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1. INTRODUCTION 

The smallholder horticulture sub-sector in Ethiopia is characterized by poorly developed  market  

linkages  and  unreliable  market  outlets  due  to  a  number  of  factors  including seasonal 

fluctuations in output and prices, poor rural infrastructure  (roads  and  electricity),  as  well  as  

the  lack  of  marketing  skills  and  inefficiencies  in  the  post-harvest  segment  of  the  value 

chain.  Most of  the horticulture products (especially onion, potato, and tomato)  currently  

marketed  in  Amahara region  goes  through  informal channels  in  which  smallholder  

producers  are being dominated by brokers.   In the region where more than 18 million people 

live, there is a high level of demand for these products, though this information is not quantified.   

Due to the intervention of the government and non government organizations through different 

supports and facilitation of irrigation opportunities in such areas as Mecha and Fogera, there is 

ample land dedicated to horticultural products both through irrigation and rainfall. In Mecha 

alone, around 6000 hectares of land are readied for irrigation cultivation by the Koga. However, 

the cultivation and marketing systems are so ill developed that the farmers have not benefited 

from their efforts as expected. These days, most farmers in these two areas (Mecha and Fogera) 

can produce good amount of horticultural products mainly through irrigation but find that the 

local traders and brokers are only prepared to pay low prices for their goods compared with the 

final price consumer pay for their products. As individual farmers, they have little bargaining 

power with traders and must often accept almost any price offered.  

Many problems attribute to the current poor market operations in the region in general and the 

two places in particular. However, the focus of this manual is on problems related to market and 

market information system. Marketing information is at the very heart of any marketing system 

since most of the problems are due to information asymmetric on the one hand and absence of 

information at all on the other hand. In both cases, farmers are always disadvantageous. In the 

absence of market information, the entire marketing system go blind and the zero sum game will 

prevail.  

And in the information asymmetric situation, the one with the information are mostly brokers 

and traders who deliberately withhold the information to force producers to accept any price 

offered to them.  
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Assumptions 

This manual makes the assumption that the immediate trainees‘ are familiar with concepts such 

as competitive markets, the prices, trading costs and the market information system. They are 

also expected to have the skills to pass on such information, including fluency in the language of 

Amharic, a full knowledge of the target farmers‘ culture and who are also able to use 

participatory training techniques while they deliver training to farmers. It is also assumed that the 

aim of this manual is to ultimately empower farmers groups with knowledge and training in 

order to enable them to carry out the marketing system in their associations. It should not be to 

carry out all the functions of marketing on behalf of the farmers nor to make demands of them 

without their full agreement and participation.  

The marketing research proposal development practical session will accompany this training 

manual. 

OBJECTIVE OF THE TRAINING OF TRAINERS (TOT) MANUAL  
 

The objective of this training manual is to provide capacity building for program implementers in 

the development of horticulture marketing chain system.  More specifically, the ToT emphasizes 

the marketing information systems which are of specific support to the farmers in the Mecha and 

Fogera irrigation corridors with possible replications to other farmers doing similar activities in 

other parts of the region and the country at large. The major topics included are; nature of 

horticulture market system, the marketing chain, the marketing information system (MIS), and 

the role of information communication technology (ICT) in MIS. 

2. NATURE OF HORTICULTURE PRODUCTION AND MARKETING  

2.1 Nature of Horticultural Products 

Horticulture is one of the areas of greatest challenge and opportunity in Amhara region.  On the 

one hand, the favorable climatic conditions and the availability of water in many parts of the 

region constitute opportunities. And on the other hand, the poor infrastructure, ill developed 

market, and lack of awareness on the agronomics constitute the challenge to the horticulture 

production.  
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Horticultural crops are relatively water-efficient, contribute to significant production 

diversification and are a source of much needed nutrients for the population. Besides, it is land 

and labor intensive, which is an advantage for poor farmers.  Considering the regional reputation 

for potentially high-quality product and the expanding national and global opportunities, 

horticulture can even become a source for export earnings let alone sufficiently feeding the 

population in the region.  

Horticulture crops constitute opportunities 

to support food security and meeting the 

transformation plan of the national rural 

economy because:  

a. Most Ethiopia farmers are already familiar 

with horticulture crops and are very 

receptive to innovative extension messages 

when their immediate interests are obvious;  

b. Horticulture crops represent a wide range of 

species that can be grown in the diverse 

agro-ecological zones inside the region over 

an extended period during the year that can 

be extended further if crops are grown under 

protected cultivation, e.g. plastic tunnels;   

c. Horticulture crop production is land and 

labor intensive, which creates employment 

where rural youth landlessness is of major 

concern in the region and the country at 

large;  

d. Horticultural crop cultivation is a high 

income generating activity; this is an 

advantage for poor farmers looking to 

generate income;  

e. Horticulture crops are relatively water-

efficient (income per unit water consumed), 

which is an advantage in the irrigation and  

we also understood from the FGDs;  

f. Horticulture based farming system is 

economically diverse, nutritionally 

balanced, and environmentally sustainable; 

if the appropriate advise by development 

agents is given 

g. Peri-urban horticultural crop production 

contributes to creating job opportunities for 

urban and peri-urban populations while 

contributing to alleviation of poverty and 

malnutrition in urban areas;  

h. Horticultural production can enhance 

entrepreneurship by encouraging cottage 

industries that provide packaging and 

processing of horticultural products, 

diversifies income generation and is 

amenable to disadvantaged groups (i.e., 

women and the disabled) and provides 

additional income security for families;  

i. There is a high demand for a wide range of 

horticultural products on regional and 

national markets, if managed well. 
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Therefore, under the current context of 

Ethiopia and the region in particular, 

horticultural crops benefit from a number of 

relative opportunities and comparative 

advantages over grains and other commodity 

crops. ‘’ it is more beneficial to cultivate a 

forth of a hectare of land with horticulture 

than a full hectare with cereals in terms of 

profit; if the market is available’’ said one 

of the discussant in our focus group 

discussion in Mecha.  Such favorable 

attitude for the crops and awareness in the 

farmers‘ side are opportunities to expand 

horticultural crops production in the region. 

Horticultural production is similarly labor 

intensive and requires much of the same 

farming knowledge as is required for other 

cereals with which farmers are acquainted.  

Such familiarization will reduce farmers‘ 

resistance to produce such crops as onions, 

potato, and tomato. However, farmers need 

to be convinced that with horticulture 

production they will get better benefit 

through creating market access and 

providing real time marketing information. 

Especially in Mecha irrigation areas, farmers 

shift to the production of wheat merely 

because they could not find market.

2.2 Marketing of Horticultural Products   

Product marketing is important for farming families since understanding the marketing process 

and using that knowledge in marketing product can have a very major impact on the profitability 

(or net farm income) of a farm. Farming families with a poor knowledge of the marketing 

process can lack power or influence in the marketing process. In the selected areas especially, 

marketing is found to be a number one challenge to farmers. Farmers are ready to produce, they 

do not have problem with production. However, to who to produce, of what quality, when, and at 

what price remains the marketing challenge which needs an immediate intervention by different 

stakeholders. As a result of lack of market information with regard to price and customers, they 

are price takers (they sold a kilo of tomato for one birr or less in some worst cases). Knowledge 

about the marketing and marketing information system can, therefore, strengthen the farmer‘s 

position to bargain and to make any production decisions beforehand.  

2.2.1 Characteristics of Marketing Information for horticulture 

Marketing is the process by which a farmer seeks to maximize the return from farm production 

by providing buyers what they want and supplying it at a profit. The process involves – 

commodity or crop selection for the market (varieties, etc.) identification of any special field 
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procedures, post- harvest handling, packaging, transportation and storage to meet the market 

requirements combined with techniques for minimizing product losses and maintaining the 

quality of the product. 

 

Sometimes the marketing process also 

involves value adding through grading, 

packaging and/or farm processing the 

product. The following are some of the 

characteristics of marketing information for 

horticultural products:  

 The marketing process has to be 

customer-oriented. This implies that 

farmers need to have information as 

to which quality of horticultural 

crops (onions, potato, and tomato) 

buyers need in the market. In Mecha, 

for example, the customers rate the 

potato of higher quality but the onion 

that much. On the other hand, the 

onion quality in Fogera is of the right 

kind to customers. It is therefore 

important to produce what the 

customers need. In fact, for all these 

activities marketing information is 

important. It is for enhancing these 

need assessment skills of farmers 

that the trainees‘ of this manual are 

required. 

 Marketing is a commercial process 

and is only sustainable if it provides 

all those participating in it with a 

profit. Farmers are convinced that 

horticultural products yield better 

production than cereals in terms of 

production. However, they 

experienced that selling cereals is 

easier and less risky than 

horticultures since cereals have 

longer storage duration so that less 

likely to be spoiled until they are 

sold. Market access is therefore the 

differentiating factor for the profits. 

 Marketing is the series of activities 

and services relating to moving a 

product from the point of production 

to the point of consumption. This 

calls for the transportation and on 

time delivery of the product to 

customers afresh. Farmers worry as 

to how to reach the customers in 

Bahir Dar and Gondar for-example. 

One of the discussant in our focus 

group discussion said that ‗‘ having 

the price information alone is not 

sufficient for us; getting physical 

access to the markets is of major 

concern. If I know that a kilo of 

tomato is 2 birr in Merawi while it is 
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6 birr in Bahir dar and unless I am 

allowed to transport my products 

there, price information is of less 

value‘‘. The farmer‘s concern is real.  

 

 

 

 

 

 

2.2.2 Important Elements of a Marketing Process 

The marketing process consists of the set of actors with interdependent activities systematically 

connected to one another as chains. These activities are not mutually exclusive in a sense that 

weakness in one activity will not only affect that activity; it will affect the other series of 

activities as depicted here under. 

 

Figure 1: Horticulture market chain in Mecha and Fegera areas 

The horticultural marketing process begins with input supplier selection as what is sowed 

determines what will be harvested. Hence the marketing process will be between input suppliers 

and individual farmers or cooperatives. It is worrisome that there is no formally identified seed 

supplier nor is there other input such as pesticides supplier. The study found out this process very 

problematic. The second process will be held between farmers or cooperatives and brokers or 

Traditionally marketing information is viewed as only price information. But in modern 

sense, marketing information consists of the end to end processes of the farmers such 

as need recognition, input supply and quality information, farming (production) 

information, market analysis, storage, transportation, quality, branding, selling, and 

keeping long term relation with customers. 
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traders or customers. There is the possibility of selling products directly to traders or through 

brokers, mostly through brokers. It is in this process where trust and information asymmetry 

plays the greatest role. 

 

The supporters or facilitators in the chain represent government organizations such as BoTT, 

BoA and development partners such as AgroBig. They are called supporters not the main actors 

because in efficient market system they will be no more relevant.  

Their involvement is in facilitation of the marketing process and market information system till 

the market becomes strong and after that they will withdraw from the process.  

 

The market chain framework enables farmers to understand the whole chain of the market and 

the actors in each chain. Traditionally, a market can be viewed only as selling products to 

customers. However, what customers want may be different from what farmers actually produce 

and no transaction may be taken place as a result. But in modern marketing, there are four 

important elements in the marketing process:  

 Prioritizing the customer: Marketing begins with the customer, not the product. Knowing 

what the customer needs or wants is essential. For example, onion customers in Merawi 

and Picolo Abay stated that the onions produced in the Koga irrigations cites are not as 

quality as onions from Shewa Robit or Adama. Hence, the production should begin with 

the selection of the onions‘ seed as demanded by the customer.  

 Process selection: The farmer needs to know to who the product will be sold. This will 

determine how and where the product is marketed. In this case, the domain of the market 

for farmers in our selected area can be as wide as Ethiopia or even the world if the right 

marketing strategies are put in to action. To the minimum, the farmers need to target 

major cities of the region.  

 Promotions: The farmer is selling something that other people want to buy. Hence others 

should know the product with the products full feature. In this case, the involvement of 

different stakeholders is important to grade and brand the products in these areas as 

organic and of environment friendly. Naturally, it is helpful to let customers know that 

the product is available and of good quality. 
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 Trust: Good marketing occurs when the customers trust the farmer. The customer should 

feel that they are not being cheated and they are getting value for their money. The 

practical example in our study is that one of the onion and potato customer stated ‘’ 

farmers add mud and water to onion to increase the weight if we directly purchase from 

them’’. Such a claim may not be representative to the group but has implications that 

such bad perceptions exist in some people.  

Therefore, once the price is set and communicated with customers, quality of the product 

should not be compromised what so ever. The objective of the farmers should be to establish 

and maintain long-term relationship with customers; not one time transaction. Hence trust is 

the glue to fasten such long-term relationships between farmers and customers and it is only 

through such means that satisfaction of customers will be maintained.  

 

 

Note 

In marketing, customer satisfaction is the core 

element as the existence of producers is justified by 

the existence of the customers. A satisfied customer 

will not only become loyal to the producers but also 

become a promoter to that producer. Literatures 

claim that a satisfied customer is highly likely to tell 

on average to six other customers about the good 

experience. However, a dissatisfied customer will 

tell on average to eleven other customers about the 

bad experience. Hence, farmers need to know the 

marketing implications of satisfying their customers 

and develop trust as a result.  
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2.2.3 The Marketing Mix of Horticultural Products  

In thinking about horticulture marketing, farmers need to ask themselves about the six Ps called 

marketing mix. The trainers need to think of marketing in terms of these Ps when they deliver 

training to farmers and other relevant bodies.  

 

These six Ps (horticultural marketing mix) are the following; 

a. People: it refers to set of buyers who will purchase the products. This may include both 

actual and potential buyers. Understanding the nature of customers will enable farmers to 

make the decision as to how they can approach their customers. If most customers are 

hotels and restaurants then customizing the approach and the frequency of delivery will 

be decided. If most of the customers are institutions like Bahir Dar University or 

Debremarkos University, then individualized attention with reliable supply may be 

needed. Hence identifying the customers will enable farmers to closely understand the 

needs and to produce that product accordingly.  

 

As a result, in the people aspect, it is better to ask the following questions 

 Who are the customers?  

 What do they want or need?  

 Who is actually going to market the product?  

 

b. Process (Plan): involves identifying and analyzing the marketing process through which 

the product reaches the final users. Such processes can include the end to end activities 

farmers need to go through right from seed selection to final consumers. Thus, the 

process aspect involves a range of activities for farmers which also call for integrated 

support to them. It is difficult to think of quality without the right seed and other 

agricultural inputs to farmers.  

 

As a result, in the process aspect, it is better to ask the following questions 

 Look at all the processes involved in getting the horticultural products to customers. Start 

with the identification of prospects and work through after sales support. Does any stage 

cause a delay?, And how can you improve this? 
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 Are the customers kept informed about what is happening? 

 Do the farmers keep their promise to their customers? 

 How effectively are farmers in handling customer complaints? Example how do farmers 

react to the customers need for clean tomato, potato, or onion? In case there is onion 

weight loss due to evaporation, how do they react? From the brokers and traders, we got 

the idea that two kilos of onions will be kept to compensate kilo losses due to 

detachments of the layers or removal of other wastes. How do farmers react to this? 

c. Product: marketing is about identifying, anticipating, and satisfying customer needs. 

Farmers need to be sure that customers are satisfied with the current product type. The 

product type should also be identified. Why do customers prefer the onions which have 

come from Shewa Robit or Gumera to onions from Koga? What kind of onion, potato, or 

tomato do customers need? All the products should be produced as per the needs of the 

customers. In this aspect, farmers need to ask the following questions; 

 

 What product is going to be marketed?  

 Is the farmer producing what the customer wants?  

 What services (for example, transportation or cleaning of the product from mud), if any, 

are requested by the customer?  

 How farmers see the change in customers need over the time? 

 

d. Place: this marketing mix bridges the gap between point of production and place of 

consumption. The products may be produced in Mecha or Fogera and the major 

consumptions may be in Bahir Dar. Therefore, placing tries to strategically narrow this 

gap.  

It is often concerned with distribution outlets. Where is the product going to be 

marketed? The choice of placing/distribution will have impact on pricing and 

promotional strategies. For example, at the farm gate in Mecha and Fogera, onions will 

be sold relatively at a lower price than they should be sold in Bahir Dar or Gondar. The 

difference comes due to the cost of transportation and opportunity for easiness. 

Therefore, in selecting the distribution outlets, it is better to answer the following 

questions; 
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 Are customers of the product individual consumers or businesses/institutions?  

 Consider the following 

1. Selling to wholesalers who will sell to retail outlets and who will later sale to 

consumers. In the process brokers are the key players. The issue in this case is not 

whether brokers should be eliminated or undermining their influences. The proper 

marketing system will establish equitable benefits to them to the extent they add 

value to the product. Value addition can be in terms of filling the information gap, 

searching for markets, and advising farmers to collect their products from the farm on 

the right time.   

2. When farmers sell their products to the wholesalers and the product passes through 

the chain, then farmers need to be aware that each participant adds a mark up to the 

cost which will be summed and forwarded to the consumers. In the processes, 

wholesalers and retailers need to be persuaded to sell these products and probably not 

other similar products from other places.  

3. If farmers are selling to businesses or institutions like to hospitals and universities, 

farmers need to cover usually the transportation costs. Such transportation costs may 

be added to the price and finally those organizations will pay. 

e. Price: it is the only element of the marketing mix which generates revenue; all other 

constitutes costs. It is also highly exposed to market volatility and hence it is the most 

sensitive part of the mix. In the pricing process farmers need to consider; 

 What target group of customers is prepared to pay for the product? It is important not to 

sell the product too low as customers may think that there is something wrong with the 

product. Equally if farmers set the price too high, customers may think that it is too 

expensive for the benefit offered. Thus, think about how farmers positioned their product 

in terms of quality. This will help farmers to assess how to set the right price.  

 What it costs the farmers to produce? This will allow determine how farmers need to 

charge not what they can to charge.  

 The price of horticultural products from other places (competitors). It is very simple to 

get such information through mobile call as most farmers are currently doing.  

What price will the product be offered on the market for?  
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f. Promotion: How are people going to be informed that the product is available? How are 

customers informed that the horticultural products in the selected areas are of better 

quality? Such information need to be communicated to customers. It is especially in this 

situation that the support of other organizations such as the Bureau of Trade and 

Transport required by farmers.  

Individually, it may be costly or practically impossible to promote their products but 

through collective effort like through the cooperatives and unions, such activities will be 

simplified and become effective.  

2.2.4 Supply, Demand, and Price in horticulture products 

In a free market, prices for inputs and outputs are determined by supply and demand. Supply is 

what producers are willing to market at a certain price. Demand is how much consumers are 

prepared to buy at the market price. In theory, as the price of a product goes up, the quantity 

supplied rises and the quantity demanded falls. Likewise, when the price goes down, the quantity 

supplied falls and the quantity demanded rises.  

For agricultural product, demand is affected by a number of factors, the most important being:  

  the price of the goods;  

 the tastes, preferences and culture of consumers;  

 the number of consumers;  

 the consumers‘ income level;  

  competing prices of related local and imported goods;  

 the range of alternative goods available to consumers.  

Considering these factors, it is understandable that when the market price of a product drops, 

more people are likely to buy it (and to buy more of it); quantity demanded will rise. Conversely, 

if the product‘s price is high, fewer customers will purchase the product (or they will buy less of 

it); quantity demanded will fall.  

Supply is also affected by a number of factors, the most important being:  

  the price of the product on the market;  

 the price of inputs and costs of production;  

 technological and MIS factors;  

 the climate and weather conditions;  

 storage possibilities;  
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 Packaging possibilities (for example, extended-life packaging, plastic boxes, etc.)  

2.2.5. Price Fluctuations and Changes  

2.2.5.1Short-Term Price Fluctuations  

Prices for perishable products often fluctuate significantly, sometimes on a daily basis and even 

within the period of one day. The main causes of short-term price changes of fresh produce are:  

 the amount of produce on sale in the market on a particular day and the  quantities sold in 

the previous few days;  

 short-term demand changes;  

 the prices of competing products. 

2.2.5.2 Long-Term Price Changes  

There are four main elements influencing long-term (over a year or more) prices for horticultural 

products : supply, demand, the time of year, and people‘s tastes (including other factors such as 

health concerns, convenience, etc.). A change in the price of one product can affect the demand 

and, in turn, the price of a competing product. In general, however, supply is likely to fluctuate 

much more than demand and thus supply changes will normally have a greater impact on prices 

than demand for horticultural products changes. During the rainy season, fore example, imported 

onions from Sudan will be sold up to 20 birr a kilo while in February when the Mecha and 

Fogera onion is harvested the price will fall to the extent of 50 cents a kilo. Hence managing 

supply will also improve price 

 

Some of the impacts of the four elements include: 

 Supply: In the case of perishable produce which cannot be stored for long, the main 

impact on prices is the seasonality of production and when the crop in the main 

producing areas reaches maturity.  

Other factors affecting supply include: how much was planted: If prices in one production 

cycle are bad, farmers often respond by planting less or no in the next cycle. This leads to 

lower production and higher prices, encouraging more planting in the following cycle and a 

consequent fall in prices. Successful farmers are sometimes those who do the opposite to 

what is being done by other farmers.  
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 Weather: Extreme weather, from inadequate rains to high winds, can have a significant 

effect on production levels.  

  imports and trade policies: A change in the government‘s import policy  (such as 

adopting a free trade policy) can have a major impact on supply of particular products on 

the market and therefore influence the prices local farmers receive for their products.  

 Storage: If the product can be stored, the farmer has the option of selling immediately or 

storing in the hope that prices will rise later in the season. Farmers‘ decisions about how 

much to store and how much to market will depend on their need for money after harvest, 

on the price, and on their knowledge of likely price trends.  

If farmers market a large proportion of their crop immediately after harvest, this will 

inevitably increase the supply and lead to lower market prices. In fact, cooler (storage for 

onion, tomato, and potato) is one of the repeatedly raised issues by farmers in our FGD 

and key informant interview. 

 Time of the year: There tend to be seasonal price patterns for most horticultural. Mostly, 

the selected areas harvest in similar periods. In these period (from February to April, 

almost all farmers in the irrigation corridors harvest their horticultural crops. However, 

farmers who can avoid the surplus periods by staggering their planting and harvesting can 

benefit from higher market prices outside those surplus periods.  

 Taste and other factors: Changing tastes can influence the demand and hence the market 

price farmers receive for their products. For example, increasing health concerns may 

result in a reduction of the consumption of certain goods. Also needs may change over 

time, for example, when the female head of the household starts working outside the 

home, there is an increased demand for convenience, processed, and semi-prepared 

foods.  

In this regard, people are now becoming health conscious in our country including in our 

region so that the horticultural crops will be demanded more. Hence the future in this regard 

is bright. 

2.3. Marketing Channels and Selling Options  

When marketing a particular product, the farmer must not only take into consideration how much 

it will cost them to produce it but also the costs of getting it to market. This part briefly describes 

the major types of marketing channels or selling options—direct sales (farm gate, farm/roadside 
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stall and door-to-door or to larger buyers); sales to dealers processors exporters; sales through 

urban markets using agents merchants or auction; contract farming ;and co-operative or 

communal marketing,—along with a brief description of the advantages and disadvantage of 

each.  

2.3.1. Direct Sales  

2.3.1.1 Farm Gate Marketing  

As the name implies, this is marketing done by the farmer at the place where the product is 

produced — from the ―farm gate‖. Customers come to the farm to buy the product. .  

 

Advantages of farm gate marketing:  

 no transport costs;  

 can be marketed by the farming 

family, thus costs are reduced;  

  better suited to the small-scale 

farmer.  

 

 

 

 

 

 

 

 

Disadvantages of farm gate marketing:  

 farming family must accept the local 

price for their product which may be 

lower;  

 farm may not be well located to 

market the product. This is true 

especially for horticulture farmers in 

Fogera 

 once the local market‘s demand is 

supplied, the farmer has to look to 

more distant markets 

2.3.1.2 Farm Stall or Road side Marketing  

This channel is a further development on marketing from the farm, as it goes some way towards 

taking the product to the consumer. At the simplest level, a farm stall may be operated by a 

farming family or farmer group marketing their own products. Eventually, an individual may 

operate a stall on behalf of local farmers or farmer groups. Generally the products marketed in a 

farm stall are perishables such as fruits and vegetables. 

Advantages of farm stall marketing:  

 Minimal transport costs  

 Larger markets can be exploited.  

 Farmers can take advantage of more favorable prices.  

 Price fluctuations are generally small.  
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Disadvantages of farm stall marketing:  

 The quality of the product may need to be higher as the consumer in the market may be 

more demanding.  

 A constant supply of product must be available to satisfy the needs of the market.  

 Farmers must be flexible on pricing the product.  

2.3.1.3Direct Sales to Larger Buyers 

This can include sales to:-  

 Institutional  buyers(feeding large numbers e.g. Police, Army, Universities, Hospitals)  

 Hotels, resorts, and restaurants  

 Guest houses apartments  

 Supermarkets and stores  

Advantages  

 An assured outlet for the farm production  

 Usually is a local sale so transport is not expensive  

 Usually a consistent demand 

 

Disadvantages  

 One farmer may not be able to meet the demand throughout the year  

 Usually a range of products is required and the buyer may prefer to deal with only one 

supplier  

 A high standard of product is required  

 Usually an informal contract which can be varied at short notice resulting in some 

production unsold  

2.3.1.4 Door to-Door Marketing (Vending)  

With door-to-door marketing, farming families market their product directly to consumers at 

their households.  

 

Advantages of door-to-door marketing:  

 can be sold and promoted by the farmers themselves;  
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 marketing margins can be reduced, meaning a higher price for the product can be 

obtained.  

Disadvantages of door-to-door marketing:  

 transport is essential and may be difficult or expensive;  

  time required for marketing may be longer than if the farmer sold through other 

channels.  

 Usually requires a supply of a range of products available on a regular basis to build up 

customer interest 

2.3.2 Sales to Local Dealers, Packers, Exporters  

There are usually dealers in any area willing to buy product directly from farmers. These may be 

merchants who sell to other regions or larger institutional buyers or to urban markets. In some 

cases they may be acting as agents for a processor.  

 

Advantages:-  

 Products can be delivered locally so transport is less  

 Larger volumes can be sold  

 Farmers do not have to spend time in marketing  

 Production can be of only one or a few commodities  

Disadvantages:-  

 Price will be less than direct sales to consumers as the dealer‘s profit margin  and 

handling and transport costs will be reflected in lower prices offered  

2.4 Urban Markets  

Urban markets in larger centers mainly provide for the marketing of vegetables and fruit 

although some allow the sale of some other products. 

 

Urban markets may be:  

 Retail markets- selling directly in smaller lots to consumers-This can be either farmers selling 

their own product or traders who have their own product together with produce bought from 

farmers  
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Wholesale markets– growers selling mainly in wholesale quantities to wholesalers who in turn 

sell to retailers who in turn sell the product at retail elsewhere 

 

Selling options may include:- 

 Agents: Sales by market agents on commission is one of the most common methods of 

trade. With this system, the farmers or farmer groups send their product to the agent at 

the market, who sells for the best price and takes a commission fee as a percentage of 

gross receipts. (This may call for legalizing the present brokers and train them to act 

accordingly). The agent never takes ownership of the product and it remains the property 

of the farmer until it is sold. For the commission fee, the agent usually handles the 

product in the market and sells it. 

 Merchants: In merchant or dealer transactions, ownership of the product transfers from 

the farmers to the dealer or merchant usually on delivery. The transport risk to delivery is 

that of the farmer. The price received by the farmer is by ―private treaty‖ i.e.by 

agreement often by phone or email.  

 

Advantages of urban markets:  

 Farmers and farmer groups can take advantage of higher prices in times of short supply, 

if they have the products available.  

 The market is able to market large quantities of farmers‘ product.  

 The farmers can employ the services of an agent to perform the task of marketing.  

 

Disadvantages of urban marketing:  

 Market information is important to enable farmers to make the right decisions, and this 

often is not available  

 Prices fluctuate 

 Markets are often far from the point of production.  

 To get the right price, the time of harvesting is critical.  

 Quality, packaging and presentation are very important and a product must conform to 

accepted grade and packaging standards.  
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 The farmers will need to be confident that they can cover the higher marketing costs, 

including the agent‘s commission 

3.  MARKETING INFORMATION SYSTEM (MIS) 

3.1 Meaning of MIS 

A marketing information system (MIS) consists of people and procedures for assessing 

information needs, developing the needed information, and helping decision makers use the 

information to generate and validate actionable customer and market insights 

(Kotler&Armstrong, 2012). The people aspect constitutes the central element in the MIS because 

the players are human beings and the automation and procedures are only as good as the people 

who design and manage them. 

 

 

Figure 2: MIS    Source: Kotler & Armstrong 2012.  

The marketing information system involves three sets of process as presented above. The first 

process involves assessing the information needs. For farmers or cooperatives, assessment of 

needs refers to understanding the customers need and preferences of the products.  
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This may include understanding which type of onion, potato, or tomato is needed by consumers. 

The second process involves developing needed information.  

It can be made using internal databases, marketing intelligence, and marketing research. Here, 

individual farmers may not have the skills nor the resource to develop the marketing information 

system. Accordingly, cooperatives will play irreplaceable role for collective efforts and better 

benefit for farmers as a result. The third process involves analysis and use of the MIS already 

developed. We will see each of the three processes in detail with more emphasis to the 

horticultural processes in the selected area in the following sections. 

3.2 Assessing Marketing Information Needs 

The marketing information system primarily serves the farmers‘ and cooperatives which are 

directly involved in the process. However, it may also provide information to external partners, 

such as suppliers, resellers, or marketing services agencies.  

 

Although an MIS is important for individual farmers to make any marketing decisions, it is not 

feasible that small scale farmers will have their own independent MIS. Hence the cooperatives 

are considered to be farmers companies whose ultimate purpose is to benefit their share holders 

(farmers) through designing and implementing effective MIS.  As a result, a cooperative has 

similar function with company and we may use them interchangeably in this manual.  

 

A good MIS balances the information users would like to have against what they really need and 

what is feasible to offer. Farmers need different marketing information to make an informed 

decision with regard to their farming. Such information includes: 

- Input availability and quality 

information: farmers need 

information about the place where 

they can get input, the quality of the 

input and the price. It is worrisome 

that the farmers in our study area 

(Mecha and Fogera) purchase seeds 

from ordinary traders whereby they 

are neither sure of the quality nor the 

fairness of the price.  

- Market demand: farmers require 

demand information to decide as to 

how much to produce.  

Getting precise demand information 

may be difficult, but approximated 

data can be obtained. Accordingly, 

farmers can consider the option of 
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demand management through 

regulating their supplies. 

- Product price: farmers need to know 

how much customers are ready to 

pay for their products.  

- Which channel is better: farmers can 

make a decision where directly 

selling to customers or through 

middle men is important for them 

- The type of customers: farmers need 

to know who their customers are. 

The customers may be institutions 

like universities and hospitals or 

hotels and restaurants, or consumers. 

Accordingly different marketing 

strategies can be designed to better 

meet the needs of their customers.  

- Varieties- What varieties to produce 

and sell  

- Timing –Is the market seasonal? 

When does the buyer want the 

product more? This can include 

detailed discussions with the ultimate 

consumer or user as well as the 

merchant or agent.  

- Post harvest handling Grading for 

size or color or weight, trimming, 

washing, removing husks etc.  

Packaging –What does the buyer 

want? What are the costs?  

- Transport:  How will the product be 

moved to market and what 

arrangements have to be made? 

What are the costs? 

 

Marketing information is important to all stakeholders to make an informed decision with regard 

to their purposes. Traders need the information to compare process to the minimum. Customers 

need the information to compare prices, quality, and supply of the same product throughout the 

country. In general the marketing information needs of different stakeholders and the reason why 

they need it is summarized in the following table 
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Table: Information needs of different stakeholders  

Stakeholders  Information needed Purpose for which information is needed 

Farmers Price information Especially important to farmers are local horticulture 

prices in the major markets. This will enable them to 

estimate farm gate prices, taking into account the cost of 

delivering to the nearest major market. This includes also 

input and input related prices 

Information on buyers This will enable, especially, farmer groups with 

sufficient volumes to contact the buyers and negotiate a 

sale. 

Quality-related issues. Farmers need information on the quality standards 

adopted for the onions, potato, and tomato as well as and 

post-harvest practices which will enable them comply 

with these standards.  This includes also input and input 

related quality. 

Supply Farmers need information with regard to supply 

quantitative from other places such as Shewa Robit, 

Kobo, and Adama.   This includes also input and input 

related supply 

Traders  

 

 

 

 

 

 

 

 

Price information The relatively smaller-scale traders are especially 

interested in prices in the major local markets for 

purposes of bargaining with other larger-scale traders and 

planning their future deliveries. 

Information on 

producers 

To plan their procurement and future supply contracts, 

traders need reliable estimates of horticulture production 

– national and within selected major producing areas.  

Quality-related issues Quality standards applicable in the trade and the skills 

and equipment required to enforce these at the point of 

procurement is needed by the traders to minimize losses 

through deterioration of the quality rates of rejection by 

buyers further down the marketing chain. 

 

 

Customers  Price  Customers need to know the price of the crops at farm 

gate, wholesale, and retail 

Quality Customers need information with regard to quality as 
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3.3 Developing Marketing Information 

Farmers can obtain the needed information from internal data, marketing intelligence, and 

marketing research. 

3.3.1 Internal Data 

Many companies build extensive internal databases, electronic collections of consumer and 

market information obtained from data sources within the company‘s network. Marketing 

managers can readily access and work with information in the database to identify marketing 

opportunities and problems, plan programs, and evaluate performance.  

 

Information in the database can come from many sources. In well established and modern 

organizations, marketing department furnishes information on customer demographics, 

psychographics, sales transactions, and Web site visits. The customer service department keeps 

records of customer satisfaction or service problems. Through such coordination, market trends, 

customer preferences, and other customer information can easily be accessed by decision makers 

whenever they make marketing decisions. However, even well established organizations in 

Ethiopia do not have internal data base let alone farmers and their cooperatives. Such absence of 

internal database about the market and marketing process causes farmers and other decision 

makers make poor market decision.  

In this regard, the efforts made so far by Amhara Regional State Bureau of Trade and Transport 

(BoTT) is very encouraging. The bureau collects weekly price information on selected 

commodities including horticultural crops so that such data can be used by farmers‘ cooperatives 

to support their decision. 

 

evidenced by grading and labeling  

Supply  Customers need information about the amount of the 

product in the market so that the y will judge their value 

for money 

Other stakeholders 

such as BoTT and 

other development 

partners  

About the market in 

general 

They need about the marketing system so that they will 

identify intervention areas to support farmers and to 

make the market efficient.  
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Once the cooperatives become strong in information gathering and database management, such 

internal sources will be institution wide resource and become helpful for farmers to make 

appropriate marketing decisions.  

 

Internal databases usually can be accessed more quickly and cheaply than other information 

sources, but they also present some problems. Because internal information is often collected for 

other purposes, it may be incomplete or in the wrong form for making marketing decisions. Data 

also ages quickly; keeping the database current requires a major effort.  

3.3.2 Competitive Marketing Intelligence 

Competitive marketing intelligence refers to the systematic collection and analysis of publicly 

available information about consumers, competitors, and developments in the marketplace. The 

goal of competitive marketing intelligence is to improve strategic decision making by 

understanding the consumer environment, assessing and tracking competitors‘ actions, and 

providing early warnings of opportunities and threats. 

 

For farmers, developing competitive intelligence can be developed through closely following up 

the market information collected and disseminated by different governmental and 

nongovernmental organizations through different media.  

 

Techniques range from monitoring internet or observing consumers firsthand to quizzing the 

company‘s own employees, benchmarking competitors‘ products, researching the Internet, 

visiting around industry trade shows, and even rooting through rivals‘ trash bins.  
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Onion remain longer in storage if the  

Right harvesting technique is being 

Applied as seen above 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Note 

Most farmers in Ethiopia don’t have the ability to 

sell their surplus crops in far away towns. They 

need market information from villages and towns 

in their district. For this reason, they may 

consider setting up their own market information 

service with other local groups of farmers. If, say, 

ten groups of local farmers need similar 

information, it may be possible to delegate a 

group member or even hire the services of a small-

scale local trader to travel around  the area on a 

regular basis and to report prices and market 

conditions in all the nearby markets such as Bahir 

Dar and Gondar markets and to report this 

information when he or she returns. The costs of 

transport and wages to this delegate could be 

shared by all the farmers who need the 

information.  

 

Good marketing intelligence can help marketers gain insights into how consumers talk about and 

connect with their products. What do consumers talk about Koga onion, potato, or tomato? How 

do consumers react when they get onion imported from Sudan and onion from Gumera irrigation 

sites? Competitive intelligence will help farmers to answer these and many other related 

questions. 
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Who Should Collect Market Information? 

Market information should ideally be 

collected by people who both have the time 

available to do the job accurately and have 

an interest in ensuring the success of the 

service. There would appear to be a strong 

case for, wherever possible, linking market 

information collection with officers 

responsible for marketing extension. Where 

information is collected daily the officers 

responsible would be in an ideal position to 

advise farmers and other extension workers 

about price trends. Where weekly collection 

is deemed adequate, using marketing 

extension workers to do this work would 

ensure that information was collected by 

people who appreciated the importance of 

the MIS and understood the marketing 

system. 

 

Given that traders, in particular, are likely to 

be very suspicious of Government officials 

of any type, it is important that they 

understand that the information collected 

from them will be averaged or aggregated 

and that no individual records are kept. It is 

also important that the people collecting the 

information can be seen as being 

uninterested in individual information. More 

than one country has arranged for market 

information to be collected by officials who 

also had a tax collecting function. 

 

How Often and When to Collect Market 

Information? 

 

Horticultural produce prices can change 

quickly. As quantities of particular varieties 

handled at a market can be relatively small 

and as products are perishable, the arrival of 

a new consignment can often have a 

significant impact on prices. Moreover, 

while demand may change little on a day-to-

day basis, production levels can fluctuate 

significantly, depending on the suitability of 

weather conditions for ripening and harvest 

or, simply, on how many farmers decide to 

harvest on a particular day. Thus 

dissemination of horticultural market prices 

on a weekly basis is unlikely to make a 

significant contribution to improving market 

transparency, other than to indicate the 

general trend of prices as a result of 

seasonality and other factors. 

 

Ideally, horticultural prices should be 

collected and disseminated on every day on 

which the relevant market functions. Data 

should ideally be collected during the peak 

trading day for each market. If the best time 

for disseminating information is early in the 
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morning it may be preferable to broadcast 

the previous evening‘s market prices rather 

than the previous mornings. Where the peak 

market period varies according to location, it 

may also be necessary to make compromises 

with regard to the time of collection in order 

to accommodate radio schedules. 

 

3.3.3 Market research  

 

In addition to marketing intelligence, information about general consumer, competitor, and 

marketplace happenings, marketers often need formal studies that provide customer and market 

insights for specific marketing situations and decisions. Marketing research is the systematic 

design, collection, analysis, and reporting of data relevant to a specific marketing situation facing 

an organization. Companies use marketing research in a wide variety of situations. For example, 

marketing research gives marketers insights into customer motivations, purchase behavior, and 

satisfaction. It can help them to assess market potential and market share or measure the 

effectiveness of pricing, product, distribution, and promotion activities. 

 

The information that farmers most need is the current price of the product they wish to sell.  

Market information also includes –  

 information about the amounts of product being bought and sold on any particular day in 

the different market places that they may want to use,  

 Information about the cost and availability of transport, the names of the traders they can 

contact, what weather conditions are like, etc.  

If farmers want to find out the long-term prospects for selling one of the products they already 

produce or to find out how successfully they could sell a new product, however, they will need to 

conduct some market research.  

 

As most farmers in Ethiopia are unlikely to have the skills or resources neither to carry out 

market research nor to analyze the data discovered in the research, they will need the help of 

marketing experts of government or non government organizations.  

Conducting market research really means trying to find out as much as possible about the market 

for the goods that the farmers want to sell.  
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This will include –  

 

The marketing research can also help farmers in: 

Finding out how the price of that product has changed over a long period of time. The farmers 

need to know the maximum and minimum price they are likely to receive. It might be that the 

current price is acceptable and that they could make a good income by growing it if the price 

doesn‘t change. It may be, however, that, in the previous year and the year before that, prices 

were very low. This means that the price might drop to these low levels again and so it would be 

foolish to take the risk of growing onion and potato. Instead, shifting to wheat farming, as 

farmers in Mecha are doing, will benefit those farmers better. 

 

Finding out which traders deal in the product 

It would be no use producing a new product if there is no one to sell it to - or if there is only one 

buyer who can control the price they receive.  

 

Finding out the quality of the product needed.  

It may be that there is a high demand for a product but that the customers need it to be of a very 

high quality or that it needs to be packed in a certain kind of way. If the farmers are unable to 

meet these demands – they should not produce it. 

 

When the product is needed 

Some products are highly required at some time of a year. The farmers need to know if they can 

produce their products at that time. In order to be able to carry out market research farmers, or 

their government supporters should first try to see if there is any written information about the 

market they want to know. There have been many studies carried out on the agricultural markets 

of Ethiopia by development agencies and some government departments.  

 

If the farmers are only interested in finding out about the local market for a particular product, 

they need to travel to larger markets in their area and to ask as many traders as possible to help 

them obtain the information they need. However, conducting a market research is not a simple 

task; it involves formal procedures of a research for which reason either hiring marketing 
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specialist in their cooperatives or unions or the support governmental and nongovernmental 

organizations is needed. The following diagram shows the formal market research. 

 

 
 

3.4 Analyzing and Using Marketing Information  

Information gathered in internal databases and through competitive marketing intelligence and 

marketing research usually requires additional analysis. Managers may need help applying the 

information to gain customer and market insights that will improve their marketing decisions. 

This help may include advanced statistical analysis to learn more about the relationships within a 



National Regional State Bureau of Trade and Transport 

Marketing Information System (MIS) for Horticultural Products Training of Trainers (ToT) Manual   Page | 36 

set of data. Information analysis may also involve the application of analytical models that will 

help marketers make better decisions. In this regard, the help of professionals from BoTT and 

other governmental organizations including marketing professionals from Bahir Dar University 

is very much important. This ToT material is of very much help in enhancing the marketing 

research and intelligence skills of farmers after effective trainings of the trainers. 

After analyzing and interpreting data, the information will be used for better marketing decision 

making. The following are some of the uses of the marketing information findings: 

- These findings often lead to marketing opportunities 

- Decision on what to produce—product mix  

- Decision on when to produce-timing  

- Decision on how to produce—varieties, field treatment, post harvest handling (including 

quarantine considerations) storage and transport required by the market 

- Decision on how to sell—direct sales to consumers; agent merchant broker or auction  

- Decision  on  marketing strategy- based on market requirements, competitors(quantity 

quality, timing, prices) ,expected prices and returns, estimated marketing costs, selling 

options and other decisions  

- Monitor performance- check prices received are reasonable or if better options exist  

- Decision on how profits may be improved—change market , different commodity, 

changed post harvest  handling and transport, changed marketing arrangements 

(merchants etc)  

3.5 Dissemination of market information  

To date, there is no organization which disseminates marketing information in the region in 

particular and the country in general on horticultural products to the farming community on a 

timely basis. Even the practice of market data is new to the country until ECX introduced such 

practice on selected exportable cereals. The attempt of BoTT is also encouraging though the 

farmers are not currently benefiting from the information. Problems are associated with poor 

communication systems to collect information from the field, lack of up-to-date information, 

lack of trust on the traders‘ side to tell the correct information and high costs of staff. As a result, 

where there is surplus on horticultural crops on one side of the region such as Fogera and Mecha, 
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there is scarcity of those commodities in other parts of the region to the extent of importing those 

products from Sudan.  

 

BoTT took up the management of the regional marketing information service (especially on 

price) in some selected cereals and industrial products, with the aim to reverse this trend and 

focus on developing a service that provided timely, accurate information to the users. However, 

the attempt is only as good as providing time series data to researchers on the area; no significant 

additional benefit to farmers. 

 

Who benefits and how do they benefit from market information?  

Regional market information services will provide a region wide service to benefit farmers, 

traders, development agencies, policy makers, brokers, and consumers. The price information is 

especially important to all of the stakeholders because this is the only marketing mix where each 

actor claims his/her share. But, due to the costs of data collection and transmission getting 

market data on a daily basis from the main terminal markets and provincial centers is difficult. 

Even in perishable horticultural products getting daily price information may not be sufficient as 

the price is highly likely to fluctuate within a day. Therefore, well functioning cooperatives with 

flexible bureaucratic procedures together with market experts and supports are mandatory. Such 

organization may be costly to implement but the return is so huge that every member in the 

market chain will benefit out of its establishment.  

 

The benefits of market information is immense and particularly important to the following  

- Farmers who listen to the service, are empowered with information that will enable them 

to negotiate more effectively with brokers and traders. 

- Small-scale traders can compare their margins and price changes against a number of  

nearby markets and against the major market trends indicated by the largest central  

markets.  

- Itinerant traders can reduce risks by knowing where prices are highest and lowest, and 

can send trucks across the country to buy and sell at the highest margins. This is the most 

efficient method to achieve greater equilibrium in the markets. 
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- Development agencies involved in agricultural production can develop marketing 

strategies based on trend and spot prices. The information also enables them to select 

higher return crops and make decisions on whether to delay harvesting onions, potatoes, 

or tomato, or sell at a particular time. 

- Policy makers can use this data over time to evaluate the effects of regulation and 

government investment on the marketplace. 

- Consumers: can make informed decision as to how much and where to buy the 

horticultural products. They will also be confident that nobody cheated them in the 

transaction 

 

 There are different media to disseminate the market information to the users. Each 

medium has its own strength and weaknesses. The following table shows the advantages 

and disadvantages of each medium. However, if the costs are affordable, considering 

integration of two or more of the media has better coverage. 

 

 

Advantages and Disadvantages of media used in disseminating market information 

(Adapted from Uganda MIS, 2006) 

Media  Advantage  Disadvantage  

Radio --Almost every  household 

owns a radio s  

−  Inexpensive for users  

−  Widely used 

-Information is not ‗on record‘  

−  Broadcasting schedule may 

conflict with other activities  

−  Can be expensive for MIS 

(high charges  

−  There may be language 

issues if several languages are 

spoken in the country 

Television -Many households own a TV 

(to be discussed)  

−  Inexpensive for users  

−  Widely used 

-Information is not ‗on record‘  

−  Broadcasting schedule may 

conflict with other activities  

−  Can be expensive for MIS 

(high broadcasting charges)  

−  There may be language 

issues if several languages are 

spoken in the country 

Printed media –  -Information is ‗on  -There may be time lag 
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Newspapers 

 

 

 

 

 

 

Notice boards 

record‘ and can be  

referred to (i.e. farmers  

or traders have ‗hard‘  

copy 

 

 

 

 

-Can be easily set up in  

markets  

−  Traders in the market  

have easy access to the  

information 

between submission of market 

report to the newspaper office 

for publishing and  the 

appearance in the paper  

−  Some farmers may find it 

difficult to buy a newspaper 

every day (e.g. cost,  

and delays in buying)  

−  There may be language 

issues 

-Farmers and traders who 

don‘t visit the market don‘t 

have access to the information  

Issue: should paper reports be 

posted on boards, or should 

the market information be 

written on them 

 

Mobile phones  

(SMS text  

messages) 

More and more people  

have a mobile phone;  

traders definitely, but  

also more farmers  

–  Relatively inexpensive  

to send and receive  

text messages  

–  Allows cost / revenue  

sharing model  

–  Dissemination is fast 

Some farmers may not have 

mobile  

phones because they are too 

expensive  

–  Some people may not be 

aware of the  

service  

–  There is only a limited 

amount of  

information that can be 

disseminated  

by mobile phone text 

messages 

Internet and  Telecentres  

(webpage) and emails 

Dissemination of  

information is fast  

–  Information is ‗on  

record‘ and can also be  

printed out if required  

–  Accessing websites or  

receiving e-mails with  

trade info can be  

cheaper than  

subscribing to trade  

magazines 

-Not everybody has access to 

a computer or internet (can be 

too expensive)  

–  Staff and skill requirements; 

MIS needs someone with 

skills in web site design; users 

need to be computer literate  

–  Daily e-mail messages 

(with large attachments) can 

clog up the inbox of users 
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Price Sticker (LCD) -Dissemination is fast 

-Gains attention since both 

visual and sometimes audio 

can be added 

-can be seen by 

-Cost of setup and security 

-Dependent on both network 

and power 

-Difficult to install it to many 

places 

-farmers should come to the 

place to see it. 

 

4. Role of ICT in MIS for small scale farmers 

 

Earlier, we have seen that MIS involves three distinctive phases called identifying information 

needs, developing the needed information, and dissemination of the information.  For all of the 

three phases, ICT is enabler. The internal database system can be developed only when there is 

computer and computer literate personnel. The marketing intelligence will be developed when 

there is network and access to data and information from the responsible bodies. Therefore, MIS 

is unthinkable without the application of ICT these days. To this end, ICTs is used for 

establishing a market information system and network for transaction security and others to 

facilitate traceability of agricultural products if the region aims to expand the market access to 

other countries. 

 

ICT is used as means to reduce the asymmetry in information among the market players and to 

create linkages/networks between the actors in the chain that ultimately benefit small scale 

farmers. Researches in East African countries show that many of the ICTs have in common to 

use mobile phones to make information on prices arrive to the small-scale producers. This is  

usually  done  through  intermediaries  that  post  the  information  they  receive by  SMS on 

information boards and thus make this information available to farmers. The opportunity in the 

region is that most of the farmers in the selected areas and probably in many other parts of the 

region have mobile phones and hence SMS can be directly sent to them. 

 

The establishment of Woredanets and other internet Kiosks can be used to facilitate the  

collection of market  intelligence;  share good  ideas,  experiences,  lessons; act  as  broker  in 
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deal  making,  linking input suppliers to technical  and  financial  advice; explore  new  crops,  

new  markets, and new  value  addition; organize key player collaboration and a negotiation 

table; and organize the collection of products and distribution. 

 

Given the existent network and the role of each type of player, different communication forms 

can be established using diverse information technologies.  SMS  and  web  based 

communications  are  used  for  information exchange  between  markets  enumerators, BoTT,  

and  other concerned companies such as Bureau of Agriculture and Amhara Seed Agency at 

regional and national level and may be supported by mobile payment systems. Through time, the 

internet platforms enable brokerage, advising, cooperatives-to-cooperatives learning.  

Accordingly, the role of ICT should be viewed from such broader perspective than simple 

computer to computer message exchange. 

 

The challenge in building such a system focusing on small holder farmers‘ business development 

is the start up-capital. Most rural actors cannot afford to buy ICTs, and credit facilities may not 

be available for such technology at suitable conditions. Additionally pre-commercial efforts are 

required  in  order  to  identify  the  possible  commercial  relationships  and  forms  of  business 

which can be facilitated by rural development partners such as AgroBig. Therefore, initial  public  

or  project  investments  are  needed,  to  provide  training  and  mentoring  to farmer 

entrepreneurs, to provide probably rental services or arrange credit facilities to a network 

platform and for pre commercial efforts. After farmers become aware and start production, they 

will take over all the managements including the ownership. 

 

 

 

 

 

 

 

 

The question here is who should own the ICT.  The farmers‘ cooperatives or unions? 

Public institutions?  Nongovernment organizations? Or in collaboration of two or more 

of these? This question may lead us to establish new MIS dedicated agency or authority 

(as we proposed in our MIS report).  

The issue of efficiency and sustainability should be considered while ownership is 

concerned. 
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Appendix 1 Sample MIS (adopted from The FOODNET experience in Eastern Africa, 2004) 

 

Infrastructure/equipment needs 

1. Office staff: Computers with internet connectivity, a motorbike for market visits, a 

mobile phone, access to FM radio airtime across the country, World space connectivity, 

access to studio recording facilities, tape recorder. 

2. Market/Field staff Weighing scales, mobile phones, computer email/ fax facilities, 

(moisture meters at key market points). Moisture meters would be useful at all market 

points, but due to cost, can only be used at a limited number of sites. 

3. Staffing: One MA in economist, who monitors data flow and conducts basic price 

analysis. The analyst is responsible for overall management, providing training to staff, 

and testing new ideas in the field with partners and evaluating data quality. The analyst 

provides routine guidance to field officers and monitors data quality through regular field 

visits. The analyst is also responsible for developing training programs for key clients and 

farmers groups in collective marketing. At the end of each week, this person develops a 

radio script and ensures that all partners receive the information. The analyst is 

responsible for providing numerous clients with specific types of data and for 

undertaking data analysis on request.  

One marketing officer: BA/MA in marketing management:- The main duties of this 

person are to collect daily and weekly information and ensure that all databases are 

current. The officer collects data from major horticulture markets on a daily basis and is 

the main link to the terminal market traders. The marketing officer is responsible for 

loading all data sets into an Excel spreadsheet on a daily basis and collating all the 

weekly data. These spreadsheets are held at one location and are emailed out to a 

standard list on a daily and weekly basis may be to BoTT. 

 

The data is also loaded onto an SMS platform and on websites. The marketing officer is 

involved with testing new equipment, such a moisture meters, and the promotion of new 

ideas with the traders at the main markets.  
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Field staff: At each location, the field officers are equipped with notebooks, a mobile 

phone, and funds for faxing information to the central office and a provision to air one 

10–15-min program on the local FM radio.  

 

Timeliness of information 

To ensure timely processing, analysis, and dissemination of market information, data collectors 

are required to transmit data to the central office on a daily basis during the pick market time. To 

ensure that data comes through by the designated hours, a data tracking form has to be designed 

to keep record of the incoming data. In case some data collectors have not sent data on time, an 

SMS reminder can be sent to all concerned data collectors on late afternoon of that day 

 

- Daily price, volume, and grade information from major markets.  

- Weekly price and market information data sheets sent twice/even once a week from 

woreda market centers to the center 

- Weekly radio script should be sent to various stakeholders 

 

Types of information 

- Prices (off-lorry, wholesale and retail, farm gate) 

- Commodity volumes  

- Commodity quality characteristics (various, e.g., single vs. mixed color, sorted vs. 

unsorted, mature vs. immature, new vs. old harvest etc.) 

- Moisture content for crops (e.g., high moisture, dry/low moisture) 

- Demand and supply situation (e.g., high, moderate, or low)  

- Weather conditions (dry vs. wet, haze vs. clear, rainy vs. sunny, dusty etc.) 

Methods used to gather information  

In order to get all the required data, data collectors contact stakeholders from a range of 

agricultural sectors on a routine basis. These actors include: 

-  traders (sedentary traders, wholesalers, retailers, and itinerant/ traveling traders)  

-  market administrators 

- farmers, farmer representatives, regional associations 

-  district officers (commercial/trade)  
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- metrological office  

- Extension services such as BoA officers, etc. 

This  data  is  gathered  to  provide  a  general  assessment  of  the  market  situation. The 

information from the markets is collected with the use of a 1-sheet data collection form, which 

can be faxed and/or emailed to the central office.  

 

Market information dissemination tools 

 

Radio 

SMS text and audio 

Television 

Web pages  

Price Sticker (LCD) 
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Appendix 2: Marketing Checklist to Evaluate Key Points in the Market Chain for a Commodity 

 Adopted from Centro Internacional de Agricultura Tropical (2007) 
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Appendix 3 : outline of Business/Investment Plan 

Adopted from Centro Internacional de Agricultura Tropical (2007) 
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Appendix 3: continued 

 

 


