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Executive summary 

This report provides findings of a study that was undertaken to identify contextually appropriate market 

information delivery systems and strategies for developing six value chains: coffee, dairy and honey in 

Manafwa and Kapchorwa and Soya beans, Solwezi beans and village chicken in Solwezi. The six value 

chains were identified through scoping studies and were selected among 16, 17 and 17 potential value 

chains in Manafwa, Kapchorwa and Solwezi respectively using a nine-point criteria. The nine point criteria 

were developed through consultative meetings with the implementing partners in each country and were 

aligned to the objectives of the project. The nine-point criteria included (i) potential for large impact, 

particularly for women and the youth, (ii) prospects for tractable interventions that could yield useful results 

from planned comparisons, (iii) existence of the private sector actor who could be approached to co-finance 

planned comparisons, (iv)existence of the development partners who are already working on the value 

chains to effect interventions, (v)co-benefits to smallholder livelihood systems, (vi)availability of resource 

persons within the project team, (vii)clear institutional access necessary to effect change and (viii) 

supportive policy context within which the interventions can be developed 

The data used in this report were gathered through household (producer) surveys (herein referred to as 

producers or farmers) and key informant interviews targeting downstream value chain actors such as 

traders and processors. Data were derived from 306 producers in Manafwa and 301 producers in 

Kapchorwa, spread over three sub-counties in each district, and 427 producers drawn from five blocks in 

Solwezi. A total of 18, 16 and 24 traders dealing in the six value chains were interviewed in Manafwa, 

Kapchorwa and Solwezi, respectively. In addition, two coffee processors and one soya beans processor 

were interviewed in Kapchorwa and Solwezi, respectively.  

Production and economic potential of the selected value chains 

The results indicate that production potential for most of the enterprises has not been fully exploited. 

Therefore there is opportunity to increase returns to investment by improving uptake of improved 

production methods such as use of improved seeds of soya beans or clean planting seeds of Solwezi 

beans, improved feeds and feeding practices in dairy and improved hives and alternative sites for placing 

bee hives in the honey value chain. In the coffee value chain, use of productivity enhancing inputs is low as 

most farmers are less motivated to invest in coffee because of fluctuating prices. Similarly, use of 

productivity enhancing inputs in the rest of the enterprises is low either because of unavailability of the 

inputs or limited knowledge of the right input mix and economically viable options to undertake. For 

instance, in the lowlands of Manafwa, coffee and dairy have limited economic potential and producers are 

better off investing their resources in other enterprises that are suitable for the lowlands.  

Unavailability of improved Solwezi beans seeds limits its potential for commercialization because of the low 

yields and hence low returns on investment. This underscores the need to address the production node of 

the value chain by establishing sustainable input supply system to improve producers’ access to clean 

planting material. Different cost effective approaches for establishing community-based seed multiplication 



xi 
 

approaches could be explored. The dairy value chain in Kapchorwa shows great potential owing the 

availability of improved breeds in the high and mid attitude landscapes, but the potential seems to be 

negated by poor animal husbandry practices such as poor feeds and feeding practices occasioned by 

unavailability of planting materials for fodder, limited knowledge of improved feeds and feeding practices 

and land to grow improved fodder. . The situation is exacerbated by the weak extension system following 

the dissolution of the National Agricultural Advisory Services (NAADS) and limited resources available for 

the sub-county staff who are trying to fill the gap in the extension services. Thus, more cost effective 

approaches for disseminating information to the dairy farmers are necessary if milk yields and hence 

returns to investment in dairy production have to be improved.  

The honey value chain is characterised by low uptake by the farmers because of reliance on the national 

park for siting bee hives and low productivity due to limited use of modern bee hives owing to limited 

knowledge of their potential among the producers. The producers have limited knowledge of alternative 

sites for bee keeping or skills and knowledge of how to handle bees in these alternative sites. The 

sustainability of the value chain including the livelihoods of the farmers who depend on the activity is 

threatened by the growing demand for honey and shortage of sites at the national parks owing to an 

increase in the population that depends on the park. The focus, therefore, will be on innovative ways of 

educating farmers on how to practice bee keeping in their homesteads to bolster uptake, as this alternative 

site seems more sustainable than relying on the national park.  

Uptake of soya beans production in Solwezi is the lowest of the three targeted value chains (18% 

compared to 64% and 91% for Solwezi beans and village chicken, respectively) following the collapse of 

the market for soya beans when the main buyer Lint Company of Zambia (LINTCO-a government 

parastatal) pulled of the market, and the limited use of soya beans within the household. Mutanda and 

Mushindamo blocks are the main soya beans producing blocks owing to their close proximity to the buyers 

of soya beans at Mutanda farms and the DRC, respectively. Likewise access to improved soya beans 

seeds is limited because only a few agro-dealers stock the seeds due to low demand. Returns to 

investment on soya beans are low and negative in most cases because of low yields, suggesting that use 

of improved inputs is prerequisite for increasing returns on investment in soya beans. Market demand for 

soya beans is poised to grow following the ban in the importation of vegetable oil and farmers’ renewed 

interest in the livestock sub-sector, particularly in the poultry industry. Increasing supply of soya beans 

through use of improved inputs and structuring the market through forward contracting and diversifying 

marketing channels to include processors and livestock producers are the main strategies for developing 

the value chain. 

Village chicken is kept by nearly all the households in Solwezi, but the proportion of birds sold is low (about 

43%) because many households keep few birds for consumption or emergency expenses. The enterprise 

has immense potential in reducing poverty and food insecurity among smallholder farmers especially 

women and the youth following an existing and growing demand for the birds in the mines and other market 

outlets like supermarkets and restaurants . Producers keep an average of 26 birds per year of which 43% is 

sold and 50% is lost to diseases and predators. Effective approaches for stimulating uptake of village 

chicken rearing as a business enterprise are critical. Such approaches may include teaching farmers on 
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economic and market potential of the village chicken enterprise including the need for economies of scale 

using experiential games.  

 

 

 

Market attributes and characteristics of the selected value chains 

Nearly all the value chains are market oriented with the exception of dairy and village chicken value chains, 

where about 50% of the produce is retained for home consumption. Coffee has the most elaborate and well 

developed value chain with the highest level of private sector involvement as chain supporters (provision of 

business development services) and market actors (exporters and processors), particularly in Kapchorwa. 

The most common marketing channel in the six value chains is the traders’ channel, while other more 

lucrative marketing channels such as exporters, processors, supermarkets, restaurants and the mines in 

Solwezi are extremely underexplored largely because of limited supply of the produce and limited capacity 

of the producers to meet the quality standards set by such marketing channels. Selection of the marketing 

channels is determined by the prevailing prices offered by the buyers and the proximity of the buyer to the 

producers or willingness by the buyer to move to the farm gate to source the produce and hence bear the 

cost of transport as well as the cost of searching for the buyer. Other cost effective approaches of 

identifying the buyers such as use of information and communication technology (ICT) have not been 

exploited despite mobile phone penetration of about 49%, 46% and 68% in Manafwa, Kapchorwa and 

Solwezi, respectively.  

Most of the producers do not engage in any form of value addition and the commodities are usually sold in 

their primary form either because of limited access to information and equipment or lack of price incentives 

to engage in market segmentation and product differentiation. In the coffee value chain where there is clear 

distinction in prices between the dried and fresh coffee beans, producers appear to be motivated to perform 

such functions as drying but their efforts are thwarted by lack of post-harvest handling equipment. Cost 

effective ways of accessing such equipment including brokering partnership between the private sector 

actors and the producers may improve access. However, the effectiveness of the intervention will be 

enhanced if the producers operate in organised groups and the provision of the services are backed by a 

memorandum of understanding or contract to restore the service providers’ confidence in recovering their 

cost of investment in the equipment by having unfettered access to high quality coffee from the producers. 

Different forms of contractual arrangements that work for the producers and the buyers can be negotiated 

and their effectiveness tested through planned comparisons.  

Soya beans appear to have specialised market channels and limited number of producers. Besides, its use 

by direct consumers is limited owing to limited knowledge of how to process it for home consumption. The 

existing buyers require the produce in large quantities, which the producers are not able to meet. This 

therefore requires negotiating contracts with the main buyers while exploring other marketing channels 

such as the livestock industry, particularly the poultry sub-sector where commercial broilers seems to be 
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gaining popularity owing to the existing demand at the mines. Similarly, the potential to link soya beans 

producers with the village chicken farmers remains untapped as the demand for village chicken continues 

to grow, yet productivity is low due to high incidence of diseases, limited investment by the farmers in feeds 

and feeding practices as well as proper housing. With the current attempt by the VIP4FS project to 

encourage farmers to engage in village chicken rearing as a business, the demand for soya beans is 

projected to grow, but farmers will need to be trained on how to formulate feeds from soya beans. Just like 

in the coffee value chain, a low hanging fruit in the soya beans value chain will be to determine different 

contractual arrangements that work best for the producers and the buyers. One form of contractual 

arrangement may include out grower type of contracts where the buyer provides interlinked services and 

inputs particularly seeds which are not currently stocked by many agro-dealers because of limited demand 

following low uptake of soya beans production by the farmers.  

Individual marketing is the main mode of marketing practiced across the six value chains, because of lack 

of strong and well-functioning producer groups that focus on these value chains. In Manafwa and 

Kapchorwa, membership in groups was 23% and 31% as opposed to 82% in Solwezi of which only 21% 

and 52% in Manafwa and Kapchorwa belonged to agricultural groups compared to 96% in Solwezi, and 

3%, 16% and 9% focused on produce marketing in Manafwa, Kapchorwa and Solwezi, respectively.   

With the exception of coffee and soya beans, the rest of the commodities have high demand because of 

low supply and hence farmers do not find it rational to engage in collective marketing. However, the need 

for bulking and establishing central collection points is critical if producers have to access lucrative markets 

that require large quantities of deliveries at regular intervals. Interventions that focus on strengthening the 

horizontal coordination and upgrading enabling environment to ensure that producer groups operate as 

legal entities will restore the producers’ confidence and trust amongst each other thereby fostering 

collective action in marketing activities.  

Spot market transactions are the norm rather than the exception in all the six value chains, with limited 

number of producers engaging in contractual arrangements with the buyers of coffee, milk, honey and soya 

beans. Where contractual arrangements exist, the agreement is usually verbal with no clear contract 

enforcement mechanisms to guard against breach of contract. This kind of arrangement erodes buyer 

confidence and sellers’ loyalty to the buyer, thereby resulting in unconducive business environment, which 

makes it difficult for the buyers to offer interlinked services including inputs. Ways of enforcing contractual 

arrangements that would work best for the buyers and sellers need to be explored. Such options include 

but are not limited to trust building through repeated interactions with the buyers, strengthening the capacity 

of producer groups in governance and by-law formulation and building social capital so that group pressure 

can provide checks and balances to deviant members.   

Access to business development services 

Access to agricultural and market information is limited particularly in Manafwa (21%) and Kapchorwa 

(24%), because of lack of a functional government extension system following the dissolution of the 

National Agricultural Advisory Services (NAADS). The situation is more severe for non-traditional 

enterprises like dairy and bee keeping, which relied on the mainstream government extension system. On 
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the other hand, agricultural information is skewed towards production, with a negligible proportion receiving 

information on produce marketing and input purchases. In Kapchorwa where there is a large network of 

private sector actors involved in the coffee sub-sector, the potential for producers to benefit from the 

support services they offer remains largely unexplored due to weak interaction between the producers and 

chain supporters. In Manafwa, however, the private sector actors are few, but strengthening the interaction 

between the cooperatives and the producers could improve access to agricultural and market information. 

This therefore underscores the need for multi-stakeholder forums where value chain actors and supporters 

can meet to discuss their challenges and opportunities. For non-traditional enterprises, innovative 

approaches for disseminating information on production and marketing, such as volunteer farmers, use of 

media and mobile phones will need to be explored to fill the void created by the weak government 

extension system.  

In Solwezi, access to agricultural and market information is relatively high (60%), but like in Uganda it is 

skewed towards crop production and particularly maize. There is limited involvement of the private sector 

actors in the provision of agricultural and market information, with the exception of Kalumbila mines through 

Kansanshi Foundation and Lumwana mines, which do so as corporate social responsibility. Other 

innovative approaches for disseminating market information including multi-stakeholder forums, use of ICT 

and volunteer farmers are likely to benefit producers and other value chain actors. Zambia National 

Farmers’ Union (ZNFU) is already connecting with farmers through e-extension, but participation of 

smallholder farmers is limited due to the high cost of registration fee. Other membership arrangements 

such as through district level innovation platforms could be explored so that smallholder farmers can benefit 

from market and extension information provided by ZNFU.  

Apart from market information, access to other business development services, such as financial services, 

post-harvest handling, quality management and value addition is extremely low in the three sites, because 

of limited information on where to find the providers and unavailability of the providers who offer services 

that are tailored to the needs of the producers. This suggests that transitioning producers to commercial 

agriculture may be significantly delayed if barriers to access to these vital services are not addressed. 

Again, multi-stakeholder forums may provide avenues where producers and value chain actors can link up 

with the relevant service providers and learn about their products and improve their attitude and perception 

towards the services such as credit. Similarly, service providers will have the opportunity to dialogue with 

the value chain actors, thereby matching the existing supply with the demand or tailoring their products to 

suit the interests of their potential clients.   

Strategies for developing the selected value chains 

 Based on the leverage points identified after critically analysing constraints and opportunities along the 

value chains, we find that coffee and soya beans producers would benefit significantly from vertical 

coordination upgrading to strengthen the level of interaction among producers and the private sector actors 

and improve their access to interlinked inputs and services. This will motivate coffee producers to invest in 

productivity enhancing inputs because of certainty about availability of buyers of premium coffee. On the 

other hand, soya beans producers will be assured of reliable buyers for their produce. Vertical coordination 

will require contractual arrangements, which underscores the need for upgrading of the enabling 
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environment in form of clear contract enforcement mechanisms to restore buyer confidence and loyalty 

among the producers. Horizontal coordination is another important upgrading strategy for the two value 

chains to foster collaboration among the producers and enhance producers’ access to marketing channels 

that require large and reliable supply of the produce. Channel upgrading is another option available for 

soya beans producers as the livestock producers’, processors’ and direct consumers’ channel remains 

largely unexplored due to limited and unreliable supply of soya beans.  

In the dairy, honey, Solwezi beans and village chicken value chains, the focus should be on improving 

productivity through use of improved production processes or technologies. Thus, process upgrading takes 

precedence over all the other upgrading strategies. However, process upgrading will need to be backed by 

improved enabling environment to enable producers to access information on production and marketing so 

that they can make informed investment decisions. Horizontal coordination realised through strong and 

well-functioning producer groups is critical for improving the producers’ access to business development 

services such as credit.  Therefore, strengthening the capacity of producer groups in governance issues 

including by-law formulation may improve their legality and functioning and make them bankable. 

Community-based seed or seedling multiplication systems require effective producer groups to ensure 

sustainable seed supply and distribution systems, which are critical for Solwezi beans and the dairy value 

chain.    
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1 Introduction 

The Value Chains Innovation Platforms for Food Security (VIP4FS) project is an action research project, 

led by the World Agroforestry Centre (ICRAF) and working with international partners from Australia and 

national partners in Zambia and Uganda. The project began its operations in June 2015. VIP4FS project 

focuses on what makes value chain Innovation platforms (VIPs) that incorporate value chain development 

strategies successful in terms of institutional, technological, market and policy factors that determine 

Innovation Platform (IP) performance and how the establishment of IPs can be most cost-effectively scaled 

up across a range of contexts.  

 

The main goal of the project is to identify principles and drivers that support scalable establishment of 

effective and equitable innovation platforms that enhance food security through greater engagement of 

smallholder farmers with markets. The project has a particular focus on enabling women and young people 

to improve their livelihoods. The project’s goal is to be realized through five interconnected thematic areas 

under the following objectives: 

  

1. To assess smallholder livelihoods, institutional arrangements across scales, and identify drivers that 

enable value chain IP development for sustainable agricultural commercialization.  

2. To identify best fit value chain development strategies and market information delivery systems, and 

examine their influence on the success of value chain innovation platforms in enhancing rural enterprise 

development.  

3. To develop and evaluate scalable approaches for promoting value chain innovation platforms among 

smallholders and other stakeholders in ways that generate inclusive and sustainable economic benefits.  

4. To engage with and strengthen the capacity of key stakeholder groups to both enhance the research 

process and promote the widespread scaling up of approaches generated by the project.  

5. To systematically monitor and review project implementation and evaluate its outcomes and impacts.  

 

Objective two is to be accomplished through three main activities: (i) development of a conceptual 

framework to examine market information delivery systems across farms, landscapes and district level 

innovation platform sites, (ii) identification of potential value chains, upgrading strategies, market 

characteristics and attributes of market information delivery systems, and (iii) development of models for 

private sector engagement in markets and value chain development through multi-stakeholder systems. 

This report is based on a study that was conducted to identify contextually appropriate market information 

delivery systems and strategies for developing six value chains namely, coffee, dairy and honey in 

Manafwa and Kapchorwa and Soya beans, Solwezi beans and village chicken in Solwezi, with a view to 

sustainably integrating the smallholder farmers in the six value chains. The six value chains were identified 

through scoping studies and were prioritised among 16, 17 and 17 potential value chains in Manafwa, 

Kapchorwa and Solwezi respectively, using a nine-point criteria. The nine-point criteria were developed 
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through consultative meetings with the implementing partners in each country and were aligned to the 

objectives of the project. The nine-point criteria included (i) potential for large impact, particularly for women 

and the youth, (ii) prospects for tractable interventions that could yield useful results from planned 

comparisons, (iii) existence of the private sector actor who could be approached to co-finance planned 

comparisons, (iv)existence of the development partners who are already working on the value chains to 

effect interventions, (v)co-benefits to smallholder livelihood systems, (vi)availability of resource persons 

within the project team, (vii)clear institutional access necessary to effect change and (viii) supportive policy 

context within which the interventions can be developed.  

We identify the strategies by analysing critically the production and market characteristics of the six value 

chains as well as constraints and opportunities that can be harnessed to improve the performance of the 

value chains. The strategies could be one or a combination of the following: (i) product upgrading, which 

entails improving product quality and increasing value for customers due to changes in end markets as a 

result of changes in consumer preferences or the desire for higher value added, higher quality and 

consequently more profitable products (ii) process upgrading, which involves improving efficiency of 

production either through better organisation of the production process or the use of improved technology. 

Process upgrading is driven by the need to cut costs or increase output in response to intra-or-inter chain 

competition, thereby reducing per unit cost of production (iii) functional upgrading, which involves changing 

a mix of functions performed such as producers upgrading to processing. This can happen in two ways: an 

entire level of the firm may be effectively eliminated thus changing the structure of the chain and often 

improving the quality of information flowing to other firms or a single producer or group of producers can 

acquire or develop productive capacity in higher value stages to capture more of the product’s value (iv) 

chain upgrading, where firms enter one or more new markets in the same basic product. This can be 

domestic, regional or international. Participation in a range of markets provides firms with more effective 

channel upgrading as a result of changing market conditions. The demand for old products may change 

due to changes in consumer preferences or firms may seek new markets for lower quality by-products that 

are not currently being sold (v) horizontal coordination, which entails development of relationships among 

actors within functional nodes, e.g. strengthening of producer groups), (vi) vertical coordination (developing 

relationships among actors between nodes, e.g. contracting); and (vii) upgrading of the enabling 

environment (involves  changes to policy, law, institutions, support organisations e.g. provision of credit 

services for women in smallholder groups). 

The rest of this report is organised as follows: section 2 presents information on the study sites, sampling 

procedure and design and methods of data collection and analysis. In section three we present socio-

economic and demographic characteristics of producers and other value chain actors and delve into the 

production node of the value chains, in which we focus on productivity and economic potential of the value 

chains and use measures of profitability such as gross margin and returns to investment to assess the 

extent to which chain efficiency can be improved by reducing costs or increasing investments. In addition, 

we present market attributes of the six value chains and characteristics such as the level of interaction 

between producers and buyers, types of buyers, existing marketing arrangements and quality standards or 

requirements imposed by the buyers for each commodity. We also present and discuss findings on access 

to business development services where we outline the different attributes of agricultural and market 
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information systems available in the six sites and discuss access to other business development services 

such as financial services, quality management, post-harvest handling, value addition and certification. In 

section seven the constraints encountered by the producers and other market actors are presented and 

discussed in light of other findings from the rest of the sections. Finally section four presents synthesis of 

feasible strategies for developing each value chain based on the findings while conclusions deriving from 

the study are presented in section five.  

2 Methodology 

2.1 Characteristics of the study areas 

2.1.1 Kapchorwa 
Kapchorwa district is located in Eastern Uganda at the slopes of Mt Elgon and occupies an area of 1731.7 

Km2. It is approximately 65 kilometres, northeast of Mbale town, and is considered as one of the most 

productive areas in Uganda. The district is divided into three agro-ecological zones, namely, Mt. Elgon High 

farmlands, Kapchorwa Farm Forest and North East short grass plains with clay soils. The average altitude 

in the three zones is 1466 m, 1455 m, and 1093 m respectively. Rainfall varies from less than 1000 mm in 

the north increasing to 2000 mm towards Mt. Elgon (NEMA, 2004). 

Kapchorwa district is divided into 11 sub counties; Kaptanya, Kapchorwa town council, Kapchesombe, 

Kapteret, Tegeres, Chema, Sipi, Chepterech, Kawowo, Amukol and Kaserem. Kapchorwa district is 

bordered by Kween district to the northeast and east, Sironko district to the south, and Bulambuli district to 

the west and northwest (Figure 1). 
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Figure 1: Map showing study sites in Manafwa and Kapchorwa districts 

 

Vegetation in the area varies from grasslands in the lowlands in the northern part of the district to moist 

montane forest towards Mt. Elgon in the south and includes the foothills and slopes of Mt. Elgon. Other 

than the main environmental challenges facing the district such as loss of land productivity due to erosion 

(NEMA, 2004), climate variability is also a threat. Indicators of climate variability include erratic rainfall 

during the March-June season associated with drought and low agricultural performance; and intense 

downpours in the September-November season associated with landslides and soil erosion. These make 

food insecurity situation worse (NEMA, 2010).  

The main economic activity in the district is subsistence agriculture with the main crops being maize, 

banana, millet, potatoes, beans, sunflower, cotton, coffee among others. Livestock kept include cattle, 

goats, sheep and chicken. The main cash crops in Kapchorwa are maize, coffee, barley, wheat, beans, 

banana, potatoes, sesame, sunflower, onions and cabbage. The district has three distinct landscapes: 

highland, midland and lowland. These landscapes dictate the type of farming activities undertaken by the 

farmers including the type of crops grown and livestock kept. In the highlands, the main crops cultivated 

include Irish potato, vegetables (cabbage and onions) and bananas with some coffee grown in landscapes 

that do have extremely high altitudes. In the midlands, the main crops grown are coffee and bananas while 
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maize and bananas dominate the lowlands.  In the highlands and midlands, crossbred dairy cattle dominate 

while local cattle particularly beef cattle and goats are predominant in the lowlands.  

Kapchorwa has a large network of organisations that play major roles in the coffee, dairy and honey sub-

sectors. The organisations are private companies, public institutions and non-governmental organisations. 

Their role in the three value chains range from provision of business development services such as 

financials services, technical advice on production and marketing to being directly involved in the value 

chains as chain actors or buyers of the products. The main coffee marketing agency is Kawacom which is 

involved in the processing and export functions and provides technical advice to producers affiliated to it. 

Other coffee buyers include Kyagalanyi, Kapchorwa Commercial Farmers Association (KACOFA), 

Kapchorwa Bukwo Mild Coffee (KABUM), and Sebei Elgon Cooperative Union (SECU). Kapchorwa 

Community Development Association (KACODA) specializes in the marketing of milk and honey. 

2.1.2 Manafwa 
Manafwa district, located in Eastern region of Uganda, is one of the five districts that make up the greater 

Bugisu sub-region. It was curved out of Mbale district in 2005 and is comprised of 30 sub-counties based 

on the most recent national voters register posted by the Uganda Electoral Commission (2016). The district 

is bordered by Bududa district to the north, the Republic of Kenya to the east and south, Tororo district to 

the south west and Mbale district to the west.  

Agricultural activities in the district are coordinated by the district production office, which is divided into four 

departments, (i) Crop production (ii) Livestock and Entomology (ii) Natural Resources: Environment, Land 

and Physical Planning and (iv) Commerce and Trade. 

Farming, particularly crop production, is the main economic activity that farmers in the district engage in, 

although livestock keeping is practiced albeit to a smaller extent compared to crop production. Like in 

Kapchorwa the landscape dictates the type of crop and livestock enterprises that the farmers engage in. 

Crops commonly grown in the district are coffee, bananas, cereals (maize, millet, sorghum); vegetables 

(kales, eggplant, tomatoes, cabbage and onions); legumes (beans, soya beans and groundnuts); tubers 

(yams, potatoes and cassava) and oil crops like sesame. The main cash crops grown include coffee, 

bananas, maize and vegetable crops like onions. Coffee and bananas are predominant in the highlands 

and midlands while maize dominates the lowlands. Livestock types kept include crossbred dairy cattle in 

the highlands and midlands and dual purpose local cattle in the lowlands.  

Unlike Kapchorwa, Manafwa has a few network of organisations that support the three value chains. 

Farmers rely on the sub-county production office for most of the technical advice. The cooperatives are the 

main buyers of coffee while milk producers rely on traders and consumers.    

2.1.3 Solwezi 
Solwezi is located in the “new copperbelt area” in the North Western province. Solwezi is the capital of the 

North-Western province of Zambia. The district is composed of three constituencies: Solwezi east, Solwezi 

west and Solwezi central. For ease of providing technical advice to the farmers, the district is divided into 

eight blocks namely Lunga, Mutanda, Meheba, Mukumbi, Musele, St. Francis, Mushindamo and Central. 

The eight blocks are in turn divided into 55 camps and the camps divided into zones and villages. Mutanda 
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block is a settlement scheme and is inhabited by people from different ethnic communities.  Mushindamo 

borders the DRC and is the furthest from Solwezi town of all the eight blocks. St. Francis is the closest to 

Solwezi town after Central while Meheba is inhabited by the refugees from Angola, Burundi, Rwanda and 

the DRC.  

 

 

 

Figure 2: Map showing study sites in Solwezi 

Crop production is the main economic activity undertaken by smallholder farmers in Solwezi although they 

keep livestock, particularly the small stock (sheep and goats) and poultry (village chicken). Crops grown in 

the district include maize, common beans- Solwezi beans, sweet potato, cassava, pineapples, soya beans, 

Irish potato, sorghum, finger millet, cow peas, groundnuts, and sunflower. Horticulture particularly 

vegetable production through irrigation has become popular among the young farmers. Maize is cultivated 

as a cash crop and food crop and dominates most of the landscapes. Soya beans production is mainly 

undertaken in Mutanda and Mushindamo blocks because of the proximity of the blocks to the buyers of the 

produce. Solwezi beans is grown in every block and is the second most dominant enterprise after maize. 

There is limited involvement by the farmers in fruit crops production. Pineapple is the only fruit crop 

cultivated by farmers in Lumwana East Camp in Mukumbi block.  

Producers in Solwezi have a large network of organisations that provide business development services in 

addition to acting as chain enablers and actors. However, there appears to be heavy reliance on the 

government for the provision of most services. Apart from Lumwana Mines and Kansanshi Foundation 
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(Kalumbila Mines) that provide technical advice to farmers as a corporate social responsibility (CSR), 

majority of the farmers rely on the government extension service.  

2.2 Sampling procedure and design  

2.2.1 Sampling of producers 
 

Manafwa and Kapchorwa 

The information provided in this report was derived from household or producer surveys and key informant 

interviews conducted with downstream value chain actors such as traders and processors. In Manafwa and 

Kapchorwa, producers were drawn from three sub-counties in each of the two districts. The sub-counties 

were selected through stratified random sampling. Stratification was based on the presence of at least one 

or all the three value chains of interest in the sub-county as well as on agroecological zones. Sub-counties 

where coffee, apiary (bee keeping) or dairy was less predominant were automatically left out of the 

sampling frame for sub-counties.  In Manafwa district, Mukoto, Namabya and Butiru sub-counties were 

selected to represent highland, midland and lowland zones. According to the sub-county agricultural officer, 

the three enterprises were being undertaken by producers in Butiru and Mukoto while Namabya had coffee 

and dairy only. However, it was noted during the survey that neither apiary nor coffee production were 

predominant enterprises in Butiru although producers kept dairy cows, which were mainly local breeds. In 

Kapchorwa district,   Kapchesombe, was selected to represent high altitude while Tegeres and Kabeywa 

were selected to represent high to mid altitudes. Sub-counties in the lowlands were dropped from the 

sampling frame because the three enterprises were not predominantly undertaken by the farmers. 

Kapchesombe and Kabeywa were selected for dairy and apiary while Tegeres was prioritised for dairy. All 

the three sub-counties were predominantly coffee growing zones although Kabeywa was reported to be the 

main coffee producing zone. Selection of the parishes followed the same procedure, in which preference 

was given to parishes where the three enterprises were predominant. However, where there were more 

than two eligible parishes in a sub-county, two parishes were selected randomly using random numbers 

generated in excel. In total, six parishes, two in each sub-county, were selected from each district. Finally, a 

random sample of 18 and 30 villages was drawn from the sampled parishes and 306 and 321 households 

sampled randomly from the villages in Manafwa and Kapchorwa, respectively. The sampling frame for the 

households was constructed during the surveys, because the lists were not available at the government 

offices. The sampled households were allocated to the six sub-counties proportionately based on the total 

number of households in a given sub-county. In Manafwa, 70, 98 and 138 producers were interviewed in 

Mukoto, Namabya and Butiru respectively while in Kapchorwa 105, 126 and 90 households were sampled 

in Kapchesombe, Tegeres and Kabeywa respectively. More villages were sampled in Kapchorwa than in 

Manafwa because of the small size of the villages in Kapchorwa relative to Manafwa. Some villages in 

Kapchorwa were found to have fewer than 30 households.  

Solwezi 

In Solwezi, the respondents were drawn from five out of eight blocks namely St. Francis, Mutanda, Lunga, 

Mushindamo and Mukumbi. Mutanda and Mushindamo blocks were selected purposively because of the 
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predominance of soya beans in the two blocks. Targeting of the two blocks was necessary because the 

uptake of soya beans production in Solwezi district is relatively low, following the collapse of the market for 

the commodity and limited support by the government through farmer input support programme (FISP). 

Soya beans is predominantly grown in Mushindamo block, which borders the Democratic Republic of 

Congo (DRC), to target buyers from the DRC who were reported during the scoping study to be the main 

buyers of the produce. Mutanda producers’ proximity to Mutanda Farms, a large scale livestock producing 

farm, which buys soya beans for formulating livestock feeds, is another pull factor for the predominance of 

soya beans in the block. The remaining three blocks were sampled randomly from a list of five blocks. The 

initial random sample returned St. Francis, Meheba and Central blocks. However, during the survey, it was 

found that Meheba block was predominantly a refugee camp, with majority of the inhabitants originating 

from foreign countries such as Angola, the DRC and Burundi. Although the refugees had farms in the block, 

they were not permanent residents in the country and could relocate to their countries anytime. This was 

likely to make it difficult to track project participants if the interventions were to be implemented in the block. 

As a result, the block was replaced with Lunga block. Similarly, Central block was found to be inhabited by 

people who lived in Solwezi town, although they had their farms in the selected camps and villages in 

Central block. Because the sampled farmers were not residents of the sampled camps and villages, they 

could not be easily tracked for interviews. Central block was therefore replaced with Mukumbi block.  

Two camps were randomly selected from each block with the exception of Mushindamo block which had 

only one camp. Majimanzovu and St. Francis, Kyabankaka and Mutanda, Kasapa and Kangwena, and 

Lumwana and Mukumbi camps were selected from St. Francis, Mutanda, Lunga and Mukumbi blocks, 

respectively. Random sampling was used in the selection of the zones, villages, and households. In total, 

437 households were sampled for the producer surveys from a total of 31 zones and 31 villages. However, 

the results presented in the report are based on information from 427 households because 10 filled 

questionnaires were mistakenly deleted from the smartphones by some enumerators. The number of 

households interviewed in St. Francis, Mutanda, Lunga, Mushindamo and Mukumbi was 88, 149, 69, 50 

and 81 respectively.  

2.2.2 Sampling of other value chain actors 

Snowball sampling was used to identify traders in the three sites while the two coffee processors and one 

soya beans processor and trader were identified during the scoping studies. In total 32 traders comprising 

seven, three and eight coffee, dairy and honey traders respectively were interviewed in Manafwa while in 

Kapchorwa, five coffee and dairy traders and four honey traders were interviewed. In Solwezi, eight, 

thirteen and three soya beans, Solwezi beans and village chicken traders respectively were interviewed. 

The traders were drawn from different market centres found in the five blocks where the household surveys 

were conducted. Majority of the traders (9) were drawn from Solwezi main market while the rest were from 

Meheba, Kalumbila, Mushindamo, Mutanda and other smaller markets within Solwezi town.  

Efforts were made to include as many women producers in the sample as possible by using producer lists 

instead of the list of household heads. The lists were generated by the camp officers in Solwezi and the 

sub-county agricultural officers in Manafwa and Kapchorwa. A producer was defined as any household 
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member aged 18 years and above who engaged in farming activities and had stayed in the household for 

at least six consecutive months prior to the time of the survey.   

2.3 Data collection methods 

Producer surveys, which were semi-structured in nature, involved face-to-face administration of 

questionnaires to coffee, dairy and honey producers in Manafwa and Kapchorwa and Soya beans, Solwezi 

beans and village chicken producers in Solwezi.  The questionnaire was developed in Open Data Kit (ODK) 

platform and administered using smartphones. The semi-structured interviews sought information on 

economic and market potential of the selected value chains as well as challenges and opportunities that 

could be harnessed to overcome the identified constraints. In particular, the producer questionnaire 

focused on (i) general characteristics of the selected value chains including characteristics of the actors 

and their interaction with value chain supporters and chain enablers (ii) production systems and costs as 

well as returns from the six enterprises to establish their economic potential, (iii) existing and potential 

marketing and institutional arrangements that can be adapted to provide an enabling environment for the 

production and marketing of the selected commodities, (vi) access to business development services such 

as provision of technical advice on value addition, certification, agricultural and market information, post-

harvest handling services and financial services.  

Informal interviews with traders and processors involved the use of a checklist to gain an insight into the 

specific quality and quantity requirements imposed by the buyers, existing marketing arrangements with the 

producers and challenges faced by the actors.   

2.4 Data analysis  

Two economic indices namely gross margins and returns to investment (ROI) were computed for the 

producers to assess economic potential of the six values chains and identify strategies for improving 

performance and competitiveness of the value chains from the production end of the chain. Whereas gross 

margins measure the extent to which an enterprise is able to cover variable costs, ROI assesses the 

profitability of the enterprise by considering the rate at which the money invested in both variable and fixed 

costs is being translated into revenue. Cost items included in the estimation of gross margins included 

variable costs incurred on purchased inputs such as fertilizer, seeds, pesticides and hired labour for crop 

enterprises such as coffee, soya beans and Solwezi beans. On the other hand, variable costs included in 

the estimation of gross margins for livestock enterprises such as dairy and village chicken were expenses 

on purchased livestock feeds, veterinary drugs and vaccines, hired labour and purchase of the breeding 

stock if this was done within the last 12 months. Family labour and permanent hired labour were considered 

as fixed costs and were not used in the estimation of gross margins. Instead, these costs were considered 

in the estimation of ROI. Other fixed costs such as depreciation on farm tools and building as well as land 

were not considered when estimating ROI because of the difficulty in establishing the salvage value of the 

farm tools, which could be several years old. Although ROI is likely to be overestimated because of 

omission of fixed costs, it was argued that the estimated ROI would best reflect the economic potential of 

the six value chains given that production systems in these sites are less mechanized and hence the 

greatest component of fixed cost was mostly likely imputed cost of family labour as the main fixed cost.   
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3 Results 

3.1 Characteristics of value chain actors  

3.1.1 Producers 

3.1.1.1 Socio-economic and demographic characteristics of producers 
Tables 1 and 2 present socio-economic and demographic characteristics of the sampled producers in 

Manafwa and Kapchorwa, and Solwezi, respectively. Aggregating across the two sites in Uganda, the 

sampled producers are rather similar across the sub-counties.  Producers in Manafwa and Kapchorwa are 

on average, 42 and 43 years old and 43% and 45% of them are female, respectively. More female 

producers were interviewed in Namabya (56%) and Tegeres (51%) sub-counties compared to the rest of 

the sub-counties. The sampled producers are from predominantly male-headed households. On average, 

15% of the producers in Manafwa and 12% in Kapchorwa are from female-headed households. In Solwezi 

(Table 2), the scenario is not any different. The sample producers are on average 46.years old, 55% are 

female and 17% come from female headed households. However, the household size is generally higher in 

Solwezi (7 persons) than in Manafwa and Kapchorwa where the average household size is 5 persons.  

Education attainment varies marginally across the three sites, although producers in Kapchorwa and 

Solwezi appear to have higher literacy levels than those in Manafwa.  About 23%, 36% and 31% of the 

producers in Manafwa, Kapchorwa and Solwezi, respectively attained at least secondary school level of 

education, whereas the majority (64%, 51% and 52 % in Manafwa, Kapchorwa and Solwezi, respectively) 

attained at most primary education.  

 

3.1.1.2 Farm characteristics 
 

Given the low level of education of the majority of the households, more than 80% are reliant on farming as 

their main source of livelihood. In Manafwa, Kapchorwa and Solwezi, 93%, 83% and 93% of the producers 

rely on farming as the main occupation while a small percentage engage in off-farm activities such as 

regular employment, businesses and casual jobs as their main occupation. 

Maize and beans are the main crop enterprises undertaken by the majority of the producers in Manafwa 

(92% and 94%) and Kapchorwa (83% and 74%). Other major crops grown in the two sites are coffee and 

bananas. The intensity of cultivation and the relative importance of coffee, maize and bananas varies with 

the altitude where more coffee and bananas are grown in the high to mid altitude areas of Manafwa and 

Kapchorwa while maize predominates the mid to low altitude landscapes. In Manafwa, 44% and 56% of the 

producers grow coffee and bananas respectively while a higher percentage of the producers in Kapchorwa 

grow coffee (66%) and bananas (68%). In Solwezi, maize is the dominant food and cash crop grown by 

nearly all the sampled producers (98%). Crop diversity is generally low in Solwezi compared to Manafwa 

and Kapchorwa, because of government policies that tended to favour maize production over other crop 

enterprises. Maize benefits from the farmer input support programme (FISP) and has a reliable buyer, the 

Food Reserve Agency (FRA). This has resulted in overreliance on one crop by the farmers. Other crops 
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cultivated by majority of the producers (64%) include Solwezi beans (also known as sugar beans or mixed 

beans). Soya beans is cultivated by 18% of the producers, on average, although most of the production is 

concentrated in Mutanda (17%) and Mushindamo (68%) blocks owing to their proximity to the buyers. 

Producers in Mutanda target buyers such as Mutanda Farms or Avantech, which uses soya beans to 

produce soya cakes for livestock, while producers in Mushindamo target traders from the DRC. Soya beans 

production has dwindled following the collapse of the main buyer LINTCO-a government parastatal. 

However, there has been renewed interest in oil crops such as soya beans following the ban on imported 

vegetable oil.  

 

Livestock production is undertaken in the three sites albeit with varying degree of intensity. On average, 

about 85% of the producers keep livestock. Local chicken is the main type of livestock kept by the majority 

of producers in Manafwa (86%), Kapchorwa (71%) and Solwezi (86%). Shoats are the second most 

common type of livestock kept in Solwezi by 32% of the producers while dairy cattle keeping is 

predominant in Kapchorwa (71%) and 59% of the producers keep shoats .In Manafwa, 44% of the 

producers keep dairy cattle and shoats. Bee keeping is undertaken by 6% of the producers in Kapchorwa, 

particularly in Kapchesombe sub-county where bee keepers association is found. The parishes where bee 

keeping is undertaken border the national park. Rearing of bees at the homesteads is not a common 

practice in the two sub-counties, thus compelling farmers to rely on the national parks for siting the hives. In 

Manafwa, only one producer was found to practice bee keeping. Bee keeping is reported to be less 

common in the sub-county, although there is immense potential given its proximity to Mt. Elgon National 

park.  

 

Land sizes in Manafwa and Kapchorwa are generally small and range from 0.5 hectares in Manafwa to 0.6 

hectares in Kapchorwa, with relatively larger sizes in the lowlands. Owing to the small land sizes, nearly all 

the land is under cultivation: 84% in Manafwa and 87% in Kapchorwa, with 18% and 23% of the cultivated 

land under coffee in Manafwa and Kapchorwa, respectively. In Solwezi, average land size is 4.85 hectares, 

varying from 4.10 hectares in Lunga block to 5.98 hectares in St. Francis. Only 44% of the land was under 

cultivation in the 2014/2015 agricultural season and 16% and 23% of the cultivated land was under soya 

beans and Solwezi beans, respectively.    

Although crop production is the principal economic activity undertaken by the sampled producers, the scale 

of operation, which is often small, and vulnerability of the crop enterprises to vagaries of weather, have 

made diversification of sources of rural income a necessity.  For instance, the sampled producers draw 

income from diverse sources such as livestock production, crop production and non-farm activities.  On 

average, 73%, 42% and 51% of the producers in Manafwa derive their income from crops, livestock and 

off-farm income activities respectively while 89%, 53% and 63% of the producers in Kapchorwa obtain 

income from the aforementioned sources respectively.  Again, the pattern is relatively consistent in Solwezi: 

86%, 56% and 62% of the producers get their income from crops, livestock and off-farm activities, 

respectively. 

 



12 
 

3.1.1.3 Social institutions 
Institutions, be they formal or informal, are considered appropriate structures for realizing economies of 

scale, collective learning and increased bargaining power among smallholder farmers who are in most 

cases fragmented and disorganized or encounter missing markets. Membership in groups varies widely 

across the three sites, with the highest membership of 81% in the last one year reported in Solwezi 

compared to 23% in Manafwa and 31% in Kapchorwa. In Manafwa, 22% of the groups to which producers 

belong are agricultural and 33% and 17% of these groups focus on coffee and dairy respectively while in 

Kapchorwa, 52% of the groups are agricultural and 25% and 27% focus on coffee and dairy, respectively 

and 27%  have honey as their enterprise of focus. Most of the groups in Manafwa are savings (52%) and 

credit’s groups (43%) while those in Kapchorwa offer varied services, ranging from savings (31%) and 

credit (30%) to input purchases (7%), joint extension services (11%) and produce marketing (16%). Only 

2% and 4% of the groups in Manafwa and Kapchorwa are sources of marketing information respectively. 

Majority of the producers in Solwezi (96%) belong to agricultural groups where maize is reported by 78% of 

the producers as the main enterprise of focus. Only 6%, 8% and 1% of the agricultural groups focus on 

Solwezi beans, soya beans, and village chicken, respectively. Most of the groups or farmer cooperatives in 

Solwezi are usually formed to benefit from FISP, with maize as the main crop of focus. This explains why 

most of the groups are maize based groups. Nearly all the groups (77%) are for input purchases, while a 

few provide services such as produce marketing (9%), joint extension (8%), loans (11%) and savings (5%), 

and marketing information (2%). Based on the findings, it appears that strengthening of producer groups 

will be critical for all the six value chains to improve horizontal coordination and enhance the performance 

of the value chains. 
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Table 1:Socioeconomic and demographic characteristics of producers in Uganda 

Variable 

Manafwa   Kapchorwa 

Muk

oto 

(n=7

0) 

Namabya 

(n=98) 

Butiru 

(n=138) 

Total 

(N=306)   

Kapchesombe 

(n=105) 

Tegeres 

(n=126) 

Kabeywa 

(n=90) 

Total 

(N=321) 

Producer  

characteristics 

        

  

Age (years) 

40.2

3 

(14.

1) 

45.25 

(16.44) 

40.68 

(14.88) 

42.01 

(15.33) 

 

42.49 

(15.63) 

42.98 

(17.06) 

44.57 

(15.15) 

43.27 

(16.05) 

Gender (% female) 36% 56% 37% 43% 

 

43% 51% 39% 45% 

Highest level of education 

        

  

None (%) 12% 15% 11% 12% 

 

11% 14% 17% 14% 

Primary (%) 74% 52% 68% 64% 

 

39% 51% 63% 51% 

Secondary (%) 14% 24% 18% 19% 

 

29% 31% 16 26 

Tertiary (%) 0% 9% 4% 4% 

 

21% 4% 4 10 

Gender of household 

head (%female) 

16

% 18% 12% 15% 

 

10% 12% 15 12 

Household size 

5.64 

(2.5

1) 

5.41 

(2.29) 

5.38  

(2.28) 

5.45 

(2.33) 

 

5.62 

(2.47) 

5.36 

(2.05) 

4.81 

(2.73) 

5.29 

(2.41) 

Main occupation 

        

  

Farming (%) 99 84 92 91 

 

74 89 84 83 

Regular employment (%) 1 4 2 3 

 

10 5 6 7 

Business 0 5 1 2 

 

5 2 6 4 

Casual labourer 0 3 4 3 

 

5 1 2 3 

Others 0 3 1 1 

 

7 3 2 4 

Farm characteristics 

        

  

Crop producers (%) 100 98 99 99 

 

97 99 100 99 

Maize (%) 97 95 88 92 

 

86 87 72 83 

Beans (%) 94 97 91 94 

 

53 78 92 74 

Coffee (%) 74 72 8 44 

 

50 70 88 68 

Banana (Matooke) (%) 83 71 39 59 

 

49 70 79 66 

Size of land owned (ha) 

0.50 

(0.2

9) 

0.57 

(0.31) 

0.46 

(0.28) 

0.51 

(0.30) 

 

0.61 

(0.31) 

0.63 

(0.34) 

0.56 

(0.38) 

0.60 

(0.33) 

% Cultivated 86 86 81 84 

 

84 85 92 87 

% Under coffee 18 18 19 18 

 

18 22 26 23 

Livestock ownership (%) 89 84 84 85 

 

90 94 70 86 

Local chicken (%) 79 90 86 86 

 

57 75 84 71 

Dairy cattle (%) 48 61 30 44 

 

79 82 38 71 

Shoats (%) 39 40 50 44 

 

71 59 41 59 
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Bee keeping (%) 0 1 0 0 

 

9 5 3 6 

Others (%) 29 22 47 35 

 

7 16 14 13 

Sources of income  

        

  

Crops (%) 90 72 64 73 

 

88 88 92 89 

Livestock (%) 37 48 39 42 

 

62 63 28 53 

Off-farm activities (%) 41 63 46 51 

 

79 60 66 68 

Institutional variables 

        

  

Membership in groups 

(%) 

        

  

Ever belonged (%) 27 31 15 23 

 

54 25 27 35 

Membership in past one 

year (%) 27 31 15 23 

 

51 19 25 31 

Agricultural (%) 17 37 5 21 

 

48 50 61 52 

Coffee (%) 67 25 0 33 

 

4 25 62 25 

Dairy (%) 33 13 0 17 

 

17 33 0 17 

Honey (%) 0 0 0 0 

 

30 17 31 27 

Other enterprises (%) 30 17 0 19 

 

0 63 0 42 

Services offered  

        

  

Credit/loan (%) 22 30 43 32 

 

38 21 22 30 

Produce marketing (%) 0 7 0 3 

 

12 13 30 16 

Input purchases (%) 0 11 0 5 

 

10 4 4 7 

Savings (%) 61 41 52 50 

 

28 42 26 31 

Joint extension services 

(%) 0 15 5 8 

 

8 17 13 11 

Market information (%) 6 0 0 2 

 

6 0 4 4 

Others (%) 11 11 5 9   14 8 13 12 

 

Table 2:Socioeconomic and demographic characteristics of producers in Solwezi, by block 

Variable 

St. Francis 

(n=88) 

Mutanda 

(n=149) 

Lunga 

(n=69) 

Mushindamo 

(n=50) 

Mukumbi 

(n=81) 

Solwezi 

(N=437) 

Producer characteristics 

      Age (years) 44.17 (12.45) 48.28 (14.42) 46.12(11.87) 45.66(15.45) 43.72(13.57) 45.98 (13.71) 

Gender (% female) 49% 62% 54% 54% 51% 55% 

Highest level of education (%) 

      None (%) 15% 16% 13% 38 10 17 

Primary (%) 60 48 57 44 53 52 

Secondary (%) 21 31 30 16 32 27 

Tertiary (%) 4 5 0 2 5 4 

Gender of household head (%female) 13 25 16 16 10 17 

Household size 6.8(3.0) 7.3(3.7) 6.7(2.5) 5.5(3.0) 7.2(2.5) 6.8(3.1) 

Main occupation 

      Farming (%) 92 93 93 98 91 93 
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Regular employment (%) 4 3 3 0 5 3 

Business 1 1 3 2 1 2 

Casual labourer 1 0 0 0 1 0 

Others 2 2 1 0 1 2 

Farm characteristics 

      Crop producers (%) 100 100 100 100 100 100 

Maize (%) 99 96 100 98 100 98 

Solwezi beans (%) 72 66 64 52 59 64 

Soya beans (%) 6 17 12 68 5 18 

Size of land owned (ha) 5.98(5.31) 4.58(2.84) 4.10(2.92) 4.16(3.17) 5.21(3.96) 4.85(3.77) 

% cultivated  44 42 47 43 44 44 

% under Solwezi beans 16 15 20 14 18 16 

% under Soya beans 15 19 32 24 14 23 

Livestock ownership (%) 84 81 81 88 89 84 

Local Poultry (% ) 99 93 80 93 88 91 

Shoats (%) 32 30 53 59 58 32 

Dairy cattle (%) 0 3 2 0 3 2 

Others (%) 18 23 20 0 26 19 

Sources of income  

      Crops (%) 78 88 87 88 90 86 

Livestock (%) 55 54 57 60 58 56 

Off-farm activities (%) 56 62 67 54 69 62 

Institutional variables 

      Membership in groups (%) 

      Ever belonged (%) 70 87 83 96 93 85 

Membership in past one year (%) 70 80 81 96 88 82 

Agricultural (%) 93 96 95 98 97 96 

Maize (%) 82 75 85 68 81 78 

Solwezi beans (%) 7 9 8 2 1 6 

Soya beans (%) 7 7 4 27 3 8 

Local chicken (%) 0 1 2 0 0 1 

Other enterprises (%) 7 18 9 1 17 15 

Services offered  

      Credit/loan (%) 12 20 5 2 7 11 

Produce marketing (%) 13 8 4 2 14 9 

 Input purchases (%) 67 73 85 93 77 77 

 Savings (%) 8 6 0 2 7 5 

Joint extension services (%) 12 8 9 2 8 8 

Market information (%) 3 2 4 0 3 2 

Others (%) 5 12 9 5 4 8 
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3.2 Traders  

3.2.1 General characteristics of traders 

3.2.1.1 Kapchorwa and Manafwa 
The traders interviewed were both male and female. In Kapchorwa, the number of male and female traders 

interviewed were equal, while in Manafwa, majority of the traders were male, and only one trader out of 18 

interviewed was female. However, in Solwezi, majority of traders were female with only 5 out of the 24 

traders being male. In all the three project sites, the majority of traders were aged between 30 and 50 years 

old. In terms of education levels, 3 of the 24 traders surveyed in Solwezi had not received any formal 

education while 8 had some secondary level education. None of the traders in Solwezi had any post-

secondary education. The situation was different in Uganda where in both sites, some traders had up to 

university level of education. Most of the traders had secondary level of education (9 in both Kapchorwa 

and Manafwa) and primary level education (3 and 7 in Kapchorwa and Manafwa respectively). 

In Kapchorwa and Manafwa, traders who also doubled as brokers (1) and processors (2) were interviewed. 

In Kapchorwa the number of traders primarily engaged in trading of coffee, honey and dairy products were 

7, 5 and 4 respectively; while in Manafwa, they were 7, 3 and 8 respectively. In Solwezi, traders were 

primarily engaged in trading of soya beans (8), Solwezi beans (13) and local chicken (3). Apart from coffee, 

dairy products and honey, 3 traders in Kapchorwa and 7 in Manafwa were also involved in trading in other 

commodities. The most commonly traded commodities included beans, maize, Irish potatoes and onions.  

3.2.1.2 Solwezi 
The traders interviewed in Solwezi were from six different markets: Solwezi main market, Maheba market, 

Road 36 market, Zambezi market, St Dorothy market and Boarder market. Of the twenty four traders 

interviewed in Solwezi, eight of them traded in soya beans, eighteen in Solwezi bean and only three traded 

in local chicken. However, it is important to note that of the eighteen Solwezi bean traders, thirteen of them 

considered beans as the most important commodity they traded in. The other five considered soya beans 

as the most important commodity that they traded. For those trading in soya beans, seven of them 

considered soya as the most important commodity traded. 

A majority of traders interviewed in Solwezi were women. Out of the twenty four respondents, nineteen 

were female and were aged between thirty and fifty years of age. More than half of the traders had primary 

level of education, while one third had secondary level of education. None of the traders had attained any 

post-secondary education at all, yet three of them had not had any form of formal education. Nearly all 

traders were retailers, and only four out of twenty four were wholesalers. 

Apart from soya beans, Solwezi beans and local poultry, eighteen of the traders interviewed were also 

found to trade in many other commodities but the most common ones included groundnuts, maize, sweet 

potato, cassava and rice. 
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3.2.2 Trading characteristics 

3.2.2.1 Coffee trading 
Seven traders dealing in coffee were interviewed in both Kapchorwa and Manafwa. The coffee traders in 

Kapchorwa were retailers (3), wholesalers (4) and processors (2); while those in Manafwa were retailers 

(6), one wholesaler (1) and a broker (1). The coffee harvesting season occurs twice in the year in both 

Kapchorwa and Manafwa. Most of the traders (6/8) in Kapchorwa source coffee from individual farmers 

because they are easier to negotiate with and offer better prices. Some traders (4) also reported that they 

train farmers on the quality of coffee and packaging; and in one case, provide transportation for coffee. 

Some of the coffee bought was graded (4/8) while others was not graded (4/8). Traders were found to have 

different arrangements with their supplier, but only one trader had an existing contract with his supplier. The 

others either purchased coffee at random from any farmer while others had longstanding relationships with 

the farmers who supplied them but no written agreements existed. 

In Manafwa, however, the sources were more varied with (3/8) traders getting coffee from individual 

farmers, 3/8 from brokers and (2/8) from farmer groups and other traders. Traders in Manafwa also 

preferred individual farmers because of favourable prices but most of the coffee (7/8) was not graded. The 

main type of services offered by the traders interviewed in Manafwa to the different suppliers were 

transportation (5/8) and advance payment (3/8).  

Most of the traders obtained information on coffee from fellow traders or through telephone.  

3.2.2.2 Milk trading  
In total, there were 13 traders. Because of its high level of perishability and that they traded in unprocessed 

raw milk, these traders replenished their stocks daily. However, the maximum amount of milk that could be 

stocked in a week ranged between 21 litres to 7000 litres. The amount of milk traded ranged from 3 litres to 

400 litres per day. The average buying price for a litre of milk in Kapchorwa was UGX880, while in 

Manafwa, it was UGX 1050. Majority of the traders in Kapchorwa and all traders in Manafwa stated that 

milk was almost always available in large quantities throughout the year. 

3.2.2.3 Honey trading 
There were a total of nine honey traders who were interviewed.  For three traders in Kapchorwa, honey 

was always available in large quantities throughout the year, and for the remaining three traders, it was 

readily available in large quantities during harvesting season. Thus traders were able to replenish their 

stocks as and whenever they needed to. In Manafwa however, two traders noted that honey was not 

available in sufficient quantities irrespective of the season. For two of the traders, restocking was done 

seasonally.  

Market information on honey is mainly obtained through communication with other traders. Only one trader 

stated that they obtained information through the radio, while two reported not to have any market 

information at all. 
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3.2.2.4 Soya beans 
The soya beans traders that were interviewed seemed to be established traders given the length of time 

that they had been engaged in the enterprise. By May 2015, only one trader had been in the business for 5 

years, while the rest had been trading soya beans for long periods of time with one trader having been in 

the business for 38 years. Most of the traders stocked the commodity monthly and preferred to buy the 

beans in 50kg bags. Selling was either in the same unit or in smaller units of 3kg. Five of the seven soya 

bean traders noted that the availability of the beans was of medium extent as the commodity was easily 

available during harvesting. For the other two traders, however, the commodity was in insufficient supply 

irrespective of the season. 

 Market information for most of the traders was obtained from other traders while for two of them, they did 

not receive any information on prices before coming to the market. They sold their merchandise according 

to the prevailing prices decided by the farmers on arrival at the market.  

3.2.2.5 Solwezi beans 
Traders of Solwezi beans in most cases bought and sold the beans in 3kg units, locally known as Medda. 

Unlike soya beans, Solwezi bean traders replenished their stocks more frequently, as twelve out of 

eighteen traders restocked either weekly or fortnightly, while five of them replenished their stocks monthly. 

Those who restocked monthly were also more likely to buy beans in 50kg bags. The average buying price 

per kilogram of Solwezi beans was 24 Kwacha. Availability of Solwezi beans varied for different traders but 

for most of them (15 out of 18), the commodity was available in large quantity either after the harvesting 

season or throughout whenever needed. Like all other value chains, market information on Solwezi was 

obtained from fellow traders (8/18), from farmers/suppliers of the beans (6/18), through phone (3/18) or 

through groups (1/18). 

3.2.2.6 Local poultry 
Only three traders of local chicken were interviewed during the survey. Chicken prices varied according to 

the size of the chicken, costing on average, 52 Kwacha for a big chicken, 42 Kwacha for a medium sized 

chicken and 33 Kwacha for a small chicken. The maximum number of chicken that could be stocked in a 

week varied greatly among the three traders, as did the sources of market information regarding chicken; 

but they all agreed that the supply of chicken was not always available in sufficient quantities irrespective of 

the season. 

3.3 Production and economic potential of the selected value chains  

Given that chain upgrading requires commitment of productive resources such as land, labour and capital, 

assessing economic potential of the value chains including the feasibility of production options required to 

upgrade the chain is necessary to identify leverage points for intervention as well as feasible upgrading 

options for each value chain. Such assessments are important, as policy makers, development 

practitioners and smallholder farmers can use them to analyse the economic prospects of the various 

production options available for the different value chains before they decide to invest in them. 

Furthermore, the increasingly competitive marketing reality owing to trade liberalisation, globalisation and 
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production efficiency of medium and large scale farmers necessitates smallholder farmers to produce what 

they can sell rather than try to sell what they have produced. Therefore, analysis of the potential demand 

for the products produced from the six value chains will be instrumental in providing smallholder farmers 

with information on what end users of their products are demanding at the market place and how the laws 

of demand and supply affect prices, price trends and volumes sold. Moreover, market assessment is crucial 

in identifying attractive opportunities and appropriate strategies to upgrade the value chains using current 

market conditions as a benchmark.  

In this sections, we focus our analysis on the current production options employed by the producers 

including use of productivity enhancing inputs and the returns realized from the various production options 

used. We use gross margins and returns to investment as proxy measures of chain efficiency and identify 

leverage points for intervention at the production node of the chain. In addition, we identify feasible 

upgrading strategies to improve chain efficiency at the production node. 

3.3.1 Coffee value chain 

Figure 3 shows the proportion of producers involved in coffee production and marketing in Manafwa and 

Kapchorwa. Coffee production is undertaken by majority of the producers in the high and mid altitude 

landscapes and only a small percentage (6%) produce coffee in the lowlands in Butiru sub-county. 

Aggregating across the sites, more farmers produce coffee in Kapchorwa (71%) than in Manafwa (40%) 

and the highest percentage of producers in Kapchorwa are from Kabeywa sub-county (92%), which falls in 

the midlands. As is expected, coffee is a highly commercialized crop and is grown specifically for the 

market as shown by the high proportion of producers selling coffee (99% and 97% in Manafwa and 

Kapchorwa, respectively). 
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Figure 3: Proportion of sampled farmers producing and selling coffee in Manafwa and Kapchorwa, by sub-

county 

The average land size under coffee in Manafwa and Kapchorwa is 0.09 hectares and 0.13 hectares, 

accounting for 18 % and 23% of the total land under cultivation 2015/2016 agricultural season in Manafwa 

and Kapchorwa respectively. Producers in Kapchorwa allocate relatively more land to coffee than those in 

Manafwa, which could be an indication of the relative importance of the enterprise in the district. Coffee 

yields range from 1556 Kg/ha in Kapchorwa to 1776 kg/ha in Manafwa, with the lowest average yield of 532 

kg/ha reported in Butiru sub-county. The results clearly indicate coffee is not a suitable enterprise in Butiru 

and that producers in the lowlands would earn more revenue if the land under coffee were to be allocated 

to an alternative enterprise. Considering yields in the remaining sub-counties, the data indicate that the 

average yields on the whole are below the potential average of 2000kg/ha for Arabica coffee under good 

management practices (). The results therefore suggest there is opportunity to increase yields and 

maximize returns from coffee through use of productivity enhancing inputs.  
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Table 3:Economic potential of the coffee value chain in Manafwa and Kapchorwa 

  Land size (ha) Yield (kg/ha) Gross margin (000'UGX/ha) ROI 

Manafwa (N=121) 0.09(0.07) 1755.8(1528.6) 1557(1510) 0.24(1.13) 

Mukoto (n=47) 0.08(0.07) 1794.9(1209.5) 1749(1294) 0.15(0.77) 

Namabya (n=66) 0.10(0.07) 1685.2(1325.8) 1464(1688) 0.38(1.35) 

Butiru (n=8) 0.10(0.07) 531.61 (454.98) 1143(955) -0.47(0.36) 

  

   

  

Kapchorwa (N=228) 0.13(0.08) 1555.5(1197.2) 1403(1173) 0.50(1.86) 

Kapchesombe 

(n1=49) 0.14(0.08) 1479.3(1281.6) 1233(1148) 0.38(1.32) 

Tegeres (n1=96) 0.13(0.07) 1685.2(1325.8) 1433(1055) 0.54(1.35) 

Kabeywa (n1=83) 0.12(0.07) 1451.0(970.9) 1468(1313) 0.52(2.53) 

 

The gross margin estimated for coffee are positive, suggesting that the producers are able to cover variable 

costs. Gross margins range from UGX 1,403,000/ha/year in Kapchorwa to 1,557,000/ha/year in Manafwa. 

However, it is important to note that gross margins are highly dependent on the cost structure of the farm 

and can be misleading if the greater component of the cost are fixed costs or are non-cash expenses, 

which cannot be easily imputed due to missing markets for the inputs. For instance, farmers may use 

homemade manure (farm yard, compost or green manure) to fertilize the trees. Although important inputs in 

the production of coffee, these items may not be included as part of the variable costs if the inputs were not 

purchased.  In the smallholder systems where farmers incur little or no variable costs at all, use of gross 

margins to assess profitability can be misleading although it gives an indication of the performance on an 

enterprise relative to other enterprises on the farm.  

A closer look at the components of variable costs (Figure 4) for coffee producers indicate that seedling 

costs (42%) and hired labour (40%)  account for the highest proportion of variable costs in Manafwa  and 

Kapchorwa, respectively and expenses on productivity enhancing inputs is at its lowest in the two districts. 

Expenses on fertilizer account for 16% in Manafwa and 18% in Kapchorwa respectively. Furthermore, only 

6% and 3% of the producers used fertilizer on coffee in Manafwa and Kapchorwa respectively. Similarly, 

use of pesticides is generally low despite a number of producers (7% in Manafwa and 16% in Kapchorwa) 

reporting that high incidence of diseases was a major challenge in coffee production. For the producers to 

remain competitive in the coffee sub-sector and maximize returns on investment, it is imperative that they 

invest in yield enhancing inputs. Low levels of use of inputs could be attributed to lack of incentives on the 

part of the producers, because of the frequent fluctuations in coffee prices and lack of reliable buyers who 

are willing to pay premium prices for good quality coffee.  

Returns on investment shown in Table 3 suggest that the gains from investing in coffee exceed the costs 

invested by 24% in Manafwa and 50% in Kapchorwa. A cursory look at the ROI  suggest that the producers 

in Butiru need to reduce costs or increase yields to be able to realize positive gains from investing in coffee. 

ROI is highest in Tegeres and Kabeywa sub-counties, which are the most suitable landscapes for coffee. 

Therefore, to improve efficiency in the coffee value chain in the landscapes that are suited for the crop, 
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producers have the potential to increase gains by increasing yields of coffee through the use of productivity 

enhancing inputs. This is tenable given that producers are currently using low levels of productivity 

enhancing inputs and that only a few producers are using the inputs. In the lowlands such as Butiru sub-

county, enterprise switching would be a more feasible strategy so that the resources can be allocated to 

enterprises that are suited to the landscape. The results show that the producers have the potential to 

increase gains from coffee, given the low levels of input use. Improving the producers’ access to 

productivity enhancing inputs is paramount, although this will require investing in incentive mechanisms 

that can encourage producers to invest in coffee to increase quantity and quality. A more pertinent question 

that needs further investigation at the production node of the coffee value chain is sustainable and scalable 

approaches for incentivizing producers to invest in the production of high quality coffee.  
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Figure 4: Cost components of variable expenditures on coffee in Manafwa and Kapchorwa 

 

3.3.2 Dairy value chain  

Figure 5 shows the proportion of producers keeping dairy cattle as well as those who produced and sold 

milk in the last 12 months. The results suggest that dairy production unlike coffee is not well developed in 

the two districts, although more producers keep dairy cattle in Kapchorwa than in Manafwa. On average, 

55% and 30% of the producers in Kapchorwa and Manafwa, respectively keep dairy cattle. Dairy 

production appears to be predominantly practiced in the high to mid altitudes in Kapchorwa (Kapchesombe 

and Tegeres sub-counties) than in the mid-to low altitude (Kabeywa). In Manafwa, however, dairy 
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production is predominant in the high and medium altitude landscapes, but the proportion of farmers 

keeping dairy cattle is relatively small compared to Kapchorwa.  
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Figure 5: Proportion of farmers producing and selling milk in Manafwa and Kapchorwa, by sub-county 

 

On average, the producers keep at least one dairy cow in Manafwa and two in Kapchorwa, but the type of 

dairy cow kept varies by the various landscapes (Table 4). More producers keep improved (crossbred) 

cows in Kapchorwa (76%) than those in Manafwa (52%) and in the lowlands, particularly in Butiru sub-

county, local breeds predominate (Figure 6) because they are adapted to the environmental conditions in 

the lowlands. Unlike the coffee value chain, the dairy value chain seems to be less commercialized, 

particularly in Manafwa where only 40% of those producing milk actually sold milk. Thus, dairy production is 

mainly for subsistence in Manafwa. The proportion of producers selling milk is relatively higher in 

Kapchorwa (80%), with the majority of those selling milk coming from Kapchesombe and Tegeres sub-

counties.  
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Table 4:Average number of dairy cattle kept in Manafwa and Kapchorwa, by type and sub-county 

  Improved Local Total 

Manafwa (N=91) 0.71(0.85) 0.95(0.14) 1.52(0.89) 

Mukoto (n=23) 1.17(0.98) 0.48(0.85) 1.5(0.62) 

Namabya(n=39) 0.90(0.79) 0.72(0.83) 1.31(0.66) 

Butiru (n=29) 0.10(0.31) 1.65(1.40) 1.85(1.27) 

Kapchorwa (N=176) 1.51(1.51) 0.98(2.17) 2.33(2.15) 

Kapchesombe (n=66) 1.58(1.58) 1.5(3.19) 2.69(2.80) 

Tegeres (n=92) 1.11(1.07) 0.75(1.19) 2.17(1.59) 

Kabeywa(n=18) 1.11(1.08) 0.33(0.49) 1.44(0.73) 
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Figure 6: Type of dairy cattle kept in Manafwa and Kapchorwa, by sub-county 

 

On average, producers have one milking cow and milk yields range from 3.42 litres per day in Manafwa to 

4.14 litres per day in Kapchorwa (Table 5). Gross margins indicate that farmers are able to breakeven at 

the current level of management. However, the low levels of milk yield and the positive values for returns to 

investment suggest that producers are able to increase gains from the dairy value chain by improving milk 

yields through improved management practices. On average, the gains from investing in dairy production 

exceeds the costs invested by 77% and 96% in Manafwa and Kapchorwa, respectively. Nevertheless, the 

higher ROIs could be an indication of limited cash expenses incurred by most producers.  

The largest component of variable costs used in computing gross margins is expenditure on veterinary 
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inputs such as drugs, dewormers and vaccines (Figure 7). This ranges from 60% to 78% in Manafwa and 

Kapchorwa, respectively while expenditure on purchased feeds account for less than 20% of the total 

variable costs in the two districts. Returns on investment are the lowest is Butiru sub-county (35%) where 

most of the breeds are local. Again, improving productivity and efficiency of the dairy value chain in the 

lowlands will require upgrading the breeds, which may be a long term investment.  

 

Table 5:Economic potential of dairy value chain in Manafwa and Kapchorwa 

  

Average no. 

of cows in 

milk 

Milk yield 

(litres/day) 

Gross margin 

(000'UGX/cow) ROI 

Manafwa (N=67) 1.1(0.3) 3.42(2.03) 519(435) 0.77(1.36) 

Mukoto (n=18) 1.2 (0.4) 4.58(2.18) 679(520) 1.10(1.29) 

Namabya (n=29) 1.0(0.9) 3.52(1.99) 512(439) 0.85(1.62) 

Butiru (n=20) 1.1(0.3) 2.24(1.20) 386(300) 0.35(0.85) 

    

  

Kapchorwa (N=137) 1.4(0.8) 4.14(2.57) 658(556) 0.96(1.39) 

Kapchesombe (n=55) 1.5(0.9) 4.43(2.82) 593(426) 0.77(1.28) 

Tegeres (n=73) 1.4(0.8) 3.97(2.47) 723(655) 1.11(1.48) 

Kabeywa (n=9) 1 3.78( 1.75) 522(307) 0.87(1.15) 
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Figure 7: Components of variable expenditures on dairy in Manafwa and Kapchorwa, by sub-county 
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An examination of the management practices indicates that few farmers are using improved feeds and 

feeding practices. On the whole, only 27% and 25% of the producers in Kapchorwa and Manafwa 

respectively use purchased feeds while the rest rely on home grown feeds, which are mainly banana stems 

and elephant grass. None of the producers grow leguminous feeds for supplementing with purchased feeds 

and the grasses. Majority of the producers rely on grazing as the main method of feeding (39% in 

Kapchorwa and 30% in Manafwa), with 19 % and 14% in Manafwa and Kapchorwa, respectively practicing 

stall feeding or zero grazing. Other feeding methods in order of importance include exclusive grazing, a mix 

of grazing and stall feeding and tethering. The results, therefore, suggest that there is potential to increase 

gains from dairy production through improved feeding regimes. This will require access to supplemental 

feeds such as high protein fodder shrubs.  

To the extent that adoption of improved feeds and feeding practices is low among smallholder farmers in 

the two districts, interventions that aim at improving milk productivity need to focus on incentive 

mechanisms to increase uptake. Some barriers to adoption of improved fodder include, lack of enough land 

for growing fodder (79%), unavailability of seeds/planting material for the preferred fodder species (25%) 

and limited information on fodder production due to the vacuum created in the extension system following 

the dissolution of the NAADs programme (13%). Therefore interventions aiming at improving dairy 

productivity through improved feeds and feeding practices should focus on the introduction of fodder 

species that take up less land, planting of fodder in different niches to avoid competition with crops for land 

and different training approaches that aim at creating awareness of the benefits of using improved feeds 

and feeding practices. In addition, interventions focusing on sustainable and scalable seed and seedling 

distribution systems need to be identified to enhance producers’ access to planting materials and foster 

adoption of improved fodder shrubs among smallholder farmers. To the extent that there is currently a 

vacuum in the extension system, cost effective extension methods need to be identified, tested and 

adapted to the different contexts in which farmers operate.  

 

 

3.3.3 Honey Value chain 

Honey production is undertaken by relatively fewer producers in the two districts compared to coffee and 

dairy production. As shown in Figure 8, the proportion of producers engaging in bee keeping in Manafwa is 

much smaller (4%) than that in Kapchorwa (13%) and only 1% of bee keepers harvested honey in Manafwa 

Table 6:Reasons for not growing fodder by dairy farmers in Manafwa and Kapchorwa 

  Manafwa Kapchorwa Total  

Lack technical knowledge  7% 18% 13% 

No enough land 72% 85% 79% 

No interest  0% 5% 3% 

Unavailability of planting material 24% 26% 25% 

Lack of labour 0% 18% 10% 

High cost of planting material 3% 5% 4% 

Not aware of the benefits  3% 3% 3% 
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compared to 39% in Kapchorwa. In Kapchorwa, more producers are found in Kapchesombe sub-county, 

Kwoti parish, which borders Mt. Elgon National Park. Bee keeping in the two districts was reported to be 

practiced within the national park, yet there are few sites for placing the hives, which explains the small 

number of producers engaging in the enterprise. Given the subsistence nature of honey production, only 

39% of the producers sold honey in Kapchorwa and the highest percentage of producers selling honey 

were from Tegeres sub-county (60%). 

 

0%

10%

20%

30%

40%

50%

60%

70%

4%

0% 0% 1%

21%

8%
11%

13%

0% 0% 0% 0%

39%

27%

50%

39%

%o
f f

ar
m

er
s

% keeping bees %producing honey %selling honey

 

Figure 8: Proportion of farmers producing and selling honey in Manafwa and Kapchorwa, by sub-county 

 

The results therefore suggest that more efforts need to be put in promoting honey production outside the 

national park in the two sub-counties to be able to a get a critical mass of producers for the interventions to 

impact a large number of people in the two districts and beyond. On average, producers have 18 hives per 

year, with more hives reported in Kapchesombe sub-county. It is however, important to note that the hives 

reported in Kapchesombe sub-county could be for the group rather than individuals. Kwoti women group is 

one of the groups that engage in honey production and value addition in the sub-county. The producers 

face serious challenges in identifying sites for the bee hives. Siting of the hives in the National Park is 

usually subject to approval by the Uganda Wildlife Authority, suggesting that those interested in bee 

keeping may be left out due to scarcity of sites in the National Park. Long term solution to this challenge is 

to educate farmers on other alternative sites for bee keeping. It is reported that farmers lack information on 

other alternative sites such as the homestead, and those with the knowledge perceive bees to be too 

dangerous to keep at the homestead. The focus, therefore, will be on innovative ways of educating farmers 
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on how to practice bee keeping in their homesteads to bolster uptake, as this alternative site seems more 

sustainable than relying on the national park.  

Table 7:Economic potential of the value chain 

  No. of hives Yield (litres/hive) Gross margin (UGX/hive) ROI  

Kapchorwa (n=42) 18.1(38.7) 2.78(2.25) 14406(12233) 2.39(3.70) 

Kapchesombe (n=22) 25.5(47.9) 2.63(1.42) 18101(12623) 3.16(4.47) 

Tegeres (n=10) 4.3(1.64) 2.83(1.65) 19167(22391) 0.97(2.12) 

Kabeywa (n=10) 15.6(38.7) 2.99(3.66) 6590(2131) 1.74(3.00) 

 

On average producers harvest 2.78 litres of honey per hive per year. Gross margins are positive even at 

these low levels of yields and returns to investment indices are positive and greater than 1 in all the sub-

counties except Tegeres. The economic indicators point to the conclusion that bee keeping is a profitable 

venture, but the results should be interpreted with caution to the extent that most of the costs of production 

may not have been covered in the analysis. The analysis relied on variable costs, which were mainly cash 

expenses although imputed cost of family labour was approximated and included in the estimation of ROI. 

A few or none of the farmers reported expenses on hives and bees while part of the expenses on protective 

clothing may have been reported under other costs. The data presented in Figure 9 indicate that cash 

expenses were incurred on hired labour and other costs. In general other costs account for the highest 

proportion of variable costs (54%) although this varies with the sub-county. While producers in Tegeres 

spent more on hired labour, Kapchesombe incurred a higher proportion of the variable costs on other costs.  
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Figure 9: Components of variable expenditures on honey production in Kapchorwa 
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3.3.4 Soya beans and Solwezi beans value chain 

As shown in Figure 10, 17% of the sampled producers grow soya beans in Solwezi and the main soya 

beans producing blocks are Mushindamo (68%) and Mutanda (15%). Soya beans is mainly grown as a 

cash crop and is marketed by 85% of those who produce it in Solwezi, with exception of St. Francis block 

where the produce was marketed by only 33% of the producers.  

Soya beans production zones are determined by availability of buyers more than by agroclimatic 

conditions. Mutanda block, which houses a large scale livestock farm, Mutanda farms, is the major driving 

factor for the development of soya bean’s enterprise in the block. Mutanda farms uses soya beans as 

ingredients in making soya cake for livestock feeds. On the other hand, Mushindamo block borders the 

DRC, which is the major market for soya beans produced in the block. Soya beans has specialised buyers 

unlike Solwezi beans, because its uses are currently limited to formulation of livestock feed and processing 

into oils. The intervention should focus on diversifying marketing channels for soya beans in addition to 

strengthening relationships with the current buyers to bolster uptake among smallholder farmers.   
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Figure 10: Proportion of farmers producing and selling soya beans in Solwezi, by block 

 

Unlike soya beans, Solwezi beans is produced by at least 50% of the households. On average 63% of the 

sampled producers were engaged in the Solwezi beans production in the past one year, with the 

percentage ranging from 50% in Mushindamo to 72% in St. Francis (Figure 11). Solwezi beans is grown for 

both food and income and the proportion of producers marketing Solwezi beans is 80%, which is not 

different from that of soya beans. More producers in Mukumbi (93%) and St. Francis (92%) market Solwezi 

beans than in the rest of the blocks.  
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Figure 11: Proportion of farmers producing and selling Solwezi beans, by block 

 

 

The average land size under soya beans and Solwezi beans is 0.25 hectares and 0.33 hectares (Table 8), 

which constitutes 16% and 23% of the total cultivated land in 2014/2015 agricultural year, respectively. 

Majority of the cultivated land is under maize, which is a cash crop and staple food in Solwezi. The average 

yield of soya beans is 230kg/ha, and ranges from as low as 67kg/ha in St. Francis to 275kg/ha in 

Mushindamo. On the other hand, yields of Solwezi beans are on average 210kg/ha and varies from 

147kg/ha in Lunga to 366kg/ha in Mushindamo. Because of the low yields realised from the two 

enterprises, gross margins are low and in some cases negative, suggesting that producers are not able to 

breakeven at the prevailing levels of inputs used and output prices. Returns to investment indices are 

negative for both enterprises, indicating that producers are on average losing 63% and 76% of their 

investments in Solwezi beans and soya beans respectively. It is therefore imperative that strategies for 

improving efficiency of the two value chains need to focus on either reducing the cost of production or 

increasing returns per unit of resources invested so that the producers can remain competitive in the 

industry. The two enterprises have comparative advantage in that there is existing demand for Solwezi 

beans and a growing demand for soya beans as more farmers engage in the production of commercial 

broilers. The ban in importation of vegetable oil is another primer for the soya beans sub-sector.  
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Table 8:Economic potential of Soya beans and Solwezi beans value chains, by block 

  Land size (ha) Yield (kg/ha) Gross margin (ZMK/ha) ROI 

Solwezi beans 

   

  

St. Francis (n=60) 0.25(0.14) 199.02(174.63) 164(998) -0.71(0.24) 

Mutanda (n=97) 0.19(0.08) 213.28(168.08) 280(1407) -0.62(0.36) 

Lunga (n=43) 0.29(0.19) 147.70(130.31) -74(1197) -0.69(0.27) 

Mushindamo (n=25) 0.21(0.08) 366.08(393.31) 809(2665) -0.36(0.70) 

Mukumbi (n=46) 0.34(0.18) 191.83(172.19) 184(1339) -0.61(0.44) 

Solwezi (N=268) 0.25(0.15) 210.13(202.85) 230(1456) -0.63(0.40) 

Soya beans 

   

  

St. Francis (n=6) 0.15(0.09) 67.2(34.7) -4004(5730) -0.97(0.02) 

Mutanda (n=23) 0.26(0.13) 227.1(265.1) -193(938) -0.77(0.32) 

Lunga (n=9) 0.65(0.61) 166.7(167.6) -1368 (1351) -0.86(0.19) 

Mushindamo (n=34) 0.32(0.22) 275.0(293.7) -103(1094) -0.72(0.38) 

Mukumbi (n=3 0.33(0.14) 207.3(340.1) 328(1572) -0.68(0.44) 

Solwezi (N=75) 0.33(0.29) 230.2(264.1) -377(1485) -0.76(0.34) 

 

A cursory look at the components of variable costs for soya beans and Solwezi beans presented in Figures 

12 and 13 indicate that seed cost and hired labour account for the highest percentage of variable costs, 

while expenses on fertiliser, pesticide and inoculum are generally low across the blocks. A similar trend is 

depicted in Solwezi beans in which seed accounts for 50% of the variable costs while the share of fertiliser 

cost in variable costs is less than 10%. 
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Figure 12: Components of variable expenditures on soya beans production, by block 

 



32 
 

-0.40

-0.20

0.00

0.20

0.40

0.60

0.80

1.00

1.20

St. Francis (n=5) Mutanda (n=18) Lunga(n=9) Mushindamo
(n=33)

Mukumbi (n=3) Solwezi (n=68)

sh
ar

e i
n t

ota
l 

va
ria

ble
 co

st

Seed fertiliser inoculum pesticide hired labour others

 

Figure 13: Components of variable expenses on Solwezi beans production, by block 

 

In other words producers of soya beans and Solwezi beans tend to spend less on productivity enhancing 

inputs and production is characterised by low input use. The only input that accounts for the largest share 

of the producers’ budget is seed. However, the results in Figure 14 show that majority of the producers of 

soya beans and Solwezi beans do not use improved seed. This perhaps explains why the yields are low. 

Only 25% and 3% of the producers used improved seed of soya beans and Solwezi beans, respectively 

and use of fertiliser stands at 15% for soya beans and 5% for Solwezi beans. Low uptake of improved soya 

beans seed is attributed to the high cost of the seed in addition to limited availability at the agro dealer 

shops. Soya beans production is less predominant in the region and stockists of soya beans seeds tend to 

incur losses if they are not able to sell the seeds in time. Sunk costs associated with stocking soya beans 

seeds are high, and this coupled with the possibility of the seed deteriorating in quality when it over stays at 

the stores deters many stockists from stocking it. An intervention that focuses on a sustainable seed supply 

system is critical but issues related to low uptake of soya beans must be addressed either by linking 

farmers to buyers of soya beans under contractual arrangements or diversifying marketing channels by 

exploring other potential uses of soya beans other than processing for oil or livestock feed.  One possibility 

would be to have a contractual arrangement where buyers of seed provide interlinked services like 

improved seeds and other productivity enhancing inputs. 

Solwezi beans producers face a completely different challenge from that experienced by soya beans 

producers. In the case of Solwezi beans, there is complete lack of clean seed and producers rely on local 

seeds (Figure 15) whose quality may have degenerated over time. The focus therefore needs to be on 

establishing seed multiplication system that can be managed by the farmer groups and their activities 

backstopped by Zambia Agricultural Research Institute (ZARI). One potential area for planned comparisons 

would be to test the different approaches for setting up sustainable seed supply systems to improve access 
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to clean beans seeds and enhance the productivity of Solwezi beans. This may generate learning on which 

approaches work best for which group of farmers.  

 

0%

5%

10%

15%

20%

25%

30%

Improved seed Fertiliser Pesticide Inoculum

%o
f p

ro
du

ce
rs

Soya beans (N=75) Solwezi beans (N=277)

 

Figure 14: Use of productivity enhancing inputs on soya beans and Solwezi beans 
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Figure 15: Type of soya beans and Solwezi beans planted in 2014/2015 agricultural year 

 

3.3.5 Village chicken value chain 

Local chicken, popularly known as village chicken in Solwezi is kept by nearly every household in the 

district. Village chicken is considered as a low cost enterprise since farmers do not have to provide 

supplemental feeding to the chicken. Housing conditions for the birds is generally not a matter of concern to 

the farmers despite being one of the major contributing factor to chicken productivity. On average, 82% of 

the producers keep village chicken mainly for consumption despite its potential for being a commercial 

enterprise owing to the growing demand for organically produced foods (Figure 16). Only 55% of the 

chicken producers marketed chicken in last 12 months, with the highest number of producers (63%) selling 

village chicken coming from Lunga block. Village chicken is occasionally sold to meet emergency 

household expenses like paying school fees, buying medicine and other household supplies, which 

underscores the importance of village chicken in contributing to households’ food security and poverty 

alleviation.           
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Figure 16: Proportion of farmers keeping and selling village chicken in Solwezi 

 

On average, producers keep 26 birds per year although the number ranges from 2 to 324 birds with the 

majority of the farmers keeping 20 birds per year. Gross margins and returns to investment are positive 

indicating that producers are able to cover both variable and fixed costs. Like in the dairy enterprise, high 

figures could be an indication of the failure to capture variable and fixed non-cash expenses in the 

estimation of gross margins and ROIs, which perhaps account for the greatest component of these cost 

items. The highly positive returns to scale suggest that producers have the potential to increase gains from 

the enterprise by increasing the number of birds kept per year and improving husbandry practices including 

feeding, housing and disease and pest control and management. High incidence of diseases, especially 

Newcastle disease is one of the greatest obstacles to commercialising village chicken because the vaccine 

is only available in large batches. The thermostable vaccine that is currently being promoted by the Ministry 

of Livestock and Fisheries requires economies of scale to be able to use it efficiently. Increasing the 

number of birds will therefore be an important strategy for minimising sunk costs and encouraging uptake of 

the vaccine.  

Table 9: Economic potential of village chicken value chain 

  No. kept Gross margin (ZMK per bird) ROI 

St Francis (n=79) 24 (38) 23.14(16.10) 2.24(5.83) 

Mutanda (n=119) 27(30) 20.75(16,00) 2.19(3.64) 

Lunga (n=52) 25(16) 19.22(16.93) 2.16(2.65) 

Mushindamo (n=40) 21(13) 22.54(16.79) 1.48(1.66) 

Mukumbi(n=68) 29(24) 17.08(14.28) 2.10(2.68) 

Total(N=358) 26(28) 20.56(15.99) 2.10(3.81) 

 

 

Despite village chickens’ potential in reducing food insecurity and alleviating poverty among resource poor 

smallholder farmers, investment in village chicken is low because many farmers do not view village chicken 
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rearing  as a business enterprise, but a pass time activity. Figure 17 shows that the largest proportion of 

variable costs was incurred on veterinary inputs (75%) while feeds constitute less than 10% of the variable 

costs. Again, only 17% of the producers incurred costs on veterinary drugs while only 1% purchased feeds. 

The birds are generally kept in a free range system with no proper housing and feeding regime to enhance 

their productivity. As a result a number of birds are lost due to pests, diseases and predators. On average 

producers lose 13 birds in a year, which is nearly half the number of birds kept and slightly more than the 

number sold (Figure 18). This high mortality rate translates to low profit margins and lost income, which 

makes the enterprise less attractive to the farmers. Therefore, interventions that aim at improving village 

chicken production and productivity should focus on motivating farmers to engage in chicken rearing as a 

business to tap into the existing and growing market demand for local chicken. Such interventions need to 

focus on creating awareness among the farmers on the economic potential of chicken rearing, how to rear 

chicken as a business and ways of rearing chicken to maximise returns from the enterprise. Joint 

development of production and business plans including linking them to sustainable marketing channels 

(buyers) is critical for improving chain efficiency and creating value along the value chain. Approaches that 

lead to changes in attitude and perception will probably work best for the village chicken value chain. In this 

way, farmers will be motivated to invest in good animal husbandry practices, thereby resulting in increased 

number of birds kept and sold in a year.  
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Figure 17: Components of variable expenditures in village chicken production 
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Figure 18: Number of chicken kept, sold and lost due to diseases and pests in 2014/2015 agricultural year 

3.4 Marketing attributes and characteristics 

3.4.1 Coffee value chain 

3.4.1.1 Coffee marketing 
Figure 19 shows the share of total quantity of coffee produced that is sold by the farmers. Producers sell 

about 80% of 98% the coffee produced in Manafwa and Kapchorwa respectively. The results are not 

surprising given that coffee is a commercialised enterprise and the crop is mainly grown for the market. It is 

highly likely that part of the coffee that was not sold could have been the rejected portion that failed to meet 

the buyers’ standards. Only a small percentage of the coffee produced is consumed within the household.  
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Figure 19: Proportion of coffee sold by producers in Manafwa and Kapchorwa, by sub-county 

 

Coffee is usually graded into grades A, B, and C and shade and organic coffee. However, only 15% and 

30% of the producers in Manafwa and Kapchorwa respectively, sold graded coffee. The proportion of 

farmers selling shade and organic coffee is small, averaging 1% in the two districts, while the majority of 

the producers (80%) sold grade A, and grades B and C are commonly sold in Manafwa by 67% and 38% of 

the producers respectively compared to 18% and 5% of the producers in Kapchorwa (Figure 20).  

Figure 21 shows that on the whole, prices of grade A coffee are higher than those of grades B and C as 

well as ungraded coffee, but the trend is not consistent across the two districts. In Manafwa, prices of grade 

A coffee are almost at par with those of ungraded coffee. This can be attributed to errors during data 

collection where producers could have reported their coffee as ungraded yet the coffee qualified to be 

graded as A. Alternatively, it could be an indication of lack of price incentives to motivate producers to 

grade their coffee.  This preposition is corroborated by the findings from Bonferroni multiple comparison 

test, which suggests that there is no statistically significant variation in coffee prices between the different 

grades and the variation in prices observed could be due to chance and not the different grades. In this 

case, farmers may be less motivated to grade their coffee. However one question that needs to be 

addressed is what motivates producers in Kapchorwa to grade their coffee is the difference in prices 

between the grades are not significantly large? One probable explanation could be the type of buyers that 

the producers in Kapchorwa transact with as opposed to those in Manafwa. Producers in Kapchorwa sell to 

private companies who may have stringent quality requirements including grading of coffee. Companies 

such as Kawacom and Kyagalanyi buy premium coffee for export and hence require high quality coffee. 

Technical advice provided by the same buyers could be another contributing factor, thereby helping 

producers to minimise the amount of coffee that is sold as grade B or C.  
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Despite the existing potential for maximising returns from coffee through grading (quality upgrading 

strategies), a small percentage of farmers sell graded coffee. Interventions that aim at addressing incentive 

mechanisms or approaches to encourage farmers to sell graded coffee as opposed to ungraded coffee 

need to be put in place. These may generate learnings on cost effective incentive mechanisms for 

maximising returns from coffee through grading. Price differences between the grades need to be 

sufficiently large to encourage grading of coffee.  
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Figure 20: Main Grades of Coffee sold by producers in Manafwa and Kapchorwa 
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Figure 21: Variation in producer prices of coffee by grade 
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Coffee is sold in four main forms: (i) fresh unprocessed beans or red cherries (ii) fresh processed (pulped 

and washed but sold before drying, mainly Arabica coffee) (iii) dry processed beans  (red cherries are 

floated to remove insects, then dried, mainly for Robusta coffee) and (iv) dry processed (pulped, washed 

and dried, mainly for Arabica coffee). The majority of the producers (67%) sell fresh unprocessed beans 

(Figure 22). This could be attributed to a number of factors. First, there could be marginal differences in the 

prices of processed or unprocessed coffee. 
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Figure 22: Form in which producers sold coffee 

Under this circumstance, there will be no motivation to process coffee if there is no reward for product 

differentiation in terms of better prices. Second, producers may be lacking post-harvest handling skills 

and/or equipment and are therefore not able to dry the coffee as expected by the buyers. This may compel 

the buyers to provide drying services and pass on the cost to the producers. The buyer therefore sets 

prices according to the prevailing conditions, which does not motivate producers to seek for skills and 

drying equipment, because incurring additional costs on drying translates to possible loss in income.  
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Figure 23: Variation in producer prices of coffee by form 

 

Analysis of the variation in prices of coffee by form suggests that the second proposition is the most 

probable given that prices vary by the different forms of coffee marketed. Figure 23 shows that the prices of 

fresh unprocessed coffee are generally lower than those of processed fresh and dry coffee. On average, a 

kilogram of fresh processed coffee goes for UGX 1434 while processed fresh coffee and processed dry 

coffee retail at slightly over UGX 3000 and UGX 4000 respectively. Bonferroni multiple comparison test 

shows that the difference in prices between fresh unprocessed coffee and fresh processed and the dry 

processed coffee is highly significant (p<0.001). Nevertheless the difference between fresh processed and 

dry processed is significant only for the Arabica coffee (p<0.001).  It appears, therefore, that producers 

could be lacking post-harvest handling skills or drying equipment. Lack of drying equipment was identified 

by producers as a major obstacle to coffee processing. Cost effective ways of accessing post-harvest 

handling equipment could be explored as a possible intervention to improve producers’ returns on 

investment in coffee. This may require strengthening the governance structure of the existing groups to 

foster collective action, which can be one avenue for accessing drying materials. Strong producer 

associations with effective governance structures can use social capital to secure loans for critical inputs 

like drying facilities.  

3.4.1.2 Marketing channels for coffee 
Figure 24 shows the number of market actors involved in the coffee value chain. The figure suggests that 

the chain is well developed and elaborate and involves many actors such as primary traders, secondary 

trader, coffee cooperative, broker, processor, and exporter. Producers have diverse marketing channels 

and interacts with traders, processors and exporters. The traders in the coffee value chain are vertically 

integrated and perform functions like processing and exporting in addition to trading. 
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Figure 24: Coffee value chain map 

 

The main marketing channel for coffee producers is the traders followed by exporters. On the whole, 54% 

and 29% of the producers sold their coffee to primary traders and exporters, respectively in the last 12 

months. However, a closer look at the level of interaction with buyers across the two districts suggests that 

the diversity of marketing channels varies across the two. In Manafwa 90% of the producers sold their 

coffee to local traders while in Kapchorwa 38% and 40% sold to local traders and exporters respectively 

(Figure 25).  In most cases, exporters perform processing functions as well, which explains why a small 

percentage of the producers interact with the processors. Similarly some cooperatives such as Bugisu 

Cooperatives in Manafwa purchase coffee from the farmers, process, package and export.  
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Figure 25: Types of coffee buyers in the last one year 

 

As shown in Figure 26, local traders are the main players in the coffee value chain in Manafwa while 

exporters and local traders are the major ones in Kapchorwa, because they buy the bulk of the coffee sold 

by the producers in addition to buying from the majority of the producers. On the other hand, other buyers 

such as traders from distant towns, processors, brokers and the cooperative form part of the value chain, 

but they are not as important as local traders and exporters. Nearly all the coffee produced in Manafwa 

(85%) is sold to the local trader while 35% and 40% of the coffee produced in Kapchorwa is sold to 

exporters and local traders  
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Figure 26: Flow of coffee to different marketing channels 
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Figure 27: Main buyers of coffee in the last 3 years 
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The results show that producers have maintained the same marketing channels for the last three years 

(Figure 27). Local traders is still the main marketing channel in Manafwa while producers in Kapchorwa 

have been selling to local traders and exporters. Kawacom is the main coffee buying company (38%) in 

Kapchorwa although Kyagalanyi buys from about 10% of the producers (Figure 28). On the other hand, 

producers in Manafwa rely on Bugisu cooperative and to some extent Buwasunguyi cooperative apart from 

selling to the local traders. Producers in Kapchorwa appear to have a more diverse network of buyers than 

those in Manafwa (Figure 28). Diverse market channels is an  advantage to the producers because it gives 

them options and hence stronger bargaining power than if the market structure was monopsonistic (one 

buyer and many sellers).   
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Figure 28: Main coffee buying companies in the last one year 

3.4.1.3 Choice of marketing channels  
Figure 29 suggests that producers sell to distant traders, exporters, processors and the cooperatives 

because they offer better prices than brokers and local traders. Brokers’ channel is used by producers who 

do not have any other alternative channels, perhaps because they are located at the periphery. Brokers, 

therefore, provide the much needed linkage between the buyers and the producers in such circumstances, 

but the prices offered by them is not considered attractive by the producers.  Local traders, on the other 

hand, are in close proximity to the producers and they offer relatively better prices, which explains why they 

are the most common marketing channel used by the producers. Therefore choice of marketing channels 

by coffee producers is governed by expected prices and proximity of the buyer to the producers. Buyers 

who travel to farm gate and offer relatively higher prices per unit are preferred to those who are located far 
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away from the farms and require the producer to incur additional costs in form of information search and 

transportation. In this case, producers resort to any available buyer irrespective of the price offered. This 

price is more often than not lower than the prevailing market price because of the producers’ weak 

bargaining power.  
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Figure 29: Reasons for selling coffee to different buyers 

Further examination of the variation in prices between the different actors in the coffee value chain reveals 

that major variations in prices exist between local traders and brokers/middlemen and the rest of the actors 

(Figure 30). Brokers offer the lowest prices across the two districts followed by local traders. Processors in 

Kapchorwa offer the highest prices per kilogram of coffee followed by exporters and distant traders. In 

Manafwa, exporters offer the highest prices followed by distant traders but the number of producers 

accessing these marketing channel is small. Most of the producers in Manafwa sell to local traders (82%) 

and a considerable percentage (40%) in Kapchorwa use the same channel. Therefore, an intervention that 

focuses on alleviating the producers’ barrier to entry into markets that offer better prices such as the 

processors, exporters and long distant traders is likely to improve the producers’ returns to investment 

significantly. This is likely to motivate farmers to invest in high quality coffee by reinvesting the returns 

recouped from better prices. Barriers to entry into such markets may be related to stringent quality 

requirements coupled with lack of information on the requirements by the buyers. 
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Figure 30: Variation in producer prices of coffee, by buyer type 

 

A cursory look at the variation in quality requirements by buyer type reveals that buyers generally impose 

six main requirements and the results are mixed and vary by buyer types (Figure 31). The six requirements 

include (i) dried coffee should have the recommended moisture content (ii) there should be no traces of 

chemicals for organic coffee (iii) coffee berries should be red in colour and uniformly ripened (iv) should be 

clean and free from impurities such as dirt (v) physical wholeness i.e. coffee berries should not be scared 

or broken (vi) variety (coffee varieties should not be mixed and Arabica is usually preferred to Robusta). 

Nearly all the buyers consider colour as an important attribute and cleanliness of the coffee is equally 

important for all buyers albeit in varying degree (Figure 31). Physical wholeness appear to be critical for the 

processors and local traders and chemical residues are checked by all the buyers although the highest 

proportion of buyers imposing this requirement is hardly above 20%. It is, however, important to note that 

only 7% of producers in Manafwa reported that the buyers impose quality requirements compared to 57%. 

This can be attributed to the type of buyers that the producers in the two districts interact with. The results 

suggest that the majority of exporters consider quality requirements and 51% of the producers report that 

exporters impose quality requirements while only 26% and 12% of the producers interact with traders and 

cooperatives that consider quality requirements. Thus, the findings appear to suggest that quality 

requirements may be a barrier to entry into better markets offered by processors. As a result, most farmers 

in Manafwa turn to local traders who are less likely to impose strict quality requirements.   

 Interventions involving the provision of information on coffee husbandry, post-harvest handling including 

processing and grading and market information on the prevailing prices by buyer, form and grade of coffee 

will be critical in improving coffee producers’ to markets that offer better prices.  
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Figure 31: Quality requirements for coffee, by type of buyer 

 

3.4.1.4 Identification of coffee buyers 
The results in Figure 32 suggest that producers generally prefer to wait for buyers at the farm gate. The 

next alternative method of identifying the buyers is taking the produce to the market frequented by buyers 

or to the buyers’ premises. On the whole, 55% of the producers wait for the buyers at the farm gate while 

26% search for buyers at the market. However, the method used varies by buyer type. For instance, 

waiting at the farm gate or taking the produce to the market are the most common methods of identifying all 

types of buyers except exporters and the cooperative where use of extension agent takes precedence over 

other methods. In most cases, the cooperatives and exporters provide interlinked services to the producers 

such as technical advice on good crop husbandry practices and market information, which explains why 

extension agent is the main method of identifying the two types of buyers. Other methods of identifying 

buyers such as through farmer group, broker and mobile phone are less prevalent irrespective of the buyer 

type. Use of information communication technology (ICT) is less prevalent among the producers suggesting 

the producers could be incurring high transaction costs in search of market information about the buyers 

and prices of commodities and inputs. While buyers who go to the farm gate are preferred because they 

bear the cost of transport, producers are likely to face exploitation because of information asymmetry and 

limited bargaining power. Taking the produce to the market without prior arrangement with the buyer is 

equally costly to the producer because of the uncertainty surrounding availability of the buyer. The producer 

is faced with the risk of failing to sell the produce and having to pay for the cost of transport. Use of ICT n to 

connect producers to buyers is one potential intervention that is likely to reduce transaction costs and 

enhance producers’ access to better markets. Similarly, building capacity of the producers in market 

diagnostic approaches such as participatory market chain analysis is necessary to empower producers to 

understand the different types of marketing channels that respond to their needs and make informed 

decisions regarding who to sell to where to sell and when to sell.  
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Figure 32: Methods of identifying coffee buyers, by buyer type 

 

3.4.1.5 Marketing arrangements in the coffee value chain 
In general, spot market transactions are common in the coffee value chain and contractual arrangements 

are rare or completely lacking. Figure 31 shows that majority of the producers (82%) sold their coffee 

individually through random buyers, suggesting that there was no inclination towards a particular buyer: In 

Manafwa 98% of the producers sold to a random buyer compared to 82% in Kapchorwa. In Kapchorwa, 

18% of the producers sold to contractual buyers, which was mainly Kawacom. Most marketing 

arrangements are done verbally without any supporting legal documentation or contract enforcement 

mechanisms, yet studies have shown that in a liberalised market regulatory mechanisms are critical 

determinants of business enabling environment. Contract enforcement mechanisms need not be formal but 

can include informal ones like norms and customs. On the other hand, enforcement can be done by farmer 

associations or social networks, yet in the study sites such informal institutions are either lacking or very 

weak. As shown in Figure 33, nearly all the producers sell their coffee individually.  Lack of trust among the 

producers was cited during the scoping study as the main reason for farmers preferring to sell individually. 

Similarly, participation in coffee related producer and marketing groups is low among the sampled 

producers. Only 33% and 25% of the producers belonging to agricultural groups are members of coffee 

groups in Manafwa and Kapchorwa respectively.  
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Figure 33: Marketing arrangements in the coffee value chain 

 

Majority of the producers do not seem to have longstanding relationships with the buyers, yet longstanding 

relationships which are built through repeated transactions form a critical component of business enabling 

environment. Businesses are known to thrive in an environment where the actors have confidence that 

justice will be meted in cases of breach of contract. Longstanding relationships do not necessarily have to 

be formalised but the rules and regulations may be enforced through norms and customs embedded in 

farmer associations or social networks. Other ways of building relationships among the actors is through 

the provision of technical advice by the buyer as is done by the main coffee buying companies such as 

Kyagalanyi and Kawacom and the cooperatives. With such interlinked services, producers tend to develop 

some level of trust in the buyer although the producers’ loyalty to the buyer is not usually guaranteed 

especially if agreements between the buyer and the seller are not formalised. Producers benefitting from 

such interlinked services have been reported to sell to other buyers who promise them better prices, 

because of lack of binding agreements. This has eroded buyer confidence and resulted in huge economic 

and social losses especially when there is glut. It therefore follows that interventions aiming at 

strengthening the coffee value chain from the marketing end should focus on restoring buyer confidence in 

addition to building trust among the producers to enable collective marketing to thrive and producers to 

benefit from economies of scale and enhanced bargaining power. Focusing on horizontal coordination is 

therefore critical to build social capital among the producers. 
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3.4.2 Dairy value chain 

3.4.2.1 Milk marketing  
The dairy value chain in Manafwa and Kapchorwa is still underdeveloped and nearly half of the milk is 

consumed at the household. Figure 34 shows that on average producers in Manafwa and Kapchorwa sell 

47% and 55% of the milk produced respectively, and a relatively lower proportion is sold in the lowlands 

(38%) where dairy keeping is less prevalent. The proportion of milk sold therefore appears to be directly 

proportional to the quantity produced. To increase farmers’ income from the dairy value chain, interventions 

should focus on bolstering milk production to ensure enough surplus for sale and to counter the trade-off 

between household nutrition and income.  
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Figure 34: Proportion of milk sold, by sub-county 

 

3.4.2.2 Marketing channels for milk 
Marketing channels for producers engaged in the dairy value chain are local traders, traders from distant 

towns; exporters, processors, brokers, direct consumers and institutional consumers such as the hotel or 

restaurant. Traders are of two different types: local traders who come from within the sub-county and 

traders from distant towns or other districts. As shown in Figure 35, traders is the most common marketing 

channel used by 45% of the producers followed by direct consumers (31%) and brokers/middlemen (13%). 

None of the producers sell to processors and about 7% sell to a milk exporter. The exporter could be 

pasteurising milk and selling across the border.  Figure 36 suggests that on average traders buy most of 

the milk sold by the producers, although the results are mixed for the two districts. In Manafwa, majority of 

the producers (60%) rely on the consumer channel and about 30% sell to traders while in Kapchorwa, the 

trader channel is dominant (49%) while consumer channel is also used by a reasonable number of 
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producers (20%). Like in the coffee value chain, producers in the dairy value chain appear to have a 

number of options to select from e.g. brokers, exporters and institutional consumers like hotels and 

restaurants, although use of these channels is limited to a few producers 
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Figure 35: Marketing channels for milk 
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Figure 36: Main marketing channels for milk in the last one year 
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Figure 37: Proportion of milk sold to different marketing channels 

 

When the share of milk sold to the different marketing channels is considered, traders remain the main 

marketing channel overall in Kapchorwa while consumers are still the main buyers in Manafwa. Traders 

buy, on average, 42% and 50% of the milk sold in Manafwa and Kapchorwa respectively, while consumers 

buy 62% of the milk sold in Manafwa. The milk value chain is less elaborate compared to the coffee value 

chain because the level of commercialisation of the chain is low and most of the milk produced is retained 

for home consumption.  

Dairy producers in Manafwa and Kapchorwa have maintained the same marketing channels as they had 

three years ago (Figure 38). Traders and consumers were and are still the main marketing channels. Like 

in the coffee value chain, producers in Kapchorwa have diverse marketing channels compared to those in 

Manafwa. While producers in Manafwa sell to consumers and traders, those in Kapchorwa sell to 

exporters, and brokers in addition to traders and consumers albeit in varying degrees. Selling of milk to 

hotels is less common probably because the channel requires reliability and large quantities of milk 

compared to consumers, yet farmers are not able to produce surplus for sale.  
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Figure 38: Main buyers of milk in the last three years, by district 

 

3.4.2.3 Choice of marketing channels for milk 
Reasons why farmers prefer different marketing channels are summarised in Figure 39. Like in the coffee 

value chain, producers prefer buyers who offer better prices and are in close proximity to them. In case the 

buyer is not in closer proximity to the producers, they should be willing to travel to the farm gate and bear 

the cost of transport. Thus, traders and exporters are preferred for the better prices they offer while hotels 

and direct consumers are preferred because of their proximity to the producer. On the other hand, 

producers who sell to brokers seem to do so as a last resort if there is no alternative market channel. Apart 

from transport cost, producers prefer to sell to buyers who go to the farm gate because they lack post-

harvest handling equipment such as coolers.   
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Figure 39: Reasons for selling milk to different buyers 

 

A look at the variation in milk prices by the different marketing channels reveals that, on the whole, brokers 

and consumers offer the highest prices while local traders and hotels offer the highest prices in Manafwa 

and in Kapchorwa brokers’ prices are the highest (Figure 40).  On the whole, processors and exporters 

offer the lowest prices, although the two channels are less predominant. The results are therefore not 

consistent with the reasons provided by producers regarding the choice of marketing channel particularly 

for brokers.  
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Figure 40: Variation in producer prices of milk, by district and buyer type 

 

3.4.2.4 Marketing arrangements in the milk value chain 
Individual selling is the most common marketing arrangement in the milk value chain, with majority of the 

producers selling to any buyer (Figure 41). Spot market transactions predominate, with the exception of 

about 28% of the producers in Kapchorwa who engage in contractual arrangements with the buyers. 

Producers do not seem to have longstanding relationships with the buyers, which could be attributed to the 

low supply of milk and hence no pressing need to build and maintain relationship with the buyers. Since 

milk supply is relatively low and availability of buyers is not a major problem, collective marketing is not 

common as it is not economically feasible. Likewise, the main buyers are consumers who do not require 

milk in large quantities. In addition, owing to the perishability of the milk and the lack of milk handling 

equipment, collective selling may not be ideal.  
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Figure 41: Marketing arrangement in the milk value chain 

 

3.4.2.5 Identification of buyers in the milk value chain 
Nearly all the buyers go to the farm gate for milk with the exception of the hotels and distant traders. 

Producers selling to distant traders identified the buyer through farmer groups while those selling to hotels 

have to look for the buyer through a broker. Processors are identified by the producers by going to their 

business premises. Like in the coffee value chain, producers are less proactive in looking for the buyers 

and are susceptible to exploitation, particularly where there is information asymmetry on prices. Use of ICT 

to locate buyers is not common in the milk value chain.  
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Figure 42: Methods of identifying milk buyers, by buyer 

 

3.4.2.6 Quality requirements for milk 
Forty eight percent of the producers reported that milk buyers impose certain quality requirements, which 

their milk has to meet in order to be purchased. Majority of the brokers imposed quality requirement while 

49% and 45% of those who sold to local traders and consumers respectively reported that their buyers 

impose quality requirements. The remaining proportion of the producers were either not aware of the 

quality requirements or their buyers did not care about the quality of milk they were purchasing. This could 

be an indication of lack of standards in the milk market or shortage of the commodity, which compels 

buyers to relax the requirements. There are five quality requirements that buyers look for when purchasing 

milk from producers. These quality requirements are (i) fat content (ii) smell/odour (iii) not adulterated i.e. 

no additives such as margarine or water (iv) free from diseases (v) colour i.e. the milk should be white in 

colour (vi) cleanliness/hygiene- milk should be free from impurities such as hair or antibiotics  

The results presented in Figure 43 suggest that the most commonly imposed quality requirements are 

hygiene and smell/odour while fat content is considered by consumers and brokers only.  On the other 

hand, adulteration is considered by all the buyers except consumers albeit at a lower degree than 

cleanliness and smell/odour.   
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Figure 43: Quality requirements for milk, by type of buyer 

 

3.4.3 Honey value chain  

3.4.3.1 Marketing of honey 
Honey value chain is the least developed of all the three value chains. It is characterised by very few 

producers although more than 80% of the honey produced is usually sold, on average, indicating that the 

enterprise is more commercialised than the dairy enterprise (Figure 44). Nearly all the honey produced in 

Kapchesombe is sold and the level of commercialisation of the enterprise appears to be higher in 

Kapchesombe where there is a well organised women group that produces and markets honey. Another 

driving force is the sub-county’s proximity to the national park which is currently the sole site for placing bee 

hives.  

3.4.3.2 Form in which honey was sold 
Producers undertake simple post-harvest handling of honey to remove impurities. Only 57% of the 

producers sold processed honey while the rest sold fresh honey from the hive without removing impurities. 

Producers could be reluctant to engage in post-harvest handling of honey because there is no price 

incentive to process. There is no major difference in the average price of processed and unprocessed 

honey. A litre of unprocessed and processed honey sells at UGX 7333 and UGX 7000 on average 

respectively.  This could be attributed to the limited supply of honey in which case product differentiation 

would not be a good competitive strategy. Product differentiation works best when supply exceeds demand 

and competition through pricing is not feasible in a competitive market such as the one faced by honey 

producers.  
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3.4.3.3 Marketing channels for honey 
A cursory look at the value chain map suggests that producers have four marketing channels namely 

trader, exporter, supermarket and broker (Figure 45). Traders are the main buyers of honey (63%) whereas 

the remaining channels are used by a few producers. Direct consumers and secondary traders do not buy 

directly from the producers, but rely on the primary trader who is a local trader from the vicinity of the sub-

county. To the extent that producers are able to sell directly to exporters and supermarkets indicates the 

limited barrier to entry into lucrative markets, perhaps due to shortage of the produce or the quality good 

attributes associated with honey from Kapchorwa. This could present opportunities for the producers to 

explore niche markets such as selling of honey as a geographical indication product.  
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Figure 44: Proportion of honey sold to different marketing channels 
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Figure 45: Honey Value chain map 

Like in the coffee and milk value chains, the traders channel is the most predominant marketing channel in 

both Manafwa and Kapchorwa, although Kapchorwa appears to have more diverse channels than Manafwa 

(Figure 46). This can be attributed to the relatively higher number of honey producers in Kapchorwa 

compared to Manafwa. Another reason could be the presence of a well organised honey producing group 

in Kapchorwa. Figure 46 suggests that traders buy the largest proportion of honey sold (59%) while the 

remaining proportion is shared among the remaining three channels. 

Marketing channels for honey producers have remained consistent over the past three years with traders 

being the most dominant buyers (Figure 47). Nevertheless, consumers and distant traders seem to have 

stopped interacting with the producers and prefer to get the product from primary traders. 
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Figure 46: Main marketing channels for honey in the last one year 
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Figure 47: Main buyers of honey in the last three years 
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3.4.3.4 Choice of marketing channels  
The results presented in Figure 48 suggest that choice of the marketing channels by honey producers is 

determined by the prevailing prices offered by the buyer more than they are by the proximity of the buyer to 

the producer.  Supermarkets and exporters are preferred by the producers because they give better prices 

compared to brokers and the local traders. The reasons cited by the producers are corroborated by the 

prices offered by different buyers shown in Table 10. Broker is less preferred, but those who use this 

channel turn to it as a last resort when they are not able to access other market channels. However, the 

number of farmers accessing the supermarket and exporter channel is small. This could be attributed to the 

conditions set by the supermarkets and exporters which may be difficult for the producers to meet. For 

instance, supermarkets and exporters require regular supply of the product and may have strict quality 

requirements compared to other buyers. Although the most immediate and contextually appropriate 

intervention in the honey value chain would be to ensure increased supply by identifying alternative bee 

keeping sites and innovative approaches for fostering the uptake of bee keeping in such sites, linking 

farmers to lucrative markets will be critical in the long run so that the demand can match the increased 

supply. Training of farmers on post-harvest handling techniques and facilitating their access to the 

equipment may be one possible intervention.  
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Figure 48: Reasons for selling honey to different buyers 

 

Table 10: Price of honey in UGX per litre offered by different buyers of honey 

  Manafwa (n=1) Kapchorwa (n=7) Total(N=8) 

Local trader 6000.00 7500.00 7200.00 

Exporter 

 

10000.00 10000.00 

Supermarket 

 

10000.00 10000.00 

Broker/middlemen   4000.00 4000.00 

 

 



63 
 

3.4.3.5 Marketing arrangements in the honey value chain 
Market for honey market is unstructured and producers generally sell individually. The majority of the 

producers (87.25%) sell honey individually to any buyer while the remaining few (12.5%) sell individually to 

contractual buyers. Like in the milk value chain, there seems to be no longstanding relationship between 

the producers and the buyers perhaps because of the high demand for honey, which makes it possible for 

the producers to sell to any buyer who offers the best price possible.  Price risks are minimal because of 

scarcity of the product and producers are assured of selling their commodity, hence their reluctance to 

enter into contractual arrangements. Similarly, collective marketing is not common except in the case of 

Kwoti women group where joint production and marketing of honey is done. Because of the scarcity of the 

commodity, producers seem to exert more bargaining power than the suppliers and hence they may not 

see the need to market honey collectively unless it is produced jointly as is the case with Kwoti women 

group.  

3.4.3.6 Quality requirements for honey 
At least 44% of the producers reported that buyers impose quality requirements on honey. Quality 

attributes considered by buyers include (i) viscosity/heaviness (ii) smell/odour (iii) taste (iv) colour (v) 

flavour. Exporters and supermarkets impose quality requirements while four out of 5 local traders consider 

the aforementioned quality attributes when purchasing honey. Taste is the most common attribute 

considered by all the buyers while viscosity and smell are considered by traders (Figure 49). Colour does 

not seem to be an important attribute to the buyers except for the local trader where it is relatively important 

compared to other attributes. Flavour is only considered by the trader from a distant town. Thus, it follows 

that quality attributes are critical when it comes to accessing lucrative markets for honey such as the 

supermarket and the exporter and efforts need to be geared towards facilitating the producers’ access to 

these markets in addition to improving the quantity of honey produced. Increasing quantity will require 

multipronged approaches including (i) fostering the uptake of bee keeping in alternative sites other than in 

the government managed forests through innovative training/information dissemination approaches and (ii) 

improving methods of honey production through the use of improved bee hives.  Barriers to uptake of 

improved bee hives need to be identified to tailor the intervention to the producers’ context.  
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Figure 49: Quality requirements for honey, by type of buyer 

 

3.4.3.7 Identification of buyers in the honey value chain 
Honey producers just like in the coffee and milk value chains wait for the buyers to go for the produce at the 

farm gate. Attempts to seek out buyers through modern methods such as use of ICT is limited. Figure 50 

suggests that local traders, consumers and brokers seek out producers at the farm gate while exporters 

and distant traders are identified through the groups. However, to sell to consumers and restaurants, 

producers have to actively seek them out either at their business premises or at the open air market.  
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Figure 50: Methods of identifying buyers of honey 
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3.4.4 Soya beans and Solwezi beans value chains 

3.4.4.1 Marketing of soya beans and Solwezi beans 
Whereas soya beans is generally grown mainly for the market, Solwezi beans is cultivated for consumption 

and income. As a result, more than 80% of the soya beans produced is sold compared to about 75% of 

Solwezi beans (Figure 51). Solwezi beans is considered as a cheap source of protein and has a unique 

taste which is thought to be associated with its origin. Indeed, Solwezi beans has the potential to be 

marketed as geographical indications if the unique taste can be related to the place of origin. This could 

fetch higher prices for the producers if policy and legal implications for registering GI products are 

overcome. The demand for Solwezi beans is reported to exceed supply and buyers come from all over the 

country including the neighbouring countries like Angola and the DRC in search of the beans. 
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Figure 51: Proportion of soya beans and Solwezi beans sold 

 

There is limited value addition done on soya beans and Solwezi beans apart from drying, threshing and 

winnowing. Nearly all the produce is sold as dry unprocessed because there is probably no premium paid 

on processed beans (Figure 52). The demand for unprocessed produce already exceeds supply in the case 

of Solwezi beans, which explains why processing is not considered as an option by the producers.   
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Figure 52: Forms in which producers sold soya beans and Solwezi beans  

3.4.4.2 Marketing channels for soya beans and Solwezi beans 
Figures 53 shows the different marketing channels for soya beans and Solwezi beans respectively.  The 

figure shows four channels for soya beans producers: trader, livestock producer, processor and direct 

consumer. There are three types of traders namely those found in the vicinity of the producers, particularly 

within the block (ii) traders from distant towns such as Kitwe and Lusaka and (iii) traders from neighbouring 

countries like the DRC and Angola. Traders is the main marketing channel followed by processors while the 

livestock producer and direct consumer channels are used by a small percentage of the producers. This 

could be attributed to the way soya beans was introduced in the region. It is highly likely that it was not 

introduced as food for humans or livestock and producers may not be familiar with the recommended 

methods of preparing soya beans for livestock and human consumption.  

Figure 54 indicates that Solwezi beans, on the other hand, has three marketing channels: traders which are 

of three types (ii) direct consumers and (iii) supplier to the mines. Like in the soya beans value chain, 

traders is the main channel used by 69% of the producers followed by consumers at 26%. Only 2% of the 

producers sell to the mines through their designated suppliers.  
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Figure 53: Soya beans value chain map 
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Figure 54: Solwezi beans value chain map 

As indicated in Figure 55, traders from neighbouring countries are the main buyers of soya beans and they 

purchase about 58% of the total produce sold. The findings can be attributed to the proximity of the blocks 

to the different types of buyers. While Mushindamo is close to the DRC which is the major market for soya 

beans, Mutanda is in close proximity to Mutanda Farms, soya beans processor and livestock producer. 
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Local traders and processors are also promising marketing channels for soya beans producers. Consumers 

are the least important players in the soya beans value chains, although the channels hold potential for 

diversification of marketing channels for soya beans.  

There are two potential approaches to improving producers’ access to markets for soya beans (i) 

diversifying market options by sensitising the community on the different uses of soya  beans including 

consumption by humans and livestock (ii) linking farmers to the already established buyers like Mutanda 

Farms, which need stable supply of large quantities of soya beans. An in-depth interview with the manager 

of the farm revealed that the farm experiences shortage of soya beans for processing soya cakes for 

livestock yet farmers have the challenge of accessing such ready markets because they produce soya 

beans in small quantities and during specific periods of the year. To meet the shortfall in the required soya 

beans, the supplier buys from other provinces in Zambia, which increases the cost of production and lowers 

the firm’s profit margins. Strengthening of producer associations to allow for bulking and joint access to 

planting material would result in increased and sustained the supply of soya beans. Contracting in the form 

of out grower schemes is one possible intervention, which can be introduced to overcome the challenge of 

unavailability of planting materials and shortage of soya beans for processing. Currently, producers appear 

to rely on one major market (i.e. traders from the DRC). However, reliance on one marketing channel 

exposes producers to price risks.  
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Figure 55: Proportion of soya beans and Solwezi beans sold to different marketing channels 

 

 

On the other hand, local traders are the main players in the Solwezi beans value chain considering that 

they buy slightly over 40% of the produce marketed. Consumers and traders from distant towns are equally 



69 
 

important and they buy 25% and 18% of the marketed produce respectively. Solwezi beans seems to have 

a diversified market, but low productivity of the beans poses a formidable threat to the development of the 

value chain. Unavailability of seeds and limited use of productivity enhancing inputs on Solwezi beans is 

reported to be the cause of low productivity. Developing the value chain will require addressing the 

challenges from the production end particularly with regards to input supply. Other marketing strategies 

such as sorting, grading and packaging may not attract premium prices unless supply exceeds demand to 

underscore the need for product differentiation. Similarly, market segmentation which involves selling 

Solwezi beans as a GI product may not be cost effective if supply is limited. This is particularly so, because 

of the bulky nature of the product and limited market potential for GI products in the regions due to limited 

awareness among consumers. Branding of Solwezi beans has been fronted as one strategy for improving 

farmers’ returns by targeting high end markets like the supermarkets, but this may not be economically 

feasible if there is limited supply of the commodity. Besides, branding will require producers to partner with 

the private sector actor who has competitive cost advantage to finance the cost of promoting the new brand 

for it to be effective and sustainable.  

Figure 56 suggests that Solwezi beans producers have maintained the same buyers as the ones they had 

three years ago where local traders and consumers were the main players. On the other hand, the relative 

importance of some players in the soya beans value chain has decreased such as consumers who may 

have been replaced by processors. 
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Figure 56: Marketing channels for soya beans and Solwezi beans in the past 3 years 
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3.4.4.3 Choice of marketing channels for soya beans and Solwezi beans 
Producers of soya beans and Solwezi beans consider availability of the buyer and prices offered by 

different buyers, respectively as the main determinants of choice of a marketing channel. In the soya beans 

value chain, producers sell to their current buyers because they do not have an alternative market channel, 

with the exception of distant traders and traders from the neighbouring countries who are preferred 

because they go for the produce at the farm gate and hence meet transport costs (Figure 57). Only 30% of 

the producers sell soya beans to the processors because they offer better prices, although being the only 

available option overrides all other reasons. This finding is corroborated by the results in Figure 58, which 

appear to suggest that there is no major variation in the prices offered by the main buyers who are the 

different types of traders. However, the livestock producer offers the lowest prices, which could be due to 

the difference in the quality of the soya beans required by this category of buyer. Livestock producers use 

soya beans for feed formulation and may buy by-products rather than high quality soya beans.  
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Figure 57: Reasons for selling soya beans to different buyers 
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Figure 58: Prices of soya beans by marketing channels 

 

The situation is different in the Solwezi beans value chain where producers choose buyers based on the 

prices they offer. For instance, processors and supplier to the mines are selected because they offer better 

prices while traders from the neighbouring country are preferred because they go for the produce at the 

farm gate (Figure 59). On the other hand, the decision to sell to other buyers such as consumers, local 

traders and traders from distant town is governed by their availability or being the only option for those 

particular producers. Figure 60 shows that prices differ for the different marketing channels and the mines 

and hotel pay more per kilogram of Solwezi beans than the rest of the buyers, but the number of farmers 

accessing these channels is small. Only 1 producer sold to the hotel and 5 sold to the mines. The findings 

from the scoping study showed that farmers interested in selling to the mines face a number of obstacles 

including getting the contract to supply to the ATS supplier. The ATS suppliers usually have certain quantity 

and quality requirements that the producers have to meet. The most important requirement is regularity of 

supply, which has posed challenges to the producers owing to low productivity of Solwezi beans. On 

average, one kilogram of Solwezi beans goes for ZMK 7.8 but the supplier to the mines and the restaurant 

pay ZMK 8.2 and ZMK 10 respectively.  
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Figure 59: Reasons for selling Solwezi beans to different farmers 
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Figure 60: Variation in prices of Solwezi beans by marketing channel 

 

3.4.4.4 Marketing arrangements in soya beans and Solwezi beans value chains  
Spot market transactions predominate in both the value chains and producers do not strive to build long 

term relationships with the buyers. About 5% of soya beans producers sell collectively to any buyer but 

Solwezi beans is mainly sold individually (Figure 61). To tap into lucrative markets like that of processors, 

soya beans producers need to join hands and bulk their produce to meet quantity requirements and 
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sustained supply. Collective marketing of Solwezi beans may also work for farmers who would like to sell to 

the mines that require large quantities. However, given the low supply of Solwezi beans, organising farmers 

into groups for bulking of the beans may be difficult particularly if the variation is  prices is not large enough 

to motivate producers to bulk the produce. Thus, collective marketing and contractual arrangements may 

work for Soya beans but are less likely to work for Solwezi beans.  
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Figure 61: Marketing arrangements for soya beans and Solwezi beans 

 

3.4.4.5 Quality requirements for soya beans and Solwezi beans 
40% and 36% of the soya beans and Solwezi beans producers reported that buyers usually impose quality 

requirements. The small percentage could be due to limited awareness of the buyers’ requirements by the 

producers or the high demand for Solwezi beans, which compels buyers to accept whatever quality is 

available. As shown in Figure 62, traders from neighbouring countries seem to be stricter on quality 

attributes of soya beans while local traders are the strictest in the Solwezi beans value chains. Some of the 

quality attributes for soya beans and Solwezi beans are  (i) size (ii)  disease free (iii) colour (iv) uniform 

variety (v)cleanliness (no dirt) (vi) physical wholeness i.e. not broken or  scarred (vii) skin texture (smooth 

or no dents) (viii) maturity (ix) weight. Cleanliness is the most important attribute considered by soya beans 

buyers followed by physical wholeness (Figure 63). Soya beans should be free of dirt and should not be 

scared or broken, which requires that producers use improved methods of threshing to minimise breakages 
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during post-harvest handling if the beans are destined for the market. Other attributes such as weight and 

size are considered by local traders and processors respectively. 

The main attributes considered by buyers of Solwezi beans include cleanliness, physical wholeness, colour 

and variety in order of importance (Figure 64). It therefore appears that sorting and post-harvest handling 

methods are critical in both the value chains. Whereas traders from neighbouring countries, hotels, and 

consumers emphasise on physical wholeness and cleanliness, local trader and the mines are strict on the 

colour of beans. On the other hand, traders from distant towns consider size of the beans and weight as 

key attributes. The results therefore suggest that every marketing channel has different quality 

requirements, which must be known to the farmers when production investment decisions are being made 

for proper targeting to be able to increase their market share and maximise returns.  
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Figure 62: Buyers imposing quality requirements on soya beans and Solwezi beans 
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Figure 63: Quality requirements for soya beans, by marketing channels 
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Figure 64: Quality requirements for Solwezi beans by marketing channel 

 

3.4.4.6 Identification of soya beans and Solwezi beans buyers 
The results show that soya beans producers use different methods to link with the buyers, but the key ones 

are to wait for the buyer at the farm gate or proactively seek the buyer out at the markets or at their 



76 
 

business premises (Figure 65). The methods of identifying buyers or marketing channels varies with the 

type of buyer. For instance, traders from neighbouring countries are usually found at the market, 

particularly in the case of Mushindamo block where the main soya beans market is located.  Local traders 

and consumers, on the other hand, go to the farm gate to search for the produce although they are also 

found at the market. Other methods of identifying buyers include through extension agent, broker and 

farmer group. None of the producers reported to have received information on the buyers through ZNFU’s 

text messages because none of the farmers belong to ZNFU.  

The same scenario is depicted in the Solwezi beans value chain where buyers seek out farmers at the farm 

gate or producers take the beans to the market (Figure 66). Local traders, suppliers to the mines and 

consumers usually go to the farm gate to look for the produce while traders from neighbouring countries, 

processors and hotels are mainly identified at the market or their business premises. Extension agents and 

farmer groups (cooperatives act as sources of information about the buyers. Only one producer reported 

the use of mobile phone to identify buyers.   
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Figure 65: Methods of identifying buyers of soya beans 
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Figure 66: Methods of identifying buyers of Solwezi beans 

 

3.4.5 Village chicken value chain 

3.4.5.1 Marketing of village chicken 
Figure 67 shows the share of village chicken sold in total produced. On average, producers sell about 38% 

of the birds produced in a year while the rest are kept for consumption or lost to diseases and predators. 

The results suggest that the village chicken value chain is the least developed among the three value 

chains studies in Solwezi. The highest proportion of birds sold is 40% in St. Francis block. Concerted 

efforts will be required to commercialise the village chicken value chain as most producers keep chicken 

either for consumption, particularly for visitors or for sale to meet minor household expenses and 

emergencies. Yet the estimated returns on investment show that the village chicken is an economically 

viable enterprise and has the potential to escape poverty.  
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Figure 67: Proportion of village chicken sold 

 

3.4.5.2 Marketing channels for village chicken 
Owing to the underdeveloped nature of the value chain, producers have limited marketing channels. There 

are two main marketing channels namely traders and consumers (Figure 68). The majority of the producers 

sell to traders (51%) and a considerable number sells to consumers (41%). Only 1% of the producers sold 

to the mines. Other potential marketing channels such as restaurants remain largely unexplored, because 

village chicken rearing is not yet popularised as a business enterprise. Yet buyers such as restaurants and 

the mines require fixed quantities, which need to be supplied at regular intervals. Because producers keep 

few chicken, tapping into markets that require large quantities will be challenging to the producers. The 

main intervention would be to increase supply of birds by motivating farmers to adopt good livestock 

husbandry practices such as housing, feeding, animal health and hygiene particularly vaccinating of the 

birds to curb against Newcastle diseases. Figure 69 shows that consumers (45%) buy the largest 

percentage of birds sold followed by local traders (35%) while other buyers such as traders from distant 

towns and neighbouring countries and suppliers to the mines purchase less than 10% of the birds sold. 
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Figure 68: Value chain map for village chicken 
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Figure 69: Proportion of village chicken sold to different marketing channels 
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The results presented in Figure 70 indicate that producers of village chicken have maintained the same 

buyers they had three years ago and the trend is consistent. Just like in the past one year, consumers and 

local traders were predominant marketing channels in the past three years. A few of the producers sold to 

the restaurant three years ago but producers did not use the channel in the last 12 months. Diversification 

of marketing channels is necessary to minimise price risks or enhance the producers bargaining power. 

Limited marketing channels implies that the producers will be at the discretion of the buyers and will be 

compelled to buy at the prices decided by the buyers. However, diversification of the channels requires 

regular supply of the birds. 
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Figure 70: Marketing channels for village chicken in the past 3 years 

 

3.4.5.3 Choice of marketing channels for village chicken  
Producers of village chicken consider three main factors when selecting marketing channels: (i) proximity of 

the producer to the buyer (ii) prices offered and (iii) availability of alternative channels. Figure 71 shows that 

local traders, consumers and suppliers to the mines are preferred by producers because of their closeness 

to the producers or their willing to travel to the farm gate to look for the birds. In this way, the producers do 

not directly incur the cost of transportation as well as search costs (for market information). On the other 

hand, traders from distant towns and neighbouring countries are preferred because they offer better prices. 

Nevertheless, the results shown in Figure 72 appear to suggest that the average prices offered by traders 

from neighbouring countries is lower than that of other marketing channels. Indeed, the mines supplier 

offers the highest price of ZMK 52 per bird compared to ZMK 40 per bird offered by the traders. This could 

be attributed to the difference in sizes of bird purchased by the different in as much as it could be the reality 

that traders offer lower prices yet their services are appreciated because they go to the farm gate to look for  
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buyers. Although the mines supplier offers the best prices, the number of producers using this channel is, 

small suggesting that there could be barriers to entry into this marketing channel. The producers are 

required to sell to the suppliers who act as intermediaries to the mines. Attempts by individual producers to 

deal directly with the caterers have been futile, because the suppliers have formed cartels that make it 

difficult for the producers to deal directly with the caterers. Similarly, getting an opportunity to sell to the 

suppliers requires that the producers meet certain requirements including reliability of supply. 
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Figure 71: Reasons for selling to different buyers of village chicken 
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Figure 72: Variation in prices of village chicken by different marketing channels 
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3.4.5.4 Marketing arrangements for village chicken  
Like in the soya beans and Solwezi beans, individual marketing of chicken is the most predominant form of 

marketing arrangement (Figure 73). Producers sell to any buyer and there is no longstanding relationship 

between the buyers and producers, with the exception of 1% of the producers who have contractual 

agreement with the supplier to the mines.  
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Figure 73: Marketing arrangement for village chicken 

 

3.4.5.5 Quality requirements for village chicken  
The results show that 40% of the producers sell to market channels where quality requirements are 

specified by the buyers. Figure 74 shows that local traders and consumers are more likely to impose quality 

requirements than the rest of the buyers. Buyers of village chicken usually consider four quality attributes (i) 

size of the bird (ii) disease free (iii) maturity and (iv) weight. Buyers prefer large sized birds because they 

tend to weigh more when slaughtered and fetch better prices. Buyers do not weigh the birds but estimate 

the size by holding them to feel the weight. This leads to exploitation, because the weight and price is 

determined depending on the mood of the buyer. Standardising units of measurement is one intervention 

that can help improve the farmers return and structure the markets. This will require strengthening farmer 

associations in addition to working hand in hand with the relevant government authority to agitate for reform 

in the sub-sector.  
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Figure 74: Buyers imposing quality requirements on village chicken 

 

Figure 75 shows that size is the main quality attribute considered by buyers of village chicken followed by 

weight, disease free and maturity in order of importance. Hygiene although an important attribute is not a 

requirement by the buyers because they prefer to buy live birds and slaughter by themselves. However, the 

birds need to be free from diseases, as this can lead to huge losses to the buyer due to the death of the 

birds.   
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Figure 75: Quality requirements for village chicken, by type of buyer 

3.4.5.6 Identification of buyers of village chicken 
As shown on Figure 76, producers of village chicken use two main methods to access the different 

marketing channels. Buyers either go to the farm gate for the birds or the producers seek out the buyers by 

taking their birds to the market or to the buyers’ business premises. Buyers that commonly go to the farm 

gate include local traders, consumers, supplier to the mines and the hotel. On the other hand, traders from 

neighbouring countries are easily accessed during market days. This is particularly true of the buyers at 

Kipushi border where there is a large livestock market. A few producers get information about buyers from 

the extension agents. Like the rest of the value chains, use of ICT to acquire information about potential 

buyers is not common.  Again, we find that producers do not in general proactively seek out buyers, 

perhaps because of the high demand for village chicken. However, farmers will need to be introduced to 

innovative methods of linking to buyers such as use of text messages. Capacity building of the producers in 

participatory market chain analysis is necessary to enable them to understand the dynamics in the different 

marketing channels and possible returns associated with each of the channels. 
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Figure 76: Methods of identifying buyers of village chicken 
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3.5 Access to Business development services  

Business development services or value chain support services identified in the focus group discussions 

that were conducted in Manafwa, Kapchorwa and Solwezi during the scoping study include (i) agricultural 

and marketing information services (ii) financial services-savings and credit, and (iii) quality assurance or 

management including post-harvest handling techniques such as value addition. In this study we sought 

detailed information on the producer’s access to the aforementioned business development services, the 

providers of such services and the different enterprises for which the services were sought.  

3.5.1 Agricultural and market information 

The results suggest that access to agricultural and market information is generally low in Manafwa and 

Kapchorwa. On average, 21% and 24% of the producers in Manafwa and Kapchorwa, respectively 

received agricultural and market information in the past 12 months compared to 60% of the producers in 

Solwezi. In Solwezi, access to information was found to vary by block. For instance, blocks with poor road 

network such as Mushindamo tend to have poor access to information compared to those with good road 

network and hence highly accessible such as Mutanda (Figure 77). Poor access to agricultural and market 

information in Kapchorwa and Manafwa can be attributed to the vacuum created by the absence of an 

effective government extension system following the dissolution of the National Agricultural Advisory 

Services (NAADs).  
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Figure 77: Access to agricultural and market information in Solwezi 

 

A cursory look at the sources of agricultural and market information suggests heavy reliance on the 

government extension system in Solwezi while the converse is true of the two sites in Uganda. In Manafwa 

and Kapchorwa, for example, the main source of information is the media, particularly the local radio 

stations although this varies by site (Figure 78). Kapchorwa appears to have diverse sources of agricultural 
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and market information, which include government extension through the production department (35%), the 

private sector actors (buyers) and NGOs (20%) and the cooperatives. In Manafwa, a significant number of 

the producers (70%) rely on the media and only 10% received information from the government extension 

agent. Figure 79 shows organisations that provide agricultural and market information services to the 

producers in Manafwa and Kapchorwa. The main organisations include radio stations, sub-county offices, 

NAADs, and Kawacom. The results, however, indicate that a greater proportion of the producers received 

information on crop production (70%) as compared to 1% and 8% of the producers who information on 

produce marketing and livestock production respectively (Figure 80). Further, the majority of the producers 

(68%) received information on coffee production and marketing while access to information on dairy and 

bee keeping is constrained (Figure 81). Only 30% and 8% of the producers received information specifically 

on dairy and bee keeping respectively, although the number who received information on bee keeping in 

Kapchorwa is higher than that in Manafwa because of the presence of KACOFA an organisation that deals 

with honey marketing.  
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Figure 78: Sources of agricultural and market information in Manafwa and Kapchorwa 
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Figure 79: Organisations providing agricultural and market information in Manafwa and Kapchorwa 
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Figure 80: Specific agricultural and market information received by producers in Manafwa and Kapchorwa 
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Figure 81: Access to agricultural and market information in Manafwa and Kapchorwa, by enterprise 

 

The situation is, however, different in Solwezi where the provision of agricultural and market information is 

entirely done by the government through the Ministry of Agriculture, Livestock and Fisheries. The 

government extension system serves the farmers through the camp officers who work with farmer 

cooperatives to reach as many farmers as possible. Figure 82 shows that nearly all the producers (80%) 

received information from the government extension agent while another 10% received information from 

NGO or private companies, farmer cooperatives and the media (radio and television). The main 

organisations that provide information in Solwezi are the government (85%), private companies such as 

Kalumbila mines (Kansanshi Foundation) and Lumwana mines and farmer cooperatives, as shown in 

Figure 83. Other value chain supporters that provide information in Solwezi are agro-input dealers, NGOs 

such World Vision, and ZNFU, but their reach is low. The results suggest that more producers tend to seek 

and receive information on crop production (82%) and a negligible proportion received information on 

livestock production and produce marketing (Figure 84). Looking across the enterprises, we find that 

majority of the farmers (76%) received information on other enterprises, and only 43%, 53% and 35% 

received information on soya beans, Solwezi beans and village chicken respectively (Figure 85). The 

results, therefore, suggest that access to information services is skewed towards other enterprises, 

particularly maize which receives a lot of support from the government through FISP.  
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Figure 82: Sources of agricultural and market information in Solwezi 
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Figure 83: Organisations providing agricultural and market information in Solwezi 
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Figure 84: Specific agricultural and market information received by producers in Solwezi 
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Figure 85: Access to agricultural and market information by enterprise 
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3.5.2 Methods of acquiring agricultural and market information 
In Kapchorwa and Solwezi, we find that where information is provided by an agent, producers rely on visits 

by the agent to obtain information as opposed to proactively seeking out information from the service 

providers through other means such as mobile phones as well as visiting the provider. For instance, 60% 

and 46% relied on visits by the extension agent in Kapchorwa and Solwezi as shown in Figures 86 and 87.  

In Kapchorwa and Solwezi only 9% and 8% visited the agent and 0% and 1% used mobile phones, 

respectively. In Manafwa, however, there was some attempt to proactively seek information by reaching out 

to the service providers by 10% of the producers, respectively, because of lack of functional government 

extension system. A few private sector firms that provide agricultural and market information as is the case 

in Kapchorwa where Kawacom, and Kyagalanyi among others are heavily involved in the provision of 

technical advice. Use of mobile phones to access agricultural and market information may be possible 

given that in Manafwa, Kapchorwa and Solwezi, 25%, 27% and 40% of the producers had mobile phone 

contacts where they can be reached and 49%, 46% and 68% of the producers owned mobile phones, 

respectively.  
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Figure 86: Methods of acquiring agricultural and market information in Manafwa and Kapchorwa 
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Figure 87: Methods of acquiring agricultural information by producers in Solwezi 

 

While recognising the critical role of agricultural and market information, however, our findings suggest that 

majority of the producers in Manafwa and Kapchorwa have limited access to agricultural and market 

information, and where producers have access to information like in Solwezi, the information is generally 

skewed to crop production with a negligible proportion accessing information on produce marketing. Our 

findings during the scoping study revealed that in all the three sites, producers rely on fellow farmers or 

buyers for market information. In addition, the current study revealed that the majority of producers wait for 

their buyers at the farm gate and do not proactively seek them out. Thus, value chain development 

interventions that aim at improving access to agricultural and market information should prioritise access to 

market information as lack of it appears to be perverse in these two areas in both the two sites in Uganda 

as well as in Solwezi.  

The extent to which the farmers can rely on the information provided by buyers to make informed choices 

about when to produce, how much to produce and what to produce depends on the nature of the 

relationship between the buyer and the farmer.  In cases where the buyer and producer are complete 

strangers, the producers may make uninformed decisions because of  information asymmetry , particularly 

when the buyers provide unreliable information on the prevailing prices and the farmers have no way of 

verifying the authenticity of the information. Thus, it appears that the producers are vulnerable and hence 

liable for exploitation if the buyers provide distorted information particularly on the prevailing prices of 

output. Use of mobile phones to obtain market information seems not to be a common mode of accessing 

market information among the producers, yet there are a number of initiatives to avail information about 

market prices to farmers upon request through mobile phones. There are attempts by the government and 

other NGOs to avail market information to farmers through mobile phones, but efforts need to be made to 

educate the farmers on availability of such services. In Uganda and Solwezi, Infotrade and ZNFU provide 

market information to registered members via text messages, respectively. However, the service is only 

available to registered members of ZNFU and those who subscribe to Infotrade’s services.  In the case of 

Infotrade smartphone may be necessary in order to download the application and the information sent to 



93 
 

farmers may sometimes not be targeted to their enterprises of focus. These challenges can, however, be 

overcome by working with the service provider to design products or text messages that suit the producers’ 

interests. ZNFU requires that farmers register with the organisation, but the registration fees is reported to 

be prohibitive for individual farmers. Farmers can, however, register through an umbrella organisation or 

farmers’ association. Thus, there is potential for the producers to form district level platforms which they 

can use to obtain membership in ZNFU. ZNFU does not only provide market information but does 

agricultural extension through e-extension including facilitating farmers’ linkage to buyers. The existing 

farmer groups/cooperatives will need capacity strengthening in governance and other group functioning 

characteristics such as leadership and conflict management to prepare them for membership in apex 

organisations.  

 

3.5.3 Access to other business development services  

In this section, we explore the producers’ access to other business development services such as financial 

services, quality management/ assurance, post-harvest handling, value addition and certification. Figure 88 

shows that like access to agricultural information, producers in Manafwa and Kapchorwa have limited 

access to other value chain development services. Hardly more than 10% of the producers had access to 

such services, but the situation is worse in Manafwa than in Kapchorwa when all the services are 

considered. This could be an indication of weak linkages with the service providers in both the districts, 

particularly in Manafwa. Value addition is the least accessed service with hardly 2% of the producers 

reporting that they received information or service on value addition. The findings are worrying given that 

the value chains of focus in the two districts require all the aforementioned business development services 

if the producers have to maximise returns on investment.  
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Figure 88: Access to other business development services in Manafwa and Kapchorwa 

3.5.3.1 Access to financial services in Manafwa and Kapchorwa 

The results show that use of credit in the two sites is generally low. For instance, 6%, and 10% of the 

producers received financial services in Manafwa and Kapchorwa, respectively (Figure 88). Furthermore, 

the findings indicate that relatively fewer producers received financial services for dairy and bee keeping 

than for coffee in the past one year as shown in Figure 89 and where credit is sought, producers tend to 

use the credit on coffee (15% and 18%). Coffee producers tend to have relatively better access to financial 

services than dairy farmers and bee keepers because of a number of established cooperatives. Besides, 

the volume of sales handled by coffee producers is higher than that of the two value chains, hence coffee 

producers can easily qualify for a loan as coffee can be used as a collateral.   Further, the results suggest 

that commercial banks such as Centenary Bank and Finance Trust are the main sources of credit for the 

producers (Figure 90). Centenary Bank is preferred by the producers because it has products that are 

tailored to the needs of smallholder farmers such as flexible loan periods and repayment plans that take 

into account seasonality and unique characteristics of the enterprise to be financed. Besides, Centenary 

Bank finances activities along the entire value chain including production, marketing, and processing. The 

bank gives special lending rates to producers and small and medium size enterprises because it benefits 

from the agricultural financial support facility funded by the World Bank. Other sources of financial services 

(credit) in Manafwa and Kapchorwa are microfinance institutions such as Kenya Women Finance Trust and 

Brac Uganda and village savings and loans associations (VSLAs). The VSLAs are not common sources of 

credit because their financial capacity is limited, thereby necessitating them to cap the loans to ensure 

equal access by the members. 
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Figure 89: Access to financial services in Manafwa and Kapchorwa, by enterprise 
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 Majority of the producers in Kapchorwa did not have access to financial services for two main reasons:  

about 27% did not need credit because they had enough equity capital and in 25% of the cases, the service 

provider was not available in the locality requiring producers to incur costs in search of the service provider 

(Figure 91). In Manafwa, however, lack of access to credit services was due to lack of the provider (30%) in 

the locality and unaffordability (40%). Unavailability of the service provider in the producers’ locality seems 

to be the major hindrance to access to financial services. The situation is exacerbated by the limited access 

to information services by the producers.   
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Figure 90: Sources of financial services in Manafwa and Kapchorwa 
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Figure 91: Reasons for not accessing financial services In Manafwa and Kapchorwa in the last one year 
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3.5.3.2 Quality management services in Manafwa and Kapchorwa 

To ensure that producers of coffee, milk and honey meet quality standards set by the buyers, there is need 

for technical advice on quality management. In coffee, for example, advice or training on quality 

management may include information such as how to achieve the desired moisture context, when to 

harvest the berries with the required red colour and maintaining cleanliness and physical wholeness. On 

the other hand, milk and honey producers may require information on the taste, colour and hygiene, which 

are the main quality attributes considered by buyers. Yet a cursory look at Figure 92 suggests that 

producers in Manafwa and Kapchorwa have limited access to information on quality management.  On the 

whole, only 7% of the producers had access to information on quality management with a greater 

percentage (12%) of the producers being from Kapchorwa and only 3% of the producers from Manafwa. 

While Kapchorwa has a relatively dense network of service providers, mainly private coffee buyers, 

Manafwa relies on the local government for technical advice. In Kapchorwa, 44% received advice on quality 

management from Kawacom while Kyagalanyi and NAADS provided information to 11% and 16% of the 

producers respectively. Other institutions that provide technical advice related to the three targeted value 

chains in Kapchorwa include Chesiyo mixed farm, KACOFA and NUCAFE while AT Uganda, KABATEC 

(Kapchorwa Barley Technical Centre), KADLACC, and NUSAF focused on other enterprises. On the other 

hand, producers from Manafwa received advice from the local government (62%) and the media, 

particularly the radio (38%). Majority of the producers who received information on quality management 

were coffee farmers, owing to the large network of service providers that focus on coffee.   
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Figure 92: Access to quality management services in Manafwa and Kapchorwa, by enterprise 

 

 



97 
 

The results, therefore, point to the need to improve the producers’ access to quality management services 

by enhancing the level of interaction between the producers and chain supporters, particularly the private 

sector actors. It appears that there is a large network of service providers in Kapchorwa whose services 

have remained largely underutilised by the producers. The results suggest that the majority of the 

producers may not be aware of the existence of the service providers as evidenced by their reason for not 

accessing the services. About 50% and 30% of the producers did not access quality management services 

because the service provider was not available in their locality or they did not know where the service 

provider was located. Interventions should therefore focus on creating awareness among the producers of 

the availability of the service providers including strengthening the relationship between the producers and 

service providers by removing barriers to access. Producers need to be introduced to other cost effective 

methods of obtaining information from the service providers such as use of mobile phones.  

 

 

0%

10%

20%

30%

40%

50%

60%

Did not need Did not know
where to get
the service

Service
provider is not
available in the

locality

Did not know
the usefulness

Could not
afford

%
of

 p
ro

du
ce

rs

Manafwa (n=298) Kapchorwa (n=283) Total (N=581)

 

Figure 93: Reasons for not accessing product quality management services in Manafwa and Kapchorwa 

 

3.5.3.3 Post-harvest handling services in Manafwa and Kapchorwa 

Post-harvest handling is another major business development service in the coffee, milk and honey value 

chain, because coffee being a global value chain, quality standards need to be adhered to strictly by the 

producers. Besides, milk and honey require high levels of hygiene in handling to enable the products to 

fetch better prices and to minimise rejection rates. Post-harvest handling practices such as methods of 

drying may determine the grades and hence prices producer prices of coffee. Similarly, milk that has high 

levels of impurities and low butter fat content, because of  adulteration  will not attract better prices and may 

lead to a reduction in the farmers’ profit margins. On the other hand, honey although preferred by the 

buyers in its natural form will need to conform to certain standard requirements such as the desired taste 

and colour in order to be acceptable in high end markets. As a result, producers need information and skills 
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on post-harvest handling including equipment. Milk handling equipment such as milking cans and buckets 

as well as coolers where possible, honey centrifuges, and coffee drying equipment are prerequisites if the 

producers have to upgrade along the chain. Alternatively, the private sector can provide such services at a 

fee. The results, however, suggest that nearly all the producers (90%) who received post-harvest handling 

services were coffee farmers, with about 12% and 5% receiving the services on dairy and honey 

respectively (Figure 94).  Again, limited knowledge of where to get the service provider and unavailability of 

the service provider in the producers’ locality seem to be the overriding reasons for not accessing such 

services in both Manafwa and Kapchorwa (Figure 95).  
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Figure 94: Access to post-harvest handling services in Manafwa and Kapchorwa 
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Figure 95: Reasons for not accessing post-harvest handling services in Manafwa and Kapchorwa 
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3.5.3.4 Value addition in Manafwa and Kapchorwa 

Value addition involves transforming the nature of the commodity to a higher value product, with a view to 

diversifying marketing channels, enhancing bargaining power and obtaining better prices. Thus, value 

addition allows producers to upgrade to the upper end nodes of the chain. Value addition may include 

simple practices such as sorting and grading, or removing impurities from honey or more advanced 

practices such as processing e.g. roasting of coffee, processing of milk into other products such as yoghurt, 

cheese, butter and ghee, packaging, and branding among others or marketing the product as a 

geographical indication. Value addition aims at using product differentiation and market segmentation as a 

competitive strategies. However, these strategies work best when there is excess supply of the commodity 

in its primary form and competition through pricing is not a feasible strategy. A more pertinent question to 

address in this study is whether farmers should engage in value addition or not. This decision however, 

depends on the returns on investment in value addition as well as the existing demand for value added 

products. If the cost of adding value outweighs the returns derived from the value added product, farmers 

will not be motivated to engage in value addition. Similarly, the prices of the value added product and the 

commodity in its primary form should be significantly different to induce farmers to invest in value addition. 

One of the obstacles faced by producers who attempt to engage in advanced forms of value addition such 

as processing, branding and packaging is the high operation costs on advertisement to gain brand loyalty, 

cost of acquiring processing equipment and lack of economies of scale. Under this circumstance, a win-win 

strategy for the value chain actors would be to focus on strengthening the linkage between the producers 

and downstream actors such as processors who have competitive advantage through costs and economies 

of scale. Negotiating for favourable terms for the producers and formalising their operations i.e. 

strengthening value chain governance structures by formalising transactions to ensure reliability and trust 

among the actors may be mutually beneficial for the chain actors and supporters. 

 Our results suggest that a very small proportion of the producers (1%) is engaged in value addition or 

received services from the service providers on value addition, which could be an indication of the lack of 

motivation to add value to the commodities due limited demand for value added products and hence lack of 

price discrimination between the products of different forms. Figure 96 indicate that where producers who 

engaged in value addition it was mainly on coffee in Kapchorwa and other enterprises in Manafwa. In 

Figure 97, limited access to value addition services is occasioned by unavailability of the service provider in 

the producers’ locality, lack of knowledge of where to obtain the service and limited knowledge of the 

usefulness of value addition. 
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Figure 96: Access to value addition services in Manafwa and Kapchorwa, by enterprise 
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Figure 97: Reasons for not accessing value addition services in Manafwa and Kapchorwa 

 

3.5.3.5 Certification services in Manafwa and Kapchorwa 

Figure 98 shows that access to information on certification is limited and where farmers have access, it is 

generally on coffee because the coffee value chain is the most developed of the three value chains in terms 

of certification (Figure 98). Fairtrade coffee standards such as organic and shade coffee are currently being 

promoted in most coffee producing countries as a strategy to improve producers’ returns to coffee through 

niche markets. Other value chains are less developed with regards to certification, which explains the low 

number of farmers accessing such services for dairy and honey. As with value addition, the demand for 

certification services will only make economic sense to farmers if the price incentives are large enough to 

induce investment in the strategy. Operational costs and awareness of the availability and usefulness of the 
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service are other factors that may contribute to the low demand for such services (Figure 99). The demand 

for certification services was generally low among the producers interviewed because (i) the service 

provider was not available in their locality (40%), (ii) they did not know where to get the service from (25%) 

and, (iii) they lacked information on the usefulness of certification (20%). The majority of the producers in 

Kapchorwa were aware of the usefulness of certification, but the service provider is not available in their 

locality while in Manafwa, lack of information of the usefulness of certification is as important as the other 

two reasons.  
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Figure 98: Access to certification services in Manafwa and Kapchorwa 

 

 

 

Figure 99: Reasons for not accessing certification services in Manafwa and Kapchorwa 
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3.5.4 Access to other business development services in Solwezi 

Our findings suggest that unlike access to agricultural and information services, a small proportion of 

producers have access to other business development services. The results suggest that access barriers 

are the highest for financial services where only 5% of the producers received credit in the past 12 months 

and access to advice on post-harvest handling services is the highest among the four services. On 

average, 25% of the producers had access to post-harvest handling services in Solwezi (Figure 100). 
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Figure 100: Access to other business development services in Solwezi 

Figure 101 shows that the largest proportion of farmers seek business development services for other 

enterprises. For instance over 70% of the producers received financial services for other enterprises 

compared to less than 20% for the targeted value chains.  Maize is the enterprise that benefits from Lima 

credit which is a subsidised credit that is negotiated by ZNFU and administered to the farmers through 

ZANACO. Producers of village chicken tend to have limited access to BDS compared to those of soya 

beans and Solwezi beans because the value chain is less developed and less commercialised. 
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Figure 101: Access to other business development services in Solwezi, by enterprise 
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A cursory look at the different providers of business development services indicates that the government 

dominates the provision of the services, with the exception of financial services where the private sectors’ 

presence is noticeable. Nearly over 75% of the producers received technical advice on quality 

management, post-harvest handling, value addition and certification from extension staff at the Ministry of 

Agriculture, Livestock and Fisheries and the Ministry of Commerce (Figure 102). A few producers received 

services from the Mines (Lumwana and Kansanshi), which provide technical advice to farmers through 

corporate social responsibility CRS). The main financial service providers are NATSAVE, commercial 

banks like Finance Trust and Bayport Financial Services and cooperatives/ savings and credit groups 

including village banks, Vision Fund and ZANACO through ZNFU (Lima credit). 
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Figure 102: Organisations providing other business development services to producers in Solwezi 

 

The main barriers to access to BDS cited by the majority of the producers in Solwezi include unavailability 

of the service provider in the locality and limited information on where to find the service provider (Figure 

103). Other barriers such as lack of knowledge of the usefulness of the service were mentioned by about 

15% of the producers who did not have access to value addition and post-harvest handling services while 

unaffordability was a barrier to accessing financial services for about 12% of the producers. Again, the 

results point to the need for an established market information delivery system to improve farmers’ access 

to information on BDS and strengthen interaction between the producers and service providers. 

Unavailability of the service provider in the locality should not be a hindrance to accessing BDS if other cost 

effective methods of acquiring information can be put in place. However, it is highly likely that the financial 

service providers available in the locality could be offering products that are not tailored to the needs of 
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resource poor farmers whose loan repayment capacity may be low. This could explain why the highest 

number of producers had limited access to credit. During the scoping study, it was found that NATSAVE 

and ZANACO were the main sources of credit for farmers, yet the interest rates of 19% per annum charged 

were perceived by the farmers to be too high.  Therefore, linking farmers to markets will require 

establishing linkages with financial institutions that provide financial products that are tailored to the needs 

of small scale farmers. Such products should take into account the growth cycles of the enterprises 

undertaken by the farmers in order to work out reasonable loan repayment periods.   
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Figure 103:  Reasons for not accessing other business development services in Solwezi 

The finding that producers have limited access to technical advice or training on quality management, post-

harvest handling and value addition is worrying because the said services are required if farmers have to 

diversify their marketing channels and exert strong bargaining power against the buyers. The low demand 

for BDS could be an indication of lack of price incentives to induce investment in BDS, owing to the existing 

demand for undifferentiated products. Solwezi beans and village chicken are reported to be in short supply, 

suggesting that there will be no motivation to add value to the products if the producers can sell it in its 

primary form. Nevertheless, producers need information on post-harvest handling and value addition to be 

able to gain access to high end markets that offer better prices like the mines. In such markets, quality 

standards have to be adhered to, which calls for the need for BDS. Soya beans producers seem to be 

prone to price risks because of reliance on specific buyers. Enhancing access to information on value 

addition is likely to lead to diversified marketing channels and minimise the farmers’ vulnerability to 

exploitation by buyers.  

In summary, our results suggest that there is limited access to business development services in the three 

sites but the situation is severe in the two sites in Uganda where access to agricultural and market 

information is about 25% compared to 60% in Solwezi. Aggregating across the enterprises, we find that 

coffee producers have better access to information owing to the availability of private buying companies 

which provide technical assistance. The situation is however, different in Manafwa where farmers rely on 
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government extension which is non-functional. Considering other development services, we find that 

access is severely limited, with the majority of the farmers citing lack of awareness of where to find the 

service provider and unavailability of the service provider in the locality, pointing to the conclusion that 

enhancing access to information may be necessary for farmers to upgrade to the upper nodes of the chain.  

 

3.6 Production and marketing constraints  

3.6.1 Coffee value chain  

3.6.1.1 Producers 
The producers were asked to rank a number of challenges which were identified during the scoping study. 

Information was also sought from other value chain actors on the challenges they experienced in the 

various value chains they were engaged in. Challenges faced by coffee producers are summarised in Table 

11. The results suggest that high incidence of diseases and low productivity are the two most important 

challenges faced by coffee producers. High incidence of diseases could be due to a combination of the 

following factors (i) failure by the producers to follow recommended agronomic practices (ii) limited 

knowledge of good coffee husbandry e.g. spraying regimes, the right pesticides to use, disease resistant 

varieties, which is corroborated by the producers’ limited access to agricultural and market information (iii) 

limited access to pesticides because of lack of capital. Low productivity on the other hand, could be due to 

a number of factors including, (i) high incidence of diseases and pests, (ii) limited access to and use of 

productivity enhancing inputs, and(iii) reliance on old trees which are past their productive age.  Apart from 

technological factors, market factors such as limited access to post-harvest handling equipment particularly 

drying equipment and unreliability of the buyers are other major threats to the coffee value chain, thereby 

affecting the producers’ incentives to invest in coffee. Institutional challenges faced by coffee producers 

include limited access to agricultural and market information following the dissolution of the NAADS 

programme. Unlike Manafwa, Kapchorwa seems to have a large network of service providers, but their 

potential to fill the void created by the non-functional government extension system has remained largely 

unexploited.                                  

 

Table 11: Challenges in the coffee value chain 

  
Manafwa(N=12
0) 

Kapchorwa 
(N=226) 

Total 
(N=346) 

Lack of storage facilities/post-harvest handling 
equipment 14% 46% 35% 
Limited access to extension and market information 19% 39% 32% 
Lack of reliable buyers 39% 26% 30% 
High incidence of diseases 49% 40% 43% 
High incidence of pests 29% 31% 30% 
Low productivity (limited surplus for sale) 39% 44% 42% 
Low demand (poor prices) 20% 18% 19% 
Unavailability of clean planting material 1% 0% 0% 
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3.6.1.2 Traders and processors 
Coffee traders and processors identified limited access to market information on the prices of coffee as a 

major challenge. This perhaps explains why producers reported that the buyers were unreliable. Because 

coffee prices are determined by forces of demand and supply at the international market, producers and 

local traders face uncertainty about the prices which makes it difficult for them to plan their businesses. 

Price fluctuations are sometimes so intense that they lead to smaller profit margins or losses. Another 

challenge is the high transportation costs due to the poor state of the roads especially during the rainy 

season. High transportation cost is therefore passed on to the producers, which impinge on their profit 

margins making engagement in the coffee value chain a less profitable and unattractive venture.  

Some solutions proposed by the traders to address the challenges of price fluctuations include the need to 

sign contractual arrangements based on fixed prices to minimise uncertainty about prices (ii) training on 

business management and entrepreneurship skills (iii)  prices to be communicated through the media (iv) 

cooperatives negotiate prices on behalf of the traders  

3.6.2 Dairy value chain 

3.6.2.1 Producers 
The main challenges identified by dairy producers include low productivity and lack of post-harvest handling 

equipment (Table 12). Other challenges are incidence of diseases, limited access to extension and market 

information and unreliable buyers. Low productivity was found to be caused by poor animal husbandry 

practices such as limited use of improved feeds and feeding practices. Producers lack knowledge of other 

supplemental feeds for livestock and where farmers have knowledge of the feeds, availability is a major 

problem due to lack of sufficient land to grow enough fodder in addition to lack of planting materials (seeds, 

cuttings or seedlings). Dairy producers could therefore benefit from access to information on improved 

feeds and feeding practices including different niches where fodder crops can be grown without necessarily 

interfering with the crops land.  

The results show that access to agricultural and market information is limited in Uganda and the situation is 

more severe for livestock enterprises, because of the limited number of private sector actors that focus on 

dairy. Other cost effective methods of disseminating information on improved feeds and feeding methods 

need to be explored such as use of text messages, experiential games and volunteer farmers.  Although 

planting materials was ranked among the lowest challenges faced by dairy producers, it was cited by the 

producers as one of the barriers to adopting improved fodder. Improving farmers’ access to planting 

materials coupled with education is critical if milk productivity has to be improved. Cost effective ways of 

enhancing farmers’ access to post-harvest handling equipment such as milk coolers, butter fat content 

meters among others is critical if they have to meet the quality standards set by the buyers.  
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Table 12: Challenges in the dairy value chain 

  Manafwa (n=90) Kapchorwa (N=172) 
Total 

(N=262) 

Lack of storage facilities/post-harvest handling equipment 23% 55% 44% 

Limited access to extension and market information 21% 31% 27% 

Lack of reliable buyers 22% 28% 26% 

High incidence of diseases 34% 24% 28% 

High incidence of  pests 18% 8% 11% 

Low productivity (limited surplus for sale) 63% 60% 61% 

Low demand (poor prices) 18% 16% 16% 

Unavailability of clean planting material 2% 1% 1% 

Lack of quality breeds 1% 2% 2% 

 

3.6.2.2 Traders 
Although poor prices was ranked among the least constraints, milk traders decry price fluctuations which 

are determined by the seasons. Prices are generally higher during the dry season and this seems to affect 

all the actors along the chain. The immediate solution would be for the traders to diversify their products by 

adding value during glut seasons. However, such investments require reliable milk supply for the 

processing plants to operate at capacity, yet occasional shortages are usually experienced by the traders 

during the dry season. Thus increasing milk supply seems to take precedence over processing. Traders 

also observed the lack of milk collection centres as one factor that contributes to price fluctuations. 

Establishment of collection centres can be a cost effective way of providing post-harvest handling 

equipment to the farmers where farmers can share the costs of managing the facility. Nevertheless, the 

private sector actor will only be interested in co-financing the equipment if the company is assured of 

continuous supply of milk throughout the year.    

3.6.3 Honey value chain 

3.6.3.1 Producers 
Like the two value chains, honey value chain is plagued with low productivity, lack of post-harvest handling 

equipment and lack of reliable buyers (Table 13). Limited access to extension and market information is the 

fourth most important challenge. Two factors contribute to low productivity of honey: First, honey production 

is undertaken by very few farmers, particularly those who live next to Mt. Elgon national park. Honey 

production is therefore associated with the national park and limited attempts are being made by the 

producers to site bee hives outside the parks such as on farm lands. To access the national parks, farmers 

require permits which have to be issued by the Uganda Wildlife Authority (UWA). Obtaining the permits is 

challenging just like renewal of the permits take time to effect. These factors affect producer incentives and 

discourage serious investment in bee keeping. Second, bee keepers use traditional bee hives, which have 

been proven to yield less than the modern bee hives. Uptake of modern bee hives is said to be low 

because of rampant theft cases in the national forest where the hives are usually placed. It is posited that 

uptake would be increased if farmers were to use alternative sites particularly on private lands. This will 
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however require handholding including changing of farmers’ perception of the sites where bees can be 

kept. 

Innovative teaching approaches for disseminating information about bee keeping on farm coupled with 

other information on bee keeping as a business could be explored. Owing to the few producers and the 

unstructured nature of the market for honey, producers face challenges associated with unreliability of the 

buyers. Producers are disaggregated and hence lack bargaining power against the buyers who are more 

often than not traders. The producers’ situation is exacerbated by limited access to market information. 

Limited access to harvest and post-harvest handling equipment is another challenges identified by honey 

producers in Kapchorwa. The equipment is reported to be too expensive for small scale farmers to acquire. 

However, linking producers to private sector actors could be one way of improving their access to such 

equipment, which may not be economically feasible to purchase as an individual farmer. Alternatively, 

strengthening of farmer groups to improve their cohesiveness and legitimacy to engage in legal 

transactions may make them bankable. This could be used as a collateral to obtain credit to purchase the 

equipment.  

 

Table 13: Challenges in the honey value chain 

  Manafwa (N=3) Kapchorwa (N=42) 
Total 

(N=45) 

Lack of storage facilities/post-harvest handling equipment 0% 57% 53% 

Limited access to extension and market information 0% 31% 29% 

Lack of reliable buyers 67% 40% 42% 

High incidence of diseases 0% 2% 2% 

High incidence of pests 0% 17% 16% 

Low productivity (limited surplus for sale) 67% 57% 58% 

Low demand (poor prices) 0% 17% 16% 

Adulterated inputs 33% 0% 2% 

 

3.6.3.2 Traders 
Like producers traders in both Kapchorwa and Manafwa, traders cited low prices and lack of information 

about market prices for honey products as the main challenge. Other challenges included difficulty in 

transportation and expensive and inaccessible equipment.  

3.6.4 Soya beans value chain 

3.6.4.1 Producers 
The main challenges faced by soya beans producers include limited access to extension and market 

information, unreliable buyers, high incidence of pests and low demand, as indicated in Table 14. Unlike 

maize enterprise, which benefits from the FISP and hence the extension staff focuses most of the attention 

on it, Soya beans has been neglected by the extension system following the collapse of the main buyer 
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LINTCO. However, there has been renewed interest in soya beans following the ban in importation of 

vegetable oil, growth in the livestock sector particularly in commercial chicken rearing and availability of 

buyers from the neighbouring countries. Producers, however, underscore the need to expedite the 

development of the value chain as the market channel is less diversified, which exposes producers to 

exploitation by the few buyers available. Prices are reported to fluctuate and the buyers are unreliable and 

their terms and conditions are unspecified and can change anytime. In other words, the market is less 

formalised making it difficult for the value chain actors to maximise their returns.  

Although the current and medium intervention should target an out grower scheme where producers are 

linked to a buyer, which could be a processor or large scale livestock producer, the long-term intervention 

should consider diversifying market channels to include direct consumers. This will include educating 

farmers on different methods of processing soya beans, use of soya beans to formulate feeds for chicken 

among others. The out grower schemes can provide interlinked services to producers such as credit and 

technical advice as well as inputs, particularly seeds which are not currently being stocked by input 

suppliers because of low demand. For the contractual arrangement to benefit both the producers and the 

buyer, strong producer groups are required.  

Table 14: Challenges in soya beans value chain 

Lack of storage facilities 12% 

Limited access to extension and market information 33% 

Lack of reliable buyers 32% 

High incidence of diseases 23% 

High incidence of pests 32% 

Low productivity (limited surplus for sale) 21% 

Low demand (poor prices) 29% 

Unstandardized packaging 1% 

High transport cost to the main market/point of sale 1% 

 

3.6.4.2 Traders and processors 
Traders just like producers encounter price fluctuations and lack of information on market prices. They 

sometimes face scarcity of the soya beans especially during off season because of the small number of 

producers in the region. Avantech or Mutanda Farms noted that limited supply of soya beans in Solwezi 

has necessitated the company to rely on suppliers from outside the district. Farmers in Solwezi produce 

soya beans in small quantities because of limited use of productivity enhancing inputs. As result, sustaining 

the supply becomes difficult thereby compelling the buyer to source for soya beans from reliable suppliers.   
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3.6.5 Solwezi beans value chain 

3.6.5.1 Producers  
The main challenges shown in Table 15 identified by producers of Solwezi beans include (i) high incidence 

of pests and diseases, (ii) low productivity because of limited use of productivity enhancing inputs and 

improved seeds, and (iii) lack of reliable buyers. Lack of certified seed for Solwezi beans is the main reason 

for low productivity as farmers continue to plant the same seed over the years leading to degeneration in 

quality. Community-based seed multiplication systems or other sustainable methods of providing clean 

seed need to be explored. On the other hand, because of spot market transactions, reliability of the buyers 

seems to be a challenge to the producers owing to lack of binding contracts or longstanding relationships 

built from repeated transactions. The majority of the producers were found to sell to any buyer and relied on 

buyers to go to the farm gate for the produce.  

Table 15: Challenges in the Solwezi beans value chain 

Lack of storage facilities 14% 

Limited access to extension and market information 18% 

Lack of reliable buyers 20% 

High incidence of diseases 39% 

High incidence of pests 53% 

Low productivity (limited surplus for sale) 22% 

Low demand (poor prices) 11% 

Unstandardized packaging 0% 

High transport cost to the main market/point of sale 3% 

 

3.6.5.2 Traders 
Traders on the other hand identified challenges such as included occasional scarcity of beans due to high 

competition for the commodity by traders or other traders buying at the farm gate; occasional low demand 

for the beans during glut, lack of good market infrastructure, low level of communication due to lack of 

phones and price instability.  

The traders suggested that having a farmer/trader platform could ease the dissemination of market 

information. They also suggested other ways of addressing the challenges including providing loans to 

traders to be able to purchase beans in good time, building better markets to accommodate more traders 

as well as dealing with supply challenges by supporting farmers in Solwezi bean production. 

 

3.6.6 Village chicken value chain  

3.6.6.1 Producers 
We find that high incidence of diseases is the main threat to village chicken production and was cited by 

89% of the producers (Table 16). High disease incidence is attributed to limited use of Newcastle vaccine 
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by the farmers because the vaccine is not available small packages. Farmers are reluctant to purchase the 

vaccine because they do not keep a large number of birds since village chicken rearing is not viewed as a 

commercial venture by many farmers. Other challenges such as limited access to information, incidence of 

pests and low productivity also make the village enterprise less attractive. Low productivity is caused by 

poor livestock husbandry practices, which result in high incidence of diseases and pests. Poor nutrition and 

lack proper housing for the birds is another cause of low productivity.  Limited access to extension and 

market information is another critical factor that was identified in the earlier sections. Extension information 

was found to be skewed to crop production. Market factors are not critical in the village chicken value chain 

owing to limited supply of the birds and the growing demand following consumers’ awareness of health 

benefits associated with organic products.  

Table 16:Challenges in the village chicken value chain 

 Lack of storage facilities/post-harvest handling equipment 3% 

Limited access to extension and market information 16% 

 Lack of reliable buyers 10% 

High incidence of diseases 89% 

High incidence of pests 15% 

Low productivity (limited surplus for sale) 15% 

Low demand (poor prices) 4% 

Unavailability of breeding stock 0% 

Lack of proper housing for chicken 1% 

 

3.6.6.2 Traders 
The traders identified limited access to information because of poor network connectivity and high bulking 

costs since traders have to move from one home to another on search of the birds.
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4 Strategies for developing the selected value chains  

Strategies for developing the six value chains are summarised in Tables 17 and 18, and their ranks shown 

in Table 19. According to the results, coffee producers would improve their returns from coffee if vertical 

coordination among them and other value chain actors, particularly the private sector actors were to be 

strengthened to incentivise them to invest in high quality coffee. To improve coffee producers’ access to 

improved inputs and business development services, private sector actors can enter into contractual 

arrangements with the producers to provide interlinked services and inputs as long as effective contract 

enforcement mechanisms are put in place to restore the private sector actor’s confidence that they will 

recover their investments through high quality coffee delivered by the farmers. Strong producer groups are 

required to provide checks and balances on deviant producers as well as to enable bulking of the produce 

and effective dissemination of agricultural and market information on value addition, post-harvest handling, 

and certification and quality management. The same upgrading strategies apply for soya beans, which has 

specialised market channels and the producers are experience limited access to improved seeds. Forward 

contracting of the out grower type may work best for the soya beans producers and may act as an incentive 

for more farmers to take up its production. Strong producer organisations are also required to enable 

farmers to have economies of scale as the current buyers require the produce in large quantities at regular 

intervals.  

Other value chains such as dairy, honey, Solwezi beans and village chicken are faced with limited surplus 

for sale because of limited use of improved production practices such as improved feeds and feeding 

practices, improved bee hives and alternative sites for bee keeping other than the national park, and clean 

planting material for Solwezi beans and good livestock husbandry for the village chicken. Process 

upgrading, which entails improving the producers’ access to improved production technologies takes 

precedence over other upgrading strategies. Nevertheless, strengthening horizontal coordination by 

building capacity of producer groups in governance issues including bye-law formulation is a prerequisite 

for successfully developing sustainable seed supply and distribution systems for Solwezi beans and fodder 

species and improving the farmers’ access to market information. Upgrading of enabling environment is key 

for all the six value chains to enable farmers to access agricultural and market information and make 

informed investment decisions. 

Other upgrading strategies such as product upgrading may be necessary for coffee, honey, dairy and soya 

beans, although their relative importance is low, with the exception of grading of coffee, which is currently 

practiced but whose gains are negated by limited access to post-harvest handling equipment and price 

incentives. There is also the potential to upgrade the coffee value chain by venturing into a new channel 

such as speciality coffee, but this too needs strong price incentives to motivate producers to venture into 

such niche markets. Soya beans value chain may benefit from channel and product upgrading to diversify 

their marketing channels, but product upgrading will require partnering with the private sector actor so that 

producers can supply the required quantities of soya beans while the private sector actor does the 

processing. Venturing into product upgrading may not be cost effective for the producers because they lack 

competitive cost advantage against the private sector actors.   
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Table 17: Analysis of strategies for developing coffee, dairy and honey value chains in Manafwa and 
Kapchorwa 

Strategies Coffee Dairy Honey 

Product  Grading of coffee; producing specialty 

coffee to tap into niche markets; selling 

dried coffee beans instead of fresh 

beans  

Demand for fresh milk exceeds supply, 

so product differentiation is not a cost 

effective competitive strategy for the 

producers. Nevertheless, simple 

processing of honey to remove 

impurities could be beneficial to the 

producers.  

Demand for the product exceeds 

supply, so product differentiation is not 

a cost effective competitive strategy for 

the producers. Nevertheless, simple 

processing of honey to remove 

impurities could be beneficial to the 

producers.  

Process 

upgrading 

Use of improved drying equipment; use 

of improved inputs to increase 

productivity 

Improve livestock husbandry practices 

including  feeds and feeding practices, 

housing to increase milk yields; use of 

improved fodder 

Increase uptake of improved hives to 

increase productivity of honey; Use of 

alternative sites outside the national 

park to increase uptake of bee keeping 

among smallholder farmers and 

increase quantities produced to satisfy 

demand for honey 

Functional 

upgrading  

Producers may venture into roasting of 

coffee but this is not a feasible 

upgrading strategy given that 

established companies with 

competitive cost advantage over 

producers do exist in the country.   

Not a priority at the moment because 

supply is low, but as supply increases 

through improved feeds and feeding 

practices, processing of milk into other 

milk products may become critical. 

Because of limited supply, processing 

function can be performed cost 

effectively by the private sector actor. 

Initial investment in processing 

equipment and advertisement costs 

may be too high for the producers  

At the moment, focus should be on 

increasing supply. However, in the long 

run producers may need to consider 

processing honey into different 

products. Currently venturing into 

processing may not be cost effective 

and can only be performed by well-

established private sector actor, which 

has cost advantage. Initial investment 

in processing equipment as well as 

promotional costs 

Horizontal 

coordination 

Groups focusing on coffee are few and 

collective action is weak. 

Strengthening the capacity of existing 

producer groups in value chain 

governance is critical to restore buyer 

confidence and build trust among the 

actors.  This will also be a necessary 

condition for vertical coordination to be 

sustainable. Strong producer groups 

will enhance the producers' bargaining 

power and the social capital developed 

may be used as collateral to secure 

loans for post-harvest handling 

Quantities of milk produced is low. 

Therefore horizontal coordination is 

necessary to allow producers to bulk 

milk and target large scale buyers who 

offer better prices and reliable markets 

for milk.  Multiplication of planting 

materials for fodder will require groups 

to ensure sustainable supply of 

planting material, thereby improving 

uptake of improved feeds and feeding 

practices. Starting revolving inputs 

schemes require strong producer 

groups backed by effective bye-laws to 

Strong producer groups are a form of 

social capital, which can be used by 

producers as collateral with which to 

negotiate with business development  

service providers for  post-harvest 

handling equipment and improved bee-

hives; Producer groups focusing on 

bee keeping are few and where 

available  governance structures are 

weak. Strengthening these groups is 

necessary for bulking the produce to 

ensure sustained supply and to 

negotiate for better contracts with the 
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equipment or productivity enhancing 

inputs.  

govern operations of the groups.   buyers in the long run.  

Vertical 

coordination 

There seems to be no long standing 

relationships among value chain 

actors. Spot market transactions are 

the norm rather than the exception, yet 

such an arrangement does not 

motivate farmers to invest in producing 

premium coffee that fetches better 

prices. Contractual arrangements 

backed by effective enforcement 

mechanisms are necessary. Building of 

trust between producers and buyers is 

critical to enable private sector actors 

to engage in contractual arrangements 

with the producers including providing 

interlinked services such as credit, 

post-harvest handling, quality 

management and good agronomic 

practices, certification and productivity 

enhancing inputs.  

May not be a priority at the moment 

because of low supply and many 

informal marketing channels. However, 

in the long run when supply increases, 

contractual arrangements with large 

scale buyers like processors may be 

critical to ensure reliable supply of high 

quality milk from the producers 

May not be a priority at the moment 

given that supply is low and the 

number of producers are few. Focus 

should be on increasing quantity and 

quality of the honey 

Chain/channel 

upgrading 

Stimulate demand for coffee in the 

domestic market to diversify marketing 

channels and minimise price 

fluctuations. Explore other high end 

markets for roasted coffee and build 

capacity of producers in value addition. 

This option may not be a priority at the 

moment as the initial cost of 

investment may be too high e.g. cost of 

Not a priority at the moment because 

supply is low, but as supply increases 

through improved feeds and feeding 

practices, producers can explore other 

marketing channels such as hotels and 

processors that remain largely 

unexplored in the district. These 

marketing channels require large 

quantities, which should be supplied 

sale of other by-products e.g. Honey 

combs, wax, propolis can be 

considered to generate additional 

income, although the quantities 

produced at the moment are small 
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equipment, securing high end markets 

for roasted coffee and investing in 

promotion activities to out compete 

established coffee roasting companies. 

A win-win strategy is to link producers 

with the private sector actors like 

Kawacom and Kyagalanyi in 

Kapchorwa and Bugisu Cooperative 

Union in Manafwa. Fair prices can be 

negotiated for the farmers so that they 

are motivated and remain loyal to the 

buyer.  

regularly. 

Upgrading 

enabling 

environment 

Access to business development 

services such as financial services, 

agricultural and market information (to 

enable producers to make informed 

investment decisions including 

negotiating for better contractual 

arrangements with the buyers) and 

technical advice on quality 

management, value addition and post-

harvest handling is limited. 

Transactions are less formalised and 

levels of trust are low because of spot 

market transactions. Businesses 

cannot thrive in such an environment 

where breach of contracts is highly 

likely and legal enforcement 

mechanisms are not clearly spelt out. 

Formal or informal regulations (e.g. 

customs and beliefs or group pressure) 

are necessary for vertical coordination 

and the provision of interlinked 

services and inputs to be sustainable. 

Access to business development 

services, particularly extension and 

market information is critical for 

increased uptake of improved feeds 

and feeding practices. Innovative 

approaches for disseminating 

information on improved feeds and 

feeding practices need to be explored 

and introduced to increase milk supply. 

Enhance linkage between chain 

supporters (stockists of planting 

materials for improved fodder shrubs) 

to enable farmers to access the 

materials. Effective bye-laws to support 

community based seed and seedling 

multiplication systems for sustainable 

seed supply and distribution systems.  

Access to business development 

services, particularly extension and 

market information is critical for 

increased uptake of improved bee 

hives and bee keeping in alternative 

sites outside the park. Innovative 

approaches for disseminating 

information on improved hives and 

alternative sites for keeping bees need 

to be explored and introduced to 

increase uptake of bee keeping and 

supply of honey. For the communities 

relying on the national park to place 

their hives, the duration for which 

permits are issued need to be 

negotiated with the Uganda Wildlife 

Authority (UWA)  to incentivise farmers 

to invest in improved bee hives and 

increase honey productivity. 

 

 

 

 



116 
 

 

 

 

 

 

Table 18: Analysis of strategies of developing soya beans, Solwezi beans and village chicken value chains in 
Solwezi 

Strategy Soya beans Solwezi beans Village chicken 

Product 

upgrading  

Not a priority at the 

moment, but improved 

methods of threshing and 

winnowing can be 

introduced to minimise 

breakages and amount of 

dirt. Sorting and grading to 

improve the quality of beans 

sold may be considered.  

Not a priority at the moment 

because of high demand 

due to shortage of the 

beans. However, to 

segment the markets and 

target high end markets, 

improved methods of 

threshing and winnowing 

are necessary to minimise 

breakages and amount dirt.  

Sorting, grading and 

packaging of the beans can  

improve quality  and value 

of the beans as  long as the 

right markets are targeted 

Not a priority to the 

producers at the moment 

because of high demand for 

the birds following shortage 

of supply. However, for the 

producers to be able to sell 

to high end markets like the 

mines and supermarkets, 

quality standards need to be 

met.  

Process  Use of improved seeds and 

other productivity enhancing 

inputs to increase yields 

and ensure sustainable 

supply of Soya beans 

Use of clean planting 

material coupled with 

productivity enhancing 

inputs (fertiliser, pesticides) 

to ensure surplus for sale. 

Uptake of good livestock 

husbandry practices is key 

to increasing the number of 

birds. Proper feeding, 

housing and diseases and 

pest management is critical 

for the chicken value chain.  

Functional 

upgrading  

Producers need to diversify 

marketing channels by 

selling already processed 

soya beans to direct 

consumers. Training on 

different ways of processing 

soya beans into different 

products including livestock 

Not relevant for Solwezi 

beans 

Not relevant for village 

chicken 
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feeds is necessary.  

Horizontal 

coordination 

Given that producers are 

few, buyers are specialised 

and distances to the market 

are expansive, strong 

horizontal coordination is 

critical to reduce transaction 

costs and ensure 

sustainable supply of soya 

beans as well as economies 

of scale, which are the 

features considered by 

buyers who enter into 

contracts with producers; 

Strengthening existing 

producer groups in value 

chain governance is critical 

to restore buyer confidence 

and build trust among the 

actors.  

Necessary for bulking to 

reduce bulking costs on the 

part of buyers and for 

establishing sustainable 

community seed 

multiplication systems.  

To enable producers to 

effectively use the 

Newcastle vaccination, 

strong producer groups are 

critical. Besides, birds are 

few in number and bulking 

of the birds would minimise 

bulking costs on the part of 

the buyer. This is only 

possible through horizontal 

coordination 

Vertical 

coordination 

Soya beans has few 

established buyers, mainly 

largescale livestock keepers 

and traders from the DRC. 

Soya beans is not 

consumed by its producers 

like Solwezi beans. Strong 

vertical coordination in form 

of contracting with large 

scale buyers such as 

processors and large scale 

livestock keepers is 

necessary. Such a 

contractual arrangement 

should include interlinked 

services such as technical 

advice on quality 

Is not feasible given that 

demand exceeds supply, 

but can be considered in the 

long run when supply 

increases and large scale 

buyers are involved.  

Is not feasible because 

demand exceeds supply, 

but can be considered in the 

long when supply increases 

and access to large scale 

buyers such as 

supermarkets, hotels and 

the mines have been 

secured.  
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management and post-

harvest handling as well as 

inputs like seeds and 

inoculum. Soya beans 

seeds are hardly stocked in 

the agrodealer shops 

because they are 

considered as slow moving 

goods and their quality 

degenerates with time.  

Chain 

upgrading 

Producers currently rely on 

buyers from the DRC. This 

increases risks of 

exploitation. Diversify 

marketing channels to 

include direct consumers. 

Train producers on feed 

formulation so that farmers 

can produce feeds for 

village chicken from  soya 

beans 

Demand currently exceeds 

supply and market factors 

are not a major challenge. 

However, producers may 

consider other marketing 

channels such as the mines 

and supermarkets, which 

offer better prices  

Demand currently exceeds 

supply and market factors 

are not a major challenge. 

However, producers may 

consider other marketing 

channels such as the mines 

and supermarkets, which 

offer better prices.  
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upgrading 

enabling 

environment 

Access to business 

development services such 

as financial services, 

agricultural and market 

information (to enable 

producers to make informed 

investment decisions) and 

technical advice on quality 

management, value 

addition and post-harvest 

handling is limited. 

Transactions are less 

formalised and levels of 

trust are low because of 

spot market transactions. 

Businesses cannot thrive in 

such an environment where 

breach of contracts are 

highly likely and legal 

enforcement mechanisms 

are not clearly spelt out. 

Formal or informal 

regulations (e.g. customs 

and beliefs or group 

pressure) are necessary for 

vertical coordination and 

interlinked services and 

inputs to take course. 

Access to business 

development services such 

as financial services, 

agricultural and market 

information (to enable 

producers to make informed 

investment decisions) and 

technical advice on quality 

management, value addition 

and post-harvest handling is 

limited. Transactions are 

less formalised and levels of 

trust are low because of 

spot market transactions. 

Businesses cannot thrive in 

such an environment where 

breach of contracts are 

highly likely and legal 

enforcement mechanisms 

are not clearly spelt out. 

Formal or informal 

regulations (e.g. customs 

and beliefs or group 

pressure) are necessary 

conditions for establishing 

sustainable seed supply 

systems to enable 

producers to access clean 

planting materials 

Access to business 

development services such 

as financial services, 

agricultural and market 

information (to enable 

producers to make informed 

investment decisions) and 

technical advice on quality 

management, value addition 

and post-harvest handling is 

limited. Transactions are 

less formalised and levels of 

trust are low because of 

spot market transactions. 

Businesses cannot thrive in 

such an environment where 

breach of contracts are 

highly likely and legal 

enforcement mechanisms 

are not clearly spelt out. 

Formal or informal 

regulations (e.g. customs 

and beliefs or group 

pressure) are necessary if 

farmers have to engage in 

bulking and collective 

marketing  
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Table 19: Ranks for upgrading strategies 

Strategy Ranks 

Coffee Dairy Honey Soya 

beans 

Solwezi 

beans 

Village 

chicken 

Product upgrading 5 4 4 7 4 4 

Process upgrading 4 1 1 2 1 1 

Functional upgrading 6 7 7 6 7 7 

Horizontal coordination 3 3 3 3 3 3 

Vertical coordination 1 5 5 1 6 6 

Chain/channel upgrading  7 6 6 5 5 5 

Upgrading enabling 

environment 

2 2 2 4 2 2 

 

5 Conclusions  

The objective of the study was to identify contextually appropriate market information delivery systems as 

well as strategies for developing six selected value chains namely, coffee, dairy, and honey in Manafwa 

and Kapchorwa and soya beans, Solwezi beans and village chicken in Solwezi.  To identify the strategies 

we focused on the production and marketing nodes of the six value chains and critically analysed their 

production and economic potential, market attributes and characteristics as well as access to business 

development services such as agricultural and market information, financial services, post-harvest 

handling, quality management, value addition and business development services. We also considered 

constraints and opportunities along the six value chains to identify leverage points for intervention.  

The results suggest that in Manafwa, producers in the lowlands are better off relocating the resources 

invested in coffee and dairy to other enterprises that are suitable for such landscapes. In the honey value 

chain, however, producers currently rely on the national park, but access is restricted following an increase 

in the number of potential users. Thus, the number of honey producers is the lowest among the three 

enterprises that were selected in Uganda. Efforts therefore need to be directed towards increasing uptake 

of bee keeping among the farmers by creating awareness among producers of alternative sites for keeping 

bees and ways of managing the bees in these sites. In Solwezi, the production of soya beans is limited to 

Mutanda and Mushindamo blocks where producers are in close proximity to the buyers. Village chicken 

production is undertaken by nearly all the farmers in Solwezi, but the scale of operation is small because 

village chicken is not regarded as a business enterprise despite its immense economic potential among the 

three value chains.  

Yields of most of the enterprises are low due to limited use of productivity enhancing inputs and improved 

productions processes as well as limited access to business development services. Yet the findings on 

returns to investment show that there are potential gains from improving productivity of the enterprises. 

Therefore improving the producers’ access to productivity enhancing inputs and improved production 
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processes is paramount, although this will require investing in incentive mechanisms that can encourage 

producers to invest in the enterprises to increase quantity and quality.  

Spot market transactions, which are more often than not, undertaken on individual basis are common in all 

the six value chains, with the majority of the producers interacting with traders who travel to the farm gate 

for the produce. Producers make limited attempts to seek out buyers, probably because of lack of market 

information or alternative methods of identifying farmers. Building capacity of the producers in market 

identification approaches such as participatory market chain analysis may open up opportunities for the 

producers and diversify their marketing channels in the long run. Individual selling is common in the value 

chains because of lack of or weak producer organisations that focus on the selected value chains. In 

Manafwa and Kapchorwa membership in groups was 23% and 31% as opposed 82% in Solwezi of which 

only 21% and 52% in Manafwa and Kapchorwa belonged to agricultural groups compared to 96% in 

Solwezi and 3%, 16% and 9% focused on produce marketing in Manafwa, Kapchorwa and Solwezi 

respectively.   

The potential for marketing strategies such as product differentiation and market segmentation that allow 

producers to diversify their marketing channels and exert stronger bargaining power against buyers remain 

largely unexploited. Where producers attempt to do so, the feasibility is limited by lack of capital to invest in 

promotional activities to be able to compete with the already established companies and gain access to 

their already secured market share. These marketing strategies can be effectively implemented if the 

producers are linked with downstream value chain actors who are able to compete because of their relative 

cost advantage.  

Access to business development services is extremely limited in the two sites in Uganda, and where 

farmers have access, it is always skewed towards traditional cash crops like coffee in Uganda and maize in  

Solwezi. Farmers have very limited access to information on livestock production and produce marketing 

including other business development services like post-harvest handling, value addition, certification, 

quality management and financial services, yet these services are critical if producers have to transition to 

commercial agriculture. Multistakeholder forums that bring different value chains actors, chain supporters 

and chain enablers together are vital in strengthening the relationship between the producers and other 

value chain actors to improve access to information and business development services. The potential and 

applicability of other alternative methods of providing information on production and marketing such as use 

of mobile phones, the media, lead farmers and experiential games need to be explored.  

To develop the six value chains, contextually appropriate and win-win strategies will need to be employed 

to ensure that producers and other value chain actors including supporters benefit from the interventions to 

guarantee sustainability of the value chains. In the coffee and soya beans value chains where the private 

sector actors exist and the level of coordination is weak, strengthening vertical coordination between the 

producers and the actors will be critical by negotiating for favourable contractual arrangements to ensure 

reliability of the buyers of premium products. Vertical coordination will need to be backed by effective 

contract enforcement mechanisms to restore buyer confidence in the producers and enhance loyalty 

among the producers, thereby making it possible for the buyers to offer interlinked services and inputs to 

the producers. Strong producer groups with legal entity or social capital to ensure that the actors do not 
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breach the contracts will be necessary. Thus, building capacity of the existing producer groups in 

governance issues and bye-law formulation to enable them to be integrated in the formal value chains is a 

prerequisite.   

 In the dairy, honey, Solwezi beans and village chicken value chains where there is limited surplus for sale, 

because of few producers engaged in the value chain (e.g. honey) or use of poor production methods, 

process upgrading involving the use of improved inputs such as Solwezi beans seeds, improved bee hives 

and alternative sites for keeping bees, and improved feeds and feeding practices takes precedence over 

other upgrading strategies. However, upgrading of enabling environment to enable producers to access 

information about improved technologies and practices, market information and business development 

services such as financial services needs to go hand in hand with process upgrading. Strong producer 

organisations are necessary for the development of sustainable input supply and distribution systems, 

which is critical for upgrading of the Solwezi beans and the dairy value chains. This calls for developing 

horizontal coordination among the farmers so that they can bulk the products as a short term strategy 

towards accessing lucrative market channels such as the mines in Solwezi and supermarkets and 

restaurants in Manafwa, Kapchorwa and Solwezi.   

 


