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ABSTRACT.

The study aimed at investigating the effects of different marketing channel choices on incomes
of small holder coffee farmers of Sironko District, Busulani subcounty. A cross-sectional survey
involving 68 respondents was used to collect data. The study adopted descriptive methodology to
gather both qualitative and quantitative data whereby semi-structured questionnaires were used
and interview guides. The study was guided by three objectives including; identifying the
different coffee marketing channels, to quantify costs and benefits involved in the different
coffee marketing channels and to identify the challenges faced in the different marketing
channels. The study sample was selected using random sampling technique. The study findings
revealed that most of the farmers were of age 36-45 with a low formal educational background
cultivating on an average of between 1-3acres of land. The respondents’ average years of
experience of in coffee farming was 8-15 years implying that coffee farming was their major
source of livelihood alongside livestock production. Three major marketing channels were
identified in the study, which include; farmer to processor, farmer to cooperative and farmer to
village buyers (middlemen). In terms of price offered per kilogram of coffee, farmer to processor
channel offered the highest price of 13,000 Uganda shillings/kilogram of dry coffee and 2,500
Uganda shillings per kilogram of wet coffee beans. The study also revealed that the highest costs
are incurred while using the farmer to processor marketing channel however, the analysis of
variance for costs showed that there is no statistically significant variation on the costs incurred
across the marketing channels.

43.3% of the coffee farmers opted to use the farmer-processor marketing channel to supply their
coffee. The major challenges of the farmers identified were; late payment and low prices from

middlemen
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CHAPTER ONE: INTRODUCTION

1.1 Background

Coffee is a perennial beverage crop that belongs to the family Rubiaceae, it is believed to have
originated from Ethiopia and now being grown worldwide (Herrera & Lambot, 2017). Arabica
is the most consumed coffee type in the world due to its superior quality compared to Robusta
(Smith 1985). It grows at an altitude of 1200-2500m above sea level and this explains why it is
found in the highland areas of mount Elgon and mount Rwenzori in East and Western Uganda
respectively(UCDA 2019).

Worldwide, coffee is grown on 12.5 million farms, the coffee output is estimated to provide sales
of about 19 billion USD in 2017 alone (Voora et al., 2019). The sector employs about 125
million people in Latin America, Asia, and Africa, and its produced by about 80 countries
(Ssebunya et al., 2019). In East Africa, coffee makes the largest export with Uganda exporting
majorly Robusta and Arabica coffee being exported by Kenya and Tanzania ( Kieran, 2017)
(Erick et al., 2016). According to UBOS (2022), Uganda’s coffee production increased from
244,000tones to 313,000tones in 2016 and 2019 respectively. This contributed greatly to the
GDP given that coffee is among the main exports(Jaramillo et al., 2013). About 44 districts grow
coffee in Uganda with 28 growing only Arabica, these include districts in Elgon region, kigezi
region and the great Rwenzori region (Kagezi et al., 2019) and 15 districts grow both Arabica
and Robusta coffee (Verter et al., 2015).

Coffee has continued to play a leading role in Uganda’s economy. It contributes between 20-30
percent of the total foreign exchange earnings (Uganda coffee Development Authority, 2009).
Uganda currently produces 4million, 60kgs bags of coffee per annum, however the set target was
20million bags by 2020. An estimate by Uganda coffee federation is that the coffee industry
employs over 20% of Uganda’s population and these directly earn their living from coffee at all
levels (UCDA n.d.).

The coffee industry was liberalized in 1991 and from that time everyone got the freedom to
engage in the sector at all levels but while abiding by the coffee regulations of 1994 (UCDA,
n.d.). In Uganda, the eastern region, Bugisu in particular is one of the key coffee producing areas
(UBOS 2022). However, according to (Otieno et al., 2019) the coffee industry has faced a
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