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ANALYSISOFMANGOVALUECHAIN:THECASEOFARBAMINCHZURIYAWOREDA,
GAMOGOFAZONE,SNNPR,ETHIOPIA

ABSTRACT

ThisstudywasdesignedtoanalyzevaluechainofMangoinArbaminchZuriya
woreda,Gamo Gofa zone,Southern Nations,Nationalitiesand Peoples’Region.
Mango(MangiferaindicaL.)isafleshystonefruitbelongingtothepanesMangifera.
ItisgrowninEthiopiaandthroughoutthetropics,andsubtropicsoftheworld.The
specificobjectivesofthisstudywereidentifyingthemajormangovaluechainactors
andtheirrolesinthestudyarea;quantifyingcostsandmarginsforkeymangovalue
chainactors;identifyingfactorsaffectingmarketsupplyandmarketoutletchoices.
Thedatawerecollectedfrom bothprimaryandsecondarysources.Theprimarydata
forthis studywere collected from 204 sample producers,24 traders,and 30
consumers.Secondary data were gathered from differentdistrictoffices and
previousresearchfindingsandinternet.Thedatawereanalyzedbyusingvaluechain
analysis,marketingmargin,multiplelinearregressionandmultivariateprobitmodel.
Valuechainanalysisresultshowedthatthemainvaluechainactorswereinput
suppliers,producers,wholesalers,collectors,cooperatives,retailers,andconsumers.
Cooperativesincurredthehighesttotalcost(78birrperquintal)thanotheractors.
Producers’grossmarginwashighest(theshortestchannel)whentheysoldtheir
productdirectlytoconsumers.However,itwaslowestinthelongestchannelsincea
numberofmiddlemenactorswereinvolved.Theresultofmultiplelinearregression
modelindicated that,marketsupplyofmango was significantlyand positively
affectedbynumberofmangotrees,experienceinmangoproduction,marketing
experience,ownership oftransport,extension contact,and marketinformation
access,whereas distance to the nearestmarketaffected itnegatively and
significantly.Mangoproducershadfivemarketoutletchoicesthatiswholesalers,
collectors,cooperatives,retailersandconsumers.Theresultofmultivariateprobit
modelindicatedthattheoutletchoicesweresignificantlyinfluencedbyunderlying
common factors.Moreover,thepredicted probabilitiesofhousehold’schoosing
wholesalersoutletwas14%whichisrelativelylowerthantheprobabilityofchoosing
collectors(69%),cooperatives(32%),retailers(16%)andconsumers(19%).Thiswas
duetothefactthatwholesalerspurchasehighamountfrom collectorsintheworeda
andkebelemarketsthanfrom producers.Theprobabilityofproducersjointlyto
chooseandnottochoosethefiveoutletswere4.86%and0.03%,respectively.The
Waldχ2testvalueof152.25whichissignificantat1%significancelevelindicated
thatseparateestimationofchoiceoffiveoutletsisbiasedandthedecisionsto
choosethefiveoutletsareinterdependentandsimultaneous.Therefore,effortsare
requiredimprovetomarketingknowledgeandskillofproducers;effortsarerequired
toestablishmarketingcooperativestoencouragecollectiveactionofproducers;
effortsneededtoimprovemarketinfrastructure,improvingpost-harvesthandling,
andpromotingprivatepublicpartnershipsandmangovaluechainactor’smeetings
marketintelligenceareneededtoacceleratevaluechaindevelopmentofmango.
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1.INTRODUCTION

1.1.BackgroundandJustification

Mango(MangiferaindicaL.)isafleshystonefruitbelongingtothepanesMangifera,

consisting of numerous tropicalfruiting trees in the flowering plant family

Anacardiaceae.Itisgrownthroughoutthetropicsandsubtropicsoftheworldand

alsoconsideredtobethekingoffruitsduetowideecologicalrange,delicioustaste,

excellentflavor,veryhighnutritiveandmedicinalvalueaswellasgreatreligio-

historicalsignificance(Yigzawetal.,2014).MangoisnativetothesouthAsiafrom

whereitwasdistributedworldwidetobecomeoneofthemostcultivatedfruitinthe

tropics.Thetotalproductionareaofmangointheworldisaround3.69million

hectares.Mangoisoneofthemostwidelycultivatedandgloballytradedtropicaland

subtropicalfruittreesintheworld(Clarkeetal.,2011).

Around160varietiesofmangoarecultivatedinmorethan90countriesintheworld.

In2013,43,300,000tonswereproduced.Indiaistheworld’slargestproducerbywide

margin,withmorethan40% ofglobalproductionin2013.ItisfollowedbyChina,

ThailandandIndonesiawithproductionof4.45,3.1and2milliontonsrespectivelyin

thatsameyear(GBDNetwork,2015).

About90,190.69hectaresoflandiscoveredunderfruitcropsinEthiopia.Bananas

contributed about59.56% ofthe fruitcrop area followed by avocadoes that

contributed15.3% oftheareaandmangocovers14.07%. AccordingtoCentral

StatisticalAgencyreport(2015)morethan7,062,090.47quintalsoffruitswere

producedinthecountry.Bananas,Mangoes,Avocados,Papayas,andOrangestook

up68%,13.00%,8.00%,6.00%and4.00%ofthefruitproduction,respectively(CSA,

2015).

Ethiopiahaslargetractofsuitablelandformangoproduction.Itismainlyproduced

inOromia,SNNPR,BenishangulGumuz,Amhara,HarariandGambelaregions.Mango

ranked2ndand3rdintotalproductionandareacoverageamongfruitcropsgrownin

Ethiopia,respectively.From 2003/4to2013/14,bothitsareacoverageandtotal

productionincreasedby208.4%and247%,respectively.Despitethisimprovementin
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thelastonedecade,itsproductivityisverylow,7tons/haandEthiopiaproducedonly

72,187tonsfreshmangoin2013/14(Yigzawetal.,2014).

Mangohassignificantimportancewithapotentialfordomesticandexportmarkets

andindustrialprocessing.Currentlymango isconsideredaspotentialcropsfor

exportandlocalmarket.ThecropisbeingpromotedbytheFruitandVegetablesand

Horticulture DevelopmentDepartmentofthe Ministry ofAgriculture and Rural

Development (MoARD).Furthermore,mango crop was selected as potential

commodityforinvestmentbasedontwooverridingyardstickswhichare‘potential

marketopportunity’and‘outreachtosmallholderfarms’.Inaddition,highaddedvalue

either through agro-processing or knowledge,high market value,long term

comparativeadvantage,enhancedgroupactivitiesandpositionofwomen,andsocial

acceptanceandsupportbygovernmentpoliciesarethemajorattributesofEthiopian

mango(Elias,2007).

Theproductionofmangoischallengedbyirrigationwaterscarcity,pestanddisease

andtechnologylimitation(SeidandZeru,2013).InEthiopia,mangoisattackedby

manyinsectandpests.Amongtheinsectpestsattackingmangofruitarebeetles,

fruitflies,seedweevilandtermites.Inputshortage(water,fertilizerandpesticide),

lack of improved technologies,pests (especially fruit fly and anthracnose),

postharvestlossandpoormarketingwerethemajorproblemsofmangogrowers

(Tewodrosetal.,2014).

MangotreesinmostpartsofEthiopiaaredevelopedfrom seedlingsandareinferior

inproductivityandinfruitquality.Toalleviatetheseproblemsimprovedvarieties

namedKent,KeitandTommyAtkinswereintroducedfrom Israelin1983andare

beingcommerciallyproducedbytheUpperAwashAgroIndustryEnterprise(UAAIE).

ThesevarietiesarewidelydistributedtodifferentpartsofEthiopiabyUAAIE(Tesfaye

etal.,2014).

ArabaminchZuriya,adistrict(woreda)intheGamoGofaadministrativezoneofthe

SouthernNationalNationalitiesandPeopleRegionofEthiopia,iswellknownforits

highpotentialintropicalfruitproduction(mainlymango,banana,lemonandpapaya).
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About126,800quintalsofmangowereproducedandthetotalcoverageofmangoin

theworedais634 ha(Gizachew etal.,2016).ThestudyofTimoteosin2009

indicatedthatthestudyareacontributes10to15%oftheestimated135,000tons’

nationalfruitproductionhowever,itspotentialismuchhigherandsupplytotheAddis

Ababamarketcouldbeashighas40%ofthetotalamountdeliveredtothecapital

city.Themarketingstructureofmangohasonlyafew dominantbuyers.Asmall

numberoffruitwholesalersinAddisAbabadecideonthepriceandindirectlyonthe

quantityofsupplytotheAddisAbabaretailshops.Theyusemiddlementoinfluence

marketequilibrium andfarm gatepricesfortheirownbenefit(Timoteos,2009).

Becauseofpoorinstitutionalstrength,producerorganizationshavenotbeenableto

challengethissituation.ThestudyofTimotoes(2009)also indicated thatthis

situationpointstotheneedforstructuredmarketarrangementsandstrengthened

localmarketactors(producer’sorganizations)soastoincreasethequantityofsales

inthemarketsandincreasetheincomeofthesmallholderproducersinthearea.

Inthestudyarea,mostoftheproducershaveplantedtwotypesoflocalvarieties,

whicharenotidentifiedbynames.Thus,themarketablesupplyofmangoperannum

from theWoredaisestimatedtobe24,288tons.From thispotentialmarketable

supply,only1,440tons(6%)areformallymarketedthroughAddisAbabafruitsand

vegetableswholesalers.TherestisretailedandconsumedlocallyinArbaminchand

othertownsintheregion(Wolayita,Shashemene,Hawassa,etc.)(Timoteos,2009).

Inthestudyworeda,thesupplyofmangotomarket,selectionofprofitablemarket

outlets and post-harvesthandling practices were affected by differentsocio-

demographic,economicandinstitutionalfactors.Therefore,thisstudyinvestigates

the significantfactors thataffectmango marketing through studying factors

affectingmarketsupply,andmarketoutletchoicesofproducersinthemangovalue

chain.

1.2.StatementoftheProblem

Ethiopia’swiderangeofagro-climaticconditionsandsoiltypesmakeitsuitablefor
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theproductionoffruits.Unlikedurablecropssuchascereals,pulsesandoilseeds,

fresh fruits are highly perishable,and mustbe eithermarketed orprocessed

immediatelyafterharvesting(Zeberga,2010).Althoughdifferentfruitcropshave

beengrownindifferentpartsofEthiopia,theirdistributionandsupplytomajorcities

and towns is stillinadequate,hence producers were notbenefiting from their

produce.Poorroadconditions,amongothers,arethemajorfactorsthatlimitedtheir

widerdistributionfrom theirareaofproduction.Thiscanbeascertainedfrom the

currenthighpricesoffruitsinthemajorlocalmarketoutlets.Inturn,itjustifiesthe

needtoincreaseproduction(supply)andimprovethelimitationssoastoconform to

thecurrentdemandandmakethepricesaffordabletothepublicatlarge.Thiswillas

wellsimultaneouslyenablethegrowersfetchbetterprofitsfrom thesaleoftheir

produce(DeribewandJeong,2014).Productionofhorticulturalproductsisseasonal

andpriceisinverselyrelatedtosupply.Duringthepeaksupplyperiod,pricesdecline.

Thesituationisworsenedbytheperishabilityoftheproductsandpoorstorage

facilities.

Yilma(2009)statedthattheircultivationisseasonalandthesupplyisscantyand

volatileeven in areaswhereirrigation ispossible.Theknowledgegap on fruit

productiontechniquesandprocessingtechnologiesiswide.Also,knowledgeof

domesticconsumersofthebenefitsoffruitsisconfinedtoveryfewvarietiesoffruits.

Hence,domesticdemand,withtheexceptionoffew widelyknowntropicalfruits,is

generallysmalland,peoplegenerallyconsumefruitsandvegetablesonadailybasis,

withoutconsideringthem asbasic.Hence,thesefactorshaveadverselyaffectedthe

growthandexpansionofthefruitsubsectorinEthiopia.

Moreover,dueto thehighlyseasonalnatureofthemango crop,and also the

tendencytoprioritizefoodsecuritywithgraincrops,mangogrowingisnotthemain

livelihoodactivityformostproducers,andisgenerallyconsideredacomplementary

activitytootherfarmingpractices(Jameset.al.,2008).MangoproductioninEthiopia

isinfluctuatedconditions,becauseofoccurrenceofpestanddiseases,lackof

propermanagement,irrigationwaterscarcityandweatherconditions(Seidetal.,

2013).Inputshortage(water,fertilizerandpesticide),lackofimprovedtechnologies,
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pests(especiallyfruitflyandanthracnose),postharvestlossandpoormarketing

werethemajorproblemsofmangogrowers(Tewodrosetal.,2014).

Inaddition,channelchoicesareheavilyconstrainedbymarketaccesslimitations

suchassupportinginfrastructurestoreachmarkets,accesstodemandandprice

informationandspecificdemandsfrom thesemarketssuchasproductionaccording

toqualitystandards(Trienekens,2011).Inthisrespectdevelopingcountrybusiness

relationships are subject to many uncertainties caused by poor physical

infrastructures(storagefacilities,roads,telecommunication,etc.),weakinstitutional

infrastructures (governmentsupport,sanction systems,etc.),unbalanced trade

(dependencies,opportunisticbuyerbehavior)andunfavorablesocialandpolitical

conditions.Transactionsareenabled and need to besupported byinformation

exchange aboutcharacteristics ofthe product/service and delivery conditions.

However,informationexchangebetweenvaluechainactorsindevelopingcountries

isinmanycaseshamperedbyinformationasymmetriesbetweenchainpartners,

lackingcommunicationinfrastructures,anddiffusemarketchannelstructures.

Mangolossesafterharvestuntilthemangoreachtheconsumeraresignificantand

affectedthedevelopmentofmangovaluechain(Yilma,2009).Post-harvestlossesin

developingcountriescanrangefrom 15percentupto50percent.Fruits,suchas

mango,areperishableproductsandthereforesensitivewhichleadstogreaterlosses

thanfornon-perishablecrops(Parfittetal.,2010).Toincreasetheavailability,itis

thereforenotenoughtoincreasetheproductivityofmango,thereisalsoaneedto

lowerthelosses.Aproblem inthemangovaluechainandfruitsinEthiopiaisthatthe

knowledgeaboutpost-harvesthandlingandvalueadditionislimitedandthepost-

harvestlossesarehigh(ILRI,2011;Wakijira,2010).Lossesoccurinallpost-harvest

activities such as handling,storage,processing,packaging,transportation and

marketing.Handlingandprocessingofthefoodareofhighimportanceinorderto

ensurefood-safetyandreducelosses(Kader,2003).

Inspiteofthefactthatmangofruitiseconomicallyandsociallyimportantfruit;value

chainanalysis,factorsaffectingsupplyofmangotomarket,marketingchannel
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choices,extentofvalueadditionandpost-harvestlossofmangoneedstobestudied

andanalyzedforthetargetstudyarea(ArbaminchZuriyaworeda)wheregreat

potentialofmangoproductionexists.Therefore,thisstudyanalyzedmangovalue

chain in Arbaminch Zuriya woreda,to provide empiricalinformation on the

determinantsofmangosupplytomarket,andthefactorsthatinfluencemarket

channeloutletchoicedecisionsforthestudyarea.

1.3.ResearchQuestions

Thestudyhastriedtoanswerthefollowingresearchquestions:

 Whoaretheactorsinthemangovaluechainandtherespectivevalue

sharestheydrive?

 Whatarethedeterminatesofmangosupplytothemarket?

 Whatare the factors affecting farmer’s mango marketoutletchoice

decision?

1.4.ObjectivesoftheStudy

Thegeneralobjectiveofthestudyistoanalyzemangovaluechainofthestudyarea.

Thespecificobjectivesofthestudyare:

 Toidentifymangovaluechainactors,theirfunctionsandbenefit

distributionsinthemangovaluechain;

 Toidentifythedeterminantsofmangosupplytothemarketinthestudy

area;

 Toidentifyfactorsaffectingmarketoutletchoicedecisionsofmango

producers.

1.5.ScopeandLimitationsoftheStudy

Valuechainanalysisincludesfrom inputsupplierstotheenduserscoveringwide

rangeofgeographicalareasstretchingfrom localtoglobalmarkets.However,the

studyarealimitedtoArbaminchzuriyaworeda(GamoGofazoneofSNNPR)by



7

focusingonmangoproducers,traders,localretailersandconsumers.Thedatawas

collected from sample respondents ofmango value chain actors and relevant

organizationofserviceprovidersthatareinvolvedinthestudyareaonly.Although

thefindingsmaybeusedintheareasofsimilarsituationwiththestudyarea,the

studyhadgeographicallimitationtorepresentwiderareaofthecountryandhence,

thegeneralizationsofthefindingswerelimitedtothestudyareaandlocationswith

similarsocio economic characteristics.On the otherhand,notallthe mango

producersand othervaluechainactorsincluded inthesurveybutsampleand

representativegroupswereincluded.

Regarding the limitation ofthe study,this study had financialand temporal

limitations.Duetoshortageoflogisticsthestudydidn’trepresentthewholevalue

chainofmango inthecountryand onlyfocusonthemango valuechainthat

originatesfrom majormangoproducingpeasantassociations(PAs)intheWoreda.

Therefore,thestudywasundertakentomeetitsobjectiveswithinthelimitations

mentioned.

1.6.
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SignificanceoftheStudy

Thestudyhadanalyzedtheentiremangovaluechainfrom inputsuppliertothe

consumerwithintheworeda.Italsoprovidesaholisticpictureofexistingchallenges,

opportunitiesandentrypointsinthemangovaluechain.Additionally,thisstudywill

provideinformationonthedeterminantsofmangosupplytothemarket,andthe

factorsaffectingmarketoutletchoicedecisions,marketingmargin,benefitshareof

actors,andidentifiesopportunitiesandconstraintsofmangovaluechaininthestudy

areas.Therefore,the findings of the study may help different Government

organizationsand Developmentpartnerorganizationsto understand thecurrent

mangovaluechain,mayhelpasinputtodesigntheirstrategicplanandredesigntheir

modeofoperationsand ultimatelyinfluencethedesign and implementation of

policiesandstrategies.Italsohelpstoutilizetheresultofthefindingtotheir

activitiesinterventions,toboostmangoproduction,marketingandconsumption.It

alsoprovidesaguidelinetoimproveefficiencyofthemangovaluechainsystem,

producers,traders,policymakers,planners,researchers,and otherdevelopment

stakeholdersinvolveddirectlyorindirectlyinpromotingmangoproduction.Itwillalso

helpdifferentactorstoidentifyandanalyzenew waysofstimulatinginnovationon

mangovaluechaindevelopment.Itwillshedlightonrequiredeffortstoenhancethe

production and utilization ofmango atlargerscale to bring abouteconomic

developmentinthearea.Furthermore,thestudycanalsobeusedasadditionalinput

forfurtherrelatedstudies.

1.7.OrganizationoftheThesis

The thesis has five chapters.Chapterone gives the generalbackground and

justification,problem statement,researchquestions,objectives,scopeandlimitation,

significanceofthethesis.Inchaptertwotheoreticalandempiricalliteratureswere

reviewed.Chapterthreedetailsofthemethodologyusedinthestudywhichincluded

descriptionofthestudyarea,typesandsourcesofthedata,samplingprocedures,

sample size determination,data collection methods,data analysisand variable

descriptions.Chapterfourpresentsthemainfindingsanddiscussionsoftheresults.
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Chapterfivesummarizesthemainfindingsofthestudyanddrawsconclusionand

appropriaterecommendations.

2.
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LITERATUREREVIEW

Thischaptergivestheoreticalandempiricalhighlightsforthestudy.Itisintendedto

provideinsightsondefinitionandconceptofvaluechain,valuechainanalysisand

review ofrecentempiricalfindingsonmangovaluechainanalysis,determinantsof

marketsupplyandmarketchanneloutletchoicedecisionandpost-harvesthandling

ofmango.

2.1. DefinitionandBasicConceptofvaluechain

2.1.1.Valuechain

Thevaluechainconceptentailstheadditionofvalueastheproductprogressesfrom

inputsupplierstoproducerstoconsumers.Avaluechain,therefore,incorporates

productivetransformationandvalueadditionateachstageofthevaluechain.At

eachstageinthevaluechain,theproductchangeshandsthroughchainactors,

transactioncostsareincurred,andgenerallysomeform ofvalueisadded.Value

addition results from diverse activities such as bulking,cleaning,grading,and

packaging,transporting,storingandprocessing.

Valuechainsencompassasetofinterdependentorganizations,andassociated

institutions,resources,actorsandactivitiesinvolvedininputsupply,production,

processing,anddistributionofacommodity.Inotherwords,avaluechaincanbe

viewedasasetofactorsandactivities,andorganizationsandtherulesgoverning

thoseactivities(Anandajayasekeram andBerhanu,2009).

Valuechainisthesequenceofactivitiesrequiredtomakeaproductorprovidea

service(Vermeulenetal.,2008).Thevaluechainconceptsimultaneouslystresses

theimportanceofthreeelements.First,itrecognizesthatValuechainsaredynamic,

market-drivensystemsinwhichverticalcoordination(governance)isthecentral

dimension.Second,theconceptisapplied inabroad way,typicallycovering a

country’sentireproductsubsector.Third,valueaddedandsustainabilityareexplicit,

multidimensionalperformancemeasures,assessedattheaggregatedlevel(Yilma,



11

2009).

Commercially,themainobjectiveofvaluechainistomaximizeprofitsnotonlyby

eliminatinginefficienciesbutalsobymaximizingaggregaterevenuesforallactorsin

aparticularvaluechainbycreatingproductsthatconsumersarewillingtopaymore

fororbuymoreof.Inotherwords,themainobjectiveofavaluechainistoefficiently

capturevalueinendmarketsinordertogenerategreaterprofitsandcreatemutually

acceptableoutcomesforallfarmsand firmsinvolved in thevaluechain from

productiontoconsumptionanddisposal.Furthermore,itshouldbenotedthatvalue

canbeaddedorlostateachstage,e.g.post-harvestlossesmayoccurduring

storageandpacking(Yilma,2009).

2.1.2.ValuechainVersusSupplyChain

Valuechainsincludetheverticallylinkedinterdependentprocessesthatgenerate

valuefortheconsumer.Incontrast,theterm supplychainisusedinternationallyto

encompasseveryactivityinvolvedinproducinganddeliveringafinalproductor

service,from thesupplier’ssuppliertothecustomer’scustomer.Theprimaryfocus

ofsupplychainsisthusoncostandefficienciesinsupply,whilevaluechainsfocus

moreonvaluecreation,innovation,productdevelopment,andmarketing.Whileboth

conceptsdescribethesamenetworkofcompaniesthatinteracttodelivergoodsand

services,thevaluechainisessentiallyaboutvalue.

2.1.3.AgriculturalValueChain

Anagriculturalvaluechainisusuallydefinedbyaparticularfinishedproductor

closelyrelatedproductsandincludesallfirmsandtheiractivitiesengagedininput

supply,production,transport,processing and marketing (ordistribution)ofthe

productorproducts.Kaplinsky(2001)definesthevaluechainas‘thefullrangeof

activitieswhicharerequiredtobringaproductorservicefrom conception,through

theintermediaryphasesofproduction,deliverytofinalconsumers,andfinaldisposal

afteruse.
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Anagriculturalvaluechaincan,therefore,beconsideredasaneconomicunitof

analysisof aparticularcommodityorgroupofcommoditiesthatencompassesa

meaningfulgrouping ofeconomicactivitiesthatarelinked verticallybymarket

relationships.Theemphasisison therelationshipsbetween networksofinput

suppliers,producers,traders,processorsanddistributors(UNCTAD,2000).

Thevaluechainconceptentailstheadditionofvalueastheproductprogressesfrom

inputsupplierstoproducerstoconsumers.Avaluechain,therefore,incorporates

productivetransformationandvalueadditionateachstageofthevaluechain.At

eachstageinthevaluechain,theproductchangeshandsthroughchainactors,

transactioncostsareincurred,andgenerallysomeform ofvalueisadded.Value

addition results from diverse activities such as bulking,cleaning,grading,and

packaging,transporting,storingandprocessing.Valuechainsencompassasetof

interdependentorganizations,and associated institutions,resources,actorsand

activitiesinvolved in inputsupply,production,processing,and distribution ofa

commodity.Inotherwords,avaluechaincanbeviewedasasetofactorsand

activities, and organizations and the rules governing those activities

(Anandajayasekeram andBerhanu,2009).

Sub-sector:allthefirmswho buyorsellfrom eachotherinorderto supplya

particularsetofproductsorservicestofinalconsumers.Examplesincludewood

furniture,mango,driedtomatoes,potato,wheat,maizedairyproductetc.

2.1.4.Valueaddition

Valueadditionissimplytheactofaddingvaluetoaproduct,whetheryouhavegrown

theinitialproductornot.Itinvolvestakinganyproductfrom oneleveltothenext

(Fleming,2005).Itreferstoincreasingthecustomervalueofferedbyaproductor

service.Itisaninnovationthatenhancesorimproves(intheopinionoftheconsumer)

anexistingproductorintroducesnew productsornew productuses.Addingvalue

doesnotnecessarilyinvolvealtering aproduct;itcanbetheadoptionofnew

productionorhandlingmethodsthatincreaseaproducercapacityandreliabilityin

meetingmarketdemand.Forproducers,valueadditionhasaparticularimportancein



13

thatitoffersastrategyfortransforminganunprofitableenterpriseintoaprofitable

one.Thefarmerisnotonlyinvolvedinproductionofarawcommoditybutalsotakes

partinvalueadditionanddistribution.Thisallowsthefarmertocreatenewmarkets

ordifferentiateaproductfrom othersandthusgainadvantageovercompetitors.

Valueadditionactivitiesareessentiallymeanttoaddsuchutilitiesasform utility,

timeutility,placeutility,informationutility,amongothers.

2.1.5.Valuechaindevelopmentandup-grading

Afirststeptochaindevelopmentistosupportchainactors/producerstoimprove

theirfarmingskills.Thishelpsthem producehigheryieldsofhigher,moreconsistent

quality,andproducewhichisbettersuitedtothemarket.Thisenablesthem tomake

moremoneyandimprovetheirlivelihoods.Indevelopingagrowthstrategyforthe

sub-sectorunderanalysis,itisimportanttodistinguishbetweenproductandlabor

markets.Itmaynotalwaysbeoptimalorfeasibletoupgrade‘enmasse’,butratherit

isimportanttotakeintoaccountthatwhenzoominginonaparticularsub-sector,

thatgrowthstrategieswilllikelyinvolve“winners”whocreatejobsfor“losers”,either

directlyorindirectly(throughincreasedneedforservicefirmsandthemultiplier

effect).

Valuechainanalysis:Itexaminesthefullrangeofactivitiesrequiredtobringa

productorservicefrom itsconceptiontoitsenduse,actorsthatperform those

activitiesinaverticalchainandfinalconsumersfortheproductorservice.Itisused

toidentifyhowpoorpeople,smallenterprisesorothertargetgroupscanplayalarger

andmoreactiveroleinaparticularvaluechainandhowavaluechain'sstructureor

characteristics can be changed to enable itto grow in pro-poorways.Itis

increasinglyusedtohelpdevelopacompetitivestrategyfordairyproduction.It

enablesthepoortoengagemoreproductivelyinmarkets,thethinkinggoesand

povertybereducedthroughmarketengagement.Makingmarketsworkforthepoor

emphasizestheneedtounblockaccesstoprofitablemarketopportunities.Itisan
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originalmethodologicaltoolthatenablesdesignteamsintheproductdefinition

phasetocomprehensivelyidentifypertinentactors,theirrelationshipswitheach

otherandtheirroleintheproductslifecycle(GTZ,2006).

2.1.6.Valuechainactors

AccordingtoGTZ(2007),theterm “valuechainactors”summarizesallindividuals,

enterprisesandpublicagenciesrelatedtoavaluechain,inparticularthevaluechain

operators,providersofoperationalservicesandtheprovidersofsupportservices.

Valuechainactorsarethoseinvolvedinsupplyinginputs,producing,processing,

marketing,andconsumingagriculturalproducts.Theycanbethosethatdirectly

involvedinthevaluechain(ruralandurbanproducers,cooperatives,processors,

traders,retailers,cafesandconsumers)orindirectactorswhoprovidefinancialor

non-financialsupportservices,such as creditagencies,business service and

government,researchersandextensionagents.

2.1.7.ValueChainAnalysisanditsImportance

Valuechainanalysisisaprocessthatrequiresfourinterconnectedsteps:data

collection and research,value chain mapping,analysis of opportunities and

constraints,andvettingoffindingswithstakeholdersandrecommendationsfor

futureactions.Thesefourstepsarenotnecessarilysequentialandcanbecarriedout

simultaneously.Valuechainanalysisdisaggregatestheinternationalstructureof

production,tradeandconsumptionofcommoditiesandallowsforidentificationof

actorsandgeographicaldivision(Tuvhag,2008).

Valuechainanalysisalsorevealsthedynamicflowofeconomic,organizationaland

coerciveactivitiesinvolvingactorswithindifferentsectors.Itshowsthatpower

relationsarecrucialtounderstandhowentrybarriersarecreated,andhowgainand

risksaredistributed.Itanalysescompetitivenessinaglobalperspective.Byrevealing

strengthsandweaknesses,valuechainanalysishelpsparticipatingactorstodevelop

a shared vision ofhow the chain should perform and to identifycollaborative

relationshipswhichwillallowthem tokeepimprovingchainperformance.Thelatter



15

outcomeisespeciallyrelevantinthecaseofnew manufacturers–includingpoor

producersandpoorcountries–thatareseekingtoenterglobalmarketsinwaysthat

canensuresustainableincomegrowth(UNIDO,2009)

Avaluechainanalysisisimportanttoassesstheexistingverticalandhorizontal

linkageswithinthesub-sectoraswellasfunctionsandrolesofactorsfrom input

supplytothefinalconsumers.Italsogivesaclearpictureoftheactors,activitiesand

existingrelationshipsacrosstheboard(Tigist,2009).

2.2.ConceptsofMarketSupplyandDemand

Marketedsupplyreferstotheamountactuallytakentothemarketsirrespectiveof

theneedsforhomeconsumptionandotherrequirements.Whereas,themarketable

surplusistheresidualwiththeproduceraftermeetingtherequirementofseed,

paymentinkind,andconsumptionbyfarmer(Wolday,1994).Marketedsurplusmay

beequaltomarketablesurplus,butmaybelessiftheentiremarketablesurplusis

notsoldoutandtheproducersretainsomestockandiflossesareincurredatthe

farm orduringthetransit.Inthecaseofcropsthatarewhollyoralmostwholly

marketed,theoutputandmarketedsurpluswillbethesame.Thedecisiontosupply

marketisonebigquestionbutusuallyistakenaftertheproduceisathandorif

decidedearliersomeotherdecisionshavetobeconsidered.Amongmany,thechoice

ofcroptogrow,landsizetoallocate,andtowhichbuyertosellaresome.These

choicesofcropandmarketoutletchoicesarehouseholdspecificanddependon

severalattributeslikehouseholdcharacteristics,farm resourceendowmentsand

accesstomarket.Consumerdemand,ontheotherhand,isdefinedasthevarious

quantitiesofaparticularcommoditythatanindividualconsumeriswillingandable

tobuyasthepriceofthatcommodityvaries,withallotherfactorsthataffectdemand

heldconstant.

2.3.ConceptofMarketingChannel

Marketchannelisabusinessstructureofinterdependentorganizationsfrom the

pointofproductorigintotheconsumerwiththepurposeofmovingproductstotheir
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finalconsumptiondestination(KotlerandArmstong,2003).

Toreachatargetmarket,themarketerusesthreekindsofmarketingchannels

(communicationchannel,distributionchannelandsellingchannels).Communication

channelsdelivermessagesto and receive messagesfrom targetbuyers.They

includenewspapers,magazines,radio,television,mail,telephone,billboards,posters,

fliers,CDs,audiotapes,and the Internet.Beyond these,communications are

conveyedbyfacialexpressionsandclothing,thelookofretailstores,andmanyother

media.Marketersareincreasinglyaddingdialoguechannels(e-mailandtoll-free

numbers)tocounterbalancethemorenormalmonologuechannels(suchasads).

Themarketerusesdistributionchannelstodisplayordeliverthephysicalproductor

service(s)tothebuyeroruser.Therearephysicaldistributionchannelsandservice

distributionchannels,whichincludewarehouses,transportationvehicles,andvarious

tradechannelssuchasdistributors,wholesalers,andretailers.Themarketeralso

usessellingchannelstoeffecttransactionswithpotentialbuyers.Sellingchannels

includenotonlythedistributorsandretailersbutalsothebanksandinsurance

companiesthatfacilitatetransactions.Marketersclearlyfaceadesignproblem in

choosingthebestmixofcommunication,distribution,andsellingchannelsfortheir

offerings(KotlerandArmstrong,2003).

2.4.MangoProductionandMarketinginEthiopia

2.4.1.MangoproductioninEthiopia

AccordingtoYeshitela(2004)evenifthefarmer’slivelihoodishighlysupplemented

bytheincomefrom theirmangotrees,thereisadecliningtrendinyieldandqualityof

mangoduetooldage,poormanagementandseedlingoriginatednatureofthetrees.

However,thereareexceptionallygoodyieldingtreeswithbestqualityfruits.Apart

from itseconomicimportance,itisforestand environmentallyfriendlyto fight

againstdrought,use as shade and fire wood.Ayelech (2011)indicated that

smallholderproducersintheareaintercropmangowithmaize,taro,ginger,chat,

cabbageandbananaatearlystage.
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SeidandZeru(2013)alsoindicatedthatmostofthetimeEthiopianproducersdid

notgiveattentiontospacing.Mangoorchardswerenotwellspaced,somemangos

arenearertoeachotherandtheothersareveryfarfrom onemangototheothers,

accordingtotheoldnessofthetreesagemostoftheproducershadnoknowledge

aboutspacing.Spaceplayssignificantroleforallactivities,absenceofproper

spacingcreatesdifficultiesforproduction.MangotreesinmostpartsofEthiopiaare

developedfrom seedlingsandareinferiorinproductivityandfruitquality.Toalleviate

theseproblem improvedmangovarietiesnamedKent,KeittandTommyAtkinswere

introducedfrom Israelin1983andarebeingmultipliedanddistributedtodifferent

partsofthecountrybyUpperAwashAgroIndustryEnterprise.

Additionally,SeidandZeru(2013)statedthatsmallholder’sproducersuseirrigation

to producemango.However,theamountofwaterand thesourceisdifferent.

However,significantnumbersofmangoproducersinEthiopiauseriverwateranda

smallportionofsmallholdersusepoundwater.Theyieldisgreaterinriverwater

irrigationthanpondwaterirrigatedcrops.Thequantityandqualityofwateravailable

isonfactorsthatdeterminetheyield. Frequencyandamountofirrigationneed

dependsonsoiltype,property,climate&others.Amangotreebearfruitwithinthree

tosixyearsafterplanteddependingonchosenpropagationmethod(Singhetal.,

2013).Graftedtreesbearfruitearlierandaresmallerinsize.Abearingmangotreeis

draughttolerantbutyoungtreesrequiresirrigation.

Fertilizerapplication(eitherorganicorinorganic),irrigation(eitherriverwaterorpond

water),pestand disease controland wind break and pruning are the mango

productionpracticesadoptedbythesmallholderproducersinthearea.However,use

offertilizers,i.e.,bothorganicandinorganicfertilizer(someinnovativeproducersuse

organicfertilizer)anduseofinorganicfertilizerforthemangoproductionpurposeis

rare)(SeidandZeru,2013).Butfruitproducingmangotreesshouldbefertilizedin

ordertopromotehealthygrowthflushesandflowerproduction.Theproducershould

thoughbecarefulnottooverfertilizeasitcancauseproblemssuchasreduced

floweringandfruityields(Craneetal.,2009).
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Theprevalenceofpowderymildewincreasedsinceproducersintercropmangowith

mostpowderymildew susceptiblecrop,chatandsincemostmangoproducersdid

notprunetheirmangotrees.Mangogrowersaswellasmostdevelopmentagents

werenotabletoidentifydifferentdiseasesusingtheirsymptoms.Therefore,they

havediseaseidentificationknowledgegaptoapplyeffectiveprevention&control

measures(Yigzawetal,2014).

InEthiopiaanthracnoseandstem-endrotareimportantpost-harvestdiseasesin

mangoproduction.Anthracnoseiscausedbyfungusandappearsbothasapre-

harvestandapost-harvestdisease(Pruskyetal.,2009).Itisthemostseveredisease

inmangoproductionworldwideandcauselargelosses.Stem-endrotisanother

severediseasethatcausesproblemsinthemangosupplychain(Pruskyetal.,2009).

Thesymptomsofanthracnoseandstem-endrotaresimilarinavocadoandmango

production.Oneofthemostimportantpestsinmangoproductionandpost-harvest

handlingarefruitflies.Thelarvaofthefruitflyinfestsandfeedonthefruitsand

causesignificantlosses.Fruitfliesarealargeproblem inmangoproductionin

Ethiopia.Toremovethefruitfliesandotherinsectsfrom thefruitdifferenttypesof

post-harvesttreatments are used such as chemicaltreatments,low and high

temperaturetreatment,controlledatmospheresoracombinationofthese(Yahia,

1998).

2.4.1.Mangoharvestingandpost-harvesthandlinginEthiopia

Mangofruitsneed120to140daysafterfruitsettomature(IndiaMOA,2013).

GrowingandmarketingoffreshproduceinEthiopiaarecomplicatedbypost-harvest

lossesbothintermsofquantityandqualitybetweenharvestandconsumption.Fresh

fruits are perishable and have limited shelflife.To prolong shelflife,various

processing and preservation methodssuch asdrying,chemicaltreatmentsand

variouspackagingmethodsareused(Zeberga,2010).Mangoharvestingstagesin

Ethiopiaareharvestingfullyripefruit,harvestingpartiallyripenfruitandharvesting

unripefruit.Harvestingthefruitafterpeakmaturityresultinshortenshelflifeand

fruitdeterioratedquickly.Inordertomaintainanddevelopahighqualityofmangoit
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issignificantwithgoodharvestandpost-harvesthandling(Brechtetal.,2009).This

requiresknowledgeaboutpost-harvestphysiologyofmangotodeterminethemost

appropriatehandlingpractices.Itisimportanttoharvestmangofruitsatasuitable

stageofmaturitysincethisdeterminesthequalityofthefruitanditsdurability.Ifthe

fruitsareharvestedinanimmaturestage,themangoesaremoresusceptibleto

chillinginjurieswhenkeptinacoldstorageandthefruitmaynotripenproperly.Over

maturefruitissensitivetomechanicaldamagessuchaswaterloss,decayand

bruisingwhichdeterioratethequality.Thefinaldecisionwhentobegintheharvestis

determined by factors such as laboravailability,marketdemand,consumer

preferencesandshippingtimeandscheduleifshippingofthefruitisrequired(Yahia,

2011).

MethodsofharvestingadoptedbythesmallholderproducersinEthiopiaarehand

picking,cutbyscissorandusingstick.Handpickingmethodofharvestingproduce

canmaintaingoodqualityoffruitandprotectthefruitfrom mechanicaldamage.

Handpickingcanproducethefruitwithstem andreducefruitbruisinganddamage

butstickstructureresultinfruitdroppingandleavethefruitwithoutstem which

facilitatefruitbruiseandmechanicaldamage(SeidandZeru,2013).

Similarly,Ayelech(2011)showedthatharvestingusuallystartafterfruitdropping-

which is principalmaturity index.In consentto this line,producers conduct

harvestingsubsequentlytothematurityindex.Thisnatureassistsproducerstolet

hangthefruitonthetreebeforeharvestuntobestsearchformarketsthatcanpay

betterprices.Theassessmentfurtherdepictedthatharvestingislargelyexecutedby

childlaborbyclimbingonthetree.Butuseofpickinghooks,shakingoftreesand

knockingdownfruitswithwoodensticksarealsoexercisedinthestudyareas;butat

lowerrate.Thelaterpracticescausefruitdroppingsthatmaycausephysicalinjuryat

anytime.FAO (2005)whichindicatedcuts,puncturesandbruiseshasincreased

ethyleneproductionandhastenedfruitsofteningandultimatelycausedmechanical

injuriesanddecay.Itisdesirablethatthefruitsareharvestedduringthecoolerparts

ofthedaytoreducetheriskofheatinjuryandsunburn(Yahia,2011).
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2.5.MangoValueChainDevelopmentandItsConstraintsinEthiopia

2.5.1.Inputsupplyofmango

Seedlingisoneoftheimportantinputstoestablishmangoorchard.Accordingto

Yigzaw (2014),mangoproducersgotmangoseedlingsfrom governmentnurseries,

privatenurseries,theirownnursery,andfrom differentsources.Mangotreesinmost

partsofEthiopiaaredevelopedfrom seedlingsandareinferiorinproductivityand

fruitquality.Toalleviatetheseproblem improvedmangovarietiesnamedKent,Keitt

andTommyAtkinswereintroducedfrom Israelin1983andarebeingmultipliedand

distributedtodifferentpartsofthecountrybyUpperAwashAgroIndustryEnterprise.

According to Ayelech,(2011) agriculturalinputs are importantelements for

productionandproductivity.Asaresult,thetypicalinputsutilizedforproductionof

themangowereseed/seedling,labor,land,andcompost/manure.Themajorsources

ofinputs formango production in Ethiopia are producers by,own endeavors,

agriculturaloffices and markets.In general,the sources ofinputs formango

productioninEthiopiaareagriculturaldevelopmentoffices,markets,agricultural

researchinstitutes,ownstocks,IPMS,andotherproducers.

2.5.2.MangoProduction

According to Yigzaw et.al.(2014)indicated thatfarmer’sawarenessaboutthe

importanceofdifferentagronomicandpestmanagementpracticesisverylow.

Additionally,SeidandZeru(2013)showedthatfarmerawarenessaboutspacingof

orchards,pruning,fertilizerapplication,accessofnewvarietiesandpestanddisease

controlisverylow.AccordingtoTimoteos(2009)showedthatmostoftheproducers

haveplanttwotypesoflocalvarieties,whicharenotidentifiedbynames.Thelocal

varietiesarefibrousandhavelargekernelscomparedtotheratiooffruitflesh.Most

commonvarietiesofmangoavailableinEthiopiaareKent,Keitt,TommyAtkins,and

Applemango(FAO,2010).ThesourceofvarietiesofmangoinEthiopiacanbe
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categorizedintotwomajorgroups:exoticandendemicones.Statefarmsandnewly

emergedprivatecommercialfarmsusuallyuseexoticvarieties(TommyAtkins),

whiletheproducersaremainlyconfinedtolocalortraditionalvarieties(suchaskent,

keitt,etc)(Elias,2007).

As indicated byYigzaw (2014)the wateravailability,proximityofthe site for

monitoring,andsuitabilityofthelandareusefulcriterionformangoproductionsite

selection.Inaddition,trainingaboutagronomicpracticessuchasproperspacing,

timeofpruning,methodsandtimeoffertilizerapplication,identificationofpestand

diseaseandcontrolmechanism,methodsandtimeofharvesting,kindofpacking

materialsused,arevitaltoincreasetheproductivityofmango.Distributionofpest

anddiseaseresistanceandearlymaturingvarietiesisanothermethodtoincrease

productionpotential.Facilitieslikeroad,canalandtransportationsystem shouldbe

improvedforfurtherdimensionandtoreducetheloss(SeidandZeru,2013).

2.5.3.Collection/Bulkingofmango

Agriculturalproductionistiedtospecificlocationsduetotheresourcebaseisnot

bestsuitedatotherlocations.Thescaleofagriculturalproductiontendstobesmall,

seasonal,and agriculturalproductsexhibitnaturalvariation.Location specificity

demandcollectionfollowedbydistribution,small-scaleactivityurgesassembling,

collectingandbulking.Seasonalityforcedstorageandstockholding.Thenatural

variationofproductscreatestheneedforsortingandstandardization.Yet,byvirtue

ofthespatialdispersionofproducersandconsumers,thetemporallagsbetween

inputapplication and harvest,the variable perishable nature and storabilityof

commodities,andthepoliticalsensitivityofbasicfoodstaples,agriculturalmarkets

arepronetohightransactionscosts,significantrisksandfrequentgovernment

interference(Ayelech,2011).

2.5.4.Harvesting,SortingandGradingofmango

Harvesting the fruitafterpeak maturity resultin shorten shelflife and fruit

deterioratedquickly.Thisresultissupportedbyfindingofwhofoundthatlossoffruit
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isincreasedramaticallyafterharvestasthefruitmaturityincreased.Sortingand

loadingofmangoproduceareprincipallycarriedoutonfarmingandatprimary

procurementcentersthroughpremisesofprimaryprocurers(Localcollectors).Thus,

itissortedaccordingtoconsignmentneedsofcollectorswhereunder-gradessuch

as:Shrunken,smallersizes,withsplitsandpuncturesarereasonablyexpelledfrom

transactions.Butunder-gradesarecommonlyconsumedinfarminghouseholdas

bestchildfoodsandculinaryuses(Ayelech,2011).

2.5.1.MangoTransportation

AstudymadebySeidandZeru(2013)showedthatmangoproducersusedbothpack

animal,humanbackandshoulder,animaldrowncartandcarfortransportationof

theirproducts.Lossesoccurinallpost-harvestactivitiessuchashandling,storage,

processing,packaging,transportationandmarketing.Handlingandprocessingofthe

foodareofhighimportanceinordertoensurefood-safetyreducelosses.

AllmangotransporttothelocalmarketinEthiopiaisdoneinhumanback,animal

back,cart(Pulledbyanimals),non-refrigeratedtrucksandcars.Temperaturesduring

themangoproductionseasonarehigh,andthusnon-refrigeratedtransportincreases

thedeteriorationofqualityandcausesmajorlossesoffruit,especiallywhenitis

doneinadequately.Landnon-refrigeratedtransporttolocalmarketsmaybefeasible

ifthedistanceisshort,andtheweatherisnotverywarm.Inwarm weathertransport

shouldbedoneatnightwhenthetemperatureismuchlower.Non-refrigeratedcars

and trucks should be covered adequatelyto protectfruitfrom wind and high

temperature.

Growerstransporttheirproduceinsyntheticfibersacks,woodenboxandtransport

tothemarketbyanimalslikedonkey,carandbytheproducersthemselvestothe

nearbyvillagemarket.Plasticcrates,whicharestackable,stable,easytocleanand

reusehasbeenshowntoreducedamageofperishablecropsfrom anaverageof30%

tolessthan10%(Kitnoja,2010).

2.5.2.Wholesaling
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AstudybyJamesetal.(2008)indicatedthattherearetwopotentialoptionsfor

growerstoselltheirfruit,localwholesaleandAddiswholesalemarket.Asdescribed

byHumbleetal.(2014)thesewholesalersbuymangodirectlyfrom producers,or

from brokersorstatefarmsorfrom anotherwholesalersandthewholesalingactivity

takesplaceatfarm gateleveloratAddisAbabacentralmarket.

2.5.3.Exporting

Atpresent,verylittlemangoisexportedfrom Ethiopiawithonly4tonsexportedin

2006atavalueoflessthanUS$1000accordingtoFAO.Thisrepresentsasignificant

declinesince2002when811toneswereexportedatavalueofUS$675,000(US

$832pertonne).Thisappearstohavebeenaparticularlyhighvalueyearhowever,as

thelongerterm averagepriceformangoexportshasbeenapproximatelyUS$323

perton.Oneofthemainreasonsforthedropinmangoexportshasbeenthevariable

qualityofEthiopianmangoexportsonarrivalinoverseascountries.Itwasreported

thatEt-Fruit(thestateownedEthiopianFruitmarketingagency)hadbeenexporting

mangoestocountriessuchasDjibouti,SaudiArabiaandUAEbuthadlostsomeof

thosecontractsduetothepoorqualityoftheshipmentsonarrival.Thissituation

highlightsthe keychallengesfaced in trying to develop the exportmarketfor

Ethiopianmangoes:Under-developedpackagingandcoldchainforexporting,high

costoffreighttooverseascountries,competingproductfrom EgyptandSouth

AfricaandMinimalproductionofcommercialvarieties(FAO,2009).

2.5.4.MangoProcessing

AsindicatedbyZeberga(2010)duringpeakharvestingseasons,thelossishighand

thefruitsaresoldatlowpricebecauseoflackofmeanstopreserveandstorethe

products.Besides,thecountryisnotgettingforeigncurrencyfrom horticulturalcrops

duetothelow levelsofpost-harvesttechnology,whichmakestheproductinferior

qualityandhasnochanceofcompetingintheworldmarket.Therefore,inorderto

prolong the shelflife ofthe post-harvestproduct,processing is necessary.

Processingcontributestowardexpansionofmarketoftheprocessedproductsin
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availingitduringoff-seasonsandalsoincreasingitsvalue.From marketingpointof

view,itisdesiredtohaveprocessedproductsavailablewhilethespecificfruitisout

ofseason(Elias,2007).

A studymadebyJamesetal.(2008)indicatedthatthemangofruitprocessing

industryinEthiopiaisveryweak,consideringthesubstantialamountoffruitthatis

growninthecountry.Oneofthereasonsforthisisthehighlydevelopedprocessing

industriesinothercountrieswhichareabletoexportintoEthiopiaandsellthefinal

productatlowcost.Indeed,therewereanumberofimported,long-lifemangojuice

brandsavailablethroughoutEthiopiaandiscertaintoactasacompetitiveentry

barrierfordomesticallyproducedjuice(Jamesetal.,2008).

2.5.5.
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MangoRetailing

AstudyconductedbyHumbleetal.(2014)showedthattheretailingfunctionisone

ofthelastactivitiesinthemangosupplychainbeforeconsumption.Lossesoccurin

theretailingactivitiesduringloadingandunloading,atstorage,andsellinglocation.

2.5.6.ConsumptionofmangoinEthiopia

InEthiopia,thedomesticmarket,consumptionislargelyinitsfreshform duetothe

factthatthecostincrementforprocessingandpackagingwouldmakeitbeyondthe

purchasingpowerofthevastmajorityoftheEthiopianconsumergroup(low-income).

However,since1997thedemandforcannedfruitsinEthiopiahasincreasedby7%

suggesting there is a sufficientdomestic marketforcanned mangoes to be

produced(Tiruneh,2009).

2.6.MangoMarketingConstraintsinEthiopia

AccordingtoTrienekens(2011)therearefourmainconstraintsregardingresources

andinfrastructurefacedbymarketsindevelopingcountries.Thefirstconstraint

regardslittleaccesstoinputresources,inotherwordsphysicalresources.The

secondconstraintisthegeographicpositionofmanyproducerswheretheyfacelong

distancestocentralandvaluablemarkets.Thirdly,lackofhumanresourcesinform

ofeducatedlaborandknowledgeisarestraintformarketstoadvanceindeveloping

countries.Thelastconstrainconcernslackoftechnology,bothforproductionand

distribution purposes.Besides from these fourconstraints there is a lack of

adequate infrastructure,both regarding information and distribution.Products

distributedinanefficientwayandinformationflowareelementaryconditionsfora

chaintodevelop.

GrowingandmarketingoffreshfruitslikemangoinEthiopiaarecomplicatedbypost

-harvestlosses both in terms ofquality and quantity between harvestand

consumption.Thequalityoffreshfruitdependsupontheharvestingactivities,post-

harvesthandling,transportationandstorage(HaiderandDemisse,1999).Traders
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complainedthattheinfrastructure,suchasaccessandstorage,inthemarketsis

verypoor,informationflowispoor,andthereiscutthroatcompetitionyettheyhave

topayhightaxestothemunicipalauthoritiesandthebusinessisseasonal.Ontop

ofthis,thefreshproducebusinessisinherentlyrifewithtechnicalproblemssuchas

perishability(Jamesetal.,2008).

Theinadequateinfrastructurefortransportation,cold-storageandprocessingare

someofthegreatestreasonsforwasteintheagri-freshsupplychainsindeveloping

countries.Besides from these infrastructure problems the lack ofinformation

infrastructureisaconstraintforthepossibilityofupgradingthesupplyandvalue

chainsindevelopingcountries.Oneofthegreatestproblemsregardingthisisthe

largegapofinformationaboutconsumer’sdemandtotheproducers,whichresultsin

difficultiestomatchsupplyanddemandinthechain.

Similarly,astudybyAyelech(2011)indicatedthatatthefarm-level,lackofclean

seedlingsandgraftedseedlingshavecompelledproducerstouseinferiorandlow

yieldingmaterials.Storagefacilitiesandabsenceofcollectivebargainingpowerhas

alsoforcedindividualproducerstoacceptunfavorabledeals.

2.7.FruitProcessingSectorinEthiopia

AccordingtoZeberga(2010)thekeychallengesfordevelopingafruitprocessing

sectorinEthiopiawerelackoftechnicalknowledgeinprocessing,low levelof

technicalsupportformaintenance,lowcapitalbasefrom whichtoinvestandmany

lowpricedmangojuiceimports.

2.8.ReviewofEmpiricalStudies

2.8.1.DeterminantsofMangomarketsupply

Deribetal.(2014)employedHeckmantwo-stagemodeltoanalyzedetermining

factorsofquantityofavocadosupplytomarketandidentifiedage,sex,education,

familysize,distancefrom market,landsize,quantityofavocadoproduced,labor,

extensionfrequency,priceofavocado,marketinformation,andexperienceinfruit
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farmingasthemainfactorsinfluencedthequantityofmangosupplytomarket.On

theotherhand,differentresearcherslike(Wolelaw,2005;Yimer,2015)usedlinear

multipleregressionmodeltoanalyzefactorsaffectingmarketablesupply.Similarly,

Abraham (2013)used multiple linearregression modelto identifyfactors that

affectedthemarketsupplyofvegetablesandidentifiedaccesstomarketinformation,

vegetablefarmingexperience,sexofthehouseholdhead,ageofthehouseholdhead

andamountoffertilizerapplicationaffectspositivelyandsignificantlytheamountof

potatoproducedwhereasaccesstoextensionservicereducesthequantityofpotato

produced.

Yimer(2015)identifiedquantityoffruitproduced,educationlevelofthehousehold

head,marketinformation,distancetothemarket,andextensionservicearevariables

thatsignificantlyinfluenced the marketable supplyoffruits byhousehold and

discoveredthatquantityoffruitproduced,educationlevelofthehouseholdhead,

marketinformation,andextensionservicehadpositiveeffectwhereasdistanceto

themarketnegativerelationshipwithsupplyoffruit.Thesameastheprevious

researchers,inthisstudy,linearmultipleRegressionmodelwasappliedtoidentify

factorsaffectingquantityofmangosuppliedtothemarket.

2.8.1.Factorsaffectingmarketoutletchoicedecision

Anumberofstudieshavebeencarriedoutonchoiceofmarketchannels,revealing

institutional,Socio-economic,technicalandfinancialfactorsinfluencingmarketing

channelchoicedecisionsbyproducers.Davis(2015),forinstanceusedMultinomial

logitmodel(MNL)tostudydeterminingfactorsthatinfluencefarmerchoiceof

marketingchannelinthemangosub-sector,andidentifieddistancetothenearest

tarmacroad,householdincome,numberofmangotreesthatfarmerhas,accessto

marketinformation,contactwithagriculturalextensionpersonnel,accesstotraining,

membershiptomangomarketinggroup,timeperiodthatfarmerhasbeeninvolvedin

mangofarming,andownershipofameansoftransportasthemainfactorsand

significantlyinfluencedfarmerchoiceofsupplychannels.

Inaddition,Takeleetal.(2017)indicatedthattheprobabilityofchoosingwholesaler
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marketoutletwasinfluencedbyfamilysize,distancetothenearestmarketcenter,

quantityofmangoproducedandprice;theprobabilityofchoosingcollectormarket

outletwasdeterminedbythefamilysize,distancetothenearestmarket,quantityof

mangoproduced,priceandaccesstonon-farm income;theprobabilityofchoosing

retailermarketoutletwasdeterminedbythequantityofmangoproducedandprice;

andtheprobabilityofchoosingconsumermarketoutletwasdeterminedbyquantity

ofmango produced,access to marketinformation and price.The studyused

multivariate probitmodelto determine mango producers marketoutletchoice

decision.

Therefore,thisstudyalsoconsideredsimilarexplanatoryvariableslikeage,sex,

educationlevel,familysize,accesstocredit,price,ownershipoftransport,and

quantityofmangoproducedasdeterminingfactorsforchoiceofmarketingoutlet

decisionandemployedmultivariateprobitmodel.

2.9.ConceptualFrameworkoftheStudy

Theconceptualframeworkisthefoundationonwhichtheentireresearchwasbased.

Itidentifiesthenetworkofrelationshipsamongthevariablesconsideredimportantto

thestudyofgivenproblem.Theimportantfactorsthatareusuallyconsideredas

factorsaffectingthedependentvariablesforthisstudyare;socio-demographic,

economic,andinstitutionalfactors.Allthesevariableswereexpectedtohavedirect

andindirectimpactsonfactorsaffectingdependentvariables,quantityofmango

supplytomarket,andfactorsaffectingmarketoutletchoicedecisionsbyproducers.
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Figure1.Conceptualframework

Source:Ownsketch,2016
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METHODOLOGY

This chapterdiscusses the research methodologyused in the studyincluding

locationanddescriptionofthestudyareas,datatypesanddatasources,sampling

techniques,sample size determination,methods ofsampling,methods ofdata

collectionandanalysis.

3.1.DescriptionoftheStudyAreas

ThestudywasconductedinArbaminchZuriyaWoreda.ItisoneofWoreda’sfoundin

GammoGofazoneoftheSouthernNation’sNationalitiesandPeoplesRegionalState

(SNNPR).TheWoredaislocatedatadistanceof275and505km from theregional

city,Hawassaandthecountrycapital,AddisAbaba,respectively.Geographically,the

Woredaislocatedbetween5°42́ and6°13́Northlatitudeand37°19́ and37°41́ east

longitude(Figure2.).ItisborderedontheSouthbytheDirashespecialWoreda,on

thewestbyBonke,onthenorthbyDitaandChencha,ontheNortheastbyMirab

AbayaWoredas,andontheSoutheastbytheAmarospecialWoreda.TheWoreda

covers1001km²andhastwenty-nineruralkebelesandoneWoredatown(Mestewat,

2014).Thisworedaalsoincludesportionsoftwolakesandtheirislands,Abayaand

Chamo.NechisarNationalParkislocatedbetweentheselakes.CityofArbaMinchis

surroundedbyArbaminchZuriya.

Basedon2007housingandpopulationcensusofCSA,ArbaminchZuriyaWoreda

hasatotalpopulationof164,529ofwhom 82,199aremenand82,330arewomen

(CSA,2007).AndthetownofArbaMinchhasatotalpopulationof74,843ofwhom

39,192aremenand35,651arewomen.Thepopulationdensityofthestudyarea

variesfrom172person/km2to2268person/km2.

Accordingtothefifteenyears(1999to2013)climaticdata,particularlytemperature

and rainfallwhich wasobtained from NationalMeteorologicalServicesAgency

(NMSA),theaveragemonthlytemperatureofthestudyarearangesbetween25.8°C

inMarchto23°CinJuly.Themeanmonthlymaximum andmeanmonthlyminimum
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temperatureofthestudyarearangesbetween33.8°CinFebruaryto28.1°CinJuly

and18.2°CinAprilto15.3°CinDecember,respectively(Mestewat,2014).

Regardingtherainfallpattern,itrangesfrom 26.45mm inFebruaryto164.6mm in

April.Themeanannualtotalrainfallofthestudyareaisabout963.3mm.According

tothedatacollectedfrom NMSA,thestudyareahastworainseasons.Themainrain

seasonisMarch,AprilandMaywhichhave172.35mm and129.13mm mean

monthlyrainfallinAprilandMay,respectively.Thesecondhighestmonthlyrainfallis

recordedinSeptemberandOctober,126.6mm and133.05mm respectively.

Topographyofthestudyareaconstitutesplain,gentlesloppylandsandmountains.

Itselevationrangesfrom 1200metersabovesealevelaroundeasternpartto3000

meterabovesealevelinnorthwesternpart.

Figure2.Locationmapofthestudyworeda:(a)SNNPRinEthiopia,(b)ArbaMinch

ZuriyaWoredainSNNPRand(c)ArbaMinchZuriyaWoreda

3.2.DataTypes,DataSourcesandMethodsofDataCollection

Bothprimaryandsecondarydatawerecollectedforthestudy.Thesecondarydata

werecollectedfrom CentralStatisticalAuthority(CSA),BureauofAgricultureand

naturalresource Development(BoANRD),FAO,NGOs (SNV,Vita and others),

Arbaminch agriculture research center,Arbaminch planthealth clinic and other

sources.Additionally,bothqualitativeandquantitativedatacollectedfrom mango
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producers,traders,retailers,consumersandgovernmentstakeholders.

Theprimarydatawerecollectedfrom producersandkeyinformants.Thesurveywas

undertakenwithrandomlyselectedproducers,tradersandconsumersusingapre-

testedsemi-structuredquestionnaire.

Questionnairesweredesignedforproducersselectedfrom threerandomlyselected

Kebeles in Arbaminch Zuriya Woreda,mango traders and fruitand vegetable

cooperativesatdifferentlevels.Duringthecourseoffieldvisits,thequestionnaires

weretailoredtoallmarketandmangoproducer’sconditionsofthearea.Thestudy

used dataon differentvariablessuch asinputsformango,mango production,

harvestingandhandlinginformation,mangomarketing,mangoprices,anddistance

to Woreda market,distance to allweatherroads,age ofthe household head,

extensionservice,educationalstatusofthehouseholdhead,familysize,accessto

marketinformation,creditfacility,andtypeofsellersandbuyers.Thesurveywas

conducted to obtain thisinformation’s.Enumeratorswereselected,trained and

employedforthedatacollectionpurpose.

Householdsurvey(Mangofarmer’ssurvey):Ahouseholdsurvey,whichisaimedat

measuringquantitativeandqualitativedataathouseholdlevel,wasconductedinthe

threesampleKebles(ChanoMille,ChanoDorgaandOcholoLante).Thedatainclude

demographic,production,marketing,input,accesstoextensionservices,etc.ofthe

samplehouseholds.

Keyinformantinterview(KII):Keyinformantinterviewwasmadebothatworedaand

kebele levelwith Woreda Agriculture and naturalresource Office and Keble

administration,extensionandNGOs.Thepurposeofkeyinformantinterviewwasto

collectexpertinformationonmangoproductionandmarketing,challengesinmango

marketdevelopment.AboutfiveagricultureofficeDA andexpert,twotradeand

industryofficeexperts,threesamplekebeleadministrators,oneexpertfrom Vita,one

from cooperativeofficeexpert,onefrom Arbaminchplanthealthclinic,andonefrom

Arbaminchagriculturalresearchcenter,totally14personswereinterviewed.
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FocusGroupDiscussion(FGD):FocusedGroupDiscussions(FGD)wasmadeat

keble levelwith mango producersin orderto obtain theirviews,opinionsand

suggestionsonmangoproductionandmarketingconstraintsandopportunitiesin

thesub-sector.Open-endeddiscussionquestionsemployedandthediscussionswas

facilitated and recorded bythestudyto gatherqualitativeinformation.In each

samplekebelesoneFGDwasconducted.Totally,threeFGDwereconductedinthe

three sample kebeles(Chano Mille,Chano Dorga and Ocholo Lante)to gather

informationaboutthemangoproduction,harvestingandmarketing.Theselection

processwasmadeincollaborationwithkebeledevelopmentagentsandkebele

administration.Inthethreekebeles,about36(12perkebele)maleheaded,female

headedandyouthswereparticipatedatthediscussion.About25%oftheparticipants

werefemaleheadedand15%wereyouthsandtheremaining60%weremaleheaded

households.

3.3.SamplingProcedureandSampleSize

3.3.1.Producerssampling

Forthisstudy,in orderto selectarepresentativesamplemulti-stagesampling

techniques were used to selectmango producerkebeles and sample mango

producers.Primarily,ArbaminchZuriyaworedawasselectedpurposivelyasthereis

largenumberofmangoproducersexisted.Secondly,outof29kebeles,10rural

kebelesagainselectedpurposivelyforthestudyatthefirststage.Inthethirdstage,

threekebeleswereselectedbysimplerandom samplingtechniquesincetheywere

locatedinsimilaragroecologyareaandproducersofmangohencetheyhaveequal

chanceofselectionandinthefourthstage204producerswereselectedbyusing

simple random sampling technique.The numberofsamples in each kebele

determinedbyproportionallytothenumberofmangoproducer’sineachKebele.

Todecidethesamplesizeforthisstudy,allmangoproducers,whoarevaluechain

actorsin themango producerkebelesoftheworedawereused asthetarget

populationandYamaneformulawasemployed.Yamane’s(1967)formulawasused
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todeterminethesamplesizeofthehouseholdwith7%errorterm.

Where,‘n’issamplesize,‘N’istotalmangoproducers,and‘e’islevelofprecision.

Forthisparticularcasewhere,Nisthetotalmangoproducersi.e.,confidencelevelof

95%wasused.

Hence,outofthetotalpopulationofmangoproducers,asamplesizeof204were

takenfrom threekebelesandsampleofeachkebelewasdeterminedbasedon

probabilitytoproportionaltothenumberofpopulationofmangoproducers.

Table1.Samplesizedeterminationofmangoproducers

Kebele Number of mango producers(N)Proportion(%) Samplesize(n)

ChanoMille 753 0.44 90
OcholoLante 738 0.42 85
ChanoDorga 245 0.14 29
Total 1736 1.000 204
Source:WoredaAgriculturalandnaturalresourceOffice,2016andowncomputation

3.3.2.Tradersandconsumerssampling

Forthisstudy,datafrom wholesalers,traders,processors,retailersandconsumers

werecollected.Thesitesforthetradersurveysconductedatmarkettownsinwhich

agoodsampleofmangotradersexisted.AccordingtoworedaTradeandindustry

office(2016)therearearound60wholesalers,thosewhoareregisteredandhad

legaltradinglicense.From 60wholesalers,fourteenwholesalersandthreeprimary

cooperativeswereselectedpurposivelybasedonthequantitytheyaresupplyingto

themarket.Inaddition,from 15retailersandsevenalsopurposivelyselectedbased

onthequantitytheyaresupplyingtothemarket.Thus,datawerecollectedfrom 24

tradersforthestudy.Accordingly,30wereconsumersselectedrandomlytobe

interviewedfrom Arbaminchtown.

Table2.Samplesizedeterminationofmangotraders
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Traders Population(N) Sample(n)
Wholesalers 60 17
Retailers 15 7
Source:WoredatradeandindustryOffice,2016andowncomputation

3.3.MethodsofDataAnalysis

Descriptive statistics and inferentialstatistics (multiple regression model,and

multivariateprobitmodel)wereappliedandSTATA softwareversion12usedto

analyzethedatacollectedfrom mangoproducers,tradersandconsumers.Primary

datacollected,enteredandcleanedforirregularities.Moreover,thesoftwarewas

employedtoanalyzethemultiplelinearregressionsandmultivariateprobitmodelsto

identifysignificantfactorsaffectingthedependentvariables(marketsupplyand

marketoutletchoice).

3.3.1.Descriptiveanalysis

ThisstudyusedSTATA software’sversion12toanalyzethecollecteddataand

describedusingpercentage,means,standarddeviation,tables,andgraphs.The

mango valuechainmap and marketchannelweredescribed using valuechain

mappingandtheperformanceofeachactorcalculatedanddisplayedusingtables

andpercentages.

3.3.1.1.Valuechainmapping

Asproductsmovesuccessivelythroughthevariousstages,transactionstakeplace

betweenmultiplechainactors,moneyandinformationareexchangedandvaluewill

beprogressivelyadded.Theanalysisofmangovaluechainshighlightstheneedfor

enterprise development, enhancement of product quality, and quantitative

measurementofvalueadditionalongthechain,promotionofcoordinatedlinkages

among producers and improvementofthe competitive position ofindividual

enterprisesinthemarketplace.

Moreover,individualenterprisesmayfeedintonumerouschains;hence,whichchain

(orchains)was/weretargeteddependslargelyonthepointofentryfortheresearch

inquiries(KaplinskyandMorris,2001).Themainaspectsofmangovaluechain
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analysiswereconductedbyapplyingsomequantitativeandqualitativeanalysis.

First,aninitialmapwasdrawnwhichdepictsthestructureandflowofthechainin

logicalclusters.Thisexercisewascarriedoutinqualitativeandquantitativeterms

throughgraphspresentingthevariousactorsofthechain,theirlinkagesandall

operationsofthechainfrom pre-production(supplyofinputs)toconsumption.After

havingdevelopedthegeneralconceptualmapofthevaluechain,thenextstepwas

analyzingthechain’seconomicperformanceandbenefitshareofactors.

3.3.2.1.Analysisofmangovaluechainperformance

Estimatesofthemarketingmarginsarethebesttoolstoanalyzetheperformanceof

market.Marketingmarginiscalculatedbytakingthedifferencebetweenproducers

andretailprices.Theproducers’shareisthecommonlyemployedratiocalculated

mathematicallyas,theratioofproducers’pricetoconsumers’price.Mathematically,

producers’sharecanbeexpressedas:

Where:PS=Producer’sshare

Pp=Producer’sprice

Cp=Consumerprice

MM =marketingmargin

Theaboveequationtellsusthatahighermarketingmargin,diminishesproducers

shareandviceversa.Italsoprovidesanindicationofwelfaredistributionamong

producersandmarketingagents.Calculatingthetotalmarketingmarginwasdoneby

usingthefollowingformula.ComputingtheTotalGrossMarketingMargin(TGMM)is

alwaysrelated to thefinalpricepaid bytheend buyerand isexpressed asa

percentage(Mendoza,1995).
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Where,TGMM=Totalgrossmarketingmargin

NetMarketingMargin(NMM)isthepercentageoverthefinalpriceearnedbythe

intermediaryashisnetincomeoncehismarketingcostsarededucted.Theequation

tellsusthatahighermarketingmargindiminishestheproducer’sshareandvice-

versa.Italsoprovidesanindicationofwelfaredistributionamongproductionand

marketingagents.

WhereNMM=Netmarketingmargin

From thismeasure,itispossibletoseetheallocativeefficiencyofmarkets.Higher

NMM orprofitofthemarketingintermediariesreflectsreduceddownwardandunfair

income distribution,which depresses marketparticipation ofsmallholders.An

efficientmarketingsystem iswherethenetmarginisneartoreasonableprofit.

Tofindthebenefitshareofeachactorthesameconceptwillbeappliedwithsome

adjustments.Inanalyzingmargins,firsttheTotalGrossMarketingMargin(TGMM)

was calculated.This is the difference between producer’s (farmer’s)price and

consumer’sprice(pricepaidbyfinalconsumer)i.e.

Then,marketingmarginatagivenstage‘i’(GMMi)willbecomputedas:

Where,SPiissellingpriceatithlinkandPPiispurchasepriceatithlink.

Totalgrossprofitmarginalsocomputedas:
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Where,TGPM istotalgrossprofitmargin,TGMM istotalgrossmarketingmarginand

TOEistotaloperatingexpense.

Thenprofitmarginatstage“i”isgivenas:

Where,GPMi=Grossprofitmarginatithlink

GMMi=Grossmarketingmarginatithlink

OEi=Operatingexpenseatithlink

TGPM=Totalgrossprofitmargin

3.3.3.Econometricsanalysis

Econometricsanalysisreferstotheuseofdifferenteconomicandstatisticaltoolsor

modelsfortesting hypothesisrelated to theobjectiveofthestudy.Itused to

estimatethecausalrelationshipbetweenthedependentandexplanatoryvariables

(Guajirati,2004).

3.3.3.1.Multiplelinearregressionmodel

In this case,multiple linearregression modelwas applied to analyze factors

affectingmarketsupplyofmangosincethedependentvariableiscontinuousandall

mangoproducerssuppliedmangotothemarketduringthesurveyyear.Econometric

modelspecificationofsupplyfunctioninmatrixnotationisthefollowing.

..........................................................................................................................

(8)

Y=quantityofmangosuppliedtothemarket

X=isthevectorexplanatoryvariables

β=isavectorofparameterstobeestimated
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=isthedisturbanceterm

3.3.3.2.Multivariateprobitmodel

Determinantsofthemarketoutletchoiceswereidentifiedbyusingmultivariateprobit

model.Some recentempiricalstudies ofmarketoutletchoices assume that

producersconsideraset(orbundle)ofpossibleoutletsandchoosetheparticular

marketingoutletthatmaximizesexpectedutility.Theyalsoassumethattheaddition

ordeletionofalternativeoutcomecategoriesdoesnotaffecttheoddsamongthe

remainingoutcomesandtheoddsofchoosingaparticularmarketoutletoverthe

otherdonotdependonwhichotheroutcomesarepossiblychosen.

However,inthepresentstudymorethanonemarketingoutletsareavailableinthe

studyareaandproducersaremorelikelytosimultaneouslychoosemorethanone

marketoutletinordertoaddresstheirmultipleneeds.Inthiscase,thedependent

variablesarethedichotomousvariablesindicatingwhethersalesaremadethrough

therelevantmarketingchain.

Themarketoutletshavebeencategorizedintofivegroups:wholesalers,collectors,

cooperatives,retailersandconsumers.Eachfarmercanuseoneormoremarketing

outletsorseveralcombinationsofdifferentoutletswhichmaximizetheexpected

utilityandduetothisthereissomeoverlappingandmanyproducerssellonmore

than one marketoutlet. This is to mean thatproducers do notsellmango

permanentlytotheparticularmarketoutletandusetheavailablemarketoutlets

alternativelyintheabsenceorpresenceofthepossiblechoices.Thus,thedecision

ofchoosing marketoutlets is inherentlymultivariate and attempting univariate

modelingexcludesusefuleconomicinformationcontainedininterdependentand

simultaneouschoicedecisions.Failuretocaptureunobservedfactorsandinter-

relationshipsamongchoicedecisionsregardingdifferentmarketoutletswillleadto

biasandinefficientestimates(Menaleetal.,2012).

Themultivariateprobitmodeltakesintoaccountthepotentialinterdependencein

marketoutletchoicesandthepossiblecorrelationinthechoiceofalternativeoutlets.
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Theprobabilityofpreferringofanyparticularmarketoutletisestimatedconditional

onthechoiceofanyotherrelatedoutlet.Themultivariateprobitmodelassumesthat

eachsubjecthasdistinctbinaryresponses,andamatrixofcovariatesthatcanbe

anymixtureofdiscreteandcontinuousvariables.Generallyspeaking,themultivariate

probitmodelassumesthatgivenasetofexplanatoryvariablesthemultivariate

responseisanindicatoroftheeventthatsomeunobservedlatentvariablefalls

withinacertaininterval.Themultivariateprobitisanextensionoftheprobitmodel

(Greene,2003)andisusedtoestimateseveralcorrelatedbinarydependentvariables

jointly.Themodelisspecifiedasfollows:

............................................................................................................(9)

WhereY*im (m =1...k)representtheunobservedlatentvariableofmarketoutlets

chosenbytheith farmer(i=1…n).Therefore,inthiscasek=wholesaler,collector,

cooperatives,retailerand consumeroutlets,Xim isa 1 ×kvectorofobserved

variablesthataffectthemarketoutletschoice,βm isak×1vectorofunknown

parameterstobeestimated, im,m =1,…,M aretheerrortermsdistributedas

multivariatenormal,eachwithameanofzero,andvariance-covariancematrixV,

whereVhasvaluesof1ontheleadingdiagonalandcorrelations(Cappellariand

Jenkins,2003).Equation(9)isasystem ofm equationsthatasshowninEquation

10below;

.

......................................(10)

Thissystem ofequationsisjointlyestimatedusingmaximum likelihoodmethod.
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3.4.Variablesandworkinghypothesis

Inthecourseofidentifyingfactorsinfluencingmangosupplytothemarket,and

marketchannelchoicedecisionsofmangothemaintaskisexploringwhichfactors

potentiallyinfluenceandhow (thedirectionoftherelationship)thesefactorsare

relatedwiththedependentvariables.

3.4.1.Dependentvariables

3.4.1.1.Marketsupplyofmango

Itis continuous dependentvariable which can be measured by quintals and

representstheactualamountofmangosuppliedbymangoproducerhousehold

duringthesurveyyear.

3.4.1.2Marketingoutletchoice

Itisthesetofanunordered binarydependentvariablesand measured bythe

probabilityofsellingmangotoeitherofthegivenmarketoutlets.Theoutletchoices

mightbealong farmer’sdecisioninvolving inthenumberofalternativemarket

outletsavailableinthearea.ItisrepresentedinthemodelasY1forproducerswho

eithersellmangotowholesalersornot,Y2 forproducerswhoeithersellmangoto

collectors,Y3 forproducerswhoeithersellmangotocooperativesornot,Y4 for

producerswhoeithersellmangotoretailersornotandY5forproducerswhoeither

sellmangotoconsumersornot.

3.4.2.IndependentVariables

Ageofhouseholdhead:Itisacontinuousvariableandmeasuredinyears.Aged

households are believed to be increased knowhow on mango production and

marketing,resourceallocationanditisexpectedtohavepositiveeffectonquantity

ofmangosuppliedtomarket,andmarketoutletchoice.Accordingtoresultsof

Ayelech(2011)20.8percentoftheproducersareyouthviz.amidof18and30years

ofagewhereas49.2percentofthem areamidof30and50yearsandpositiveeffect

onmarketsupply.

Sexofthehouseholdhead:Thisisadummyvariabletakesavalue1ifthehousehold
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headismaleand0iffemale.Itisexpectedtoinfluencethedecisiontosupplythe

producttomarket,anddecisiononmarketchoiceoutlet.Bothmenandwomen

participateinfruitproduction.Malehouseholdscontributemorelaborinputinthe

productionmanagement,sortingandgrading,transportation,andthereforethisstudy

assumesbeingmaleHHsisexpectedtoaffectmangosupply,andmarketoutlet

choicepositively.AstudybyThomas(2015)revealedthatmalesaremorelikelyto

selldirectlytotheNGOsanditinerantwholesalersthantothesedentarywholesalers

andmicroprocessors.Femalesontheotherhandarealsomorelikelytoselldirectly

totheNGOsandtheitinerantwholesalersascomparedtothemicroprocessors,but

withnopossibilityofsellingtothesedentarywholesalers.

Familysize:Thisvariableiscontinuousandaffectsthequantityofmangosupply

negatively.Whenthenumberoffamilymembersislargeprobabilityofconsumption

ofmangofruitisveryhighandreducedthequantityofmangosuppliedtomarket.

Abay(2007)findingindicatedthatasthenumberoffamilyincreasedbyonepercent

theprobabilityofonionproductiondecreasedby2percent.

Educationlevelofthehousehold:Itisacontinuousvariablemeasuredinyearsof

schooling.Itreferstoformaleducationleveloftherespondents.Whichmeansthose

producers who had formaleducation understands new marketing ideas,easily

interpretedmarketinformationandcanproducemarketorientedproducts.Ayelech

(2011)indicatedinherstudythat,educationhasimprovedtheproducinghousehold

abilitytoacquirenewideainrelationtomarketinformationandimprovedproduction,

whichinturnenhancedproductivityandtherebyincreasedmarketablesupplyof

avocadoandmango.Therefore,thisvariableisexpectedtoinfluencemangosupply,

andmarketoutletchoicepositively.

Mango production farming experience:Thisacontinuousvariablemeasured in

numberofyears.Astheexperienceofthefarmer’sincreases,theamountofmango

productionishighandthesupplytothemarketincreasesandthisstudyanalyzedthe

positiveeffectofexperienceonsupplyoffruit,andmarketoutletchoice.According

toAyelech(2011)study,whenthefarmer’sexperiencesincreasebyoneyear,the
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avocadosuppliedtomarketincreasedby5.980quintals.Similarstudyconductedby

Abraham (2013)showedthat,asfarmer’sexperienceincreasedbyayear,potato

suppliedtomarketincreasedby0.57qt.

Extensioncontact:Thisisacontinuousvariablerepresentingextensionservicesas

sourceofknowledgeandskillonmangoproduction,harvesting,diseaseandpest

management,andpost-harvesthandling.Itismeasuredinnumberofcontactsper

month.Whenproducersgetmoreextensionservicetheirknowledgeandskillin

productionandpost-harvesthandlingofmangoimprovedsothatthesupplyto

marketincreased.Accesstoextensionserviceincreasedtheabilityofproducersto

acquire important market information as wellas other related agricultural

informationwhichinturnincreasesfarmer’sabilitytochoosethebestmarketoutlets

foritsproductandtoincreasethesupplyofmangotomarket,andexpectedtohave

positiverelationship.ThestudymadebyNegaetal.(2015)andAyelech(2011)

indicatedthatifamangoproducergetsmoreextensioncontacttheamountof

mangosuppliedtothemarketincreasedby0.522and9.595quintals,respectively.

Similarly,thestudymadebyDavis(2015)indicatedthataccesstoextensionservice

increasedfarmer’slikelihoodofsellingtotheexportchannelrelativetothebroker

channel;theprobabilityofsellingtotheexportchannelincreasedby11percentfor

everyextracontactwithextensionpersonnel.

Distancetonearestmarket:Thisisacontinuousvariablemeasuredinhoursof

walkingtime.Itwillbeexpectedtoaffectmangosupplytomarketandmarketoutlet

choice negatively.This is because as the marketdistance increases from the

producer’ssupplydecreasedthereforedistanceandfruitsupplyareinverselyrelated.

To access the farand profitable marketproducers as wellas consumers are

expectedtoinvesthightransportationcost.Inaddition,duetotheperishablenature

oftheproductproducersareinfluencedtoselltheirproductatthenearestmarketor

towholesalerswithminimum profit.Abraham (2013)indicatedinhisstudythatas

the distance from nearestmarketincreasesthe supplyofcabbage decreased.

Similarly,Ayelech’s(2011)findingsshowedthatdistancetomarketcausedmarket
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surplustodecline.

Accesstomarketinformation:Thisisadummyvariablethattakesthevalue1if

producersgetaccesstomarketinformationand0ifnot.Itaffectsthedecisionto

choosemarketoutletandthedecisiontoincreasethesupplyofmangotothemarket

positively.ThefindingsofDavis(2015)showedthataccesstomarketinformationis

significantlyassociatedwithproducerssellingtodirectmarketchannelrelativeto

brokeri.e.itincreasestheprobabilityofafarmersellingtothedirectmarketrelative

tobrokers.

Accesstocredit:Thisisadummyvariablethattakesthevalue1foraccesstocredit

and0fornoaccesstocreditandisexpectedtoaffectdependentvariables(mango

marketsupply,andmarketoutletchoice)positively.Ayelech(2011)findingshowed

thataround62%ofavocadoandmangoproducersrespondedthattheydidn’thave

creditaccessandasaresulttheylackcapitalanddiscouragesentryintotrading.

Membershiptovegetableandfruitmarketingfarmer’scooperatives:Itisdummy

variablethattakesthevalue1whentheproducerismembershipincooperativesand

0ifnot.ThestudymadebyAbraham (2013),statedthatmembershipincooperatives

determinetheHHsmarketoutletchoicedecision.Thoseproducers,whoarethe

memberofthecooperatives,havelessprobabilityofselectionofanothermarket

outletandhavepositiveeffectonthesupplyofmarketsupply.

Experienceinmarketing:Thisisacontinuousvariablemeasuredinnumberofyears.

Asthemarketingexperienceofthefarmer’sincreases,byusingmarketinformation

andsearchingbettermarketalternativestheyproduceproductformarketpurposeso

thatthemarketsupplyincreases,andselectbettermarketoutlets.Geoffreyetal.

(2014)studyresultrevealedthattheproducerswithmoreyearsinmarketinghave

higherabilityto sellmorepineappleproduceinthemarketwhichismarketing

experiencepositivelyandsignificantlyinfluencedtheextentofmarketparticipation.

Anincreaseinafarmer’smarketingexperiencebyoneyearincreasetheproportion

ofpineapplesaleby0.0098.Dagne(2014)indicatedthatcontrarytosoleproprietors,
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marketingexperienceissignificantandnegativelyandpositivelyaffectedspawn

suppliersandsupermarkets,respectively.Relativetothebasealternativemarket,if

marketingexperienceincreases,theprobabilityofchoosingsupermarketswillalso

increasewhereastheprobabilityofchoosingspawnsupplierswilldecrease.

Ownershipofmarkettransportfacilities:Itisadummyvariablethattakesvalue1if

theproducersortradersorcooperativesowned transportlikedonkeycartand

vehicleand0ifnone.Accesstotransportservicesenablesproducerstotransport

andselltheirproductwithbetterprice.Ownershipoftransportaffectsthemango

supplytothemarketpositively.Iftheproducers,tradersorcooperativesusecold

transport,theycanaddvalueandincreasestheshelflifeofthefruit.Thus,theeffect

oftransportownershiponquantityofsupply,andmarketoutletchoiceispositive.

ThestudyofGeoffreyetal.(2014)vehicleownershippositivelyandsignificantly

influencedtheextentofmarketparticipationandtheresultshowsthatanincreasein

vehicleownershipbyonevehicleincreasestheproportionofpineapplesaleby

0.0459.

SellingPrice:ThisisacontinuousvariablemeasuredbyETBandaffectsthequantity

ofmarketsupply.Asthepriceofmangoincreases,theamountoffruitsuppliedto

themarketincreases;enableproducerstodecideandsupplymoremangostoearn

betterpayment.ThestudyresultsofDeribetal.(2014)revealedthatasthepurchase

priceincreasethedemandforavocadoconsumptiondecreasedandsupplytothe

marketincreased.

Quantityofmangoproduced:Itisacontinuousvariablemeasuredinquintalsandit

wasexpectedtoaffectthedependentvariablesmarketoutletchoicepositively.As

illustratedbyAbraham (2013),Abay(2007),Adugna(2009)andAyelech(2011)an

increaseoftomato,mango,avocadoandpapayaproductionbyfarminghouseholds

hasaugmentedmarketablesupplyofthecommoditiessignificantly.

Numberofbearingfruitmangotrees:Itisacontinuousvariablemeasuredinnumber

and itwas expected to affectthe dependentvariables,mango marketsupply,

positively.AsillustratedbyDavis(2015)producerswithlargenumberofmangotrees
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weremorelikelysupplymoretothemarketsincetheproductisperishable.
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Table3.Hypothesizedrelationshipofdependentwithindependentvariables

Independent
variable

Description Type of
variables

Measurement Hypothesized
Effect
Mango
market
supply

Market
outlet
choice

AGE Ageofhousehold

head

Continuou

s

Years + +

EDUCATN Education of

household

Continuou

s

Yearsofschooling + +

FAMSIZE Familysize Continuou

s

Numberofhousehold - -

SEX Sexofhousehold

head

Dummy 1=male,0=otherwise +(Male) +(Male)

DISTNMKT Distance to

nearest market

place

Continuou

s

Hour - -

QPRODUCT quantity of

mangoproduced

Continuou

s

Quintal + +

EXPRMPRD Farming

experienceofHH

Continuou

s

Years + +

MRKTEXP Marketing

experience

Continuou

s

Years + +

OWNTRANS Ownership of

transport

Dummy 1=own,0=otherwise + +

COOPMEM Membership to

cooperatives,

Dummy 1=member,0=otherwi

se

+ -

ACCSCRDT Accesstocredit Dummy 1=recieve,0=otherwis

e

+ +

PRICE Sellingprice Continuou

s

ETB + +

EXTENSION Extensioncontact Continuou

s

No.ofcontact + +

NMTREES No. Of mango

trees

Continuou

s

Noofbearingtrees + +

MKTINFO Accesstomarket Dummy 1= have + +
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Source:Owncomputationfrom surveyresult,2016.

3. RESULTSANDDISCUSSION

Thischapterpresentsthemajorfindingsofthestudyanddiscussitincomparison

withtheresultsofothersimilarstudies.Ithasfourmainsections.Thefirstsection

deals with descriptive and inferentialstatistics of the sample households’

characteristics.Thesecondsectionpresentsvaluechainanalysisofmangowhich

includesvaluechainmap,actorsandtheirroles,andvaluechaingovernance.The

thirdsectionpresentsmarketingchannelandperformanceanalysisofthevalue

chainwhichincludesmarketingcostsandmargins,andbenefitsharesofactorsin

thevaluechain. Thefourthsectionpresentsresultoftheeconometricanalysis

whichcontainsthedeterminantsofmarketsupplyofmango byusing multiple

regressionandthedeterminantsofmarketoutletchoiceofmangoproducersby

usingmultivariateprobitmodel.

4.1.Socio-EconomicandDemographiccharacteristics

4.1.1.Demographiccharacteristicsofsamplehouseholds

AsdepictedinTable4,theproportionsofsamplemaleandfemalehouseholdheads

were85.3%,and 14.7%,respectively.Maleheaded householdsweredominantly

involvedinmangoproductionandmarketinginthestudyarea.Themeanageof

samplehouseholdheadswas53.5years.Agestructureofthesamplehousehold

headsindicatedthat,72.5% (18-64yearsold)wereeconomicallyactive,and27.5%

wereabove(64years).Theaveragefamilysizeofthesurveyedhouseholdwas7.77,

whichisgreaterthanthenationalmeanfamilysizeof4.7(CSA,2007).Asindicated

inTable4,27.5%ofthesamplehouseholdheadswereilliteratewhiletheremaining

74%ofthesampledhouseholdshaddifferentlevelofeducationwhichrangesfrom

readandwriteuptodegreeholder.Themajorityofsampleproducerswere24.5%

whichisunderthecategoryoflowerleveleducation(grade5-8).Itwasonly1%ofthe

information, access,0=otherwise
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samplerespondentshold degree;4.4% had diploma;4.9% had certificate;16.2%

attended secondaryeducation (grade 9-12)and while 21.6% ofthe household

attendedprimaryleveleducation(grade1-4).

Table4.Demographiccharacteristicsofsamplemangoproducers

Total(N=204)

Variables Mean Std.Deviation

Age(Years) 53.5 13.6

Familysize(Number) 7.7 2.8

EducationoftheHH(Yearsofschooling) 2.7 1.7

Distancetonearestmarket(Hours) 2.3 1.4

Mangoproduction(Quintal) 89.4 71.9

Numberoftrees(Number) 24.2 21.8

Mangoproductionexperience(Years) 13 4.5

Marketingexperience(Years) 12 4.5

Price(Birr) 176 21.4

Extensioncontact(Numberofcontact) 1.8 0.9

N Percent

Sex Female 30 14.7

Male 174 85.3

Source:Owncomputationfrom surveyresult,2016.

4.1.2.EconomicCharacteristicsofSampleHouseholds

4.1.2.1.Mangoproduction

Thestudyareaiscommonlyknowninmangoproduction.TheresultinTable5

illustratesthatmangoisharvestedtwiceperyearinthestudyarea.Theaverage

numberofmangotreeperhouseholdwas26.92trees.Thetotalmangoproducedby
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sampled households and mean were 18,243.72 quintals and 89.43 quintals

respectively.Outofthetotalquantityproduced11,785quintals(64.5%)wassupplied

tothemarket,5,720quintals(31.2%)waswastedandtherest784quintals(4.3%)

wasconsumedathome.
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Table5.Mangoproductionofsamplehouseholds

Mangoproduction Mean SD

Numberofmangotrees 26.92 27.197

Averageproductionpertreeinquintals 4.4749 3.843

Harvestingfrequencyperyear 2 0.00

Totalmangoproductioninquintals 89.43 71.92

Note:SD-Standarddeviation

Source:Owncomputationfrom surveyresult,2016.

4.1.2.2.Laborsourcesandtheirroles

Laborused formango production and marketing activities bylaborsource is

presentedinTable6.Thesourceoflaborwasmainlyfamilylaborandhiredlabor

whichwereusedbyproducerhouseholdsforpreandpost-harvestmanagement,

harvesting,loadingunloading,sortingandgrading,andtransporting.Asindicatedin

Table 6,about86.3% ofthe sample household operated mango management

activities by family laborsource,both women and men;and children were

participated in harvesting,transporting,loading and unloading and marketing

activities.The surveyresultalso revealed that40.2% ofthe sample producer

householdshiredadditionallabortoundertakeharvesting,transportationandloading

andunloadingactivities.

Table6.Laborsourcesinmangosampleproducers

Laborsource Response Frequency Percent

Familylaborsource Yes 176 86.3

No 28 13.7

Hiredlaborsource Yes 82 40.2

No 122 59.8

Source:Owncomputationfrom surveyresult,2016.
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4.1.2.3.Meansoftransportationinsampleproducers

AsindicatedinTable7,about76%oftherespondentsuseddonkeycartand23%

usedhumanbackandshouldertotransporttheirproducefrom farm tolocalmarket,

collectioncenterandtheirhome.Only2respondents(1%)usedvehiclestotransport

theirproductfrom farm tolocalmarketandcentralmarket.

Table7.Transportationmeans

Meansoftransportation Frequency Percent

Donkeycart 155 76.0

Humanbackandshoulder 47 23

Vehicletransport 2 1

Source:Owncomputationfrom surveyresult,2016.

4.1.2.4.Packingmaterialsofsampleproducers

AsindicatedinTable8,majorityoftherespondents(92.2%)usedbaskettotransport

thefruitfrom farm tolocalmarketandtheremaining7.8%usedsack.Thesurfaceof

thebasketisrough,itcausesphysicaldamaged,anditisacauseofcontamination

becauseitisdifficulttocleanthesurfaceandthesackhavenoenoughventilation

whichincreaselosses.

Table8.Packagingmaterials

Typeofpackagingmaterial Frequency Percent

Basket 188 92.2

Sack 16 7.8

Total 204 100.0

Source:Owncomputationfrom surveyresult,2016.

4.1.3AccesstoInstitutionalServices

InthestudyWoreda’s,agriculturalandnaturalresourcedevelopmentofficeprovides
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agriculturalextensionservicestoproducersthroughdevelopmentagents.Theoffice

providesadvisoryservice,facilitateaccesstoinputsandprovidetechnicalsupportin

cropprotection,animalrearingandotherimportantinformation.Buttheservice

provision as the keyinformants said is notenough to coversuch the whole

producers.Eventheserviceitselfisgeneralagriculturalknowledge.

ExtensionserviceinArbaminchZuriyaWoredaisprovidedbyWoredaagricultureand

naturalresource office,Woreda cooperative promotion office,and innovative

producers.Though,threedevelopmentagentsinstitutionallyassignedtoworkincrop

production,animalproductionandnaturalresourcesmanagement,theservicehas

nosignificantimpactontheproductionofmango.

TheresultinTable9indicatedthatproducerscontactedbyextensionworkerson

averageby1.8days.Thisresultshowsthatproducerswerenotgetenoughextension

supportfrom developmentagentsinagronomicpractice,harvestingandpost-harvest

handlingsothattheproductionsystem andpost-harvesthandlingwaspoorand

producers supplied poorqualityproductto the market.The surveyresultalso

revealedthatmajorityofrespondents(63.2%)werenotamemberofcooperatives

whiletheremainingpercentage(36.8%)weremembersofthecooperatives.

Table9.Accesstoinstitutionalservices

Total(N=204)

Variables Mean Std.

Deviation

Extensioncontact(Numberofcontact) 1.8 0.9

Institutionalservices Response N Percent(%)

Cooperativemembership Yes 75 36.8

No 129 63.2
Source:Owncomputationfrom surveyresult,2016

4.1.4.Socio-DemographicCharacteristicsofSampleTraders

AsdepictedinTable10,theaverageageofthesampletraderswere28.4years.The
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respondentminimum and maximum age was 19 and 45,respectively.Trading

experienceinthisstudyconsideredasthetrader’syearsofstayinbuyingandselling

ofmangowheretheirproducearesourcedfrom thestudyworeda.Accordingly,the

averageexperienceoftraderswas5.4years.Tradingexperienceenablestradersto

beequippedwithbusinessknowledgeandskillsaswellastohavelocal,regionaland

nationaltradelinkagesandnetworkswithvariousstakeholders.Thestudyrevealed

that79.16% ofthetradersattendedformaleducationfrom 4-12gradewhereas

20.84%didnotattendedformaleducation.Thestudyalsoindicatedthatamongthe

traders58.33% werefemaleand41.67% aremalethisindicatedthatthetrading

activitywasdonebywomen.

Table10.Socio-demographiccharacteristicsofsampletraders

Characteristic

s

Frequency Percent

Sex Male 10 41.67

Female 14 58.33

24 100

Education Formal 19 79.16

Nonformal 5 20.84

24 100

Age Meanage 28.4

Experienceof

marketing

Mean

experience

5.4

Source:Owncomputationfrom surveyresult,2016.

4.2.ValueChainAnalysis

Thissectiondiscussesthevaluechainactorsineachstage,descriptionoftheirroles

andrelationships,opportunitiesandmajorconstraintsofmangovaluechain.

4.2.1.Mangovaluechainactorsandtheirroles

Thefocusofvaluechainactorsandtheirrolesinthisstudywastodevelopan
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effectivewayofcoordinatingthehierarchicalstagesinthevaluechaintomeet

consumerdemandinanefficientmanner.AsillustratedinFigure3,mangovalue

chainmapencompassesthreemaincomponentsi.e.valuechainfunctions,main

valuechainactorsandvaluechainsupportserviceproviderinstitutions/enabling

environments.

Valuechainactorsincludedirectchainactors,whicharecommerciallyinvolvedinthe

chainandindirectactorswhichprovidefinancialandnon-financialsupportservices.

Thedirectactorsofthevaluechainaredesignatedbyboxes.Theseactorsare

generallyverticalchainandareconnectedstartingfrom inputsuppliers,producers,

collectors,wholesalers,cooperatives,retailers,andconsumers.Theindirectactors

thatfacilitatetothemainchainactorssuchassupportinstitutionsandenabling

environmentsarealsoinvolved.

Inputsuppliers:Atthisstageofthevaluechain,therearemanyactorswhoare

involveddirectlyorindirectlyinagriculturalinputsupplyinthestudyarea.Themain

role ofinputsuppliers was to provide mango seedling,nursery equipment’s,

harvestingtools,chemicals,packagingmaterials,graftingtools,etc.toproducers

thereby earn theirincome from mango sales.Woreda agriculture and natural

resourcedevelopmentoffice,Arbaminchresearchcenter,producersfruitandmango

marketingcooperativesandNGOs(Vita)arethemainsourceofinputslikeimproved

seedlings,graftingmaterials,harvestingtools,packagingmaterials,etc.Inthestudy

woreda,thereisonlyonegovernmentimprovedseedlingproducernurserysitewhich

wasfoundinChanomilleKebelesupportedbyregionalbureauofagriculture,which

isresponsibleinproducingdifferenttypesofgraftedmangovarietiesandsuppliedto

theworedaandSNNPRworedas.Thesupplyisverylimitedandthestudyrevealed

thatmajorityofsampleproducersusedtheirownseedling,whichislocalvariety,

poorproductivityandquality.Vita,anIrishnon-governmentalorganization,isalso

participatedininputsupplyactivities(improvedseedlingsupply,packagingmaterials

and improved harvesting tools)in the study woreda.Additionally,Arbaminch

agriculturalresearch centerinvolved in providing rootstock and scion forthe

nurseries.Regarding pesticides,Arbaminch planthealth clinic participated in
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supplyingpesticidestocontrolfruitfly.FarmercooperativesandGamoGofamango

andfruitmarketingproducers’cooperativeuniondistributedweighingbalancesand

plasticbox(Crate)tomembersforthepurposeofpackagingandweighing.Stillthe

supplyofinputsisdominatedbygovernmentandcooperativesandtheinvolvement

ofprivateinputsupplierareverylimited.Therefore,itisveryimportanttoenhance

farmer’s knowledge in improved seedling production,grafting techniques and

encouragingprivateinputsuppliersthroughtraining,businessdevelopmentservice,

andcreatefinancialandmarketlinkage.

Producers:Mangoproducersarethemajoractorswhoperform mostofthevalue

chainfunctionsrightfrom farm inputspreparationontheirfarmsorprocurementof

theinputsfrom othersourcestopostharvesthandlingandmarketing.Themajor

valuechainfunctionsthatmangoproducersperform includesagronomicpractices,

planting,grafting,irrigating,treemanagement,pruning,pestanddiseasecontrolling,

harvestingandpost-harvesthandling.Thestudyworedaishighlysuitableformango

production.Unfortunately,these opportunities have notbeen exploited by the

producersduetothelowerpricetheyreceivefortheirproduceinthemarkets,aswell

asbearingthecostofpost-harvestlosses.Thesurveyhasrevealedthatsample

producers were grown mango forthe purpose of cash revenue,shed and

consumption.Theyhaveplantedmangoattheirfarm,andaroundhome.Theyused

eitherlocalorimprovedmangovarietiestoproducemangofruit.Thestudyresult

showsthatmangoprovidesimmediatecashassourceofincomeopportunitiesfor

theproducers.Unfortunately,theseopportunitieshavenotyetbeenexploitedbythe

producersduetothelowerpricetheyreceivefortheirproduceinthemarkets;aswell

as bearing the costofpost-harvestlosses during harvesting,transporting and

marketingduetolackofproperharvestingmaterials,packagingandtransportation

materials.

Collectors/Aggregators: The range of collectors/aggregators includes small

collectorsandlargertraders,Initialcontactwithproducerswasmadeatthefarm or

market,whereafarmerbringsaproduct,oratthefarm gate,whereacollectortravels

toarrangeasalebeforeharvest,basedonexistingcommunityrelationships.Some
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opportunisticcollectorswaitforproducerstocomedirectlytothem withanofferofa

sale.Theythenofferapricebasedonqualityinspection,andonceagreedupon,they

sendtransportationtoharvestorpickupthemango.Thenthesecollectorsdeliver

andsoldthemangotowholesalers.Collectorsaretradersinassemblymarketswho

collectmangofrom producersinvillagemarketsandfrom farmsforthepurposeof

resellingittowholesalersandretailers.Theyusetheirfinancialresourcesandtheir

localknowledgetobulkmangofrom thesurroundingarea.Theyplayimportantrole

andtheydoknowareasofsurpluswell.Collectorsarethekeyactorsinthemango

valuechain.Thetrading activitiesofcollectorsincludebuying and assembling,

repacking,sorting,transportingandsellingtowholesalemarkets.

Theyuseddonkeycartandhumanbacktotransporttheirproductfrom farm gateto

market.Aftertheyaggregatetheunripemangotheyresellittowholesalersatthe

nearestmarketassemblyplace.Theyoftenreceivecashfrom wholesalersafteror

beforesell.Thesurveyhasfurtherindicatedthatallmangocollectorsinthestudy

areahavelimitedknowledgeinharvestingandpost-harvesthandlingsothatthey

begincollectingofmangopriortopeakmaturityperiod.Thisresultisinlinewith

Takele(2015)studyconductedinBolosoBombeworeda,Wolaitazonewhoindicated

thatduetolackofknowledgeandskillcollectorsinvolvedincollectingofmango

priorto peakmaturityperiod eventuallyleads to decrease in producers’utility

becauseproducerswereobligedtosellunripemangowithalow priceafterithas

beenharvested.

Wholesalers:Wholesalersbuymangodirectlyfrom producersandfarmertradersin

largerquantitythananyotheractorsandsupplyittoexportersandretailers.They

wererelativelywellequippedwiththenecessarycapital,facilitiesandknowledgeas

comparedtoothertraders.Thesewholesalersweretraders’soldtheirproductto

Hawassa,Addisababa,Dessies,Mekelle,Adama,Shamemenetc.

Theycollectandassembleunripemangoinfarm gatefor3-5daysandafterripened

ittheyselltoeitherattheassemblypointtothewholesalerscomingfrom Addis

Ababa,Shashemene,Guraghe,Mekele,DessieandWolaitaortransportittoother
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regionalcities,wheretheysoldittoanotherwholesalersorretailers.Theassembly

pointtheyusenewspaperanddrygrasseithertoripemangoortoprotectmango

from beingcontactedwiththesurfaceoftheearth.Theyalsostoreproduct,usually

foramaximum ofthreedays.Surveyresultindicatesthatwholesalemarketsarethe

mainassemblycentersformangointheirrespectivesurroundingareas.Theyhave

bettertransportandcommunicationaccessthanothertraders.

Cooperatives:Cooperativesareassociationofproducersthatcollectsproducers

producesandresoldittotheunion,wholesalers,andretailers.Theyplayedboth

collectionandwholesalingrolestotheirmembersandnon-members.Inthestudy

woreda10primaryfruitandvegetablemarketingcooperativewerefoundwhich

provides marketing services to their members and non-members. These

cooperativeswerethememberofGamoGofazonefruitandvegetablemarketing

union.Cooperativesboughtmangoproducefrom themembersanddelivertothe

union.Theyaccessedfinancefrom theunion.Theunionprovidesfinancetothose

cooperativesthatarelackingfinancetopurchaseproductfrom theirmembers.

Retailers:Retailerinvolvementinthechainincludesbuyingofmango,transportto

retailshops,grading,displayingandsellingtoconsumers.Retailersarekeyactorsin

mangovaluechainintheWoreda.Theyarethelastlinkbetweenproducersand

consumers.They mostly buy from wholesalers,collectors,cooperatives,and

producersandselltoruralandurbanconsumers.Sometimestheycouldalsodirectly

buyfrom theproducers.Consumersusuallybuytheproductfrom retailersasthey

offeraccordingtorequirementandpurchasingpowerofthebuyers.Retailerscanbe

dividedintourbanandrural.Ruralretailersarebasedinvillagemarketandroadside

marketandmainlypurchasemangofrom producers,andselltoconsumers.Whereas

urbanretailersarebasedinArbaminchtownpurchasedmangofrom producers,

cooperatives,collectors,wholesalersandruralretailersinvillagemarket,atfarm gate

andsaletourbanconsumers.

Consumers:Consumersarethosepurchasingtheproductsforconsumptionand

theyarethefinaluserofmango.Thefinalproductthatconsumerusedeitherinthe
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form offreshmangoorintheform ofjuice.Theyatebyslicing,juicingorprocessing

using juicer.Theyare individualhouseholds;theyboughtmango fortheirown

consumptiononlyeitherinprocessedorfreshform.Theybuymangoeitherinfresh

orprocessedform from producers,retailersandprocessors.Consumersprefergood

qualitywhichisphysicallyundamaged,notbruised,lessfibrous,notaffectedby

diseaseandredmangofortheirimmediateconsumption.Ingeneralconsumershave

theirownqualitycriteriatopurchasemango.

4.2.2.Supportserviceproviders/EnablingEnvironment

MinistryofAgricultureandRuralDevelopment:Thereareavarietyofgovernment

agenciesandministrieswhichimpactthemangosector.Thekeyplayerforall

agriculturalrelatedactivitiesistheMinistryofAgricultureandRuralDevelopment

(MoARD)whichholdstheresponsibilityforproductionandtechnicalsupportoffered

toEthiopianproducers.WhiletheMoARDisatthefederallevel,thereareregional

levelofficesknownastheBureauofAgricultureandRuralDevelopment(BoARD).

TheBoARDfocusesonthefollowingkeyareas:cropproduction(rainfed),livestock

production,irrigation(andhorticulture),inputsanddistribution,extension,andnatural

resourcemanagementandwaterharvesting.

TheBoARDsofeachregionoverseezonallevelagriculturalofficeswhothenoversee

woredasleveloffices,whooverseekebelelevelagriculturaloffices;thehigheroffices

providebackstoppingandtechnicalsupporttothelowerlevelofficesonanas

needed basis.Within allof these offices agriculturalextension officers (or

DevelopmentAgents (DA)are employed.AgriculturalExtension Centre is the

governmentalinstitutionwhichprovidesextensionserviceforsmallscaleproducers

inagriculturalsectorinthestudyarea.Eachkebele(smallestadministrativeunit,or

neighborhood/ward)hasadesignated“FarmerTrainingCentre”(FTC)whichhasland

andismandatedtorundemonstrationplots.Mostoftheseareunderutilizedand

localgovernmentoftendecriesthetendencybydevelopmentorganizationstorun

separatefarmerfield schools.Mango hasnotbeen a strong focusofDAsin

Arbaminchzuriyaworedawhoarenotveryknowledgeableaboutthecrop.Ithas
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facilitatedextensionservicesandprovideseedlingthroughdevelopmentagentson

mangoproduction.Thisorganizationprovidesvariousextensionservicesspecifically

inmangosectorinthestudyarea.Themajorserviceswhichthisorganizationis

providinginthemangosectoraretrainingonagronomicpractices,mangografting,

provisionofimprovedmango variety,compostapplication,harvestingandpost-

harvesthandling,andprovisionofimprovedharvestingmaterial.Theassessment

hasalsorevealedthatthatdespitedevelopmentagentsisprovidingtechnicaladvice

inmangosector,provisionofextensionserviceisnotcoveredthewholefarming

familiesinthestudyarea.

WoredaMarketingandCooperativeOffice:Itisagovernmentalorganizationwhich

providesorganizationofproducers,trainingsforleadersandmembers,licensing,

auditing,andtechnicalsupportonmarketingandpromotionalservicesforprimary

cooperativesandproducerproducersinthestudyarea.Itcanalsoimpactthemango

sectorthroughregulationsandprogramming.

Woredatradeandindustryoffice:Itisagovernmentorganizationthatprovides

serviceslikequalitycontrol,licensing,andmarketplaceforwholesalers,collectors

andretailers.Theorganizationprovideslicensetowholesalersemergingfrom the

nearareaandcertifieslicensedmangotraderstosecuretheirfreelyinvolvementin

mangotransactions.Atthesametime,theorganizationprohibitsdirectentryof

unlicensedmangotradersinordertoupholdtherightsoftraderswhohavebeen

licensed.Intermsofqualitycontrol,theorganizationprohibitstraderswhocollect

immatureandunripemangoinruralvillage.Provisionofmarketplacetomango

retailersisalsothroughthisorganization.Byperformingallthisresponsibilities,the

organizationenablesmangomarketingenvironmentforthetradersandsetsrules

andregulationsguidingtradersinthestudyarea.But,thestudyhasfurtherindicated

thatsomemangotraderslikecollectorsactillegallybycollectingimmaturemango

and enterinto the business withoutreceiving trade license from the woreda

marketingandcooperativeoffice.

Vita-Ethiopia:Thisisalsothenon-governmentalorganizationwhichisworkinginthe
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mangosectorinthestudyareaincollaborationwiththeBureauofAgriculture(BoA),

andbureauofcooperative.Theorganizationobjectivesareimprovingproductivity,

reducingwastageandimprovingincomeofmangoproducersthroughmangovalue

chaindevelopment.TheprojectnameisclimatesmartagriculturefundedbyIrishaid

and its working area is Arbaminch zuriya woreda.Majoractivities have been

conductedbythisorganizationtolist;ithasprovidedtrainings,introducedimproved

harvesting tools,created marketlinkage with processing industries,provided

transportation,suppliedpackagingmaterialstoproducers,cooperativesandunion.

Arbaminch agriculturalresearch center:ArbaminchAgriculturalResearchcenter

(AARC)collaborates on providing research and communityservices on mango

seedling,pestanddiseasesmanagements,harvestingandpost-harvesthandling.

Arbaminchplanthealthclinic:Itisagovernmentorganizationworkingonpestand

diseaseidentificationandresearchandprovidestechnicalsupporttoproducers,

trainsdevelopmentagents,andprovideschemicals.
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Figure3.Valuechainmapofmango
Source:Ownsketchfrom surveyresult,2016
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4.2.3.Constraintsofmangoproductionandmarketing

Duringfocusgroupdiscussionthemajorityoftherespondentansweredthatinput

supplyincludesimprovedseedandfertilizer,skillgap,limitedfinancialaccess,poor

linkageamongactors,poorripening/storagefacility,incidenceofdiseasesandpest

thatdamage theirmangoes,climatic variations,problem ofmarketfortheir

harvestedmangoandlackofall-weatherroadarethemajorconstraintsofmango

production.

Pestand disease:In the study woreda,the incidence ofpest(fruitfly)and

disease(Anthracnose)wasfoundsignificantlyaffectstheproductionandmarketing

mango.AsindicatedinTable11,81.4% ofrespondentsrepliedthattheseverityof

pestanddiseasewashighlyaffectedtheproductionofmango.Thestudymadeby

Muchiri(2012)inEmbudistrict,KenyaindicatedthatFruitflyisthemostserious

mangopesttoallproducersfollowedbymangoseedweevilandaphids.Powdery

mildew isthemostdamagingdiseasefollowedbyanthracnoseandbacterialblack

spot.

Table11.Pestanddiseaseproblem onmangoproduction

Severityofpestanddiseaseproblem Frequenc

y

Percent(%)

Low 34 16.7

Medium 4 2.0

High 166 81.4

Total 204 100.0

Source:Ownsurveyresult,2016

Inputsupply:Shortageofimprovedandqualityseedling,chemicals(Pesticide),which

ismoreseriousinarearevealedbythefocusgroupdiscussion.

Production and marketing:According to the focus group discussion and key
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informantinterview ofthestudyworeda,low yieldwascausedduetoinadequate

agronomicpracticesanduntimelysupplyofagriculturalinputssuchasimproved

mango seedling supplies;chemicals (Pesticide).Marketing problems cited by

producers includetraderssuppressingofmangoprice,lackofall-weatherroadin

mostofthepeasantassociations,thelargestproportionoftheproducer’sstressthat

lowpriceofmangoisamajorproblem followedbypricefluctuation.Lackofgrading

andstandardsformangocreatedopportunityforthetraderstodetermineweightand

pricesoftheproduct.Producersaregenerallypricetakers

Ripening/Storagefacilities:Mangoishighlyperishableagriculturalproduct.Inthe

studyareaslackofripening/storagefacilitiesformangowasraisedbyallproducers

duringgroupdiscussionandotheractorsasapriorityproblem.Infewplaceswhere

thereisripeningcenterproducersstartedtobenefitalot.Itwasalsoreportedthatin

someplacesripeningcenterwasdesignedandconstructedbysomeNGOlikeVita

Ethiopia(NGOs)andthegovernmentdepartmentwhicheventuallywasnotutilizedby

producers.Therefore,itisrecommendedtoexpandripeningcenterinhighmango

producingareasasperstandardripeningcenterdesignandconstruction.Through

technicalsupporttotheproducers,costeffectivemechanism ofexpandingstorage

shouldbeconsidered.Inaddition,buildingcapacityoftheprimarycooperativesand

governmentstaffespecially DAs to controlthe quality ofthe ripening center

constructedatprimarycooperative/kebelelevel.Trainingandexperiencesharingfor

localbusiness persons maystimulate construction ofripening center(Storage

system)tomakingearningoutofit.Individualproducerscaninvestinstorage

facilitiesiftheyarewellawareofthebenefitsandcouldincreasetheirproductivity.

Thisrequirescapacitatingproducers’entrepreneurship.

Transportation:Mangoproducersandtraderstransportedmangotothelocalmarket

inEthiopiaisdoneinhumanback,animalback,cart(Pulledbyanimals),non-

refrigeratedtrucksandcars.Temperaturesduringthemangoproductionseasonare

high,andthusnon-refrigeratedtransportincreasesthedeteriorationofqualityand

causesmajorlossesoffruit,especiallywhenitisdoneinadequately.Landnon-

refrigeratedtransporttolocalmarketsmaybefeasibleifthedistanceisshort,and
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theweatherisnotverywarm.Inwarm weathertransportshouldbedoneatnight

whenthetemperatureismuchlower.Non-refrigeratedcarsandtrucksshouldbe

coveredadequatelytoprotectfruitfrom windandhightemperature.(Yahia,1999).

InthecaseofArbaminchzuriyamangoproducttransportationtookdifferentforms,

headloadtovehicles.Mangowastransportedfrom fieldtomarketplaceswithhead

load,animalback,equineandIsuzu.Isuzuwastheprominenttransporterofboth.

IsuzuandFSRtookmangofrom manyplaceswithlimitedtransportofcartand

donkeyloadminibusesandlargebusesparticipatedinproducttransportpereach

dayatpeakproductionseasons.Theproblem issomepeasantassociationsare

havingcapacityproblemstodothebusinessactivelyatpickseason,theyhavepoor

collectionsystem andnotonthepositiontosaletheirproductwithfairprice.

4.2.4.OpportunitiesofMangoproductionintheWoreda

BasedonthesurveyconductedonthestatusoftheArbaminchzuriyaworedamango

production,itwasinspectedthatithaslotsofopportunitiesandconstraints.The

opportunitiesrefertotheexternalfavorableconditionsthatareinfavorofmango

productionandmarketingintheWoreda.Thisincludesfavorableweatherconditions

andgoodstrategiclocationforproductionofmango.

4.3.MangoMarketingChannels,CostsandMarginsofActors

4.3.1.MarketingChannels

AsdepictedinFigure4,mangomarketingchannelswascarriedouttoprovidea

systematicknowledgeonflow ofgoodsandservicesfrom producerstothefinal

consumers.Inthisstudyproducerssuppliedmangotodifferentchannelswithinthe

sameproductionyear.Mangomarketingchannelsweregroupedinto12categories

basedonthemangoflow.Inadditiontothis,channelcomparisonwasmadebased

onquantitythatpassedthrougheachchannel.Accordingly,channelXII(Producers----

----collectors----wholesalers---wholesaler’s outside) carry out the largest

quantityofmangosupplywhichwas51.5%ofthetotalmangosuppliedtothemarket.

On the contrary,channelIII(Producers------ Wholesalers------ruralretailers---



67

consumers)carryoutthelowestquantityofmangosuppliedtothemarketwhich

was0.2%.

Marketingchannels

I. Producers-----Cooperatives----Ruralretailers----Consumers(87.12Qt.)

(0.7%)

II. Producers------ruralretailers----consumers(287Qt.)(2.4%)

III. Producers--Wholesalers---Ruralretailers--Consumers(20.3Qt.)(0.2%)

IV. Producers---Wholesaler-----Arbaminchretailers---Consumers(71.1Qt.)

(0.6%)

V. Producer------Collector----ArbaminchRetailers--Consumers(746Qt.)(6.3%)

VI. ProducersCollectorsWholesalers-Arbaminchretailers-Consumers

(470Qt.)(4%)

VII. Producers----Collectors-Ruralretailers--Consumers(134.3Qt.)(1.2%)

VIII. Producers---Consumers(203Qt.)(1.7%)

IX. Producers--Cooperatives--------Union-----Processorsoutside(929.6Qt.)

(7.8%)

X. Producers------Cooperatives---Union---Wholesaler’soutside(1887.4Qt.)

(16%)

XI. Producers---Wholesalers-----Wholesalersoutside(923.65Qt.)(7.8%)

XII. Producers------Collectors------Wholesalers-----Wholesaler’s

outside(6109Qt.)(51.5%)
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Figure4.Mangomarketingchannels

Source:Ownsketchfrom surveyresult,2016

4.3.2.MarketingCostsandMarginAnalysis

4.3.2.1.Marketingcosts

AsindicatedinTable12Mangovaluechainactorsincurredcostsduringproduction

andmarketingactivities.Costsforproduction,labor,transportation,sortingand

grading,packaging,ripening,lossandoverheadcostsareconsiderablealongmango

valuechain.Mangoproducersincurredatotalcostof68.21birrperquintalofwhich

14.66% werecostsofproductionandtheremained85.34% weremarketingcosts.

Productioncostsaregardeningcost,watering,pruning,cultivating,etc.aremajor
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productioncosts.Ontheotherhand,cooperativeswereincurredthehighesttotal

cost(78birrperquintal)thanotheractors.Theyboughtsemiandfullyripened

mangofrom memberproducersandnon-membersandresoldittoGamoGofaunion.

Allthecostsarespendingtoundertakemarketingactivitiescostsliketransportation,

labor,loss,sortingandgrading,andripening.Theytravelledlongdistancetocollect

andbuymangosothattheywereexposedtohighdonkeycarttransportationcost.

Thestudyalsorevealedthatthewastageamountwashighforretailersascompared

toothersduetopoortransportation,absenceofstorageandlimitedknowledgeon

post-harvesthandling.ThisresultisinlinewithTakele(2015)whodepictedthatthe

majorcostsincurredbyallmarketactorsexceptprocessorswasloss.

Table12.Analysisofdistributionofmarginalongmangovaluechain

MangoMarketingcostsandbenefitsharesofactors

Item Birr/Qt
Produce
r

Collecto
r

Wholesale
r

Cooperativ
e

Retailer
s

Horizontal
sum

Purchaseprice 0 150 160 210 250 770
Productioncost 10 0 0 0 0 10
Marketingcost           0

 Labor 10 2.5 6 4 3 25.5
 transport 8.27 6.5 6.5 6.5 6 33.77
 loss 36.48 11 26.4 35 30 138.88
 sortingand

grading 3.46 1.5 3 2.5 1 11.46
 packaging           0
 ripening     3.5 5 2 10.5

Totalmarketing
cost 58.21 21.5 45.4 53 42 220.11
Overheadcost     10 25 5 40
Totalcost 68.21 21.5 55.4 78 47 270.11
Sellingprice 150 253.85 381.81 450 500 1735.66
Marketingmargin 140 103.85 221.81 240 250 955.66
%shareofmargin 14.65 10.87 23.21 25.11 26.16 100
Profitmargin 71.79 82.35 166.41 162 203 685.55
%shareofprofit 10.47 12.01 24.27 23.63 29.61 100

Source:Owncomputationfrom surveyresult,2016
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4.3.2.2.Marketmarginanalysis

Marketmargins ofmango value chain actors were analyzed in five marketing

channelsasshowninTable13below.GMMp,GMMcol,GMMwh,GMMcop,GMMrret

and GMMaretarerepresentsgrossmarketing marginsofproducers,collectors,

wholesalers,cooperatives ruralretailers and Arbaminch retailers,respectively.

NMMcol,NMMwh,NMMcopNMMrretandNMMaret,arenetmarketingmarginsof

collectors,wholesalers,cooperatives,ruralretailers and Arbaminch retailers,

respectively.Thetotalgrossmarketingmarginoftraders(TGMM)wasinchannelIV,

V,VI,VII,IIII,andIIwhichwere71%,70%,70%,70%,68%,58% and50%,respectively.

WholesalershavegotthehighestgrossmarketingmargininchannelIIIandIVwhich

is58%sincetheyweresoldwithouttransportationcostatcollectioncenter.Inthe

contrary,ruralretailershavegotthelowestmarketingmargininchannelIwhichis10

% because theypurchase and sellmainlyatthe ruralmarketwith minimum

differencein price,in which theyfaced high competition with wholesalersand

collectors.

InchannelVIIIproducer’sshareishighestwheretheysoldtheirproductdirectlyto

consumers.WithoutconsideringthatchannelGMMpwasbetterinchannelIIandI

whichwere50% and42%,respectively.But,itwaslowestinchannelIVwhichwas

29% forthereasonthattherewereanumberofactorsinvolvedinthemarket

channels.Asaresult,thesharesofproducersdiminished.
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Table13.Marketingmarginsforactorsalongdifferentmarketchannels

Actors

Pricesand

Margins(ETB)

MarketingChannels

I II III IV V VI VII VIII

Producers Sellingprice 210 250 160 160 150 150 150 150

 

Production

cost/Qt 10 10 10 10 10 10 10 10

 

Marketingcost/

Qt 58.21 58.21

58.2

1 58.21

58.2

1

58.2

1

58.2

1

58.2

1

  TotalCost/Qt 68.21 68.21

68.2

1 68.21

68.2

1

68.2

1

68.2

1

68.2

1

  Netprofit 141.79

181.7

9

91.7

9 91.79

81.7

9

81.7

9

81.7

9

81.7

9

Collectors Price/quintal  -  -  -  - 254 254 254  -

  GM/quintal  -  -  -  - 104 104 104  -

  %GMMcol  -  -  -  - 41 41 41  -

 

Marketing

cost/Qt.  -  -  -  - 21.5 21.5 21.5  -

  NMMcol  -  -  -  - 82.5 82.5 82.5  -

  %NMMcol  -  -  -  - 16.5 16.5 16.5  -

Wholesaler Price/quintal  -  - 382 382  - 382  -  -

  GM/quintal  -  - 222 222  - 128  -  -

  %GMMwh  -  - 58 58  - 34  -  -

 

Marketing

cost/Qt.  -  - 55.4 55.4  - 55.4  -  -

  NMMwh  -  -

166.

6 166.6  - 72.6  -  -

  %NMMwh  -  -

33.3

2 30.3  -

14.5

2  -  -

Cooperativ

es Price/quintal 450  -  -  -  -  -  -  -
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  GM/quintal 240  -  -  -  -  -  -  -

  %GMMcop 53  -  -  -  -  -  -  -

 

Marketing

cost/Qt. 78  -  -  -  -  -  -  -

  NMMcop 162  -  -  -  -  -  -  -

  %NMMcop 32.4  -  -  -  -  -  -  -

Rural

retailers Price/quintal 500 500 500  -  -  - 500  -

  GM/quintal 50 250 118  -  -  - 246  -

  %GMMrret 10 50 24  -  -  - 49  -

 

Marketing

cost/Qt. 47 47 47  -  -  - 47  -

  NMMrret 3 203 71  -  -  - 199  -

  %NMMrret 0.6 40.6 14.2  -  -  - 39.8  -

Arbaminch

Retailers Price/quintal  -  -  - 550 500 500  -  -

  GM/quintal  -  -  - 168 246 118  -  -

  %GMMaret  -  -  - 31 49 24  -  -

 

Marketing

cost/Qt.  -  -  - 47 47 47  -  -

  NMMaret  -  -  - 121 199 71  -  -

  %NMMaret  -  -  - 22 39.8 14.2  -  -

%TGMM   58 50 68 71 70 70 70 0

%GMMp   42 50 32 29 30 30 30 100

Source:Owncomputationfrom surveyresult,2016

4.4.FactorsAffectingMangoMarketSupply

Accordingtotheresultofthisstudy,allsampleproducerhouseholdsaregood

suppliersofthemango to themarket.Analysisoffactorsaffecting farm level

marketable supply ofmango was found to be importantto identify factors

constrainingmangosupplytomarket.Thenumbersofsamplemangoproducers
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were204.Multiplelinearregressionmodelwasemployedtoidentifythefactorsthat

determinesthesupplyofmangotothemarket.Ofthetotalmangosuppliedby

sampleproducers62.8%,24.5%,8.5%,2.4%1.7%weresoldtocollectors,cooperatives,

wholesalers,retailersandconsumers,respectively.

Twelveexplanatoryvariableswerehypothesizedtodeterminethehouseholdlevel

marketablesupplyofmango.Outofthe12 explanatoryvariablesused forthe

analysissevenofthem werefoundtosignificantlyaffectmangosupplyatdifferent

significantlevels.Thesearedistancetothenearestmarket,numberofmangotrees,

experience in mango production,marketing experience,ownership oftransport,

extensioncontact,andmarketinformationaccess.

For the parameter estimates to be efficient,unbiased and consistent the

assumptionsofClassicalLinearRegression(CLR)modelshouldholdtrue.Hence,

multicollinearity,heteroscedasticity and omitted variable detection tests were

performedusingappropriateteststatisticsofvarianceinflationfactor,Breusch-

PagantestandRamseytestapplied,respectively.

Multicollinearitytest:Varianceinflationfactor(VIF)andContingencycoefficient(CC)

wereemployedtotesttheexistenceofmulticollinearityproblem amongcontinuous

explanatoryvariablesanddummyvariablesrespectively.Asaruleofthumb,iftheVIF

ofanexplanatoryvariableexceeds10itissaidtobehighlycollinear.But,inthiscase

thevalueofVIFforallvariableswasintherangesof1.09to1.53Asaresult,

multicollinearitywasnotaproblem amongthehypothesizedcontinuousanddummy

variables(Seeappendixtable2).Theresultofthecontingencycoefficientindicates

theabsenceofmulticollinearityproblem amongtheexplanatorydummyvariables

(Seeappendixtable3).

Heteroscedasticitytest:Breusch-Pagan/Cook-Weisbergtestforheteroscedasticity

wasusedtodetectheteroscedasticity.SinceProb>chi2=0.0000issignificantwhich

indicatedthat,thereisnoconstantvarianceoferrorterms.Asaresult,itwas

possibletoconcludethattherewasaproblem ofheteroscedasticityinthedata(See

appendixtable4).Therefore,robustcommandinSTATAwasappliedtocorrectthe
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heteroscedasticityproblem.Robustthe standard errorwas used to obtain the

estimateswithsmallestpossiblestandarderrorssinceheteroscedasticitycauses

standarderrorstobebiased.

AsdescribedinTable14,theresultsofthemultiplelinearregressionmodelshowed

sevenexplanatoryvariablesfoundsignificantlyinaffectingmangomarketsupplyof

farm households.Six explanatory variables;experience in mango production,

marketingexperience,ownershipoftransport,extensioncontact,numberofmango

trees and marketinformation access were positivelyand significantlyaffected

marketsupplyofmangowhereasdistancetothenearestmarketaffectednegatively

andsignificantly.Inaddition,theProb.>F=0.000meansthattheentiremodelisfit

andtheR2=0.774means77.4%ofthevariationinthesupplyofmangotomarketis

explainedbytheindependentvariables.
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Table14.Modeloutputofmultiplelinearregressionforfactoraffectingmarket
supply

Variable Coef. Robust

Std.Err.

t P>t

SEX 4.180 4.024 1.04 0.300

FAMSIZE -0.279 0.534 -0.52 0.602

EDUCATN -0.596 0.827 -0.72 0.472

DISTNMKT -3.497** 1.445 -2.42 0.016

EXPRMPRD 0.949** 0.407 2.33 0.021

MRKTEXP 1.742*** 0.587 2.97 0.003

NMTREES 1.149*** 0.327 3.52 0.001

OWNTRANS 27.309*** 8.132 3.36 0.001

COOPMEM -3.858 3.443 -1.12 0.264

ACCSCRDT 6.972 5.402 1.29 0.198

EXTENSION 3.990** 2.013 1.98 0.049

MKTINFO 14.763** 6.534 2.26 0.025

CONSTANT -25.709 11.701 -2.20 0.029

R2 77.40

F 49.89***

Prob>F 0.0000

N 204

Note:Dependentvariableisquantityofmangosuppliedtothemarketinquintal.***,

**and*arestatisticallysignificantat1%,5%and10%,respectively.

Source:Owncomputationfrom surveyresult,2016

Distance to the nearestmarket(DISTNMKT):Itaffected mango marketsupply

negativelyandsignificantlyatlessthan5%significancelevel.Theresultshowsthat

asdistancetothedistrictmarketincreasesbyonehourtheamountofmango

suppliedtothemarketdecreasedby3.49quintals,otherthingsremainingconstant.

Thisisduetothereasonthatasthedistancetothemarketcenterincreases,costof

transportationincreases,andothermarketingexpensesalsoincreasedasaresult
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quantityofmangosuppliedtothemarketdecreased.Thisresultisinlinewith

findingsofAyelech(2011)whodepictedthatasthedistancetothemarketcenter

increasestransportationandothermarketingcostsalsoincreasedasaresultthe

avocadomarketsupplydecreased.

Experienceofmangoproduction(EXPRMPRD):Ashypothesized,theregression

resultshows thatexperience ofmango production positively and significantly

affectedmangoquantitysuppliedtothemarketatlessthan5% significancelevel.

Theresultalsoimpliedthatothervariableremainedthesame,experienceofmango

production increased by one yearthe quantity ofmango supplied to market

increasedby0.95quintals.Producersexperienceinmangoproductionplaysavital

roleinproducingqualitymango.Thosefarmerswhoaremoreexperiencedwere

betterindoinggoodagronomicpractice,goodharvestingandpost-harvesthandling,

controllingpestanddisease,andtheirlossislowsothattheysuppliedmoretothe

market.ThisagreeswiththefindingsofDerib etal.(2014)who illustrated an

increaseoffarmer’sexperienceinavocadoproductionbyoneyear,thequantity

suppliedtomarketincreasedby0.24quintals.Similarly,thefindingsofAyelech

(2011)indicatedthatwhenexperienceincreasedbyoneyeartheamountofavocado

supplyincreasedby5.98quintals.

Marketing experience (MRKTEXP):Itispositivelyassociated with the value of

marketedsupplyofmangoandstatisticallysignificantatlessthan1%.Thepositive

sign ofmarketing experience implied that,when mango producermarketing

experienceincreasedbyoneyeartheamountofmangosuppliedtothemarket

increasedby1.74quintals,ceterisparibus.Thisresultisinlinewiththefindingsof

Geoffrey et al.(2014) who indicated that marketing experience statistically

influencingpositivelyandsignificantlytheextentofmarketparticipationwhichisan

increaseinafarmersmarketingexperiencebyoneyearincreasetheproportionof

pineapplesaleby0.0098.

Numberofbearingmangotrees(NMTREES):Thisvariableaffectedthesupplyof

mangotomarketpositivelyandsignificantlyatless1%.Theresultrevealedthat
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thoseproducerswhoownedlargenumberofbearingmangotreestheirmango

supplytothemarketincreasedby1.15quintals.Thisresultisinlinewiththefindings

ofDavis(2015)whoindicatedthatproducerswithlargenumberofmangotreeswere

morelikelysupply0.159quintaltothemarketsincetheproductisperishable.

Ownershipoftransport(OWNTRANS):Itaffectedsupplyofmangopositivelyand

significantlyatlessthan1% ofsignificancelevel.Theresultindicatedthatthose

householdswhoownedtransporttheirmangomarketsupplyincreasedby27.30

quintals,keepingothervariablesconstant.Thisisduetothefactthattransport

ownershipplaysvitalroleinreducingtransportationcostsaswellasfarmerswho

havetransportcangodistantmarketandchoosemorethanonemarkettoselltheir

produce,supplymoreandsobeabletoachievehigherprice.Thisisinlinewiththe

findingsofTakeleetal.(2017)whoindicatedthatowningtransportsignificantlyand

positivelyaffected atlessthan 1% and increased theprobabilityofproducer’s

participationby0.637% andquantityofmangosupplyconditionalondecisionto

participateincreasedby118.1%.

Extensioncontact(EXTENSION):Itaffectedmangomarketsupplypositivelyand

significantlyatlessthan5% significancelevel.Ifproducer’sextensioncontact

increasedbyaunitproducer’squantitysupplytothemarketincreasedby3.99

quintals,ceterisparibus.Thisisduetothefactthatthemoreproducersobtained

extension service frequently in agronomic practice,harvesting,post-harvest

management,and marketing theirproduction improved and post-harvestloss

reducedandsothattheysuppliedmorequantityofmangotothemarket.Thisresult

isinlinewiththefindingsofNegaetal.(2015)andAyelech(2011)whoindicated

thatifamangoproducergetsextensioncontacttheamountofmangosuppliedto

themarketincreasedby0.522and9.595quintals,respectively.

Marketinformationaccess(MKTINFO):Itispositivelyassociatedwiththevalueof

marketedsupplyofmangoandstatisticallysignificantatlessthan5%.Thepositive

signofmarketinformationaccessimpliedthat,ifmangoproducergetsmarket

informationtheamountofmangosuppliedtothemarketincreasedby14.76quintals,
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ceterisparibus.ThisresultisinlinewiththefindingsofNegaetal.(2015)who

indicatedthatfarmerswhohavemarketinformationcansupply0.125quintalthan

thosewhodonothavemarketinformationaccess,otherthingsremainingconstant.

Similarly,Deribetal.(2014)whoindicatedthatthebetterinformationfarmershave

abouttheproductsmarketing,thehigherwould betheirparticipationleveland

avocadosupplylevelincreasedby3.21quintals.

3.1.FactorsaffectingmangoproducersMarketOutletChoices

ThemodelresultsinTable15showedthechoicesetintheMVPmodelincludesfive

outletchoices;which were wholesales,collectors,cooperatives,retailers and

consumeroutlets.Thesamplesweredrawn5timesbecause,maximum likelihood

(ML)estimatorswascomputedfrom theparametersestimatedasofthesamples

drawn.Thematrixrho21,rho31,rho41,rho51,rho32,rho42,rho52,rho43,rho53,

rho54wererepresentedthecorrelationcoefficientmatrixbetweencollectorsand

wholesalers,cooperativesandwholesalers,retailersandwholesalers,consumers

andwholesalers,cooperativesandcollectors,retailersandcollectors,consumers

andcollectors,retailersandcooperatives,consumersandcooperatives,consumers

and retailers,respectively.The likelihood ratio testresultindicated that,the

correlationcoefficientsarestatisticallydifferentfrom zeroin1ofthe10cases,

confirmingtheappropriatenessofthemultivariateprobitspecificationandoutlet

choicesaremutuallyinterdependent.TheWaldχ2testvalueof152.25whichis

significantat1% significancelevelindicatedthatseparateestimationofchoiceof

these outlets is biased and the decisions to choose the five outlets were

interdependent.

Theloglikelihoodratiotastesarejointlyzeroandthefiveoutletchoicedecisionsare

independentwasrejectedatthe1%level.TheMLestimationresultssuggestedthat

therewasanegativeandsignificantinterdependencebetweenhouseholddecisions

to choose wholesalers and collectors atless than 5 % significance level,and

collectorsandcooperatives;andcooperativesandretailersoutletchoicewerealso

negatively and significantly interdependentatless than 1% significance level;

whereascollectorsandretailersandwholesalerswerepositivelyandsignificantly
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interdependentatlessthan1%and5%,respectivelybutnotbetween wholesalers

andcooperatives;collectorsandconsumers;wholesalersandretailers;cooperatives

andconsumers;andretailersandconsumers.

Thechoiceofcollector’soutletwassignificantlydecreasethechoiceofwholesalers’

andcooperativesoutlets;andthechoiceofcooperativesassignificantlydecrease

thechoiceofretailerssincethehouseholds’decisiontochooseonetypeofoutlet

reduceschoiceoftheotheroutlets.Ontheotherhand,thechoiceofwholesalersand

collectorspositivelyandsignificantlyaffectsthechoiceofretailersandconsumer’s

outlets,respectively.

Theoutletchoiceofwholesalerswasinfluencedbyfamilysizeofthehouseholdhead,

quantityofmango produce,marketing experience,membership in cooperative,

selling price and extension contact.The predicted probabilities ofhousehold’s

wholesaleroutletwas14%.Thisresultwasrelativelylowerthantheprobabilityof

choosingcollectors,cooperatives,retailersandconsumersoutletchoices.Thiswas

duetothefactthatwholesalerswerepurchasehighamountfrom collectorsinthe

woredaandkebelemarketthanfrom producers.Hence,theyfaceconstraintstosell

mangoimmediatelytowholesalers.ThisresultisinlinewithTakeleetal.(2017)who

indicated thatthe probability ofchoosing wholesalers outletis influenced by

householdfamilysize,distancetonearestmarket,priceandquantityofmango

produced.

Ageofthehouseholdhead,creditaccess,sellingpriceandmarketinformation

accessweresignificantdeterminantsofthecollectors’outletchoice.Thepredicted

probabilityofchoosingcollectorsoutletwas69% relativelyhighestoutletchoice.

Thiswasduetofactthatcollectorswereavailableneartoproducers,boughtat

premium priceandinlargequantitythanothers.Thisisinlinewiththefindingsof

Takeleetal.(2017)whoillustratedthatprobabilityofchoosingcollectormarket

outletwasdeterminedbythefamilysize,distancetothenearestmarket,quantityof

mangoproduced,priceandaccesstonon-farm income.

Cooperativesoutletchoicewasinfluencedbyeducationofthehouseholdhead,
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cooperative members and selling price.The predicted probability ofchoosing

cooperativesoutletwas32%.ThisresultisinlinewithCharityetal.(2015)who

indicatedthattheeducationlevelofthehousehold,trustlevelandtransportcost

affectschoosingofmangoproducemarketgroup.

Distancetonearestmarket,experienceofmangoproduction,ownershipoftransport,

creditaccessandextensioncontactwerethesignificantfactorswhichinfluencedthe

retailer’soutletchoice.Thepredictedprobabilityofchoosingretailersoutletwas16%.

ThisisalsoinlinewiththefindingsofTakeleetal.(2017)whoindicatedthatthe

retailer’soutletchoiceisinfluenced byquantityofmango produced and price.

Consumersmarketoutletwasalsosignificantlyaffectedbyage,education,sexof

the household,and membership in cooperative.The probabilityofhouseholds

choosingconsumersoutletwas19%.

Thejointprobabilityofsuccessorchoosingfiveoutletswasonly4.86%.Itwas

unlikelyforhouseholdstochooseallfiveoutletssimultaneously.Thiswasduethe

factthatallthefiveoutletchoiceswerenotsimultaneouslyaccessibleinthestudy

districtbythemangoproducers.Besides,thefiveoutletchoiceswerecompetitive.

However,thejointprobabilityoffailureornottochoosealloutletswas0.03%,which

meansthatthehouseholdswerelesslikelytofail.
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Table15.Modeloutputsofmultivariateprobitfordeterminantsofoutletchoices

Variable Wholesalers(1) Collectors(2) Cooperatives(3) Retailers(4) Consumers(5)
Coef. S.E Coef. S.E Coef. S.E Coef. S.E Coef. S.E

AGE 0.012 0.013 -0.018* 0.00
9

0.008 0.009 0.008 0.009 -0.016* 0.009

EDUCATN 0.141 0.112 -0.082 0.08
8

0.267*** 0.088 0.048 0.085 -0.21*** 0.102

FAMSIZE 0.148*** 0.053 -0.033 0.03
8

0.043 0.038 0.011 0.045 -0.002 0.039

SEX -0.025 0.378 0.201 0.28
9

-0.400 0.289 0.647 0.413 -0.466* 0.262

DISTNMKT 0.137 0.104 0.078 0.08
2

-0.030 0.082 0.145* 0.076 -0.041 0.080

QPRODUCT -0.004** 0.002 0.001 0.00
1

-0.001 0.001 -0.0007 0.002 -0.001 0.002

EXPRMPRD 0.017 0.031 0.012 0.02
3

-0.015 0.023 0.069*** 0.026 0.020 0.023

MRKTEXP 0.074* 0.039 -0.0005 0.03
1

-0.003 0.031 0.003 0.031 0.008 0.032

OWNTRANS -0.170 0.500 0.0204 0.32
5

-0.305 0.325 0.760*** 0.359 -0.678 0.438

COOPMEM -0.76*** 0.302 0.181 0.22
7

0.649*** 0.227 -0.144 0.247 0.559*** 0.225

ACCSCRDT 0.182 0.411 -0.703* 0.30
7

0.245 0.307 -0.63*** 0.281 -0.082 0.331

PRICE -0.015** 0.007 -0.02*** 0.00
6

0.028*** 0.006 0.001 0.006 0.001 0.005

EXTENSION -0.306* 0.163 0.179 0.12
8

-0.114 0.128 0.278*** 0.133 0.094 0.128

MKTINFO -0.388 0.342 -0.691* 0.27
0

0.254 0.270 0.236 0.419 0.212 0.347

_CONS -0.724 1.837 6.036 1.63
3

-6.751 1.633 -4.030 1.649 0.096 1.418

rho21 -0.278
rho31 -0.042
rho41 .0157
rho51 0.417
rho32 -0.872
rho42 0.706
rho52 0.098
rho43 -0.603
rho53 -0.118
rho54 0.039
Predicted
probabilities

0.14 0.69 0.32 0.16 0.19

Joint
probability
(success)

0.04861

Joint 0.00033
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probability
(failure)
N =204
Numberofsimulation(draws)=5
Loglikelihood=-370.98389offittedmodel
Waldchi2(70)=152.25
Likelihoodratiotestofrho21=rho31=rho41=rho51=rho32=rho42=rho52=rho43=rho53=rho54=0;Chi2(10)=
127.717
Prob>chi2=0.0000

***,**and*arestatisticallysignificantat1%,5%and10%,respectively.

Source:Owncomputationfrom surveyresult,2016.
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4.SUMMARY,CONCLUSIONANDRECOMMENDATIONS

4.1.SummaryandConclusions

Mango(MangiferaindicaL.)isafleshystonefruitbelongingtothepanesMangifera,

consisting of numerous tropicalfruiting trees in the flowering plant family

Anacardiaceae.Itisgrownthroughoutthetropics,andsubtropicsoftheworldand

alsoconsideredtobethekingoffruitsduetowideecologicalrange,delicioustaste,

excellentflavor,veryhighnutritiveandmedicinalvalueaswellasgreatreligio-

historicalsignificance(Yigzawetal.,2014).Thespecificobjectivesofthisstudywere

identifyingthemajormangovaluechainactorsandtheirrolesinthestudyarea;

quantifyingcostsandmarginsforkeymangovaluechainactors;identifyingfactors

affecting market supply,and identifying producers’outlet choices and its

determinants.

Thedatawerecollectedfrom bothprimaryandsecondarysources.Theprimarydata

werecollectedfrom 204sampleproducers,24traders,and30consumersand

analyzedbydescriptivestatistics,valuechainmapping,marketingmargin,multiple

linearregressionandmultivariateprobitmodelwiththeapplicationofappropriate

statisticalprocedures.

Theresultindicates,ofthetotal204interviewedmango producinghouseholds,

85.3%weremaleheadedandtheremaining14.7%werefemale-headedhouseholds.

Themeanageofsamplehouseholdheadswas53.5years.Theaveragefamilysize

ofsamplehouseholdswas7.7.From thetotalsample27.5% ofhouseholdheads

wereilliteratewhiletheremaining72.5% ofthesampledhouseholdshaddifferent

levelofeducationwhichrangesfrom readandwriteupto12completions.The

averagenumberofmangotreeperhouseholdwas26.92trees.Thetotalmango

producedbysampledhouseholdsanditsmeanwas18,243.72quintalsand89.43

quintalsrespectively.Outofthetotalquantityproduced11,785quintals(64.5%)was

suppliedtothemarket,5,720quintals(31.2%)waswastedandtherest784quintals

(4.3%)wasconsumedathome.

Themainvaluechainactorswereseedlingsuppliers,mangoproducers,collectors,
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wholesalers, cooperatives, retailers, and consumers. Collectors engaged in

purchasingmangofrom producersandselltowholesalersatsimilardistrictmarket.

Wholesalerspurchasemangofrom producersandcollectorsandselltoretailersand

otherwholesalersoutsidethestudyworeda.Cooperativespurchasemangofrom

producersandsellittoprocessors,unionandretailers.Retailerspurchasemango

from producers,collectors,cooperatives,andwholesalersandselltoconsumers.

ThemainidentifiedsupportserviceswereAgricultureandRuralDevelopmentOffice

ofArbaminchzuriyaworeda,cooperativepromotionoffice,tradeandindustryoffice,

ArbaminchplanthealthclinicandArbaminchagriculturalresearchcenter.

Mangoproducersincurredatotalcostof68.21birrperquintalofwhich14.66%were

costsofproductionandtheremained85.34% weremarketingcosts.Cooperatives

wereincurredthehighesttotalcost(78birrperquintal)thanotheractors.Thetotal

grossmarketingmarginoftraders(TGMM)wasinchannelIV,V,VI,VII,IIII,andII

whichwere71%,70%,70%,70%,68%,58%and50%,respectively.Wholesalershave

gotthehighestgrossmarketingmargininchannelIIIandIVwhichis58%sincethey

weresoldwithouttransportationcostatcollectioncenter.Inthecontrary,rural

retailershavegotthelowestmarketingmargininchannelIwhichis10% because

theypurchaseandsellmainlyattheruralmarketwithminimum differenceinprice,in

which they faced high competition with wholesalers and collectors. Without

consideringthatchannelGMMpwasbetterinchannelIIandIwhichwere50%and

42%,respectively.But,itwaslowestinchannelIVwhichwas29%forthereasonthat

therewereanumberofactorsinvolvedinthemarketchannel.Asaresult,theshares

ofproducersdiminished.

Theresultofmultiplelinearregressionmodelindicatedthat,marketsupplyofmango

was significantly and positively affected by experience in mango production,

marketingexperience,numberofmangotrees,ownershipoftransport,extension

contact,and marketinformation access.Whereas distance to nearestmarket

affectedsupplynegatively.About77.4%ofthevariationinthedependentvariableis

explainedbytheindependentvariable.Therefore,thesevariablesrequirespecial
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attentionifmarketablesupplyistobeincreased.

Multivariateprobitmodelwasusedtoidentifydeterminantsofproducers’market

outletchoice decisions since,outletdecisions were interdependent.The outlet

choiceofwholesalerswasinfluencedbyfamilysizeofthehouseholdhead,quantity

ofmangoproduce,marketingexperience,membershipincooperative,averageselling

priceandextensioncontact.Thepredictedprobabilitiesofhousehold’swholesaler

outletwas14%.Thisresultwasrelativelylowerthantheprobabilityofchoosing

collectors,cooperatives,retailers and consumers outletchoices.Age ofthe

householdhead,creditaccess,averagesellingpriceandmarketinformationaccess

were significantdeterminants ofthe collectors’outletchoice.The predicted

probabilityofchoosingcollectorsoutletwas69% relativelyhighestoutletchoice.

Cooperativesoutletchoicewasinfluencedbyeducationofthehouseholdhead,

cooperative members and average selling price.The predicted probability of

choosingcooperativesoutletwas32%.Distancetonearestmarket,experiencein

mango production,ownershipoftransport,creditaccessandextensioncontact

significantlyinfluenced the retailer’s outletchoice.The predicted probabilityof

choosingretailersoutletwas16%.Consumersmarketoutletwasalsosignificantly

affectedbyage,education,sexofthehousehold,andmembershipincooperative.

Theprobabilitiesofhouseholdschoosingconsumersoutletwas19%.

Thejointprobabilityofsuccessorchoosingfiveoutletswasonly4.86%.Itwas

unlikelyforhouseholdstochooseallfiveoutletssimultaneously.Thiswasduetothe

factthatallthefiveoutletchoiceswerenotsimultaneouslyaccessibleinthestudy

districtbytheproducerproducers.Besides,thefiveoutletchoiceswerecompetitive.

However,thejointprobabilityoffailureornottochoosealloutletswas0.03%,mean

thatthehouseholdswerelesslikelytofail.

4.2.Recommendations

Basedonthefindingsofthestudy,thefollowingrecommendationsaresuggestedto

beconsideredbyGovernmentalandNon-GovernmentalOrganizations,producersand

otherstakeholdersintheirfutureinterventionstrategiesaimed atproviding the
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developmentofmangovaluechaininthestudyareainparticularandotherareas

withsimilarsetting.

Thestudyindicatedthatthereisahighdifferencebetweenproducers’priceandretail

price in mango marketing resulting in to low gross margin ofproducers.But,

producersaredoingallworksofmangoproductionbearingotherassociatedrisks.

Therefore,more effortshould require bygovernmentalinstitutions to reinforce

marketintelligenceinallactorsbycollectingmarketinformationanddisseminatethe

dailypricesatalllevelsofthemarketingchainsandlocations.

Theresultofmultiplelinearregressionanalysisindicatedthatmangosupplytothe

marketwaspositivelyandsignificantlyaffectedbyexperienceinmangoproduction,

marketingexperience,numberofmangotrees,ownershipoftransport,extension

contactandmarketinformationaccess.Therefore,thesefactorsshouldbepromoted

inordertoincreasetheamountofmangomarketablesupply.Improvingmango

seedling supply system,capacitating farmer’s knowledge and skillon mango

productionandmanagement,post-harvesthandlingpractices,introducingimproved

harvestingtoolsandtechnologies,renewingoldmangotreesbytopworking,and

controllingdiseaseandpestbypromotingintegratedpestanddiseasemanagement

practicesshouldbepromotedtoincreasemangomarketablesupply.Inaddition,

improving transportation system,creating awarenesson creditand saving,and

linkingproducerswithmicrofinanceinstitutionalandbanks.Furthermore,assisting

andstrengtheningcooperatives,capacitatingcooperativesleadersthroughtrainings

andclosemonitoring,linkingcooperativeswithunionandfinancialinstitutionswould

increasemangomarketablesupply.

On the otherhand,mango marketable supplywas significantlyand negatively

affectedbydistancetonearestmarket.Therefore,thesefactorsshouldbepromoted

toincreasethemarketablesupplyofmango.Enhancingknowledgeandskillof

producerfamilymembersbygivingtrainingandawarenesscreationonproduction

andmarketing,andreducingwastagebypromotingbetterharvestingandpost-

harvesthandling.In addition to that,improving road infrastructure,establishing
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collectioncenterandcoldstorage,coldtransportandmarketcentersneartothe

producer’sareaincreasesmarketablesupplyofmangotothemarket.

Regardingtothemarketchannelchoices,thecollector’soutletchoicewashighly

chosen byproducers so thatintervention is needed to strengthen the linkage

betweenproducersandcollectors,assistcollectorstoaddvalueontheproduct,

legalizing illegalcollectors,there is a need to strengthening and promoting

producers’adequate extension services,creating access to logistics and cold

transportationsystem,andcreatingstrongmarketlinkagewithagroprocessing

industries.Inaddition,basedonthefindingsofthisstudy,somerelevantimplications

canbedrawnthatcanassisttodesignappropriateinterventionmechanismsto

improvemarketoutletschoiceofmangoproducersinthestudyarea.Interventions

intendedatreducingtransactioncoststhroughruralinfrastructureinvestmentinthe

form ofestablishing allweatherroad,improving producersskillon production,

harvestingandpost-harvesthandlingofmango,encouragingproducerstoaddvalue

on the product,introducing new innovative technologies,improving market

informationdeliverysystem inorderto avoidinformationasymmetry,improving

smallholderfarmersaccesstocreditthroughstrengtheningruralmicrofinanceand

encouragingmembershipincooperativesarevitalareaofinterventionthatwould

assistfarmerstochoosethemorerewardingmarketoutlets.

Finally,thereisaneedtofurtherresearchonmangovalueaddition,processingand

market integration by research institutions, universities, NGOs and other

stakeholders.Additionally,promotingprivate-publicpartnershipsandbringingvarious

stakeholderstogetherthroughdifferentforums(Valuechainactor’sconsultative

workshops)wouldstrengthenthelinkagesandimproveinformationflow alongthe

chain.
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I. AppendixTables

AppendixTable1.Statisticalresultsofonesamplet-testsforcontinuousvariables

Total(N=204)

Variables Mean Std.

Deviation

t-value

Age(Years) 53.5 13.6 56.3***

Familysize(Number) 7.7 2.8 39.4***

EducationoftheHH(Yearsofschooling) 2.7 1.7 22.7***

Distancetonearestmarket(Hours) 2.3 1.4 24.2***

Mangoproduction(Quintal) 89.4 71.9 17.7***

Numberoftrees(Number) 24.2 21.8 15.8***

Mangoproductionexperience(Years) 13 4.5 41.0***

Marketingexperience(Years) 12 4.5 37.7***

Price(Birr) 176 21.4 117.9***

Extensioncontact(Numberofcontact) 1.8 0.9 28.2***

Note:***isstatisticallysignificantat1%significancelevel.

Source:Owncomputationfrom surveyresult,2016

AppendixTable2.VIFforcontinuousvariablesincludedintheMLRmodel

Variables VIF 1/VIF

Familysize 1.09 0.91

Educationofthehousehold 1.20 0.83

Distancetonearestmarket 1.28 0.78

Numberofmangotrees 1.46 0.68

Mangoproduction

experience

1.16 0.86

Marketingexperience 1.53 0.65

Extensioncontact 1.20 0.83

MeanVIF 1.27
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Source:Owncomputationfrom surveyresult,2016

AppendixTable3.ContingencyCoefficienttestfordummyvariablesincludedinthe
MLRmodel

Sex Membership

in

cooperative

Credit

access

Market

information

Transport

ownership

Sex 1.0000

Membership

in

cooperative

0.0542 1.0000

Creditaccess 0.1491 0.0223 1.0000

Market

information

-0.0757 0.0743 0.2711 1.0000

Transport

ownership

0.1909 0.1242 0.1242 0.1007 1.0000

Source:Owncomputationfrom surveyresult,2016

AppendixTable4.Breusch-Pagan/Cook-WeinsbergTestforHeteroscedasticitytest
ofMLRmodel

H0:ConstantVariance

Variable:fittedvaluesofMKTsupply

Chi2(1)=132.36

Prob>chi2=0.0000

Source:Owncomputationfrom surveyresult,2016

AppendixTable5.RamseyRESETtestforOmittedvariabletestofMLRmodel

H0:modelhasnoomittedvariables

F(3,187)=9.31

Prob>F=0.0000

Source:Owncomputationfrom surveyresult,2016
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AppendixTable6:ErrorcovariancematrixandcorrelationsoftheMVPmodel

Correlation Coef. Std.Err. z P>z

/atrho21 -.2856347 .1425875 -2.00 0.045**

/atrho31 -.0427563 .135758 -0.31 0.753

/atrho41 .1587899 .1578564 1.01 0.314

/atrho51 .4441061 .1601249 2.77 0.006***

/atrho32 -1.342271 .1919767 -6.99 0.000***

/atrho42 .8794051 .1917753 4.59 0.000***

/atrho52 .0983946 .1151377 0.85 0.393

/atrho43 -.6985975 .2090045 -3.34 0.001***

/atrho53 -.1188556 .1339289 -0.89 0.375

/atrho54 .0397001 .1391298 0.29 0.775

rho21 -.2781121 .1315589 -2.11 0.035**

rho31 -.0427303 .1355101 -0.32 0.753

rho41 .1574686 .1539421 1.02 0.306

rho51 .4170422 .1322753 3.15 0.002***

rho32 -.8722166 .0459282 -18.99 0.000***

rho42 .7061212 .0961548 7.34 0.000***

rho52 .0980783 .1140301 0.86 0.390

rho43 -.6034768 .1328884 -4.54 0.000***

rho53 -.1182991 .1320546 -0.90 0.370

rho54 .0396793 .1389108 0.29 0.775

Likelihoodratiotestofrho21=rho31=rho41=rho51=rho32=rho42=rho52=

rho43=rho53=rho54=0:chi2(10)=127.717 Prob>chi2=0.0000,***and**are

statisticallysignificantat1%,and5%,respectively.Source:Owncomputationfrom

surveyresult,2016
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AppendixTable7:Jointprobabilityofsuccessorfailure(outletchoosingdecision)in
MVPmodel

Variables Obs Mean Std.Dev.

Varname0s 204 0.0486142 0.059418

Varname1s 204 0.0003395 0.0013701

Source:Owncomputationfrom surveyresult,2016

AppendixTable8:Predictedprobabilitiesofchoosingtheoutletchoice

Variables Obs Mean Std.Dev.

Varname1 204 0.148 0.148

Varname2 204 0.69 0.21

Varname3 204 0.32 0.22

Varname4 204 0.16 0.12

Varname5 204 0.19 0.12

Source:Owncomputationfrom surveyresult,2016

II. AppendixInterviewschedules

A.Producers'InterviewSchedule

GeneralinstructiontoEnumerators

 Makebriefintroductionbeforestartinganyquestion,introduceyourselftothe

farmersandmakecleartheobjectiveofthestudy

 Avoidarroganceandoveraction

 Nameoftherespondentiskeptconfidential

 Pleasefilltheinterview scheduleaccordingtothefarmer’sreply(donotput

yourownfeeling).

 Pleaseaskeachquestionclearlyandpatientlyuntilthefarmergetsyour

points.

 Pleasedonotusejargonandambiguouswordsanddonotforgetlocalunits.

 Duringtheprocesswriteanswersonthespaceprovided(forcloseended

questionsuse“”topickuptheanswer)

 Provethatallthequestionsareaskedandtheinterview scheduleformatis
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properlycompleted

 Donotforgettothanktheintervieweewhenyoufinish

Objectivesofthestudy

 Toidentifymangovaluechainactors,theirfunctionsandtoanalyzebenefit

distributionamongactorsinmangovaluechain;

 Toanalyzethedeterminantsofmangosupplytothemarketinthestudy

areas;

 Toidentifyfactorsaffectingoutletchoicedecisionsofmangoproducers.

QuestionnaireserialNo.___________

I. Demographicinformation

1.NameofZone:…………Woreda:…………Kebele:-----------Gote:----------

2.Ageoftherespondent:[_______]years

3.Familysize:[_________]

4.Sexoftherespondent(✓):1.[ ]male 2.[ ]female

5.Educationalstatus(✓):

No

formal

educatio

n(1)

1-4grade

(2)

5-8grade

(3)

9-12

grade(4)

Certificate(5

)

Diploma(6

)

Degree

(7)

6.Maritalstatus:

Single(1) Married(2) Widowed(3) Divorced(4)

7.Occupation:

Farmer(1) Trader(2) Employed(3) Others,specify(4)
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II. AreaInformation

8.Distanceofyourresidencefrom thenearestmarketcenter________Km or

_________________walkingtime(minutes/hrs).

9.Distance of your residence from the extension center ________ Km or

_________________walkingtime(minutes/hrs).

10.Distancetoallweatherroad____________Km or_______hourswalk.

III. ProductionAspects

11.Whatisyourlivelihoodsystem?

Faming(1) Trading(2) Government

worker(3)

Non-government

worker(4)

Others,specify(5)

12.Ifyouranswerforquestionnumber11isfarming,whatkindoffarmingsystem

doyouuse? Ticktheappropriateone!

Crop-livestockproduction(1) Only

crop(2)

Only

livestock(3)

Others,specify(4)

13.Mentionlivestockanimalsunderyourproductionsystem?

Livestock

animals

Types/description(Numb

er)

EstimatedAnnual

income(inbirr)

Rank(from

greaterto

lowest)

Cattle(1)

Small

ruminant(2)

Poultry(3)

Others,specify

(4)
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14.Mentionalltypesofcropsproducedinyourproductionsystem

Crops Types/description(num
ber)

Yieldin
quintals

Annualincome
(inbirr)

Rank
(from
greaterto
lowest)

Cereals(1)

Fruits(2)
Vegetables(3)

Legumes(4)
Others,
specify(5)

15.
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Whichfruitsareyourmajormeansofincome(putinrank)?

Banana Mango Papaya Avocado Orang

e

Others,specify

Rank

16.Ifyouproducemango,whatproductionsystem doyouusetoproducemango?

Soleplanting(1) Intercropping(2) Backyardgarden(3) Others,

specify(4)

17. Numberofmangotreesowned?....................

18. Howmanyquintalsofmangoproducedperyearandforwhatpurposedoyou

producemango?

Productionin

quintal(1)

Purposeofproduction

Soldinquintal(2) Consumedin

quintal(3)

Post-harvestlossin

quintal(4)

19.Howlonghaveyoupracticedproductionofmango?________________years

IV. InputsandSourceofInputs

20. Whatkindof
varietyyouusedtoproduce
mango?(TypeofMango
varietyused)(please
tick(✓)inthebox)

21. From wheredoyougetmango
varietyforyourproduction?(Sourceofthe
variety)(pleasetick(✓)inaboxandmultiple
responseispossible)

Local
variety(1)

Improved
variety(2)

Both
(3)

Own(1
)

Gov.(
2)

Private
(3)

NGOs
(4)

Research
centers(5
)

Othe
r(6)

22.Whatkindofinputsdoyouusetoproducemango(Pleasecircletheresponse;
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multipleresponseispossible)?

1.Fertilizer 2.Compost 3.Farm yardmanure 4.Others,specify

23.From wheredoyougettheseinputsformangoproduction)(Pleasetickinabox

(✓);multipleresponsesarepossible)?

Extension

center(1)

Market(2

)

Agricultural

research

center(3)

Own

stock(4)

Other

farmers(5

)

Private

input

suppliers(6

)

Others,

specify(7

)

24. Whattypeofplantingmaterialdoyouusetoproducemango?

1.Localmaterial 2.Improvedmaterial 3.Both

25. Whatlocalmaterialsdoyouusetoproducemango?

________________________________________________________________

26. Whatimprovedmaterialsdoyouusetoproducemango?

________________________________________________________________

27. Whatisyoursourceoflaborforproduction,andharvesting?(Pleasetickina

box(✓);multipleresponsesarepossible)?

Familylabor(1) Hired

labor(2)

Labor

exchange(3)

Cooperation(4) Others,

specify(5)

28. Whatisthenumberofbearingandnon-bearingmangotrees?

Typeofmangotree Quantityinnumber Averageproductionper

tree(Kg/quintals)

Bearing(1)

Non-bearing(2)

V. AccesstoServices

29. Doyouhaveaccesstoextensionserviceregardingmangoproductionand
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valuechain?(✓)

1.[ ]Yes 2.[ ]No

30.Ifyes,how oftentheextensionagentcontactedyouspecificallyformango

productionandmarketingpurposeintheyear2015?

1.Weekly 2.Onceintwoweek3.Monthly 4.Twiceinayear 5.Oncein

ayear 6.AnytimeIaskthem

31.Ifyourresponseforquestionnumber29isyes,whatkindofservicesdothey

providetoyou?(Pleasetickinabox(✓);multipleresponsesarepossible)

Seed

bed

prepara

tion

Fertilizer/

compost

applicatio

n

Harvestin

g

Graftin

g

Transplantin

g

Marketi

ngof

mango

Post-

harvest

handlin

g

Other

s,

specif

y

32.Doyouhaveaccesstocredit?(✓) 1.[ ]Yes 2.[ ]No

33.Ifyouranswerforquestionnumber32yes,whatarethesourcesofcredit

?(Pleasetickinabox(✓);multipleresponsesarepossible)

Relative

s

Bank Micro

financ

e

Friend

s

Trader

s

NGOs Venture

capital

Creditand

saving

coop

Others,

specify

34.Ifyouranswerforquestionnumber32isyes,didyoureceivecreditformango

productionin2015croppingseason?(✓)1.[ ]Yes 2.[ ]No

35.Ifyouranswerforquestionnumber34isYes,forwhatpurposedidyoureceive

credit?(Pleasetickinabox(✓);multipleresponsesarepossible)?

Topurchasefertilizerformango

Torentinlandtoextendmangoproduction

Topurchaseseed/seedlingofmango
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Topurchasetransportingmeans

Others,specify

36. Arethereorganizations/institutionswhichprovidetechnicalservicesonmango

production?(✓) 1.[ ]Yes 2.[ ]No

37. Ifyourresponseforquestionnumber36isyes,whatkindoforganizationsare

they?

1.Governmentalorganizations 2.Non-governmentalorganizations3.Both

38. Ifyourresponseforquestionnumber36isYes,whatkindofservicesdoyou

getfrom theseorganizations(Pleasetickinabox(✓);multipleresponsesare

possible)?

1. Training 2.Inputsupply3. Supportive

supervision/technicalsupport4.All

39.Haveyoueverparticipatedinmangoproduction,harvesting,postharvest

managementandmarketingtrainingsinthelastthreeyears?(✓)1.[]Yes2.[]

No

40.IfyouranswerforQ.39isNo,why?………………….

41.IfyouranswerforQ.39isYes,onwhichaspects,bywhom andforhowlongyou

havegotthetraining?

No Trainingtype Bywhom
1=Agricultureand
naturalresource
developmentoffice
2=NGOs
3=Relativefarmers
4=Research
centers
5=Cooperative
office

How
long
(days
)

Year(1=2014,2=2015,3=201
6)

1 Mangoproductionand
agronomicpractice

2 Grafting and top
working

3 Pest and disease
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management
4 Preandpostharvest

handlingand
management(Sorting
andgrading,
transportation,system,
packaging(Value
addition))

5 Mangomarketing
42.Wasthetrainingyougeteasilyunderstandableandpracticable?(✓)1.[]Yes2.[]

No

43.Couldyouabletoemploythenewknowledgeyouacquired?(✓)1.[]Yes2.[]No

44.IfyouranswerforQ.43isyes,what?_______________________

45.IfyouranswerforQ.43isNo,why?................................................................

VI. Harvestingofmango

46.Atwhattime/seasondoyouharvestmango?

1]September-November2]December-February3]March-May 4]June-August

47.Howdoyoumakedecisionastowhentoharvestthemangoin2015?

1.Maturity 2.Marketprice 3.Fearoftheft 4.Others(specify)………………...

48.Atwhatstagedoyouharvestyourmangoproduce?(Pleasetickinabox(✓);

multipleresponsesarepossible)

Harvestingfullyripemango

Harvestingpartiallyripenmango

Harvestingunripemango

Alltype(Mixed)

49.How doyouharvestmango(Pleasecirclethechoice;multipleresponsesare

possible)?_____________________________________________

1.Handpicking 2.Cutbyscissors 3.Usingsticks 4.Shaking

branches 5.All6.Others
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50.How manytimesdoyouharvestmangoinoneyear(1=once,2=twice,3=three

times)___________________________?

51.Howmuchcostdoyouincurtoproduceaonequintalofmango?___________birr

52.Whatarethemajorconstraintsofmangoproductioninthearea?

Problems Severity(Ticktheappropriate) Whatarethe
solution(say
something)

1=Low 2=Mediu
m

3=High 4=Very
high

Harvestingand
post-harvest
handling
Pestsand
diseases
Limitedresearch
anddevelopment
Lackofirrigation
Lackofimproved
mangovarieties
Birdsand
predators
Theft
De
fruiting/aborting
Others,specify

VII. MarketingAspect

53. Doyousellyourmangoproduct?(✓)

1.[ ]Yes 2.[ ]No

54. Ifyourresponseforquestionnumber53isyes,whatamountofmangodoyou

supplytothemarket?_____________quintals

55. Howlongdidyouparticipateinmangomarketing?__________years

56. Doyouhaveaccesstoroads?(✓)1.[ ]Yes 2.[ ]No

57. Ifyes,whatkindofroad?___________________?

58. Doyouhaveaccesstomarket?(✓)1.[ ]Yes 2.[ ]No

59. Ifyourresponseforquestionnumber58isYes,whatisplaceofmarketfor

sellingmango?
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1.Farm gate 2.Localmarket 3.Town 4.Roadside 5.Others,

specify

60.Whatisyoursourceoflaborforsortingandgrading,marketing,etc?(Pleasetick

inabox(✓);multipleresponsesarepossible)?

Familylabor

(1)

Hiredlabor

(2)

Labor

exchange(3)

Cooperation

(4)

Others,specify

(5)

61.Doyouhaveyourowntransportationmeans?(✓)1.[ ]Yes 2.[ ]No

62.Whatkindoftransportationmeansdoyouusetodelivermangotothemarket?

1. Donkey 2.Cart 3.Humanback 4.Vehicle 5.Others,

specify

63.Whatkindofpackingmaterialdoyouusetopackyourmangoproduce?

1. Basket 2.Can 3.Plasticbox 4.Woodenbox

5.Others,specify

64.Doyouhavelongstandingrelationshipwithtraders?(✓)1.[ ]Yes 2.[ ]

No

65.Ifyouranswertoquestionnumber64yes,withwhichtraders?(Pleasecirclethe

choice;multipleresponsesarepossible)

1.Wholesalers 2.Collectors 3.Retailers 4.Processors 5.Consumers

6.Cooperatives 7.Others,specify

66.Areyouamemberofanyorganization(cooperative)?(✓)1.[ ]Yes 2.[ ]

No

67.Ifyouranswerforquestion number66 is Yes,whatis the name ofthe

organization?___________________________________________________

68.Towhom doyousellyourmangoproduct?(Pleasefillthemultipleresponses

arepossible)

Wholesalers
(1)

Retailers(
2)

Cooperative
s(3)

Collecto
rs(4)

Processor
s(5)

Consumer
s(6)

Quanti
ty
suppli
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edin
quintal
Selling
price
per
quintal

69.What general problem do you experience during transporting your

produce?(Pleasetickinthebox;multipleresponsesarepossible)

Lackof

transport(1)

Smallsizeof

transport(2)

Hightransport

cost(3)

Excessivepost

-harvest

loss(4)

Others,specify

VIII. Marketinformation

70.Doyouhaveaccesstomarketinformation?(✓)1.[ ]Yes 2.[ ]No

71.IfyouranswerforQuestion70isYes,from whom didyougetthemarket

information?(Pleasetickinthebox;multipleresponsesarepossible)

Developme

nt

agents(1)

Kebele

administration(

2)

Woreda

experts(

3)

Radio(4

)

Brokers(5

)

From

market(6

)

Others,

specify(

7)

72.Whattypeofinformationdid youget? (Pleasetickinthebox;multiple

responsesarepossible)

Price Marketplace Buyers Market Quality Others,
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information(

1)

information(

2)

information(

3)

opportunities(

4)

management(

5)

specify(6)

73.Didyouknowthemarketpricesbeforeyousoldyourfruitsin2015?(✓)1.[ ]

Yes 2.[ ]No

74.Doyounegotiateonpricein2015?(✓)1.[ ]Yes 2.[ ]No

75.Doesyourproducehavepreferredqualitybybuyersin2015?(✓)1.[ ]Yes 2.

[ ]No

76.If no, what interventions are needed to attract better price in

2015?.........................................................................................................................

77.Whosetsyoursellingpriceformango?

Yourself(1

)

Buyers

(2)

Setbydemandand

supply(3)

Negotiations(

4)

Others,

specify(5)

78.Howdidyousellyourproducein2015?

1.Directtothepurchaser2.Throughbrokers3.Throughcommissionmanto

thepurchaser4.Others(specify)…………

79.Onaveragehowlongdidittakeyoutosaleyourmango?

1.Onthefarm………………………….hrs/…………………………..days

2.Villagemarket…………………….hrs/……………………………days

3.Arbaminchmarket…………………….hrs/……………………………days

4.Hawassamarket…………………….hrs/……………………………days

5.AddisAbabamarket…………………….hrs/……………………………days

6.Other(specify)……………………………………..

80.Didyoufacedifficultyinfindingbuyerswhenyouwantedtosellmango?(✓)1.[ ]

Yes 2.[ ]No

81.Ifyouranswerforquestion80isyes,whatisthereason?
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1.Inaccessibilityofmarket2.Lackofinformation3.low priceoffered 4.

Others(specify)…………………………

82.Whatwas/wereproblem/screatedbybrokersin2015onmangotrade?

1.Tooktolimitedclient2.Chargedhighbrokeragefee3.Cheatingonscaling

(weighing)4.Wrongprice(market)information5.Others(specify)……………..

83.Whataretheproblemsofmarketingin2015?Rankhorizontally

Lackof

market

Low

price

Lackof

storage

Lackof

transpor

t

Lackof

informatio

n

Perishabilit

y

Tax Others,

specify

IX. Valueadditionandcostofmarketing

84. Doyoumakevalueadditiononyourmangoproductsbeforemarketing?(✓)

1.[ ]Yes2.[ ]No

85.IfyouranswerforQuestionnumber84isYes,whatarethosevalueadding

activitiesthataredoing?(Multipleresponseispossible)

Valueaddingactivities Ticktheappropriate Respectivecost/kg

Gradingandsorting

(1=Yes,2=No)

Ripening(1=Yes,2=No)

Cleaning(1=Yes,2=No)

Packaging(1=Yes,2=No)

Standardizing(1=Yes,2=No)

Others,specify

Totalcost

86.Atwhatpricedoyousaleonekilogram ofmango?________birr

87.Whattypeofmarketingcostdoyouincurduringmarketingyourmango?(Please

tickinthebox;multipleresponsesarepossible)
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Marketingcosts Ticktheappropriate Unitcostperquintal

Collectioncostfrom tree

birr/day/alltrees

Transportationcost

Laborcost(loadingand

unloading)

Materialcost(packaging…)

Brokeragefee

Damage

Weightloss

Storerent

Others,specify(valueadding

cost

Totalcost

88. Whatamountofnetincomedoyouearnfrom onekilogram ofmango?____

birr/kg

X. Post-harvestlossofmango

89. Isthereproblem ofpost-harvestloss?(✓)1.[ ]Yes 2.[ ]No

90. Ifyes,howmuchofyourmangoproduceisgoestoloss?------------------kg

91. Atwhatstagedoyoufaceahighlossofmango?(Pleasetickinthebox;
multipleresponsesarepossible)andindicate/estimate ifthereislossper1
quintalalongthestagesfrom productiontothenearbymarket

During
production(
1)

During
harvesting(
2)

During
marketing(
3)

During
packaging(4)

During
transportation(
5)

Others,
specify(6
)

92.Whatarethecausesofloss?(Pleasetickinthebox;multipleresponsesare
possible)

Lack
of

Lackof
storage

Lackof
harvesting

Lackofproper
packaging

Lackof
transportation

Others,
specify(6
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road
(1)

(2) tools(3) materials(4) means(5) )

74.Doyouhaveaccesstostore/packhouse?(✓)1.[ ]Yes 2.[ ]No

XI. Non-farm andoff-farm activities
93. Doyoupracticeotherfruitsellingactivitiesthanmangoselling? (✓)

1.[ ]Yes 2.[ ]No
94. IfyouranswerisyesforQ93,whattypeoffruitmainlytrading?1.Banana2.

Avocado3.Papaya4.Others(Specify)…………..
95. Howmuchdoyouearnfrom suchtradinginayear?____________birr
96. Doyouhaveaccesstonon-farm income?(✓)1.[ ]Yes 2.[ ]No
97. IfyouranswerisYes,whatarethesesourcesofincome?

______________________,_________________________,_________________________
98. DidyouparticipateonProductiveSafetyNetprograms(PSNP)?(✓)1.[ ]Yes

2.[ ]No
99. Doyouhaveaccesstooff-farm income?(✓)1.[ ]Yes 2.[ ]No
100.If your answer is yes, mention the organizations?

________________________________, ___________________________,
__________________________________________

101.Whatistheroleofgovernmentinfacilitatingmangoproductionandmarketing
in the area?
____________________________________________________________________
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Endoftheinterview

Thankyouverymuchforrespondingtothequestions.

NameoftheEnumerator:______________________

DateofInterview:_____________________________

B.Traders’InterviewSchedule

Remark:Thepersonalprofileobtainedfrom therespondentswithregardtothestudy

willbekeptconfidentialandwillnothaveanyconsequenceontherespondentinany

ways.Pleasegivecorrectanswerstothefollowingquestions.

InstructiontoEnumerators

 Makebriefintroductionbeforestartinganyquestion,introduceyourselftothe

farmersandmakecleartheobjectiveofthestudy

 Avoidarroganceandoveraction

 Nameoftherespondentiskeptconfidential

 Pleasefilltheinterview scheduleaccordingtothefarmersreply(donotput

yourownfeeling).

 Pleaseaskeachquestionclearlyandpatientlyuntilthefarmergetsyour

points.

 Pleasedonotusejargonandambiguouswordsanddonotforgetlocalunits.

 Duringtheprocesswriteanswersonthespaceprovided(forcloseended

questionsuse“”topickuptheanswer)

 Provethatallthequestionsareaskedandtheinterview scheduleformatis

properlycompleted

 Donotforgettothanktheintervieweewhenyoufinish

Objectivesofthestudy

 Toidentifymangovaluechainactors,theirfunctionsandtoanalyzebenefit

distributionamongactorsinmangovaluechain;
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 Toanalyzethedeterminantsofmangosupplytothemarketinthestudy

areas;

 Toidentifyfactorsaffectingoutletchoicedecisionsofmangoproducers.

QuestionnaireserialNo.___________

I. Socio-demographics

1.NameofZone:…………Woreda:…………Kebele:-----------Gote:----------

2.Ageoftherespondent:[_______]years

3.Familysize:[_________]

4.Sexoftherespondent(✓):1.[ ]Male 2.[ ]Female

5.Educationalstatus(✓):

No

formal

educatio

n(1)

1-4grade

(2)

5-8grade

(3)

9-12

grade(4)

Certificate(5

)

Diploma(6

)

Degree

(7)

6.Maritalstatus:

Single(1) Married(2) Widowed(3) Divorced(4)

7.Whatdifferentlanguagesdoyouspeak? 1.Gamogna 2.Amharic 3.

Wolaytigna 4.Others(specify)……………………………………

II. Areainformation

8.Region…………………………Zone…………………Woreda……………………Nameof

Market/town……………………

1.Villagemarket2.Arbamicnhmarket3.Others(please

specify)…………………………….
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9.Distancefrom residencetothemarket…………………………Km /walkingtimein

minutes

Multipleanswersispossible

10.Whatisyourmainbusiness?

1.Wholesaler2.Retailer3.Processor

4.Farmertrader(villagecollector)5.Urbanassembler 6.Others(specify)

……………………..

11.Whatarethefunctionsyouperform inthetypeofbusinessinwhichyouhave

beenengagedasmentionedabove?

______________________________________________

Wholesaling Retailing Collectin

g

Exporting Processing Others,specify

12.Howdoyouundertakemangotradeactivityin2016?

1.Alone 2.Withpartner

13.Howlonghaveyoubeeninmangotrading?……………………..years

14.Doyouparticipateinmangotradingyearround?1=Yes 0=No

15.Ifno,atwhatperiodoftheyeardoyouparticipate?

1.Yearround 2.Whenpurchasepricebecomeslow

3.Duringhighsupply 4.Other(specify)………………………….

16.Doyoupracticetradingotherthanmango? 1=Yes0=No

17.IfyouranswertoQuestionnumber16isYes,whatdoyoutradeotherthan
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mango?_____________________________

18.Numberofmarketdaysinaweek?__________________

19.Whatpercentofthetotalproduceissoldonlocalmarketin2016?______%.

20. Whatpercentoftheproducewillgoestodomesticmarket(Arbaminch)in

2016? _____%.

21. Whatpercentoftheproducewillgoestodomesticmarket(Hawassa)in

2016? _____%.

22. Whatpercentoftheproducewillgoestodomesticmarket(AddisAbaba)in

2016? _____%.

23. Whatwastheamountofyourinitialworkingcapitalwhenyoustartthis

mangotradebusiness?……………………………………..Birr.

24. Whatistheamountofyourcurrentworkingcapitalin2016?

__________________Birr.

25. Whatisyoursourceofworkingcapital?__________________________________

1.Own 2.Loan 3.Gift 4.Share 5.Others(specify)……………………

26. Ifitwasloan,from whom didyouborrow?_

1.Relative/family 3.Privatemoneylenders. 5.NGO. 7.Friends.

2.Othertraders 4.Microfinanceinstitutions. 6.Bank.8.Others

(specify)…………..

27. Howmuchwastherateofinterest?_______Birrforformal,…………..birrfor

informal.

28. Whatwasthereasonbehindtheloan?_

1.Toextendfruittrading. 2.Topurchasefruittransporting
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vehicles/animals.

3.Topurchasemangopackagingmaterial4.Others(specify)

……………………………...

29. Howwastherepaymentschedule?_

1.Monthly 3.Semi-annually 5.Others(specify)……………….

2.Quarterly 4.Whenyougetmoney

30. Istherechangeinaccessingfinanceforfruittradethesedays?

1.Improved 2.Deteriorated 3.Nochange

31. Whowillbuymangofruitsfrom youin2016?(multiplechoicesarepossible)

1.Wholesaler 2.Retailers 5.Cooperatives7.processors

3.Householdconsumers 4.Brokers6.Processors8.Others_________

32. From wheredidyoupurchasemangoin2016?

1.From village,nameofvillage(specify)……………………………………………..

2.From market,nameofmarket(specify)…………………………………………….

33. Forwhom doyoupurchasemango?1.Forown2.Forothers

34. Howdidyousaleyourproducein2016?1.Directtothepurchaser

2.Througbroker 3.Other(specify)……………………………

35. Whosetsthepricein2016?1.Myself2.Setbydemandandsupply3.

Buyers4.Other…….

36. Howdidyousetprice?1.Setattimeofadvancegiven 2.Negotiated

atdelivery 3.Attimeofdelivery 4.Others____________

37. Ifpurchasingpricewassetatthetimeofadvancegiven,howdidyou
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agree?

1.Orally 2.Writtenagreement 3.Other(specify)______________

38. Whendidyougetthemoneyaftersale?

1.Assoonasyousold 2.Aftersomehours

3.Ontheotherdayaftersale 4.Other(specify)_________

39. Doyoucarryoutanyphysicaltreatmenttomaintainproductquality?1.

Yes0.No

40. Whatdoyoudo,iftheproductisnotsoldontime?

1.Tookbackhome 2.Tooktoanother

market

3.Solditatlowerprice 4.Soldonothermarket

day

41.Howdoyouattractsuppliers?

1.Givingbetterprice 2.Byvisitingthem

3.Fairscaling/weighing 4.Other

42.Whopurchasemangofrom youin2016?

1.Cooperatives 2.Broker 3.Commissionagent

4.Retailers 5.Friends 6.Consumers7.Others____

43.Whatarethetricksthattradersusewhensellingfruitstointermediaries?

______________________________,__________________________,

44. Whattransportationmeansdidyouusetotransportmango?

1.Manpower 2.Packanimals 3.Vehicle 4.Cart 5.Others,specify

45. Whatmodeoftransportdoyouuse
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Stageofmovement Modeoftransport

Farm-gatetoassemblypoint

Assemblypointtolocalmarket

Localmarket-urban/suburbanmarket

46.
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Assetsownedin2016

No. Asset No.

1 Store Separatehouse

Residence

2 Packhouse

3 Weighingscale/balance

4 Juicer

5 ShedforCollection/shop

6 Isusucar

7 Motorcycle

8 Bicycle

9 Donkeycart

10 Mobiletelephone

11 Landlinetelephone

III. Purchasepractice

47.From whichmarketandsupplierdidyoubuymangoin2016?

Purchased
from
Market
(location
name)

Purchasedfrom Quantity
purchased
on market
day(KG)

Average
priceper
KG

%age
share of
fruit
purchase
d from
specific
source

Term of
payment
1=cash
2=credit
3=advanc
e
payment

Where 1.Farmers
2.Retailers
3.Wholesalers
4.Cooperatives
5.Collectors
6.Youdon’tknow

48.Howdoyoumeasureyourpurchase?
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1.Bysack 2.Bybasket3.Byweighing(kg)4.By‘feresula’5.Counting

6.ontree(Estimation) 7.Others(specify)_____________

49.Isobtainingsufficientvolumeisaproblem in2016?1=Yes 0=No

50.From whichmarket(s)doyouprefertobuymostofthetimein2016?

___________________________________Market

51.Whydoyoupreferthismarket? 1.Betterquality 3.Highsupply

2.Shortestdistance 4.Others_____

52.Whicharethemonthsoftheyearwhenpricesarelowest?………………

53.Whicharethemonthsoftheyearwhenpricesarehighest?………………

54.Isyourpurchasingpricehigherthanyourcompetitors? 1=Yes0=No

55.Ifyes,whatwasthereason?

1.Toattractsuppliers 2.Tobuymorequantity 5.Others

(specify)

3.Tokickcompetitors 4.Togetbetterquality

56.Howmanyregularsuppliersdoyouhavein2016?

1.Producer________ 3.Assembler_________ 5.Processors_____

2.Wholesalers________ 4.Retailers_________ 6.Others

(specify)

57.Thereasonsforlowpricesin2016aredueto:

Reasonsforlowprice Yes No

Favorable growing conditions/

excess

1=[ ] 0=[ ]
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supply

Poorproduction 1=[ ] 0=[ ]

Traderegulations 1=[ ] 0=[ ]

Increaseinsupplyofsubstitutes

Other____________________________

1=[ ] 0=[ ]

IV. Sellingpractices

58.Towhichmarketandtowhom didyousellmangoin2016

Sold to

Market

(location

name)

Soldtobuyer Quantity

sold on

market

day(KG)

Averag

e price

perKG

%age

share

of

buyer

s

Term ofpayment

1=cash

2=credit

3=advance

payment

Where 1.Farmers

2.Retailers

3.Wholesalers

4.Cooperatives

5.Collectors

6.Processors

7.You don’t

know

59.Howdidyousellyourproduce
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1.Directtothebuyer 2.Throughbrokers 3.Others,specify

60.Whendidyousell?(giveproportioninpercentage)

Sellingstrategy Ticktheappropriate

Storeandsellwhenpricesrises

Sellassoonasthepurchase

Sellinpiecesasbuyerscomes

Salebeforepurchase

Others,specify

61.Howdidyouattractyourbuyers?

1.Bygivingbetterpricerelatetoothers 3.Byvisitingthem

2.Byfairscaling(weighing) 4.Others(specify)

62.Howmanyregularbuyersdoyouhave2016?

1.Wholesalers_____ 3.Consumers_______ 5.Processors______

2.Assembler_____ 4.Retailers_____ 6.Others(specify)_____

63.Whatisyourpackagingmaterial? 1.Sisalsack 2.Plasticsack 3.wooden

crate

4.BambooBasket 5.Plasticcrate 7.Others______

64.Doyouknowthemarketpricesindifferentmarkets(onfarm,villagemarket,

Arbaminchmarket,Hawassamarket,Addisababamarketandotherareas)

beforeyousoldyourfruitsin2016?1=Yes0=No

65.Whatisyoursourceofinformation?_______________________________

66.Howdoyouqualifythereliability,timelinessandadequacyoftheinformation

yougot?regardingthenearbylocalandJimmamarket.

1.Itwasreliable 3.Itwastimely
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2.Itwasadequate 4.Others(specify)…………………………

67.Areyouwillingtopayformarketinformationifitisavailable?1=Yes0=No

68.Accessibilitytomarketroadsinrainyseasonsforvehiclesis

1.Difficult 2.Easilyaccessible

69.Ifdifficult,forhowlong?______________Months

70.Doyouhaveotherbranchshops/shadestosellyourmangoin2016?

1=Yes0=No

71.What are the opportunities to expand fruit

trading?__________________________________, _______________________________,

____________________________________________

72.Arethereproblemsonfruitmarketing?Ifyeswhataretheproblems,andyour

suggestiontoovercomeeachProblem in2010?

No. Problem faced 1=yes2=no What do you

think are the

causesofthis

problem?

What is your

suggestion to

solve?

1 Credit

2 Theft

3 Pricesetting

4 Scaling/weighing

5 Shortageofsupply

6 Pack house/Storage

problem

7 Lackofdemand

8 Informationflow

9 Naturalqualityproblem
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No. Problem faced 1=yes2=no What do you

think are the

causesofthis

problem?

What is your

suggestion to

solve?

10 Governmentpolicy

11 No government support

toimprovefruitmarketing

12 Poorroadaccess

13 Others(specify)

73.Arethererestrictionsimposedonunlicensedfruittraders?1=Yes0=No

74.Indicateyouraveragecostincurredperquintalinthetradingprocessof

mangofruitsin2016.

Costofmarketing Br/qt.

Purchaspriceperkg.

Labor employed to fill one qt and

stitch/Packaging

Load/unload

Brokerage

Transportation:Vehicle

Sorting

Costofmarketing Br/qt.

LicenseandTaxes

Storagecost

Storageloss

Manufacturecost/processingcost

Telephoneexpense

Watchingandwarding

Personaltravel&otherexpense

Others(specify)
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Totalcosts

Sellingprice(perKg)

Purchaspriceperkg.

75.Whosetssellingprice?

Myself Setbydemandandsupply Buyers Others,specify

V. MarketingServices

76.Doyouhavebeenissuedwithlicenseformangotrading? 1.Yes 2.No

77.Ifyouranswertoquestionnumber76isyes,whoissuestradelicense?

_____________________________________________

78.Howmuchdoyoupaytoreceivetradelicense?______________birr

79.Whatistheterm ofpaymentforthetradelicense? 1.Annually 2.Semi-

annually 3.Quarterly 4.Monthly 5.Others,specify

80. Mentionanyorganization/institutionfrom whichyougetmarketing

services?

Typesofservices Organizations Institutions

81.Isthereanyorganization/institutionwhichinfluenceyouroverallmarketing

system?1.Yes 2.No

82.If your answer to question number 81 is yes, mention those

organizations/institutionsandhowtheyinfluenceyourmarketingsystem?

_____________________________________________________________________________
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_____________________________________________________

83.Didyoupaytaxforthemangofruityoupurchasedin2016?1=Yes 0=No

84.Didyoupaytaxforthemangofruityousoldin2016? 1=Yes 0=No

85.Whatwasthebasisoftaxformangofruityoupurchasein2016?

1.Persack_______birr 3.Perbasket________birr 5.Perkg_________

birr

2.Perquintal_____birr 4.Fixedpayment_____birr 6.Others(specify)

________

86. Whatwasthebasisoftaxformangofruityousellin2016?

1.Persack_______birr 3.Perbasket________birr 5.Perkg_________

birr

2.Perquintal____birr 4.Fixedpayment_____birr 6.Other

(specify)________

87.Whatisyouropinionregardingthemarketingfeepaidinthismarketas

comparedtoyourtransaction?

1.Low 2.High 3.Average 4.Youdon’tKnow

88.Isfruittradinginyourlocalityneedsatradinglicense? 1=Yes 0=No

89.Ifyes,howdoyouseetheproceduretogetthelicense?1.Complicated 2.

Easy

90.Didyouhavefruittradelicense? 1=Yes 0=No

91.Howmuchdidyoupayforfruittradelicenseforthebeginning?_____Birr

92.Howmuchistheyearlyrenewalpayment?________Birr

93.Didyoustoremangobeforeyousoldin2016?1=Yes0=No
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94.IfyesinQ93forhowlongdidyoustoremangofruitsinthestore?Maximum

for………………..Hrsor/days.

95.Amountofmangofruitslostduetostorage…………………………k.gs/quts.

96.Areyouorganizedinanyofthefollowingorganization?

Organization 1=yes 2=no Optionssetforbenefits

Socialassociation:‘Iqub’ 1.[]Accesstocredit

2.[]Encouragetosave

3..[]Facilitatejointmarketing

4.[]Nobenefit

5.[]Gotmarketinformation

6.[]Coordinatepurchaseand

sale

7.[]Credibility

8.[]Other(specify)

Tradeassociation

Marketingcooperative

VI. Post-harvestloss

97.Isthereproblem ofpost-harvestlossofmango?1.Yes 2.No

98.Ifyouranswertoquestionnumber97isyes,pleaserespondthefollowings?

Causesofloss Stagesofloss Amountofmango lostin

quintal

Endoftheinterview
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Thankyouverymuchforrespondingtothequestions.

NameoftheEnumerator:______________________

DateofInterview:______________________

C.ConsumersInterviewSchedule

Remark: Thepersonalprofileobtainedfrom therespondentswithregardtothe

themewillbekeptconfidentialandwillnothaveanyconsequenceontherespondent

inanyways.Pleasegivecorrectanswerstothefollowingquestions.

InstructiontoEnumerators

 Makebriefintroductionbeforestartinganyquestion,introduceyourselftothe

farmersandmakecleartheobjectiveofthestudy

 Avoidarroganceandoveraction

 Nameoftherespondentiskeptconfidential

 Pleasefilltheinterview scheduleaccordingtothefarmersreply(donotput

yourownfeeling).

 Pleaseaskeachquestionclearlyandpatientlyuntilthefarmergetsyour

points.

 Pleasedonotusejargonandambiguouswordsanddonotforgetlocalunits.

 Duringtheprocesswriteanswersonthespaceprovided(forcloseended

questionsuse“”topickuptheanswer)

 Provethatallthequestionsareaskedandtheinterview scheduleformatis

properlycompleted

 Donotforgettothanktheintervieweewhenyoufinish

Objectivesofthestudy

 Toidentifymangovaluechainactors,theirfunctionsandtoanalyzebenefit

distributionamongactorsinmangovaluechain;
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 Toanalyzethedeterminantsofmangosupplytothemarketinthestudy

areas;

 Toidentifyfactorsaffectingoutletchoicedecisionsofmangoproducers.

Generalinformation

1.Ageoftherespondent:___________¬¬¬¬¬¬¬_____years

2.Sexoftherespondent:1.Male 2.Female

3.Educationleveloftherespondent(√):1.Noformaleducation 2.1to4grade

3.5to8grade 4.9to12grade 5.Certificate 5.Diploma 6.

Degree

4.Maritalstatus:1.Single 2.Married 3.Widowed 4.Divorced

5.Distancetonearesttowninkm:…………..km ________hoursor_________hourswalk

6.Whatisyourmajormeansofincome?1.Farming2.Trade 3.Employment 4.

Others

7.How much do you earn per year (estimate based on weekly,monthly

income):______Birr

8.Doyouconsumemangofruit? 1.Yes 2.No

9. Ifyouranswerforthequestionnumber8isyes,howoftendo

youconsume/eatmango?1.Always2.Occasionally

10.Ifyouranswerforthequestionnumber8isyes,whatformsofmangodoyou

consume?

1.Freshmangoproducts 2.Processedmangoproducts 3.

Both

11.Whydo youconsumeoneofthemango formsthatyoumentioned above?

____________________________________________________________________

12.Doyouproduceandconsumeorpurchase? 1.Purchase 2.Produce 3.

Both

13.Whatamountofmangodoyoupurchaseperday?________kg

14.Whatisthepricethatyoupayforonekgofmango?_________birr

15.At what season do you purchase mango at lower and higher prices?
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_____________and__________________,respectively.

16.Whatisthereasonforthevolatilityofmangopricefrom oneseasontoanother?

______________________________________________________________________

17.Ifyouconsumeprocessedmango,whatkindofprocessedmangoproductsdo

youconsume? 1.Juice 2.Chutney 3.Puree 4.Jam 5.

Nectar 5.Others,specify

18.From wheredoyougetprocessedmangoproducts?

By processing in

ownhome

Cafeteria and

restaurants

Super

markets

Mango processing

enterprises

Others,

specify

19.Whatisthepricethatyoupayforprocessedmango?__________birr/unit(including

ValueAddedTax)

20.From whichactordoyougetfreshmangoproducts?

Actors Tickwith“✓”

From mangoproducers

From wholesalers

From cooperatives

From retailers

From ruralcollectors

From yourproduce

Others,specify

21.Atwhattimedoyouconsumemangoingivendayandwhy?

1.DuringMorning 2.Afterlunch 3.Afternoon 4.Evening

22.Forwhatpurposedoyouconsumemango?

1]Forfeedingpurpose 2]forentertainmentpurpose 3]Formedicinal

purpose 4.Asadditionalfoodaftermeal 5]others,

specify

23.Whatkindofqualitystandardsdoyouneedfrom mangofruitwhilepurchasingit?

____________________________________________________________________
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24.Ismangothatyoupurchasingmeetsyourqualitystandards? 1.Yes 2.No

25.Ismarketforpurchasingmangofruitisaccessible? 1.Yes 2.No

26.Ifnowhataretheproblemsandwhoisconcernedbodyfortheimprovement?

__________________________________________________________________

27.Whataretheconstraintshinderingyoufrom consumptionofmango?(Multiple

choicesarepossible)

Problems Ticktheappropriate

Supplyshortage

Incomeshortage

Lackofstorageathome

Highpriceofproduct

Poorproducthandling

Lackofmarketinformation

Perishabilityoftheproduct

Pestanddisease

Others,specify

28.Doyouknowthebenefitsofconsumingmangoproduct? 1.Yes 2.

No

29.Ifyes,whatarethosebenefitsofconsumingmango?

__________________________,___________________________,_____________________

______________________,_______________________________,

30.Ifyes,whatarethoseproblemsrelatedwiththeconsumptionofmango?

________________________________________________________________________

________________________________________________________________________

________________________________________________________________

31.Saysomethingaboutwhatshouldbedoneforfurtherimprovement?

________________________________________________________________________________

________________________________________________________________
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________________________________________________________________________

D.KeyInformantDiscussionwithHort.ExpertsoftheWoreda

Woreda_____________

Kebele_____________

Date___________________

Nameofinterviewee______________

Titleoftheinterviewee_____________

Locationandcontactinformation:Region/Zone/Woreda/Kebele/P.O.Box/telephone

Typeoftheorganization:Public/Private/NGO

1. Organizationalmission,visionandobjectives

………………………………………………………………………………………………………………………………………

………………………………………

2.Whatistheroleofyourorganizationinmangovaluechaininthestudyarea?

………………………………………………………………………………………………………………………………………

………………………………………………………

3.Whatarethechallengesandopportunitiesyoufacedinundertakingthose

rolesassignedtoyourorganization?

………………………………………………………………………………………………………………………………………

…………………………………………

4.Whatarethethreatsformangoextensionserviceandinputsupply?

………………………………………………………………………………………………………………………………………

……………………………………………

5.Whatarethemostimportantconstraininginfrastructuresaffectingmango

productionandmarketing?

………………………………………………………………………………………………………………………………………

…………………………………………

6. Whatarethepossiblesolutionstocorrecttheseproblems?
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………………………………………………………………………………………………………………………………………

………………………………………

7.WhatistheroleofFTCsonmangoproductionandmarketing?How?

………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………

8.Whatoutputsareachievedondisseminationofmangotechnologies?

………………………………………………………………………………………………………………………………………

……………………………………………

9.Linkage/interaction/partnership/coordinationbetweenactors

………………………………………………………………………………………………………………………………………

………………………………………

E.ChecklistforFarmers’GroupDiscussion

1.Groupmembersshould:

• Respectothersandtheirviews

• Strivetobehonestandtransparent

• Recognizeandacknowledgesocialreactions

2.TheModeratorshould

• Actascatalystbetweenindividualsofthegroup

• Strivetoenhancecapacityofruralpeopleinanalysisofproblemsand

opportunities

• Findwaysofintegratingdominantandquietpeopleandmakessure

thatallgroupmembersareabletoexpresstheiropinions

• Makesurethatthegroupkeepstothetopicbutflexibleinhandling

additionalinformation

• Takecareoftimemanagement
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• Listencarefullytoanygroupmemberanddoesnotmuch

1.EvaluationmatrixforSWOTanalysis

Woreda…………………………………………………………….

Kebele……………………………………………………………….

Totalnumberofparticipants…………………………

Date…………………………………………………………………

Strengthsofproductionandmarketing

ofmango

•

•

•

Weaknessofproductionandmarketing

ofmango

•

•

•

Opportunities on production &

marketing

•

Threatsonproduction&marketing

•

•

2.Whatisyourpossiblesolutiontorectifytheaboveproblems?

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

F.ChecklistforTradersFocusGroupDiscussion
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1.Groupmembersshould:

• Respectothersandtheirviews

• Strivetobehonestandtransparent

• Recognizeandacknowledgesocialreactions

2.TheModeratorshould

• Actascatalystbetweenindividualsofthegroup

• Strivetoenhancecapacityofruralpeopleinanalysisofproblemsand

opportunities

• Findwaysofintegratingdominantandquietpeopleandmakessure

thatallgroupmembersareabletoexpresstheiropinions

• Makesurethatthegroupkeepstothetopicbutflexibleinhandling

additionalinformation

1.How dotradersinfluencefarmers’participationinmangomarket/value

chain?

…………………………………………………………………………………………………………………………………

……………………………………………………………………………………………

2.Whatarethemajorproblemsinmarketingofmango?

…………………………………………………………………………………………………………………………………

…………………………………………………………………

3.Whoisresponsiblefortheaboveproblem?

…………………………………………………………………………………………………………………………………

………………………………………………………………

4.Whatisthequalitytrendofmangoimprovingordeteriorating?Whois

responsible for the problem?
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…………………………………………………………………………………………………………………………………

……………………………………………………………

5.Howtheseproblemscanbesolved?

…………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………….

6.From whom doyoupurchasefruitsatreasonableprice?

…………………………………………………………………………………………………………………………………

……………………………………………

7.Whatproblemsdo you face in mango marketing?Mention the common

problems in mango marketing?

………………………………………………………………………………………………………………………………………

……………………………………………


