiency such as labour day and returns per kilogram traded were higher than

those at the assembling stage. Efficiency at wholesale stage is still relatively lower

than that achieved at the assembling node in the chain.

Parameter____________________________
Quantity of green beans bought (kg)
Buying price/kg (Tsh)
Purchase costs (1)*(2) (Tsh)
Transport costs (Tsh)
Packaging costs (Tsh)
Taxes(Tsh)
Storage costs (Tsh)
Total cost incurred (3-7) (Tsh)
Total labour (days)
Quantity sold (kg)
Average selling price/kg (Tsh)
Gross revenue (11 )*(10) (Tsh)
Gross margin (12) - (8) (Tsh)
Returns per labour day (13)/(9) (Tsh)
Returns per kilogram of green beans (13)/( 10) 
(Tsh)
Returns per shilling invested (13)/(8) (Tsh)

SN
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.

Parameter’s Value
1 958

308
603 772

36 744
0

3 000
9 000

652516
30 

1762 
708

1 247 496 
594 980 

19 833
338
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4.4.4 Profit margin analysis at retailing node

At the retail node returns to labour per month was found to be 2 01 1 40 T sh with

returns per labour day being about 6 704 Ths, returns per kilogram of green beans sold

being 290 Tsh and returns per shilling invested being 0.4 Tsh (Table 10).

Table 10: Profit margin analysis for retailers of green beans

SN Parameter

estimated that 14.6% of green beans were damaged before retailers sold them to

customers. The efficiency of marketing at this point seem to be a bit small compared

to that at wholesale point. This obeyed the rules of economies and diseconomies of

scale since at the wholesale node, the amount of green beans handled was larger than

at the retail node, and proportion of green beans deteriorated before sale at retail node

retailing node is explained by the poor storage facilities and the duration of trading for

1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12
13.
14.
15.
16.

Parameters’ 
____ Value 

813 
708 

576 110 
0 

500 
3 000 

0 
579 610 

30 
1125 
694 

780 750 
201 140 

6 704 
290 
0.4

was high than that at the wholesale stage. High rate of deterioration (14,6%) at

Quantity of green beans bought (kg)
Buying pricc/kg (Tsh)
Purchase costs (1)*(2) (Tsh)
Transport costs (Tsh)
Packaging costs (Tsh)
Taxes(Tsh)
Storage costs (Tsh)
Total cost incurred (3-7) (Tsh)
Total labour (days)
Average selling price/kg (Tsh)
Quantity sold (kg)
Gross revenue (11 )*( 10) (Tsh)
Gross margin (12) - (8) (Tsh)
Returns per labour day (13)/(9) (Tsh)
Returns per kilogram of green beans (13)/( 11) (Tsh)
Returns per shilling invested (13)/(8) (Tsh)_______

Source: Own Survey Data (2005).

The difference in quantity bought and quantity sold was due to wastage. It was



46

green beans. It was estimated that, in average, one retailer sold only five kilograms of

green beans per day.

4.4.5 Market power distribution along the chain

Wholesalers were found to have relatively more market power than other chain actors.

This was revealed by the efficiency measures of returns per kilogram and returns per

shilling invested (Table 11). Returns per kilogram were highest to wholesalers (338

Tsh/kg). However, returns per shilling single out assemblers to be more efficient than

other chain actors. The reasons for large returns per shilling at the wholesale node

with relatively small returns per shilling is accounted for by the time at which they

found that, while assembling from different farms,

assemblers may take up to three days collecting green beans enough to transport to

Dar cs Salaam. It was also found that wholesalers used an average of five hours in a

day to sell a load collected from assemblers.

Table 11: Summary of efficiency measures among marketing agents

beans handled hence economies of scale. Wholesalers handled 1 958 kg of green

beanswhile assemblers handled 1 239 kg and retailers handled 8 13 kg per month.

powerful than other chain actors. Wholesalers had information on green beans

delivered at the market and so they had a big role in price determination. So

Farm level
Assembling node
Wholesale node
Retailing node

Returns per shilling 
0.56 
1.86 
0.9 
0.4

Returns per kilogram
212
201
338
290

Another reason for high market power of wholesalers; is the large volume of green

/Xcccss to market information was another factor, which made wholesalers to be more

arc handling green beans. It was
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wholesalers had more influence in the green beans marketing in Tanzania as in several

distribution of market power, improvement of telecommunication infrastructure to

increase the use of mobile phone in the rural areas and initiation and use of Internet

cafes should be addressed. More over, efforts which have been initiated by some

farmers’ organizations to develop market information centers/facilitics should be

promoted.

The next group having market power was retailers with returns per kilogram of 290

Tsh. Regardless of the small amount of green beans traded by retailers, there was

at the retail node than at assembling and at the farm levels.

Assemblers in the producing areas (Arusha and Kilimanjaro) lacked information on

demand of green beans in Dar cs Salaam due to distance between markets. Hence they

merely depend on information from wholesalers mostly attained through phoning.

Farmers on the other hand, had limited market information. The only source of

information was traders who came to their farms; they knew nothing on the prices of

green beans in different market places. This was catalyzed by the fact that, farmers

losses. For the fine green

beans; most farmers (three out of four i.e. 75%) did not have information on the prices

in the Far East at which green beans were exported to. Distance between the market

and the home producing area may contribute to lack of proper and timely market

distributed as: wholesalers => retailers => fanners => assemblers.

assurance of markets and so, green beans traded was still relatively more remunerative

would not meet quality requirements of export markets as

were not producing for local markets hence they perceived rejected green beans that

enterprises like manufacturing industry', processing etc. In order to have even

information. Generally in a descending order the market power along the chain was
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4.5 Prices and marketing margins along the green beans supply chain.

Average prices at different nodes are presented in Table 12. The price was lowest at

the farm level and highest at the retail level. This complies with cost based pricing

method in which prices arc determined by the costs incurred i n production. At the

farm level, it was expected that only production costs were incurred whereas at

assembling stage costs of assembling and transporting from farm to assembling place

plus a small profit increased price. At the wholesale stage, cost of transporting, storage

and marketing green beans to Dar es Salaam market increased prices. At the retail

stage the increased cost of wastage explained why the market margin

higher at the retail level than other nodes in the chain.

Price differences throughout the year followed the production pattern. Prices were

highest during March and August when the amount of green beans delivered to the

local markets is small. On the other hand prices were low during May and November

when the quantity of green beans delivered to the local markets were relatively large.

It was during these months when rainfall is relatively high and mosaic virus disease

incidences increase. During these months, rate of deterioration increases, leading to

substantial amount of green beans being rejected in the export market and entering the

local markets. The prices and quantity delivered to the local markets complied with

the demand theory at which, prices vary inversely with the quantity handled in the

market.

was relatively
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Marketing margins were estimated and found to be 208Tsh, 400Tsh, 417Tsh and 3

216 Tsh for assemblers, wholesalers, retailers and exporting companies respectively.

Producers’ share was distributed as shown in Table 12. Producer’s share was

the chain. The large marketing margin for exporting companies maybe described

with the fact that: exporting companies provide extension sendees to contracted

farmers, they store green beans in cold facilities, and air freight transport o f green

relatively larger

amount of green beans wasted before being

sold to final consumers. It was estimated that 14.6% of green beans traded by retailers

way of

compensation for the decayed green beans. Producers’ share to the consumer shilling

The small producer’s share is contributed to the short post harvest life span of green

beans and the small amounts marketed.

4.6 Market actors’ relationship and institutions set up

When different market agents in the chain were asked whether they trade to specific

customers, 66.7% said yes, while 33.3% negated it. When asked for reasons trading to

specific customer; they indicated that at the farm level, contracts bind them to sell to

208
400
417

3 216

32
14
9

17

calculated by dividing the farm gate price to the subsequent average price levels along

Price (Tsh/kg) 
100 
308 
708 

1 125 
3 879

marketing margin at the retail level are

was 9% at the retail node. It was small as in most agricultural production ventures.

beans to European markets. Simultaneously, reasons describing a

were damaged before reaching customers. So there was a need to find a

Tabic 12: Market margin and producers’ share distribution along the chain

Marketing node Price (Tsh/kg) Marketing margin Producer share (%)
Farm level
Assembling level
Wholesale level
Retail level
Exporting companies
NB: The price paid by exporting companies to fanners was 663Tsh/kg
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the specific exporting company, while at wholesale and retail nodes intimate

relationship and reliable markets with regular payments were factors influencing

trading with specific customers (Table 13). When asked how they developed the

relationship; they clarified that; they had been trading together for long periods of time

hence trustfulness has been developed between them. The reasons for developing

partners, facilitating green beans marketing, building of trustfulness a mong t rading

partners and reducing transaction costs for marketing the small quantities of green

beans handled (Table 13). With good relationship, assemblers in Arusha and

Kilimanjaro were just phoning to wholesalers in Dar es Salaam to give information on

the quantity' of green beans transported and the bus by which green beans have been

transported. Payment

done for sending green beans. This reduced the transaction costs to both assemblers

and wholesalers. These findings are similar to those of North and Thomas (1973) who

found that, institutions reduce transaction costs among the trading partners. The

relationship among green beans chain actors inform entrepreneurs who want to

venture in the marketing of green beans of the situation because it may take some time

before they get customers as those who were trading green beans had already

developed relationship with their trading partners. However, it was encouraging

because the means of developing such relationship were stated to be long period of

time trading together. The new entrants have to prepare themselves to meet trading

partners expectations before they become accepted in the chain.

Mode of delivery of green beans was done as follows: buyers collect green beans in

respective marketing nodes, with the major means of transport being bicycle (83.3%)

and wheel barrow (16.3%). However, assemblers sent green beans to wholesalers

was done through sending money by passenger buses as it is

those relationships were stated to be: compliance to the contract among trading
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through passenger buses. Wholesalers effected payment for purchases from

assemblers through passenger buses through which they also paid the transport costs

of green beans.

Table 13: Reasons for trading to specific customers

Retailers Total

4.6.1 Price setting

At the farm level, buyers set prices because it was the contract that specifies prices.

Thus contracted fanners look at contract price as guidance for their decision to invest

in the enterprise. This is in line with the study done by Steven (2000) who found that.

looking at the entrance point, market actors observe the price that exists and with that

information, form expectations as to whether investment should occur at levels, which

constraints and other factors not explicitly shown, result in actual investment in

seasonal croping. Moreover, farmers were found to be price takers because they did

not have information on green beans exported to distant European markets. This is

similar to findings by Nyange, et al., (2000) and Kitule (1999) in their studies on fresh

fruits marketing in Tanzania whose findings show that, producers are mostly price

easily secure means of transport and market information.

Contract 
Trustfulness 
Reliable markets 
Reduction of 
transaction costs
Non response 
Total

0
4

4
8

2
5

0
4

1
2
0

4
4
4
3

0
1
1
2

6
21

will expand, contract or maintain production. Those expectations, along with financial

Farm 
supervisor 

4 
0 
0 
0

takers because the middlemen have greater power of negotiating for prices and can

Assemblers Whole 
salcrs 

0 
2 
1 
1
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On the other hand, farmers set prices for green beans marketed locally. But to them, it

prices. Generally buyers seem to dominate in setting price (60%) followed by

assemblers (20%) and wholesalers (20%) while in some occasions both assemblers

and wholesalers set prices (20%). The criteria used in setting price were stated to be

supply a nd demand (63.6%), the c osl i ncurred (27.3%) a nd b oth c ost i ncurred a nd

supply and demand situations (9.1%). Probably this is due to the fact that, green beans

have short post harvest life span, so regardless of the cost incurred, entrepreneurs may

be compelled to sell them at any price before they deteriorate. Hence the supply and

demand situations dominate the setting price. On the other hand, as green beans were

highly demanded domestically, compensation of wastage of green beans incurred by

sellers compelled them to sell at higher prices when the supply was low and demand

was high.

4.6.2 Discounts on bulk purchasing/buying

When asked about the discounts given to those who buy in bulk, no one in the whole

chain stated to have discounts in trading green beans. Al the farm level, the contract

specifies price regardless of the quantity traded. Unless if the company can be

motivated to award a farmer who has done the best in producing green beans of high

quality and preferred standards. However, this had never happened. In other nodes of

the chain, customers used to buy only small quantities. Hence no discounts were given

at any point along the chain of green beans production and marketing. This is different

large quantities. Therefore there was no scnce of economies of scale in bulk

from other business activities where discounts become common feature of tradinu, in

was a throw-away price, because they did not intend to sell to local markets at low
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purchases. Probably, economies of scale in green beans marketing may be obtained in

other aspects like management and transport but not in discounts for bulkiness.

4.6.3 Contracts in the production and marketing of green beans

The distribution of contracts among chain actors is presented in Table 14. Eight chain

actors were found to have formal contracts in trading green beans, six had informal

verbal contracts, two had informal written contracts and live had no contract of any

kind. Chain actors who had formal contracts were fanners and exporting companies

namely Serengeti Fresh and Gomba Estate, supermarkets and big hotels. /Vppendix 3

presents a sample of the contract between exporting companies and contracted

farmers.

At the a ssembling, wholesaling and retailing nodes, contracts were either verbal or

written but not legally binding hence, poor enforced contracts. Means of enforcement

of the contract was found to be trustfulness among the trading partners al assembling.

wholesaling and retailing nodes for green beans marketed locally. The reason for poor

enforcement at those nodes was the nature of contracts (informal and verbal). When

asked why they didn’t have formal contracts they said it was risky to have such

contracts with undefined market outlets.

It was found that only farmers supply green beans to their customers throughout the

year. The peak months for the supply of green beans were mentioned to be March and

October during the rain season. Lack of contracts resulted in irregular supply of green

beans in the local markets. Those who supplied green beans throughout the year

irrigated their farms during the dry season. Irrigation

growing of green beans.

was accompaned with relay
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smallholders and wholesale markets. Now few large exporters dominate the industry

due to lack of coopcrativcs/organizations to bulk and add value. In particular, this

challenge for small farmers calls for formation of organisations for them to benefit, in

safety standards.

4.7 Storage facilities

Only 29.4% of the interviewed actors reported to have storage facilities, leaving

70.6% without storage facilities for green beans after harvest. Of those who had

storage facilities, 40% reported to have refrigerated facilities and 60% had crates.

Majority of those who did not possess storage facilities staled that expensiveness of

facilities and small quantities traded were major reasons for not possessing storage

facilities (Table 16). Most of chain actors at different nodes of the chain used open

space as storage facility. When green beans were harvested or handled to different

actors in the chain; they were placed in the open space on the floor to maintain

freshness. Post harvest life span of green beans was estimated to range from about

seven to ten days.

With lack of storage facilities, fanners make sure that communication with buyers is

fast. Once harvested buyers come and immediately pick the produce. After harvest

green beans are graded and put in crates to allow air circulation and maintain

freshness (75%). If buyers do not come on time fanners have open floors on which

they usually smear water to keep the produce cool. Al other nodes of the chain, sacks

were used as packing material fortransport. In supermarkets and big hotels, green

beans were stored in cold rooms.

a globalized environment that require high quality produce, continuity of supply and
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Tabic 16: Reasons of not possessing storage facilities

4.8 Quality attributes

Quality attributes of green beans were stated differently among marketing agents.

These attributes were: green beans should have dark green colour, straight shaped,

fresh and immature. The distribution of respondents according to their quality criteria

is presented in Table 17. When asked why green beans with dark green color were

considered of high quality, respondents argued that, the dark green color i ndicates

freshness and immature nature. If they loose freshness green beans usually turn

yellowish. The exporting company mentioned minimal level of chemicals from

pesticides applied in the green beans as the key quality factor. This is because; green

beans were exported to European markets where levels of chemicals in foodstuffs are

checked for the health of consumers. Big hotels and supermarkets added continuity' of

supply to be an important factor for a supplier to be accepted during the procurement.

This finding is similar to that of FIT (2003) who found that, quality attributes of fruits

and vegetables considered were: product freshness, levels of quantity and consistency

of quality across the whole year. This observation calls for farmers and suppliers to

accommodate seasonality of green beans production so that, they have reliable

supplies. Accommodation of seasonality can be met by forming organizations which

could coordinate time and quantity of green beans produced from each member of the

organization.

Reasons___________________________
They are expensive
Trading small quantities
They are expensive and trading small quantities
Total

Percent
37.5
25.0
37.5
100.0

Frequency
3
2
3
8
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Tabic 17: Quality attribute among market agents

Respondent

4.9 Market information

At the farm level the major source of information was buyers of green beans. It was

attributed by the distance at which green beans were sold (European markets).

Farmers seek all the market information from exporting companies. This is because.

the price was set based on the previous contract hence a new contract starts after

comparison of costs incurred and gains obtained in the previous contract. Moreover

information. Hence the only source of market information remains lobe exporting

companies.

Al other nodes of the chain, market information had been obtained from assemblers.

buying wholesalers and market surveys (Table 18). From assembling to local retailing

point, sellers provided market information. This is because sellers had been in a better

chance to know the situation from suppliers and buyers. But for big hotels and

supermarkets, market information was obtained through market surveys usually

conducted every three months. The major means of getting market information was by

physical visit among small traders, use of mobile phones among wholesalers and

contract specified between farmers and exporting companies.

Straight and 
immature

Farm supervisor
Assemblers
Wholesaler
Retailers
Total

Dark 
green and 
straight__

1
2

1
2
6

0
0
2
2
4

0
2
2

1
5

Dark green, 
straight, fresh 
and immature

3
0
3
0
6

4
4
8
5

21

green beans were exported to the European countries from which fanners get no

Fresh Total
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Tabic 18: Sources of information to marketing actors

Retailers TotalWholesalers .Assemblers

0 0 0 4

The market information that was important to green beans traders was found to be

price of green beans (85.71%) and timelines of supplying the produce (14.29%). With

the exception of fanners and suppliers to supermarkets, no one required information

about amount demanded and quality standards. This indicated that, green beans were

still not enough in Tanzania to necessitate asking about the amount and quality

standards. Probably there is still less demand for quality standards by buyers.

Marketing agents were asked on the strategies set to obtain market information on

time. Phoning frequently among wholesalers and visiting different markets among

retailers were mentioned as the strategies used by chain actors.

4.10 Problems faced by marketing agents along the chain

4.10.1 Water scarcity and conflicts

Water scarcity was mentioned to be the main problem among farmers. Farm

supervisors indicated this problem to be critical during the dry season. Demand for

irrigation waler was higher than water available. Farmers in Kilimanjaro claimed that

Kilimanjaro Native Cooperative Union (KNCU) rented out loo many acres of land,

than they could provide waler for. This situation frequently led to conflicts between

0
0
0
0
0
4

3
4
4
4
2

21

3 
0 
0 
0 
1
4

0
4
0
0

1
5

0 
0 
4
4 
0
8

Source of market
information______
Exporting
companies
Buying wholesalers
Selling wholesalers
Assemblers
Market surveys
None response
Total

Farm 
supervisors 

4
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Table 18: Sources of information to marketing actors

Wholesalers Assemblers

0 0 0 4

The market information that was important to green beans traders was found to be

price of green beans (85.71%) and timelines of supplying the produce (14.29%). With

the exception of farmers and suppliers to supermarkets, no one required information

still not enough in Tanzania to necessitate asking about the amount and quality'

standards. Probably there is still less demand for quality standards by buyers.

time. Phoning frequently among wholesalers and visiting different markets among

retailers were mentioned as the strategies used by chain actors.

4.10 Problems faced by marketing agents along the chain

4.10.1 Water scarcity and conflicts

Water scarcity was mentioned to be the main problem among farmers. Fann

supervisors indicated this problem to be critical during the dry season. Demand for

irrigation water was higher than water available. Farmers in Kilimanjaro claimed that

Kilimanjaro Native Cooperative Union (KNCU) rented out too many acres of land,

than they could provide water for. This situation frequently led to conflicts between

0 
0 
0 
0 
0
4

0 
0 
4
4 
0
8

3
4
4
4
2

21

3 
0 
0 
0 
1
4

0 
4 
0 
0
1
5

Source of market
information______
Exporting
companies
Buying wholesalers
Selling wholesalers
Assemblers
Market surveys
None response
Total

Farm 
supervisors 

4

about amount demanded and quality standards. This indicated that, green beans were

Marketing agents were asked on the strategies set to obtain market information on

Retailers Total
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(Table 19). Green beans marketing agents argued for production throughout the year if

the business was to be done more profitably.

Table 19: Problems of marketing agents

4.10.4 Limited access to market information

Access to information of green beans marketing in the country was found to be

limited. At the farm level, three out of four farmers had no information on prices at

exported. Farmers depended on the exporting company for

prices staled in the contract. At other nodes of the chain, wholesalers relied on the

assemblers' information since they usually communicated with assemblers by phone.

However, they didn't know exactly what was going on at the market in the producing

Accompanied with this, retailers were found to rely on wholesalers’areas.

information, because they usually obtained green beans from the market. These

findings a re similar to those o fNyange, el al., (2000) who found that, the flow of

market information at farm level is still poor in Tanzania.

Percentage
~ 27.3

IS.2
45.5

9.1
100.0

Problem_______________________
Limited access to market information
Water scarcity
Seasonality of production
Pesticides and diseases
Total

Frequency
3
2

1
11

which their produce was
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CHAPTER FIVE

CONCLUSION AND RECOM ENDANTIONS

5.1 Conclusion

The study revealed that green beans production and marketing had three channels.

These channels were: (1) farmers => exporting companies => European markets =>

consumers; (2) farmers => supermarkets

(87.9%)

supermarkets to local consumers and about 9",. were sold through the local markets.

Wholesalers were found to have relatively high market power with average returns of

338 Tsli/kilogram of green beans traded and more access to market information than

other chain actors. Overall market power was distributed in descending order as

follows: wholesalers => retailers => farmers assemblers.

There was no any form of organization among chain actors along the chain. However,

different chain actors desired to have such organizations to increase their negotiation

power. Most chain actors had no storage facilities. Green beans were stored in open

spaces on the floor to keep them fresh. Quality attributes observed by marketing

agents were: freshness, immaturity of pods, greenish colour and straightness of pods.

Access to market information was found to be biased among chain actors with

wholesalers having more access to market information than other chain actors.

Wholesalers mostly used phones to obtain information about quantity supplied to the

market.

were sold through exporting companies, which have contracted farmers to

grow green beans for European markets; about three percent were sold through

=> consumers; and (3) farmers =>

assemblers => wholesalers => retailers => consumers. Most of the green beans
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Challenges identified by the study were: seasonal production of green beans, water

scarcity, lack of organizations among chain actors, high incidence of diseases

especially during the rain season and limited access to market information.

5.2 Recommendations

recommendations geared towards improving green beans

production and marketing.

High incidence of diseases was one of the problems facing green beansi.

compounded by high prices of pesticides. It is recommended that farmers'

groups or associations should be promoted. The groups or associations should

be voluntary rather than mandatory through creating awareness about the

leadership and management should be coordinated because experience shows

that failure of most farmer organizations orcooperatives i s a result o f poor

management especially financial management. Besides the advantage of

collective bargaining, associations can purchase the pesticides and fertilizers in

bulky at discounted prices and sell them to farmers at reasonable price These

associations would also increase negotiation power of farmers and traders in

setting prices.

Water scarcity was mentioned to be another problem facing green beansii.

growers. The problem was indicated to be critical during the dry season when

demand of water for irrigation was higher than waler available. To improve

water supply, rainwater harvesting for irrigation should be promoted. This

farmers especially during May and November. Control of these diseases was

benefits of such associations. Once the associations are formed, training on

The following arc
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should be accompanied by imparting knowledge on the use of triple pump kind

of irrigation to improve water use efficiency.

Access to market information was found to be biased among chain actors with111.

wholesalers having more access to market information than other chain actors.

Improvement on the market information system should be done by promoting

telecommunication infrastructure to increase the use of mobile phone in the

rural areas and the use of Internet in the urban areas.
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APPENDICES

1. Name of the trading company

2. Village/strcet

3. Ward

4. District

5. Region

6. Age of the trading company (since it was started) 

7. Legal ownership of the company

Sole proprietorship1

Partnership2

Corporation3

Others (specify)4

Please fill the following table regards your green beans sources distribution (per8.

month)

Crop

9. What are criteria used to procure green beans?

10. What arc reasons for your company to import green beans?

1 1. Which countries do you import green beans from

12. Do you have any contractual terms with local suppliers?

1 3. If yes, what arc they?

Quantity 
of green 
beans 
imported 
(kg)

Unit 
buying 
price 
(Tsh kg)

Unit 
buying 
price 
(Tsh/kg)

Domestically 
produced 
green beans 
selling price 
(Tsli/kg)

Imported 
green 
beans 
selling 
price 
(Tsh/kg)

Quantity 
produced 
domestically 
(kg)

Appendix 1: Checklist for supermarkets and restaurants as large buyers of 
green beans
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14. What are terms and conditions for buying green beans?

15. What problems do you face in the marketing of green beans?

16. What do you suggest to be done to harness the situation?
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Appendix 2: Fanners’ and traders’ questionnaire

TITLE: EXAMINATION OF SUPPLY CHAIN FOR DOMESTICALLY

MARKETED GREEN BEANS IN TANZANIA: A CASE STUDY OF ARUSHA,

KILIMANJARO AND DAR ES SALAAM.

I: General information

Name of respondent1.

Village/street2.

3. Ward

District4.

Region5.

Age of respondent6.

Type of trade you perform7.

Assembling1

Wholesale trade2

Retail trade3

Others (specify)4

Sex of respondent8.

Male1

Female2

Marital status of the respondent9.

Single1

Married2

Widowed3

Divorced4
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5 Others (specify)

10. Education of respondent (years in school) 

Occupation of respondent11.

1 Government employee

Private employee2

3 Self employee

Business man4

Others (specify)5

What other horticultural crops do you grow along with green beans?12.

II: Storage facilities and quality maintenance

Do you have any storage facilities of green beans?13.

Yes1

2 No

If yes, what are these storage facilities?14.

Refrigerated facilities1

Tonga2

Crates3

Others (specify)4

I f no, why?15.
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16. What criteria used in sorting gradingandarc beans?green

17. What do you do to assure that the quality of green beans is maintained?

Ill: Production and trading pattern

1S. Do you supply green beans through out the year?

1 Yes

No2

year you usually supply to your customer?

20. What is the peak month of the green beans? 

21. What do you do to ensure constant supply of green beans?

Irrigate1

Buy from others2

Practicing relay planting3

Others (specify)4

19. If no, which months in a
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Market (where sold)

1 Direct to consumers

2 Serengeti fresh

3 Gomba estate

Assemblers4

Others (specify)5

NB:

1 tin

Crop

24. Mode of delivery

Fanners deliver green beans to buyers1

Buyers collect green beans from fanners2

Others (specify)3

1 tenga

1 1 uni be Sa

Labour cost Pesticide 
(Tsh'acre) costs 

(Tsh/acre)

Renting 
costs 
(Tsh/acre)

Market 
(where 
sold)

Unit 
selling 
price 
(Tsh/kg)

23. Please fill the following table on the cost incurred

Fertilizer 
cost 
(Tsli/acre)

Quantity 
harvested 
(kg)

Quantity 
consumed 
(kg)

Quantity 
sold 
(kg)

Quantity 
deteriorated 
(kg)

kg

kg

kg

Total 
I incurred 
| (Tsh'acre)

cost ]

Distance 
to the 
market 
(km)

A: FARMERS’ INFORMATION
22. Please fill the following table concerning the harvest information for an acre of land 

Crop
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B: TRADERS’ INFORMATION

25. Where do you get green beans?

From farmers1

2 From assemblers

3 Others (specify)

26. What is the means of transport?

Head load1

Bicycle2

3 Wheel barrow

4 Truck

Others (specify)5

27. Please fill the following table on your trading pattern per week

Crop

IV: Marketing information

28. Where do you get marketing information?

From traders1

From neighbours2

From friends and relatives3

Radio broadcasting4

5 internet

6 Magazines

Others (specify)7

29. How do you get this information?

By physical visit1

2 By asking traders who come to buy

Quantity 
bought (kg)

Unit buying 
price 
(Tsh/kg)

Distance to 
the market 
(km) 

Per 
cost 
transport

unit
of

Labour 
cost

Storage 
cost
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3 By listening to radios and watching televisions

4 By reading magazines

By the use of fixed telephone5

6 By the use of mobile phone

Others (specify)7

30. What type of market information do you gel?

Price of the produce1

Price of input2

Quality and standards of the produce3

4 Others (specify)

31. Do you incur any cost to acquire that infonnation?

1 Yes

2 No

32. If yes, how much (Tsh)-’

lime?

V; Chain actors’ relationship

34. Who set price of green beans?

Farmers1

2 Assemblers

Wholesalers3

Retailers4

to have always this infonnation on33. What strategies do you set
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5 Others (specify)

35. What arc criteria used in setting price?

Cost incurred1

Supply and demand situation2

Others (specify)3

36. Do you give discounts to those who buy in bulk?

1 Yes

No

37. If \es. please fill the following table

; Discount given (%)Quantity sold (kg)

!4

38 Do you usually sell to specific customers?

Yes1

No

39. If yes. what is the relationship between you and him her?

Mv relative

Mv friend•>

Office-mate3

Others (specify)4

40. Why do you usually sell to him/her?

1 Credit advancement

Trustful personT

3 Always pay in cash

Market (to whom it was ; 
soldi

Ret-’ c‘> 
’.'.K.toA-rs
Others <sceci:\ I
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4 Others (specify)

41. Do you have any contractual arrangements with buyers/scllcrs of green beans traded?

Yes1

2 No

42. If yes please fill the following table on the terms and conditions of sale

Crop Amount sold

43. Do you have any farmer group?

Yes1

2 No

farmerof group?theis44. If what yournameyes,

45. Do you usually bulk your produce and sell to customers as fanners’ group?

Yes1

2 No

joiningof farmersadvantages group?other46. What toare

Transaction 
cost(Tsh)Ijw

Trustfulness
Others (specify)

1 low contract is enforced?
i 
j

3

Terms of payment
1 On cash
2 On ere.:.:
3 Others (specify)
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47. What problems do you face in the marketing of green beans?

48. What indo lessenbe done order the situation?suggest to toyou

49. What is your future prospects regarding famiing/markcling of green beans?

Thanks for your cooperation and stay blessed
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Appendix 3: Sample of a contract between farmers and exporting companies of

green beans

A: GENERAL

1. Farmers of village (the fanners) wish t o g row g rcen b cans a nd Company

(the Company) to promote and buy their production and market it overseas.

2. This contract specifies the tenns and conditions under which fanners will grow

green beans and the Company will promote, purchase, process and market them.

B: THE COMPANY AGREES

To measure and assess the suitability of the plot proposed by the farmer for1.

planting green beans

To provide high quality seed to the farmer in good time for planting, in the2.

quantity required for planting the accepted area of land

To supply on cash payment (or on credit once the fanner has qualified as an3.

established and reliable contract grower.) the type and quantity of fertilizers and

agro chemicals required for the area of green beans planted by the fanner

To advise the farmcron all technical aspects of growing green beans4.

To buy all green beans of acceptable quality grown by the farmer, for a price5.

announced at the start of each growing season. The quality requirements will be

described in schedule 1

To pay the farmer his/her dues as described in part D6.
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C: THE FARMER AGREES:

1. To use the part of his/her farm that has been surveyed and approved by the

Company, for the purpose of growing green beans for the duration of this

agreement

2. To plant the bean seeds supplied by the Company on this land, on the dates and

following the procedures advised by the Company

3. To follow all technical recommendations made by the Company with regard to

planting, irrigating, weeding, fertilizing, controlling pests and diseases, picking,

sorting and packing green beans

To sell al! green beans of acceptable quality grown on the farm to the Company,4.

for the price and following the procedure outlined in section D below

Farmers’ Group, and to contribute to the5. member of 

maintenance of common facilities for inigation, input distribution, sorting,

packing etc as agreed by the group.

PAYMENT FOR GREEN BEANS AND PRODUCTION INPUTS SHALLD:

BE DETERMINED AS FOLLOWS:

The base price at which each grade of green beans will be bought will beI.

announced by the Company at least one month before the start of each planting

season

2. The prices at which fertilizers and agro chemicals will be sold will be announced

at the same lime, but may fluctuate during the year in line with exchange rale

fluctuations

3. Payment for green beans delivered each month, less the cost of fertilizers and agro

month.

chemicals taken on credit, will be made before the 15,h day of the following

To become a
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E: PENALTIES AND BONUSES:

1. If the banner delivers green beans that do not meet the agreed quality standards.

the Company will reject them. The Farmer may re submit them after sorting, but

the Company is under no obligation to accept beans that do not meet the standards

2. Il the Farmer fails to follow the procedures detailed in this agreement, he/she will

be warned verbally and in writing. After three written warnings the Company has

the right to terminate the agreement

3. If the Company fails to fulfil its commitments as detailed in section B above, the

to the value of the crop lost, at rales agreed between the Company and the

Farmers’ Group.

4. If the Farmer delivers green beans that exceed the required quality standards or the

level agreed between the Company and the Farmers’ Group

F: DURATION OF AGREEMENT

end of the economic hat vest of the green bean crop

satisfied with the outcome of the agreement it may be renewed

agreement.

G: DISPUTE SETT LEMENT

by discussion between the Company, Farmers’ Group and the Farmer

Fanner has the right to claim compensation to the value of the services foregone or

2. If both parties arc

expected 1 evel o f production, he/she shall be eligible for a bonus payment a t a

for a further season, but there is no obligation on either party to renew the

1. I his agreement will last for one growing season from the date ol signing to the

I. Any dispute arising as a result of this agreement will be settles wherever possible
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independent arbiter acceptable to all the parties involved.

II: SIGNATURE

I have read and understood the contents of this agreement and 1 sign it of my own free

will

(Fanner)

(Company)

(Witness)

(Date)

SCHEDULE 1: GRADES AND QUALITY REQUIREMENTS OF GREEN

BEANS

A: GRADE SPECIFICATION

Grade I beans (extra fine) are from 6.5 - 9.5 cm in lengthI

2. Grade 2 bean (fine) are from 9.5 - 11.0 cm in length

3. No other sizes will be accepted.

B: QUALITY REQUIREMENTS: acceptable beans must be: -

1. Free from pests, wounds, scars and bruises

Free from mud, dust or other debris2.

3. Not broken or damaged in any manner

4 Not bent

Picked with the remains of the calyx intact5.

6. Fresh and not pre wilted by sunburn or other sources of heat
L

7. Naturally green, not tainted by disease, smoke etc.

2. Any dispute that cannot be settled by this process will be referred to an


