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ABSTRACT

CHARACTERISTICS OF INTRA-RURAL SORGHUM MARKETING BY
SMALL HOLDER FARMERS: A CASE OF KAZUNGULA DISTRICT

Gloria Phiri Supervisor:
University of Zambia Ms Precious Hamukwala

This report presents the results of a characterization study of intra-rural sorghum markets in
Kazungula district of the southern province of Zambia. The impetus of the study came from the
recognition that important changes have taken place in the staple markets since liberalization
began in 1991 and as a result, a restructuring and organization of the grain markets. Whereas
success has been achieved in commercializing maize grain marketing, limited trade occurs in the
sorghum markets which have since remained undeveloped despite the numerous opportunities in
the free and competitive marketing systems.

The overall objective of the study was to characterize the intra-rural sorghum markets. More
specifically the characterization focused on the identification of the major participants in sorghum
marketing, the nature of trade in the sorghum markets, the mechanisms involved in sorghum
marketing, the constraints and the opportunities within the small holder marketing systems whose
alleviation or exploitation could induce growth of the rural markets. To collect the necessary data,
a survey was conducted on a random sample of 50 respondents from Kazungula district.
Descriptive statistics were used to analyze the characteristics of the sorghum markets, its traders
and the constraints faced in the rural marketing systems.

Results from the study showed small holder farmers are a heterogeneous group with respect to
sorghum grain marketing. The small holder farmers can be assigned to four market participation
categories including exclusive sellers, exclusive buyers, non market participants and both the
buyers and sellers of the output. Education, age, gender, access to credit and assets owned by the
principle trader are important factors that influence the nature of participation in sorghum
marketing by the small holder farmers.

Further results from the study revealed that the sorghum markets are characterized as having low
trade volumes averaging 250 kg for both sales and purchases. This is because the small holder
farmers consume most of what is produced and very little output enters the market for trade. The
trade channels that exist in these markets are restricted to the local grain processors i.e. the local
beer brewers and the grain millers. The sorghum traders also have very small marketing margins
because of the minimal value addition to the grain which is restricted to threshing and more so the
produce is generally purchased at the farm gate and hence incurring minimal transportation
expense.

The major constraint faced by the smallholder farmers in intra rural marketing is the limited
markets that are available. The crop traders have limited access to the urban markets and much
more so to the urban sorghum based food and beer industries. This has, to a larger extent
contributed to the limited growth of the sorghum markets.

To address some of the problems that prevail in the sorghum markets it is recommended that the
small holder farmers form farmers trading organizations in order to facilitate marketing with the
urban industries and utilisers of the sorghum grain. Also efforts may be directed towards contract
farming between the sorghum growers and the urban feed and beer industries for guaranteed
markets for the sorghum farmers and consequentially growth of the sorghum markets.

vii
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CHAPTER 1

INTRODUCTION

1.1 Introduction

The overriding aim of agricultural production and rural development in Zambia is the
progressive improvement in production to achieve food security primarily through
increased small farm yield, increased levels of income and much more importantly an

improvement in the living standards of rural households.

Increasing production, however, is not the only way to achieve food security. The
precarious nature of production and its uneven geographic distribution have focused
attention on the need for an efficient distribution of what is produced. The marketing
system can play an important role in encouraging production as well as distributing
supplies. Therefore staple crop marketing is integral to small farm development and

ultimately increased food production national wide (Jartzold and Schmidt, 1983).

Maize, following the post independence period to date has become the” cornerstone” of a
social contract between the government, non governmental organizations and the
Zambian majority in which both the controlled and free markets has centered attention on
its marketing to redress the historical neglect of small holder agriculture and at the same
time promoting increased small holder incomes and welfare. (Ray et.al 1998). Efforts
from both the government and nongovernmental organizations have been towards its
increased production through supportive policy frameworks, research and the provision
of inputs at subsidized prices. The marketing of maize has also been integrated in the
urban food systems and has received support from the government in the form of policy
frameworks that support maize prices and marketing through the parastatal maize
marketing body, the food reserve agency. These national policies which were accentuated
following the liberalization process have further emphasized trade, flows, particularly

maize grain from the rural to the urban areas
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While this approach has achieved uneven success in promoting the small holder income
and food security one drastic result of this agricultural marketing policy has been the
dependence on maize sales by the smallholder farmers as the primary source of their
livelihood. Staple marketing of other crops particularly sorghum and millet has received
very little attention leading to its decline over the past few years, this has consequentially
resulted in a decline in sorghum production by the small holder farmer and has
discouraged the development of intra —rural markets and more so the marketing of other
staple grains such as sorghum by the small scale farmers. Marketing channels between
the producers and the major urban centers are poorly developed and are characterized by

limited trade volumes due to scattered and irregular supply.

The formal sorghum and millet markets have been declining and are losing their
importance in national staple marketing. Intra- rural sorghum markets have also not been
very successful (Danida\Maldam, 1991). The localized sorghum markets have been
declining despite the opportunities that exist for increased rural trade as a result of the
increasing importance of sorghum in drought intermittent areas such as the southern
province of Zambia as a food security crop, a fodder crop and its integration in both rural

and urban food and non- food industries such as the beer industries.

In these areas where sorghum production has been encouraged by non-governmental
organizations such as care international Zambia through its food security project and the
input for asset program where the small -scale farmers receive inputs of which maize
seed and sorghum seed form a part as alternative crops for production. However the
marketing of sorghum has continued to decline over the years and the development of
these markets has been limited, particularly after the liberalization process and before
which the sorghum markets where highly developed as compared to maize grain
marketing. As a result, maize has rapidly been replacing sorghum in the agro- ecological
zones where sorghum ought to have an advantage and the resultant one way grain trading
markets have further accentuated food deficits in the region and in Zambia as a whole.

Therefore, though sorghum production is a growing activity in rural livelihoods, it is



unclear as to how much trade occurs in these areas and more so, on the organization of

these markets as integral parts of the national marketing systems.

An analysis of the intra -rural sorghum markets is important in order to identify options
for the distribution of market responsibilities further the factors affecting intra- rural
sorghum trade must be understood in order to create better policy interventions and
consequentially develop national sorghum markets as these form integral parts of national
marketing systems and are the key to increased food security, small farm development

and overall economic growth in the nation

1.2 Problem Statement

Sorghum marketing has seemingly remained more limited than expected particularly in
rural food systems and markets where it should otherwise be increasing owing to its
support in food security and in the livelihoods of the rural poor as an alternative to maize.
With much policy emphasis on increased maize production and marketing in both the
private and public sectors, the sorghum markets have been to a larger extent displaced by
the maize markets even in areas where maize is agro-ecologically unsuited. This has to a
larger extent lead to the reorganization of these markets and in most cases loss of the
sorghum market with only marginal trade in some areas (Robarch, 2000). In areas where
sorghum production is prevalent such as the southern province of Zambia, the
organization of these markets is limited and little is known on the marketing participants,
the marketing operations and much generally the characteristics of these markets relative

to the maize markets.

Further the constraining factors to increased sorghum marketing and participation by the

small-scale farmers in such regions remain unknown.

In this study the characteristics of intra-rural sorghum markets are investigated to provide

a better understanding of the operations of these markets to guide policy formulation.
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1.3 OBJECTIVES

1.3.1 General Objective

To identify the characteristics of intra-rural sorghum marketing

1.3.2 Specific Objectives

1. To identify the major participants in sorghum marketing

2. To identify the levels and nature of participation in sorghum marketing by the
small- holder farmers

3. To determine the mechanisms involved in sorghum marketing

4. To identify nature and presence of rural sorghum processing

5. To identify the presence of institutions supporting sorghum marketing by the
small- scale farmers

6. To determine the constraints to sorghum marketing

1.4 Significance of the Study

The development of national grain marketing and its promotion, as a stimulator of growth
in production and income generation cannot be effectively done without a consideration
and analysis of the ways in which the staple grain markets operate and function. Rural
markets are affected in much the same way as urban markets if not more by policies and
government intervention programs. if success is to be achieved in modernizing
agriculture through increased productivity and commercialization it becomes vital to
understand the characteristics of the intra rural markets and that of its traders for better
and effective policy targeting also the constraints and the opportunities existing in the
sorghum markets, whose exploitation or alleviation could lead to the growth of the
sorghum markets should be identified as the starting point in the implementation of the

agricultural commodity trading policies.
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1.5 Limitations of the Study

Very few small holder farmers are engaged in sorghum production and the sorghum grain
is not produced every agricultural production season. As a result it was very hard to find
farmers who have been engaged in sorghum production for a minimum of three
consecutive agricultural production seasons as was required in the research design. As a
result the data that was collected was not very accurate as much of the collected
information was recall data from the previous seasons in which the smallholder farmers
had produced the sorghum grain.

For ease of carrying out the study the survey was restricted to the beneficiaries of care
international Zambia who obtain inputs in the form of sorghum seed as an alternative to
the maize seed. This created a bias as the non beneficiaries where left out and as such the
sample was rather not representative.

In carrying out the survey there were some diesel shortages and so limiting access to

some of the areas that would have been covered if that was not the case.

1.6 Organization of the Study

This report is organized into 5 chapters. The first chapter introduces the background of
the study, the problem that justifies the undertakings of the study its significance and the
limitations that were faced. The second chapter, literature review, undertakes the review
of previous studies that are relevant to the understanding of the this study and gives
insight as to some of the earlier finding on our subject of interest and guides the study
into an in depth understanding and the generation of new and worthwhile information as
this study aims to achieve.

The methods that were used with regards to the survey site, the sampling procedures that
were used, the data collection tools and methods are laid out in chapter 3 of the report.
Chapter 4 opens up to the findings of the study. It also discusses the findings and
therefore gives meaning to data as collected.

Finally chapter 5 summarizes the conclusions as drawn form the study and offers
recommendations based on the findings and suggestions of other studies that could be

exploited to alleviate the identified problems



CHAPTER 2

LITERATURE REVIEW

2.1 Introduction

This section reviews earlier studies on intra-rural sorghum marketing that give insight
into the characteristics of these markets the constraints faced as well as the opportunities
that exist in these markets that could be exploited to lead to the growth of the national
staple markets. This review of earlier studies from secondary data sources are relevant to
this study in that they guide the study on the different methodological approaches that
could be used and also on the direction that the study could take for the generation of
worthwhile and new information. The literature reviewed is predominantly from the
studies undertaken by SIDA, FAOSTAT and ICRISAT in there earlier studies on staple
marketing with a focus on the operations of these markets, the nature of staple grain trade

and highlight the staple features and constraints faced in these markets.

2.2 Importance of sorghum.

Sorghum and millet constitute a major source of energy and protein for 500 million
people in Asia and Africa. (Hulse et al 1980) the average annual production of sorghum

is estimated at 1.97 million tones in the sub- Saharan region alone.

The most important characteristic of sorghum is its ability to tolerate and survive under
conditions of continuous or intermittent drought that result from decreased amounts of
rainfall. (Hulse et al 1980). It is this factor that has made sorghum an important food crop
in the rural food systems and its emergence as an important food security crop. However
much as sorghum is seemingly an important food security crop in the rural systems and
has potential for increased utilization, the development of national sorghum markets has
remained limited and confined within the farming communities with very little trade

beyond these areas. (FAO report 2000).



2.3 Sorghum Marketing in Zambia

In Zambia the rural sorghum markets are undeveloped as compared to countries like
Botswana, Nigeria and Tanzania in which these markets are rapidly growing owing to
increased processing and industrial utilization of the commodity. It has being tempting to
conclude that sorghum marketing in Zambia has declined largely due to a bias in policy
frameworks that support maize production and marketing relative to other grain types.
This has resulted in a complete re-organization and structural change in the indigenous
staple markets, particularly the sorghum markets. Without deliberate policies to stimulate
growth in such markets small holder farmers have intensified efforts towards the
marketing of staple crops such as maize which promise a ready market much to the

expense of the sorghum grain. (FAOSTAT, 2002)

In a joint SIDA(1999) and ministry of agriculture study on intra —rural grain marketing
in Zambia, the sorghum markets were characterized by having limited volumes of trade
limiting the marketing activities in the region. In most parts of the country it was revealed
that only limited exchanges in trade occur and these involved barter exchanges among the
farming communities. Sorghum trade in most areas like, the Gweembe valley were
characterized as being barter based with only a small proportion of the smallholder
farmers participating in the trade. Only 26% of the farmers were buyers of the output, on
a cash basis and these were the economically advantaged groups among the small holder

farmers.

In the same study it was revealed that in other areas of the country such as the northern
and southern regions, the sorghum markets were flourishing markets as the small holder

farmers in this area preferred the sorghum grain to the maize grain. (Ray et al 2002).

An interesting feature of the sorghum markets as revealed by earlier studies, are the
characteristic high prices of the produce compared to the urban areas, indicating a high
premium price. The average price of the produce as documented in a GTZ (1982)

collaborative study with the ministry of agriculture was K300 in the urban areas and



K600/20kg tin. These price variations were attributed to the failure of growth of the
staple markets as no trade flows could profitably exist from the rural to the urban areas in

which the major processing units exist.

In a study by DANIDA, (1991) in India the sorghum markets were characterized as the
poor mans trade. This is because trading existed among the poorest farmers with little
resource base and trade was in the form of exchange with other produce such as rice with

the richer farming communities.

2.4 Staple Grain Traders

Intra rural staple markets are characterized as having relatively few grain traders as most
of the small holder farmers consume most of what is produced in areas like the northern
and Copperbelt province of Zambia were sorghum markets are relatively well
established. However the grain traders still constitute a very small proportion relative to

the highly predominant maize grain traders.

In a study on staple grain marketing in Zambia, it was found that 20 % of small holder
farmers are engaged in sorghum marketing. 15.6% are sellers of the produce while 81.4
% of the small holder farmers consume all there produce.(Tembo et al, 2005).This further

goes on to show the limited trade existing in the sorghum marketing.

In another study by International Food Policy Research Institute, ( [FPRI, 2002) it was
revealed that decisions to participate in staple grain marketing and marketing a particular
crop such as sorghum is determined by a number of household characteristics such as the
economic leverage of the households influenced by, the landholding, assets held, levels
of off farm and on farm income. The socio demographic characteristics of the household
head such as the age, gender, marital status and the level of education of the household
head who undertakes the marketing of the produce and management of the respective
farms is also vital to the crop marketing decisions. These socio-economic factors are
therefore critical in understanding the characteristics of the market participants in the

intra rural sorghum markets.
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2.5 Processing Units and Infrastructure in the Rural Markets

In an ICRISAT (2002) collaborative survey on sorghum marketing and production in
India, a lack of processing units in the localized markets was highlighted as a
predominant feature of the rural markets. Most of the village level processing included
beer brewing with a little milling in some areas. A large quantity of produce is also sold
informally in these areas as the major channel of trade with a very small quantity of the

produce being sold through the co-operatives.

In another study by SIDA (1982), the intra-rural grain markets were characterized as
having limited infrastructure particularly storage for the produce. This hampered
increased marketing in these areas in which output was high. Further a lack of
transportation facilities was highlighted as a major constraint to sorghum marketing as
most of the sorghum growers were scattered throughout the region and were located in
outlying regions making trade difficult. Though much trade occurs informally most of
these markets are generally limited and trade occurs mostly within the surrounding

regions and the farming communities.

2.6 Conceptual Framework

The theory of marketing tells us that perfectly competitive markets are desirable because
they lead to economic efficiency. The characteristics of rural marketing derive from the
classic characteristics of economic markets. Rural markets are generally characterized by
having a small number of buyers and sellers. In particular they involve more than single

communities encompassing surrounding areas in the farming communities.

Marketing is characterized by a continuum of variables if it is to occur efficiently. There
should be a presence of effective marketing channels that efficiently distribute produce
from the surplus regions to deficit areas. This should be coupled by the presence of
infrastructure to facilitate this distributive system. Infrastructure in this case should

include storage and transport facilities to move the produce from the surplus to the deficit

e



regions though this may not be a very important factor in intra-rural trade as trade most

often occurs within the farming regions

Another important aspect of rural marketing is the presence of rural processing and
milling of the grain for value addition in order to stimulate production and much more
importantly increase sales as a result of increased value that can be added to the product.
Finally in rural marketing the presence of supporting institutions is also important if trade
is to occur more smoothly and profitably in the region. These institutions include co-
operatives and other organizations such as the non-governmental organizations that offer
support to the small-scale farmers in terms of entrepreneur skills or actual marketing of

the produce.

10
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CHAPTER 3

METHODOLOGY

3.1 Introduction

This chapter outlines the study design, background information of the study area and its
people from which the sample of respondents were selected. The sampling procedures
that were used are further outlined in this chapter along with the types of data that was
collected with the intent to capture the essence of intra-rural sorghum marketing. In the
analysis of the collected data descriptive statistics were used. Analyses of variance mean
comparisons, chi-square tests and cross tabulations were used as the statistical tools for

the analysis.

3.2 Study Site Background

The study was carried out in Kazungula district in the southern province of Zambia.
Kazungula districts is a drought intermittent area and lies in Zambia’s agro-ecological
region one. This region receives rainfall less than 600mm and the soils are acidic hence
making maize production unsuitable for the area. The farmers in this district as engaged
in agricultural production as there major main stay. A majority of the small holder
farmers are primarily engaged in subsistence agriculture and a relatively small populous
are engaged in the production of the cash crop, cotton. The district has on average 1500

smallholder farmers.Kazungula district was selected because of the following reasons.

» The small- scale farmers in this area grow sorghum as an emergency crop in case
of maize failure, as an alternative, and are thus engaged in some form sorghum
grain trade, creating a conducive study site for intra-rural sorghum exchanges and
trade.

» Care international Zambia through the input for asset project and the food security

project has for some time being distributing sorghum seed to the small holder

11
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farmers , in such areas were inputs are provided, productivity is enhanced and
hence inducing exchanges and trade of the surplus produce. This further justifies

the selection of the district for the study.

3.3 Data Collection Procedure

Based on the nature of a social survey, a structured questionnaire was developed as the

principle data collection tool for the primary data to be used in the study.

The questionnaire was divided into sections covering: household characteristics and
status indicators, crop sales ,purchases and there seasonality in the agricultural marketing
season 2004/2005.The marketing mechanisms , infrastructure, marketing obligations,
services and the constraints faced in the intra rural markets. The questionnaire is
presented as Appendix 1.The questionnaire was completed through interviews with the
household heads that in this case were responsible for the major sales and purchases of

the produced output.

Secondary data was also used in the study. The secondary sources included the local
institutions supporting small —scale agricultural production and marketing in the area
such as the ministry of agriculture and non-governmental organizations that offer
institutional and technical support. Key informants from these institutions were
interviewed to provide the data and a cross check for the data obtained from the small
scale farmers. Both the data collected from the primary and secondary sources provided
information for the framework for the analysis of the characteristics of intra-rural

sorghum markets
3.4 Sampling Process
The simple random sampling technique was used to generate a listing of the study

respondents. A list of beneficiaries in the Care International food distribution program for

the whole of Kazungula district was used as the sampling frame. 50 respondents were

12
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then selected from a total of 350 beneficiaries using a computer generated technique of

random sampling.
3.5 Data Analysis

The data was analyzed using SPSS (statistical package for social scientists). Graphs and
frequencies will be used to describe the data obtained and cross tabulations were used to
show the relationships among variables. Chi-square analyses were used to analyze data
recorded in categories in order to make comparisons among the variables as generated by

the data. The results of the survey were presented as tabular descriptive analyses.

13
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CHAPTER 4

FINDINGS AND DISCUSSION

4.1 Introduction

This chapter reveals the findings of the survey. It reveals the characteristics of the small
holder farmer’s surveyed and relates these characteristics to the market participation
levels in the sorghum markets. age, education, gender and marital status are some of the
social indicators that are analyzed. the economic indicators used in this study include;
assets owned, off-farm and on farm income levels and the land holding. This
characterization helps us to understand the various socio- economic characteristics that
the various market participant’s posses and therefore creates an understanding of the
socio-economic factors affecting market participation in the sorghum markets by the
small holder farmers. This chapter also reveals the nature of the sorghum markets with
regards to the operations, mechanisms involved in sorghum marketing and much
generally the characteristics of intra rural sorghum markets. The research was guided by
the research study objectives as outlined in chapter 1 and the following hypothesis and

assumptions were formulated to guide and aid in the analysis of the study objectives.

Objective 1

From the theory of marketing, in which we have producers, consumers and marketers of
goods and services it was inferred for this study that in every market exists a continuum
of marketing participants who may either be sellers of the goods or buyers as parts of the
vertical linkages. Therefore with respect to the sorghum markets the following

hypotheses were formulated.

14
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Assumption 1

Small holder farmers are a heterogeneous group with regards staple crop marketing

In further identifying the characteristics of the smallholder farmers a number off socio
economic indicators were compared across the identified market participation categories
of the small holder farmers and thus relating household characteristics to market
participation levels. This was done in order to analyze the unique socio economic
characteristics that market participant’s posses and hence create an understanding of the
factors that influence the decision to trade in a particular crop and more so to participate
at a particular level in the sorghum markets. The socio indicators that were used are

discussed below and the hypothesis formulated included the following.

1 .Education level

Hypothesis 1

There is no relationship between the level of education and role in sorghum marketing.

2. Age

Hypothesis 2

Age of the small holder farmers is associated with role in sorghum marketing

3. Gender

R

Hypothesis 3

There is no relationship between gender and role in sorghum marketing

For the economic factors that influence trade, it is postulated that small holder farmers
with a high economic leverage are more likely to participate as buyers and sellers of the
staple grains owing to there economic status that makes them access inputs and other

services much freely.

15



Since all the respondents used in the study are beneficiaries of the food security project in
which inputs are provided, it was assumed that all the respondents had equal access to
credit/inputs.

The economic indicators included in the analysis were:
1. off-farm and on farm Income Levels.

Assumption
The levels of on farm and off farm income of a smallholder farmer influence the role they

play in the sorghum markets.
2. Assets

Assumption
The level of assets possessed by the small holder farmers the role the small holder

farmers play in the sorghum markets.

3. Land holding

Hypothesis 4

The size of land holding is associated with role in sorghum marketing

4.2 Demographic Characteristics

The households surveyed included a wide spectrum of household types. Generally the
respondents are subsistence farmers who mainly grow maize as the major staple for
consumption. Sorghum is grown on a small scale. The respondents have been engaged in
sorghum production for an average of 3 consecutive years. The household heads captured
in the study are responsible for the major sales and purchases of the farm output, sorghum

inclusive. Of the households that were sampled 72% of the household heads were
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sorghum traders i.e. they either sold or bought sorghum. The remainder of the farmers,

18%, were non- market participants.

4.2.1 Age, Sex, Marital Status and Educational Level of the Respondents

The mean age of the agricultural households was 44 years.86% of the respondents were
male and 14% were female. A majority of the respondents have attained a high school
level of education. Refer to Table 1, below. 44% of the small holder farmers have at least
attained secondary school education while 38% have attained primary school education

with 18% having attained no formal education at all

Socially, these agricultural households have a majority of the household heads married.

About. 86% of the respondents were married, 10% were widowed with 4% divorced.

Table1 Age, Sex, Marital Status and Education Level of the Respondents

Male Female
Sex 86% 14%
Age (years) 44 39
Marital status
Married 66% 20%
Divorced 3% 1%
Widowed 7% 3%
Education levels
None 2% 16%
Primary 28% 10%
Secondary 42% 2%

Source: Own survey data
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4.2.2 Economic Characteristics

The annual off- farm household income of 24% of the survey participants was less than
K50, 000. 22% had an income of K50,000-100,000; 24% had an income of K100,000-
K150,000; and 30% had an income greater than K150,000.The major off-farm income
earning activities of most of the respondents included house building for a majority of
the rural populous, charcoal burning, wood logging and small scale businesses in clothing

and household utility supplies.

Additional income sources for the farmers are obtained from the sale of farm produce. A
majority of the farmers earned K100, 000-K300, 000 of on farm income from the sale of
there produce and this constituted 78% of the population. A further 10% of the
population earned an income less than K500, 000 while 12% of the population earned an
income less than K910, 000. These income levels reflect the types of crops that are grown
by the small scale farmers. The respondents with an income level above K500, 000 were
the respondents who are actively engaged in the production of cash crops particularly
cotton and these farmers were predominantly found in Kazungula district. The majority
of the farmers were particularly involved in the production of maize and due to the
variability in yields, largely attributed to drought; the sales were affected reflecting on the

low remittance from the sales.

The assets held by the respondents also formed a part of the economic indicators of the
respondents.46% of the population held assets which included oxen, plough and
livestock; 32% of the population however held the asset combination of oxen, plough,
livestock and ox- cart; a further 16 % of the population owned the asset combinations of
oxen, oxcart and livestock. 6% of the population owned the assets; Oxen and ploughs.

This reflected that each household earned a plough and draught power is the labor.

4.3 Objective 1: Identification of the Major Participants in Sorghum Marketing

The first research objective concerned identifying the major participants in sorghum

marketing.
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It is postulated that small holder farmers are a heterogeneous group with regard to
participation in the staple markets. The distribution of smallholder farmers across the
markets varies greatly in terms of participation and the role that the farmers will play in
the staple markets .to analyze the case of the intra- rural sorghum trade, a market
participation categorical variable was created.
House hold status= 1, if the household is an exclusive seller

2, if the household is an exclusive buyer

3, if the household is a non-buyer and seller

(Non- market participant)

4, if the household, both purchases and sells its output
A household is characterized as an exclusive seller if it only sells and doesn’t buy any
output. It is an exclusive buyer if it only purchases and doesn’t sell any of this out put. It
characterized as both buyer and seller (BBS) if it purchases as well as sales its out put.
Finally a household will be characterized as non- market participant if it doesn’t sell or
purchase any of its output (NBS).refer to the figure below. With regard to these
categories and intra rural sorghum trade, 34% of the households were exclusive buyers
while 32% made up the sellers of the output.18% of the households were both buyers and
sellers of the output while 16% of the households were non market participants in the

sorghum markets.

Figure 1: percentage distribution of Market Participation Categories

Market Participation categories of the Smallholder Farmers

O BBS. 16%

@ exclusive
buyers. 34%

ONBS. 18%

| exclusive seller.
32%

Source: Own survey data
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The results indicate that there are four major participants in the sorghum markets and
these are the exclusive buyers, exclusive sellers, BBS and NBS. On average a majority of
the small holder farmers participate in the buying and selling of the output and these
represent in total 64% of the smallholder farmers. The remainder of the population is non
market participants. Therefore a majority of farmers are engaged in staple grain
marketing and a large proportion, are themselves buyers of the grain. The study therefore
reveals that though the small holder farmers are the producers of the output and more so
the sellers of the grain they simultaneously are the major buyers of the staple grain in the

rural markets. Thus they constitute the major buyers of the sorghum grain.

4.4 Relating Household Characteristics to Market Participation

The characteristics of the small holder farmers participating in the sorghum market
across the market participation categories were analyzed. The levels of off farm income,
the on farm income, assets and access to institutional credit were some of the economic
indicators used. At the social level, education levels attained; sex and marital status were
used for characterization. Comparisons were then made across the market participation
categories using cross tabulations and chi-square analysis in order to relate socio-

economic household characteristics to participation in the staple market.

In this analysis access to institutional credit is the same across all the categories as the
respondents receive sorghum seed from CARE international and no other inputs are

received from both the non-governmental organizations and the state.

4.4.1 Age

The average age of the market participants was 44 years. The exclusive sellers had 78%
of the population with there ages lying between 45-47 years of age. The mode was 46
while the mean ages were 49 years of age. For the exclusive buyers the modal age 45.
About 34% of the population had ages ranging from 44-47 years of age. The other two

categories of market participants had there ages below the sample mean age. The modal
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age of the NBS was 45. 48% of the participants in this category lay within the age group
of 38-40. The mean age of the respondents in this category of farmers was 38 years. The
BBS had the same modal age as that of the exclusive buyers. However there mean age
was 40 years of age. In this group 38% of the population lay between the ages 42-45

with the rest of the population having ages below this mean value.

Table 2 Age of the market participants

Market participation category | Mean age Modal age Range
Exclusive sellers 49 46 45-47
Exclusive buyers 46 45 44-47
Both buyers and sellers 40 45 42-45
Non buyers and sellers 38 45 38-40

Source: Own survey data

The results indicate that the exclusive sellers are the oldest and mature proportion of the
smallholder farmers. This is followed by the buyers and both buyers and sellers. The age
of the small holder farmer may therefore influence the decisions to participate in a certain
market category with the older farmers with there much earned experience and
established asset base participating as sellers and the younger farmers as non market

participants.

4.4.2 Marital status

To further analyze the socio characteristics of the small holder farmers across the market
participation levels, the marital status was compared across the four levels of
participation. On the whole, 86% of the households were married, while 4% were
divorced and 10% were widowed. The category of market participation which had the
largest number of its population at 34 % being married was the buyers, as shown in table
2 below. This was followed by the sellers who had a proportion of its population at 32%
being married.13% of the non participants were married with 60% of the population

being divorced. Only 18% of those who both bought and sold the sorghum were married.
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Table 3 Marital Status of the Small Holder Farmers across the Market

Participation Levels

Market participation level | Married Divorced Widowed Single
Exclusive Seller 32% 45% 33% 0%
Exclusive Buyer 34% 28% 38% 0%
Both Buyer and Sellers 18% 38% 44% 0%
Non Buyer and Seller 13% 33% 54% 0%

Source: Own survey data

4.4.3 Sex

The gender of the smallholder farmers was compared across the market participation
categories. In this regard, the proportion of females in the class of exclusive sellers was
12.5% were as they constituted 23.5 % of the buyers. A further 66.7% of the females
were the non-market participants and 12.5 % of the females were assigned to the category
of both the buyers and sellers of the staple grain. Overall, only 14% of the females made
the category of sellers and buyers of the grain, were as 86% of sorghum trade was male
dominated. The distribution of males across the market categories was such that 76.5% of
exclusive buyers were male and 87.5 % of the exclusive sellers were male. For the BBS
and NBS, each group constituted of male participants at 87.5% and 77.8% respectively.
Refer to table 4 below.

Table 4 Relationship between Gender and Level of Market Participation

Male Female
Exclusive Seller 26% 8%
Exclusive Buyer 28% 4%
Both Buyer and Seller 14% 2%
Non Buyer and Seller 6% 12%
Total 100%

Chi square=10.063, df=3, P=0.018

Source: Own Survey Data
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The chi-square results indicate that gender is associated with the role in sorghum
marketing. These results therefore show a relatively high proportion of males being
involved in the selling and buying of sorghum grain as compared to the females who
constitute a very large majority of the non market participants. This may indicate that
females in intra- rural sorghum marketing are only marginally involved in the selling and
buying of the grain which in most cases is a male dominated activity. They however
represent a very large proportion of the non market participants. this may point to the
fact that exclusiveness in selling and buying of the sorghum grain is biased towards the
males and that gender does in fact affect the level of market participation in which case
male participation is mainly across the levels of exclusive selling and buying whereas
female participation is more likely to be represented as non buyer and seller of the grain.
From personal interviews with the farmers it was revealed that the role of the women in
intra —rural sorghum trade is the selling of the processed sorghum grain as local brew I
the farming communities and rarely as sellers or purchasers of grain which is a male

dominated task.

4.4.4 Level of Education

To analyze the significance of the level of education on the market participation variable,
it is postulated that households with highly educated members are more likely to make
the commercial class of traders in staple markets. Cross tabulations are made relating the
level of education with the market participation variable across the 4 categories. A chi-
square test is then done to test the significance of the empirical observations. The
following is obtained.

Households with highly educated members are often better placed to identify and pursue
income generating activities than illiterate households. The levels of education attained
across the market categories were compared and the empirical data obtained showed a
relationship between level of education and role in the sorghum markets. The following

was revealed.
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