BUSITEMA
@ UNIVERSITY

www.busitema.ac.ug

FARMERS’ PERCEPTION ON MIDDLEMEN IN THE MARKETING OF TOMATOES
IN TADEMERI SUB COUNTY, BUDAKA DISTRICT.

BY
MUSAYENKA JOSEPH
BU/UP/2019/1080

E-MAIL; josephmusayenka@gmail.com

Research supervisor; MR IISA AUGUSTINE

A RESEARCH DISSERTATION SUBMITTED TO THE DEPARTMENT OF
AGRIBUSINESS AND EXTENSION

FACULTY OF AGRICULTURE AND ANIMAL SCIENCES IN PARTIAL
FULFILLMENT OF REQUIREMENTS FOR THE AWARD OF A BACHELORS
DEGREE OF AGRIBUSINESS MANAGEMENT OF BUSITEMA UNIVERSITY

MAY 2023



DECLARATION

MUSAYENKA JOSEPH hereby declare that work presented in this dissertation is genuinely

i
I

my own work unless otherwise stated and has never been done or presented by any other person

for the academic award of Busitema University or any other institution of learning.

U T S T Y
it



APPROVAL

dissertation on Farmers’ perception on middlemen in the marketing of tomatoes in

b county, Budaka district was supervised and approved by my academic supervisor,



DEDICATION
| dedicate this research to my beloved father Tatela Johnson and my mother Tabitya Angela, my

beloved spouse Nankwasi Mary, to my cousin sister Nabwire rosemary and my brothers and
sisters for their endless support in terms of financial, moral, care and spiritual support towards

the success of this research. May the Almighty God bless you and reward you abundantly.



ACKNOWLEDGEMENT
I wish to extend my sincere and heart felt gratitude to my supervisor Mr. ISA AUGUSTINE for
his hard work through inspiration, support and guidance towards the timely completion of this
research.

Special appreciation goes to the head of agribusiness department Dr. Kabiri Ronald and research
coordinator Dr. Okiror Simon peter for their guidance to me.

| also appreciate the tomato farmers of Tademeri Sub County who participated in the research for
supporting me and giving me the relevant information that has made this research conclusion. |
thank Nankwasi Mary, Kataike Mariza and Bolesa bashiri for helping me in the harsh moment of
Data collection.

To my family members and friends, thank you so much for the great love, care, inspiration and
support.

May the Almighty God bless you all!



TABLE OF CONTENTS

DECLARATION. ...ttt sttt ettt e ht et bt et e st e she et e ebe e st e bt eatebesbe et e sbeeaeenbesaeeneenne i
APPROWVAL ...ttt ettt et et s h et b e at et e s bt et e e bt eht e bt e bt ea b e bt e at et e ehe et e sbeeneenbesaeenes ii
DEDICATION. .ttt ettt e a et bt et b e e et et e s bt et e e bt e ae e bt eae e besbe et e sbeeatenbesbeentesbeenseneas iii
ACKNOWLEDGEMENT ..ottt ettt st st st st b e be e saeesateeateebeenbeens iv
TABLE OF CONTENTS ...ttt ettt sttt et b e st sae e s it s te e be e sbeesheesatesabesabeebeenbeenns v
CHAPTER ONE: INTRODUGCTION ....oiiiiiitiiteete ettt ettt st sttt sae e s st st sbeeas 1
1.0 INEFOTUCTION ...ttt b et b ettt ettt b et b e 1
1.1 Background t0 the STUAY .......c.eecueiieeeeieeeec ettt ettt sttt s be b beean e tesreennas 1
1.2; Statement Of the PrODIEBM ...ttt et e be e tesreeneas 3
1.3 PUIPOSE OF T STUAY ...ttt bbbt be b bt 4
1.4 ODJECHIVES OF the STUAY ....cvieeeeieieeieeeet ettt sttt ebe e 4
1.4.1 General obJectives Of the STUAY ........cc.eciivieciiiececeeeeee e 4
1.4.2; Specific 0bjJectives Of the STUAY .......cc.oviivieiiececeeee et e 4

1.5 RESEAICN QUESTIONS.....c.viieieieiieeeieste ettt ettt et e st e et e st e e be et e steesaesbessaessesbeeasesbeesaensesteessansesssensenseeneas 4
1.6 SCOPE OF TNE STUAY .....eveeiteeeieiteeet sttt ettt b s bbbt e et eseebesbenbentens 4
1.6. 1 CONTEXE SCOPE .eeueetieuieienteetest ettt et et sb et h e eb e et s bt et e s bt et e st e sb e et e sbeeaee bt sseenbesbeeabesbeemeebesreenes 4
I A €T o | =T o] g [or= UK SToTo] o < RSP 5
116,32 THIMIE SCOPE ..cuviveeeteiteetteete et ete et et e bt e et e s be et e s teete e besseessesbeeasesteebeenbesseessesbeessensesbeensesteessansesseanes 5

1.7: Significance OF the STUAY. .......ecoviieeieicecec ettt st re et e s be e e be s e tesreeneas 5
1.8: CoNCEPLUAL TrAMEBWOIK.....cvieeeeeeeceeeecte ettt sttt besbe e e e beeas e tesreennas 6
1.9 Limitations OF the STUAY .......ccueeierieeieieee ettt ettt et e re et este e e neennensenneeneas 6
1.20: DEIIMITALIONS. ..ottt sttt 7
CHAPTER TWO: LITERATURE REVIEW ...ttt ste et s s s 8
2.0 INEFOTUCTION ...ttt ettt b ettt b et bt b et b e e b e e e bt s enenteneas 8
2.1 Meaning, origin and importance Of tOMALOES. ........ccceerveririeririee ettt 8
2.2 The effect of middlemen on the marketing of tomato by smallholder farmers.........cccccocceveriennnncnne 9
2.3 Transport network and marketing of tomatoes among smallholder farmers ..........cccccecevevvenencnnene 10
2.4 The contribution of middlemen as a source of market information for smallholder farmers. .......... 11
2.5: The effect of prices on the marketing of tomatoes among smallholder farmers.........ccccceevevvernenen. 12
CHAPTER THREE: METHODOLOGY ...ttt sttt et sttt sae b e sbeesaee e 14
3.0 INEFOTUCTION ...ttt ettt a bbb b e et e e et e bt sbesreenenrens 14



B T0 IS 810 YA L= o [ SR 14

BB N 1= W0 S 110 | SO 14
3.3. POPUIALION OF the STUAY ......oueeiiiiiitirieetest ettt ettt ne e 14
3.4, SAMPIE SEIECHION ...ttt e st s e be s st et e sbe et e steesaensesreensenreennes 15
RIS T: 110] 0] IR 2T USRS 15
3.6 SAMPIING tECANIQUES ...c.vieeeeiecteeee ettt st et e s b e e s teess e besanentesreennas 16
A 11 (0] 4= AT A TRToT0 {o STSRS 17
3. 7. L Primary SOUFCE TATA.......cc.erueieieieiiniietest ettt sttt ettt bbb st eae b e nes 17
3.7.2 Secondary data COHEBCTION.........cc.oiuieieiceeeee ettt st st era e aesreenes 17
3.8. Data COHECTION INSIFUMENT .......c.eitiiiriirierierieeiece ettt sttt sttt aesbesbesbenaens 17
3.8. 1 QUESTIONNAUTE ...ttt ettt ettt ettt et e vt e e bt e e teeeaeeeteenbeebe e teesseessesesesenssenseenteesseesseesreesns 17
3.8.2 INTEIVIEBW QUITE.......eeitititeeee ettt ettt b et b ettt eae b naenes 17
3.9. Data QUAITEY CONTIOL......c.eiiiiieiireeeteeese ettt ettt b b be e 17
3.0 L ValIAItY ..ottt ettt ettt ettt e ettt e et ee e 18
3 B A 1 - 11 < T1 L1 A 2R 18
3.10. Data processing and @NalYSIS ........cceviieeiiiieieiieeeteseee ettt s re e reeanas 18
3.11. EthiCal CONSIABIALIONS ......eueeieeiietiriesiesteste ettt ettt sttt ettt ettt st st e te e e e e e e e eneesessenaeseens 18
3.12. Procedure for data CONECLION ........ccueviiieereeee ettt s enaes 19
CHAPTER FOUR; DATA ANALYSIS AND INTERPRETAION.......ccooieeeeeeeeeee et 20
4.0 INEFOUUCTION ...ttt ettt sttt ettt b bt b et b et e et e bt e bt ebe s b e s b e b et e e eneenesbesbesbentens 20
4.1 The table below shows the demographic characteristics of the respondents.............cccceveeveviennenen. 20
o O T T 1] OSSPSR 20
4.1.2 AQE OF TESPONUENTS .....ovieeietietiete ettt ettt et e st e s teebe et e ste e s e sbeesaebesbaenbesbeessensesanenns 21

4. 1.3 IMATTTAI STATUS .....eovieiiiititeiete ettt sttt bt bbbt ettt be b b seenen 21
4.1.4 The table below shows the highest education level of farmers..........ccccoccevvvveceviencenecnne 21
4.1.5 The pie-chart below shows farmers’ main source of income...............ccoccovvvveverenceennnnnnnn, 22
4.1.6 Time spent in tomato production and Marketing. ........cccccoceeerineeneneeee e 23
4.2 TOMATO FARMERS’ PRODUCTION AND MARKETING CHARACTERISTICS.................. 24
4.2.1 TOMALO VAFTELIES GFOWN. ..eovvieieiecieeteste ettt ettt et et e e e s tesre et e ste e s e beesaessesseensessesseensessnenes 25
4.2.2 Reasons for tomato ProdUCTION. .........c.eeveciieieiericiee ettt saesreens 25
4.2.3 Main tOMAL0 MAFKETS........oiuiieiiieiirierieseses ettt sttt ettt seennes 25
4.2.4 Quantity of tomatoes Produced PEI YEAI . .........ccevierireeriere et erte et see st eee e saeenes 26
4.2.6 The way farmers reach their CUSTOMErS........c.oocveviecieee et 27

Vi



4.3 The farmers’ perception on middlemen on tomato marketing in Tademeri sub county, Budaka

GESEIICT. .ttt ettt b et b e bbb bt b et b bbbt b et b et 27
4.3.1 Farmers who sell tomato produce to middlemen and direct to consumers. ..........cccuc....... 27
4.3.2 Selling tomatoes to middlemen is more profitable than selling direct to consumers......... 28
4.3.4 Middlemen eXploit FAMMEIS. ......c.coiiiiieeeee et 29
4.3.5; Middlemen are better informed on marketing tomato than farmer............cccccecevvvennenee. 30

4.3.6; farmers’ perception on ‘middlemen as market link are important in marketing of
BOMIATOERS ... .ottt et et e st e st sttt n e r e s ae e sae e san e e et e r e e nre e nreesane e 31

4.4 The farmers’ perception on the contribution of middlemen as the source of getting marketing

TNTOIMALION. ¢.. ettt b e b ettt et a e bt b e e b e sa e b et et et e st eaeeneebeneenen 32
4.4.1 Means of getting the market information by the farmers. ..........ccccoovenincncninninncnee. 32
4.4.2 The farmers’ perception on the reliability of farmers’ means of getting information. .....33

DiSCUSSION OF the FESUILS. .....veeiiieii e 33

CHAPTER FIVE ..ottt ettt st sttt e b e bt e bt e s bt e sate et e e beenbeesbeesaeenas 36
CONCLUSIONS AND RECOMMENDATIONS ... .ottt sttt s 36
5.1 CONCLUSION ...ttt ettt sttt st st st et e e s bt e saeesatesabesabeenbeesbaesseesasesasesnseaseesseesanenns 36
5.2 RECOMMENDATIONS ... .ooiete ettt sttt sttt et sae e st st sbeebeesbeesbeesatessteenteesbaesanesanenas 36
RETEIEINCES ...ttt bbb bttt e e st e bt e bt s bt b e e et et et e st eneebenae e bt 37
APPENAIX A QUESTIONNAITE.......cceeeiiieteeiectieeeite ettt ete e te e e s e e s e s te e s e stesbeebesteesaetesasessesssensesteessensessnenes 39
SECTION E ACCESS TO MARKET INFORMATION AND TOMATO MARKETING....... 43
How do you get information on where to sell your tomatoes? ..........cccceeeevieeeecciee e 43

Is the means of getting information mentioned in (1) above reliable?..........cccoceviiviivrciniiniceneene, 43
Good access to information can improve tomato marketing process in a positive manner.............. 43
SECTION F: PRICE AND TOMATO MARKETING ...cc.ootiiiiiinieieneetenieeeee e 44

In what currency do You Sell TOMAtoES? .....c..uiiiiiieee et ettt e et e e ae e e e e areeas 44
Who determines/sets the t0Mato PriCE? ......ccieeiuiiiiieeecee ettt et ettt et e eete e e re e eteeeeteeesbeeenns 44
Does the tomato price keep 0N ChanGiNg? .........occuiiiiiiiii et e 44

[ (oY VY [ RN Te U o Y- [ ISR 44

At what price did you sell your tomatoes during the following years? .........ccccecvveeivcieeeccciieeeeennnen, 44

Are you happy with current tomato PriCE? .....ciiiiiiiiiiiiiee e e e b ee e e s 44
Does increase in prices lead to increase in tomatoes marketed? .........ccccceeeeeeciiiieiee e, 44
SUPPOIt YOUr @aNSWEN iN (7) @DOVE.......uiiiiiiie ettt e et e e et e e e e ra e e e e abaeeeeeanreeaean 44
APPENDIX B: INTERVIEW GUIDE. ..........ooutiiiiiiiteiiieetesteeit ettt st be et bttt sbe et sbeeaeenbesaeeneesbeeanas 45
Appendix C: Map of Uganda showing the location of Budaka district (red color) .............c...ccueeunennen. 46

Vii



LIST OF ABBREVIATIONS AND ACRONYMES

SPSS Statistical Package for Social Scientists
GDP Gross Domestic Product

Yrs. Years

BUAC Busitema University Arapai Campus
Mr. Mister

Ms. Misses

Dr. Doctor

Kg kilograms

RDS Respondent Driven Sampling

% Percentages

SMS Short Message Service

Ugsh Ugandan shillings

viii



LIST OF FIGURES

Figure 1; represents the farmers’ main source of iINCOME. ........cevveeriiriiriiiiniennierierc e 22
Figure 2 represents farmers’ time spent in tomato production and marketing...........c.cceeveveeveerereerenennne. 23
Figure 3 represents the farmers’ quantity of tomatoes produced per year .......cccccvvcveeeiviieeeecciiee e, 26
Figure 4; represents different categories of tomato CUSLOMErS ......ccccviiiiiiiiieiiiiiee e 27
Figure 5; represents the percentage of respondents who sell their produce to middlemen. ................... 27
Figure 6; showing farmers’ perception on ‘middlemen are better informed on marketing of tomato than
FAIMIEIS. .t b ettt 30
Figure 7; shows farmers’ perception on middlemen as market link are important in marketing of tomatoes.
.................................................................................................................................................................... 31
Figure 8; represents farmers’ perception on the contribution on middlemen as a source of getting
TNFOTMALION. ...ttt 32
Figure 9; represents reliability of farmers’ means of getting information ..........eccevceveeveneeienenieenenennee, 33



LIST OF TABLES

Table 1 represents the demographic characteristics of reSPoONdeNtS. .........ccevveveeveviriece e, 20
Table 2; represents the farmers’ highest level of eduCation.........ccocevirerierieiiiininseee e 22
Table 3; represents the summery of farmers’ production and marketing characteristics...........c.oeeverernene 25
Table 4; represents the farmers’ perception on middlemen in the tomato marketing. ..........cccccceevevreennen. 28
Table 5; representing farmers’ perception on the roles of middlemen in the market. ..........cccccceeveeneenen. 29
Table 6; represents the farmers’ perception on the effect of middlemen. .........c.cccooceriiniiiiiiniininiinnns 29



ABSTRACT

The study looked at Farmers’ perception on middlemen in the marketing of tomato in Tademeri
sub county, budaka district. The study involved both qualitative and quantitative analyses of
survey data collected. Questionnaires and interviews from a sample of 80 respondents
purposively and randomly selected. Data was analyzed using SPSS version 20. The study
revealed that crop production was the main source of income for the farmers, 50.6% harvesting
100-500kg/yr., 32.9% harvesting 500-900kg/yr,10.1% harvesting 900-1300kg/yr. and 6.3
harvesting above 1300kg/yr. and these tomato produce were 95% purposely for sell, most of
farmers 63.8% sold their tomatoes to middlemen and most of farmer 28.8% strongly agree and
35% agree that middlemen provide the most convenient link for selling tomato produce, because
the move to different parts of the country looking for the markets were farmers’ produce are
sold, beside that middlemen 67.5% exploit farmers for instance buy produce from the farmers at
low prices and then resell them to traders and consumers at high prices. Middlemen 48.8% and
fellow farmers 32.5% are the major means of getting market information used by farmers and
these means of getting information are 80% reliable sources of information to the farmers. The
price is 65% determined by farmers and 23.8% determined by middlemen through their
bargaining power. The study recommends that Females should also take lead in the business.

Middlemen being a necessary evil as implied by the study must be regulated. Farmers find
middlemen as more convenient and add to their profitability. They offer them with market

information. However the farmers believe that they are being exploited by them.
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CHAPTER ONE: INTRODUCTION

1.0 Introduction
This chapter presents the background to the study, statement of the problem, purpose, objectives,

research questions, scope, significance, as well as the conceptual framework, limitations and

delimitations of the research proposal.

1.1 Background to the study
A tomato is a glossy red or occasionally yellow, pulpy edible fruit eaten as a vegetable.

According Oxford learner’s dictionary defines a tomato as a soft fruit with a lot of juice and
shiny red skin that is eaten as a vegetable either raw or cooked. The origin of tomatoes is not
very clear, but they are believed to have originated from the coastal dessert of Peru. However,
some scholars suggest that tomatoes originated from the coastal land between Andes and other
parts extending from south Mexico. (Mwangi et al., 2020). But the fact is tomatoes originated
from the continent of South America much as the real place is not definite as reported by various

scholars.

Tomato is one of the most important and popular vegetable crops, it is a rich source of minerals,
vitamins or organic acids, widely acceptable and commonly used in a variety of dishes as; raw,
cooked or processed According to (Hanandi et al., 2021), there are three central markets in
Khartoum; Bahari (Shambat), Khatoum and Omdurman where tomatoes from different parts
inside and outside Sudan are sold. It is the sixth-most eaten crop in the world, with Africa alone
producing 21 million tons of it from 1.3 million hectares (Gabriel, 2021). In East Africa,
Tanzania and Kenya produce the most tomatoes in East Africa, with 1.9 million tons production
each year, followed by Uganda (Gabriel, 2021).

A large number of individuals in the world rely on agriculture for their living (Oyakale et al.,
2014). About 1.3 billion smallholders and landless laborers are employed in agriculture, which is
considered to be the primary source of income for 86 percent of rural residents (KC et al., 2022).
Agriculture is crucial to society and it is the foundation of many African economies in terms of
reducing poverty, ensuring the availability of food, and fostering economic progress (Islam et al.,
2019).

Marketing is essential for achieving the overarching objectives of economic growth, food

security, poverty reduction, and sustainable agriculture, particularly for smallholder farmers in

1
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