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Abstract
Marketing challenges in agricultural cooperatives affects marketing advantages; in
turn affects benefits to members. These challenges need solutions that were found to be
addressed by education and training; that needs training assessments. Training on
cooperative business can become a strategic for recovery planning building back better
the cooperative societies. This research was done based on survey design based on a
qualitative design. Data were collected using 19 focus group discussions and 5 key
informant interviews. The findings on the challenges indicated that; production capacity
was found not meting market requirement. The reliable markets for farmers were found
not to be feasible. Middle men were found to be the controller of the markets. Marketing
of none-coffee produce were found to require specified training requirements especially
on meeting the market requirements. Also, the measurement in terms of selling the
produce has become a stumbling block in developing a win-win situation among the
producers and buyers. On the training needs the findings indicates that; the mixed crop
marketing was found to be among the component that needs training. Training on the
quality maintenance of produce from production to marketing and training on contract
and business negotiation; the negotiation capacity among farmers were found to limit
business performance. The study concludes that, the performance of cooperative in
alleviating marketing challenges were found to be the stumbling block for agriculture
cooperatives to meets the markets requirements. The study recommends that; Primary
AMCOS to solicit training on production increase by farmers in primary AMCOS to
curb marketing demands. Local government and the ministry responsible for trade and
marketing to provide regulation on how middlemen can venture fare in agricultural
business marketing to moderate business practices. The cooperative department and
cooperative commission should empower primary cooperatives on marketing non-
coffee by capacity building.
Keywords: Challenges and training needs; Primary AMCOS; Marketing; None-coffee
produce.

AJCDT, Vol. 8 No. 1 (December, 2023), pp. 114 – 130, © 2023 Authors

INTRODUCTION
Background: The agricultural Cooperatives
globally have been facing the marketing

challenges, these challenges are
characterized by different factors including
natural and human factors (Anania, et al.,
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2020; Kimario, 1992; ICA and ILO, 2014). In
European and Northern American
cooperatives, most agricultural cooperatives
operate in a form of a company where
farmers are the investors. In those model
business operations becomes effective
(Buchafwe, 2011; FAO, 2018). In
cooperatives, the agricultural mode of
cooperatives was found to be characterized
by mono-prototype business marketing. This
is where the agricultural cooperatives are
characterised by single crop business
marketing (Kassanga and Jovin (2021). Such
business trading were found to be
characterised by several risks, including but
not limited to; price fluctuation, change in
production volumes, unstable government
policies governing agriculture, change in
other factors of economic production,
geographical factors and other dilemma
(Eskola, 2005; Mhando, 2005; Rwekaza and
Anania, 2021). That calls for diversification
of crop marketing business that is supposed
to be done by the cooperatives. Among the
coffee prime buyers is European Countries
(EC) with an average of 43% of total global
imports between 2015 and 2018, followed by
the Russian Federation (22%), United States
(18%), the Japan (6%), China (5%) the rest
take the remaining percentages (6%)
according to FAO reports of 2019. The
demand of coffee had been increasing,
despite of the decrease in coffee production.
In less developed countries, agriculture is
characterised by less government funding
and un-focused policies that govern
agriculture sector (Rwekaza et al., 2019;
Theron, 2010). The agriculture cooperatives
are found to be in the hands of unprotected
policies to enrich its objectives towards
advancing its members (ICA and ILO, 2014;
Mruma, 2014; Sizya, 2001). Single crops
marketing business which had for century

remained the practice will not sustain the
cooperatives, hence leads to member
economic development to remain backward.
In Africa, the farmers market their produce
through cooperatives, over 70%, they are in
the group of smallholder farmers that
depends on the subsistence agriculture by
growing cash, food crops and spices
including coffee as one of the cash crops
(Anania and Bee, 2018; ICA and ILO, 2014;
Rwekaza et al., 2018). This subsistence
farming needs specified training programs to
curb with economic shocks that can be
caused by marketing of single crops at their
marketing institutions, cooperatives being
among them. In Tanzania, like other African
countries, the agriculture cooperative
society’s business practice is not apart from
single crop marketing. The mono-crop
business market risks had been the leading
pandemics that make these cooperative
remain not sustainable when the production
and marketing business shake arises (Anania
and Rwekaza, 2016; Ellis 2014). The
Tanzania cooperative societies acts as from
independence has opened the door for
cooperative to indulge into agricultural
marketing without closing the limits for the
crop business (Garrido-Prada, et al., 2019;
Rwekaza and Anania, 2018). It is on the base
of practice that has made cooperatives to
remain in single crop business cooperative
model where members of the same grows
diverse produce. Basing from the practice of
the Tanzania agricultural cooperatives,
unions market the primary cooperative
members produce (Rwekaza, 2021). Before,
the cooperative apex, that is unions of
cooperative with the same crops were
championing search for markets and charged
to deliver agro inputs to unions and primary
cooperatives; which by the current scenario
are not in existence (Tonya, 2021).. The apex



116

makes cooperatives to remain with single
crop imprints that bounds cooperative
business. Since the cooperative unions that
had formed the apex markets primary
cooperatives member produce, the question
of single crops characterizes the primary
cooperative business markets that
necessitates a special training to avail the
monocarp business. According to Adu (2014)
argued that, primary cooperatives had
remained single crop business dominance
that donor diversify markets to primary
cooperative members. On the global
prominence, cooperatives had been identified
as the best model to market rural production
produce by having a stable marketing
systems; on the other hand can raise the
sustainable economic growth that had
becomes the targets of the Sustainable
Development Goals (SDGs) of 2030
(Rwekaza et al., 2020). In the production
side, on addressing the challenges facing
agricultural cooperatives, the Tanzania
agriculture sector has proposed and
developed different actors that ventured into
training on expanding production with
standardized agricultural practices. These
developed institutions include; these
institution includes, Sokoine university of
agriculture, Tanzania coffee research
institute, Kagemu research institute and Non-
Governmental Organisations that ventured in
coffee seedling production. On the other hand
the introduction of Tanzania Agricultural
Research Institute (TARI) which was
established in 2016 to enhance the
strengthening of agricultural research
systems. Not only that, farmers had given
access to the established Tanzania Official
Seed Certificate Institute (TOSCI). Also,
establishment of the Non-Governmental
Organizations (NGOs) which are Tanzania
Horticulture Association (TAHA), Research,

Community and Organizational
Development Associates (RECODA),
International Institute of Tropical Agriculture
(IITA), World Vegetable Centre, Rural
Initiatives for Participatory Agricultural
Transformation (RIPAT) and many others. In
aspect of investments farmers were given
access to Tanzania Agricultural
Development Bank (TADB) to lead capacity-
building strategies and programme to
strengthen the agriculture financing and rural
lending. The government of Tanzania and the
cooperative unions has employed number of
extension offices to nature smallholder
farmers in expanding their production
capacity. However, primary AMCOS are still
facing marketing challenges from marketing
arrangements to market non-tradition crops
that for years has been marketed through
cooperatives. The study was based in two
specific objectives which were to assessing
the challenges experienced by primary
AMCOS members in attempt to market none
coffee by using available cooperative
models. Also, assessing training needs for
marketing non-coffee produce for effective
diversification market opportunity. The paper
is in line with Tanzania by 2025 development
vision seeks to convert a robust and resilient
middle-income economy that competes
favorably in global competition. The findings
will help the primary AMCOS members and
the institutions to understand different crops
that are suggested by members to market
alongside their traditional coffee so as to
enhance competitiveness in the market and
advance their incomes. Also, it will help the
government agricultural development
stakeholders such as training and research
institutions in developing programmes to
strengthen the agriculture sector for
increasing the smallholder farmers.
Similarly, the findings will assist in
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attainment of the African development
agenda 2063 goals which focuses on ending
poverty and hunger, achieving food security,
promoting sustainable agriculture and decent
work and economic growth by increasing
farmer’s income.

METHODOLOGY
Survey design was used where two regions of
Kagera and Kigoma were surveyed. These
regions are among the leading in the
production and marketing of coffee, also,
they have good climatic condition on heavy
rains, fertile soil and moderate temperature
that allow multiple crops. In these regions,
two districts were chosen from each of the
regions purposively. In Kagera region,
Karagwe and Muleba districts were selected,
while in Kigoma region, Buhigwe and
Kigoma districts were selected as a study

area. The choice of the districts also
considered high production of multiple crops
that can be traded alongside coffee. Also, the
selection of the region and districts was due
to the fact that, these areas are the leading in
the production and marketing of coffee in
Tanzania. But also, they have similar
geographical characteristics where crops of
the same can be grown long side with coffee
that can be marketed in the cooperative
societies. A total of 19 primary AMCOS
were visited that formed a focus group
discussion in each of the AMCOS. In
Kigoma district all the 4 AMCOS were
selected while in Buhigwe district 5 AMCOS
of higher coffee sales were purposively
sampled. In Kagera region, five primary
AMCOS were purposively selected based on
their coffee sales volumes.

Table 1: Surveyed AMCOS by district of their establishment
Name of AMCOS Region District Ward Reg Year
Runyaga Kagera Karagwe Chanika 1984
Bisheshe Nyakaho 1975
Kamahungu Bugene 1987
Nyabwegira Nyabwegira 1977
Ndama Ndama 1994
Tukutuku Muleba Muleba +Bulleza 1987
Kibanga Kibanga 1984
Kabutaigi Kabutaigi 1973
Mubunda Mubunda 1993
Kasharunga Kasharunga 1975
Kibigwa Kigoma Buhigwe Kibigwa 2008
Manyovu Manyovu 2007
Mahwenyi Mwayaya+ Myanila 2003
Nakimuhe Mnanila 2007
Mwayaya Mwayaya 2002
Rumaku Kigoma Dc 1994
Kalinzi Kalinzi 1994
Mkibanda 1996
Mkigu - -

The data collection methods included the
FGDs at the primary AMCOS. In each
sampled primary AMCOS members were
invited by the board and management; that
forme an FGD groups. In the FGDs, it
constituted of board members, management

and ordinary members which were invited by
the board members at the meetings. The
discussions involve the average of 7
members to 10 members who attended the
meetings. The number of participants was
determined by the board based on member’s
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activeness in cooperative business.
According to Creswell and Poth (2016) this
is the optimal number for the FGD. The Key
Informant Interviews (KII) was conducted
with regional cooperative registrars, district
cooperative officers, union managers,
registrar of cooperatives and agricultural
traders. Key Informant Interview was
conducted with Karagwe District Coperative
Union (KDCU), Kagera Cooperative Union
(KCU), District Cooperative Officer and with
Tanzania Cooperative Development
Commission (TCDC). The selection of the
Key informants was based on their
knowledge on cooperative marketing
business. As the study was qualitative, thee
content analysis were analyzed using Atlas.
These data were transcribed using content
analysis where, themes and sub themes was
developed based on the study objectives
(Flick, 2015; 2009). The qualitative analysis

was used in this study, quotations and
transcriptions were used to generate the
findings of the study.
FINDINGS AND DISCUSSIONS
The study was conducted in two regions as
explained earlier, on the same four districts
were surveyed from the two regions. In the
discussions it was identify that, the
challenges as well as training needs were
important in ensuring primary AMCOS to
market the none-coffee produce, since, most
of their AMCOS had a tradition of marketing
coffee produce from AMCOS
The identified non-coffee producers to be
marketed alongside coffee: The member in
their cooperative societies was interviewed
and identified what possible crops that they
grow and they were of the opinion that, they
are capable in trading with them through their
cooperative societies.

Table 2: Percentage by Suggested crops by district
Suggested crops Percentage of acceptance by district
Crops Karagwe Muleba Buhigwe Kigoma Total
Beans 5 5 4 3 17
Maize 5 3 4 1 13
Cassava 2 1 1 1 5
Bananas (matoke) 2 5 1 1 9
Irish potatoes 1 1 1 1 4
Vanilla 2 1 0 0 3
Chia Seeds 3 1 0 0 4
Sunflower 2 3 1 3 9
Groundnuts 1 3 0 0 4
Soy beans 1 0 0 0 1
Pineapples 2 0 1 1 4
Avocado 0 2 2 0 4
Cotton 0 1 0 0 1
Pigeonpee 0 1 3 2 6
Hot chill 0 0 5 4 9

Basing from the Table 2 indicates that, in
each district the respondents indicated
presence of different crops. However, beans,
maize, banana and hot-chill were mostly
preferred as crops that can be marketed by
primary cooperatives. Despite such choice,
marketing arrangements had faced some

challenges as identified by the responses
from the FGDs and key informant interviews
as indicated based on the given study
objectives.
Challenges experienced by primary
AMCOS members in attempt to market
none coffee by using available cooperative
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models: The 19 primary AMCOS in the two
regions were interviewed on the possible
challenges encountered or expected to be
encountered in marketing of none coffee
produce; members and other key informant
has provided their views. These views were
transcribed to ensure it captures these
challenges as well as the suggestion possible
capacity building requirements in terms of
training. The first issue raised was based on
the production capacities; where in most
areas it was found that, the farmers produce
less than what is needed to be marketed.
From the information obtained with the
members at the FGD with Kamahungu
primary AMCOS in Bugene ward of
Karagwe district, the researcher found
members argument that;

“…..its will be very difficult for the
new crops to be sold through
primary AMCOS such as Chia,
vanilla, sunflower and the like
because its production amount is
low; may be if the farmers will be
emphasized to start in larger
amount of production…”

With this information it indicates that,
meeting the market demand in terms of
production capacities, based on the choice of
crops that farmer’s needs to me marketed
through cooperative, mobilization campaign
becomes a requirement. This information had
similar concern with Bari (2015) and Johny
et al., (2017) with the argument that,
production capacities done by agricultural
firms do not meet the demand of the markets.
Implies that, markets need a constant supply
with quality products to satisfy business
operational, locally and international.
Similarly, the reliable market was a
stumbling block as the farmers attempted to
indulge into other crops to be traded via
cooperative societies. From the information
obtained in Kigoma region, indicates that, the
aspect of reliable markets of agricultural

produce affects the morale of farmers to
engage effectively in production of the
anticipated crops for marketing. In an FGD
conducted, farmers provided their opinion
that; inability to identify the reliable market
and this discourage famers from producing
more (Kibwigwa primary AMCOS (Buhigwe
district) and in Rumaku primary AMCOS of
Kigoma district farmers pinpointed that they
had even attempted to produce other crops
like sunflower but they failed to get a market
and they have remained with their produce
without knowing where to sell. This
indicates, production for marketing should
starts from the demand side, buy having
strong commitments which is bound by
contracts. Acorind to Heien (1977) and
Komba et al...(2019) contend that, sometimes
farmers produce without taking into account
the market demands, that in turn lads to
having produce that differs with market
demands. Production in business needs to
start from the markets that direct, what needs
to be produced at what standards and
quantity. In some places, cooperative were
found to face challenges of price control,
middle men dictates the business. The claims
went to seek government control by calling
the order to market the selected crops using
the cooperative models. This was evidenced
by the statements provided by two
cooperative members during the FGD, with a
statement that;
“…we don’t have a proper system in place to
buy and market other crops than coffee, may
be if the government will direct the farmers
to sell their produce through primary
AMCOS… (Rumaku AMCOS, Kigoma
DC)”. “….farmers having no control over the
price of their produce this partly because we
do not have the same voice, therefore middle
men benefits more on our produce while we
continue to remain poor…” (Kasharunga
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primary AMCOS Muleba DC. “….no formal
pricing structure for other crops and middle
men uses this gap to take advantages of
us…”. ( Ndama primary AMCOS in
Karagwe DC).“….obstacles from buyers that
are operating currently as they were used in
initiating prices without thinking about the
efforts that we used in production…”.
(Kabutaiga primary AMCOS in Muleba
district). From this quote, it indicates that,
governments and other stakeholders have the
key role to direct farmers and buyers to use
the cooperative models in marketing of none
coffee produce for effective business
markets. Kweka. (2018). Msaki et al,. (2014)
Magigi (2013) argued that cooperatives are
the driving engine for rural and urban
development, marketing of the marginalized
group in terms of their produce needs to be
done by the cooperative societies. These are
member based institutions within which,
decisions are made by themselves (Rwekaza
et al., 2018). Decision the price margins and
control of the product quality and volumes
can become feasible based on these member
based institutions (Rwekaza et al,. 2021;
Rwekaza and Anania (2021). The
agricultural marketing cooperatives when
diversifies crops, can render a sustainable
marketing solutions to rural based
population, what is needed is a sound policy
that are practical to protect these members
based institutions. In other places, the
question of storage to none coffee produce
becomes a stumbling block as farmers’
attempts to market these crops. From the
information obtained from different primary
AMCOS, they were of the opinion that;
“Storage facilities may be a challenge
because the storages we have now is used for
coffee but also it is worth thinking on proper
arrangement on crops such as beans as it
required not to stay in the storage for long

time” (Kasharunga primary AMCOS of
Muleba District). “ on the other hand, small
spacing on the available storage were found
to limit the extent of collection and storage
advantages among primary AMCOS as it was
reported that; “Few storage facilities which
will make collection to be complicated”
(Mahwenyi primary AMCOS of Buhigwe
district). This implies the motivating factors
of advancing and building these storage
facilities would stimulate the business
performance among. According to Lwezaula
(2013), Ngaruko . and Sen et al,. (2017) and
Sumelius et al. (2014) argued that for
cooperatives to becomes business potential,
the need to build strong and modern storage
facilities based on specified crop and its
required component is the best strategy to
develop market potential. Cooperatives need
these facilities to enhance business
infrastructural development. On the other
hand the component of business education
was also provided by the respondents during
the survey. Education on market search,
segmentation, pricing, market cycle was
among the identified factors that need to be
addressed by different stakeholders. From the
response obtained in Kamahungu primary
AMCOS of Karagwe district provided te
argument that; AMCOS boards lacks skills in
findings markets for theirmembers’ produce.
On the other hand, Nyabwegira AMCOS of
Buhigwe district were of the opinion that;
limited thinking ability for AMCOS
members and management who thinks that it
is the duty of union and the government to
find market for them. With these two factors,
the question of education among leaders and
members become of important in driving
these primary AMCOS to arrive at a
sustainable business of marketing other
crops. Based from the aides raised byMayala
and Bamanyisa (2018) and Mhando (2005)
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and Ogunsanya (2019) that, education on
cooperative governance and business
development are important in these member
based institutions (cooperative societies) to
bust their business management, this in turn
will bring building the community
production markets potential. The marketing
of none-coffee produce was found to require
specified training requirements especially on
meeting the market requirements. Markets
need a continuous supply with specifications.
Basing on these facts, it was evidenced by
information obtained from primary AMCOS
with the comments that “It’s a challenge to
locate the special market that needs quality
produce. Similar, other respondents’
comments that, “...We once got a seminar on
production previously but after producing
chia seeds, buyers did not turn up”. In
Kishake village they were emphasized to
collect beans, but after collection those beans
people never come back (Kibanga primary
AMCOS). These had been also raised by
Mayala and Bamanyisa (2018) with the
argument that, sometimes buyers came with
different mission; some are of the opinion to
sell seeds by creating ghost demands. On the
other hand, the manager of the same AMCOS
said, “it was found that, those collected beans
were found to be of low quality compared to
the buyer’s specification, that’s why we lost
the market”. On the other hand, other
respondents were of the opinion that; “We
had tried in collecting some beans once but
the buyer did not come back and everything
was destroyed….” (Kabutaiga primary
AMCOS). This implies, the producers and
the buyers need to meet in business
negotiations and meeting the demands of
each other. On the other hand, the production
capacity needs backup of extension service
which was found to be efficiently accessed,
evidenced by the response from the primary

AMCOS that, “We don’t even have a
committed extension officer that visit us in
our farms, how would we produce enough to
get enough produce to be sold using out
primary AMCOS…” (Rumaku primary
AMCOS of Kigoma district). Eskola (2005)
Lee (2017) and Silayo and Tumsifu (2013)
the business traders needs to meet with the
producers, the information flows need to be
updates in the time of the production value
chain to ensure market accessibility. On the
other hand, Rwekaza and Mhihi (2016)
Rwekaza et al, (2018) argued that, regulators
and promoters (extension officers and
cooperative officers) need to be closer to
farmers on their effort to indulge in
production and marketing to ensure business
sustainability. It was found that, the
measurement in terms of selling the produce
has become a stabling block in developing a
win-win situation among the producers and
buyers. From the information obtained from
the respondents in the primary AMCOS,
members said that; “…presence of unlawful
measurement like the use of bowls, buckets
etc. which ends up in oppressing the farmer’s
efforts…” (Kabutaiga Primary AMCOS).
This implies that, farmer’s capacity to raise
voice in business markets basing on is its
injustice that was found to be minimal.
According to URT (2002), the cooperative
development policy, requires cooperative
with vibrant capacity to make decision. Also,
Chambo and Dyamet (2011) and Rwekaza
and Anania (2020) argued that, cooperative
societies failed in business negations since
their voice is not protected in business
negations. Buyers are protected by the
business license where farmers don’t have
such mandate of knowing what is in the
buyer’s business license. This also was
evidenced by the respondents with opinion
that; “…we have less knowledge on making
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contract and negotiations…” (Mubunda
primary AMCOS). This implies that, raising
the voice of the voiceless who are the farmers
is important in cooperative business markets.
Cooperative models as the instrument to raise
the community incomes, were found to be the
needs of the farmers, as it was evidenced by
one respondents from the primary AMCOS
who provides the opinion that “…people
understanding and willingness to sell other
kinds of crops through cooperatives” (
Kasharunga primary AMCOS of Muleba
district). Cooksey (2010) and Chambo et al,.
(2007) contend that, there should be
marketing reforms that have a component of
addressing the marginalized group to extend
market protection. Farmers in the countryside
are not informed of the business marketing
and management. According to Chambo and
Dyamet (2011), Rwekaza (2021) and
Rwekaza et al., (2019) were of the opinion
that, the cooperative movement was found to
have weaker negotiating power from the
primary to federation in protecting the
members on business markets. One
respondents from Kigoma raised a concern
that; “...Cooperative movement is not
performing as expected because of weaker
cooperative managements found inside the
cooperative societies, boards of directors are
discouraging us, there is corruption,
imbursement and many things which make
members to despair from their cooperative
societies; if we decide to established other
crops to be marketed through these weaker
cooperatives, it will remain business as
usual….” (Kibwigwa AMCOS of Buhigwe
district). The arguments is in line with
Anania and Rwekaza (2016) and Cooksey
(2010) argued that, the Tanzania federation
of cooperative (TFC) has a weak bargaining
power, its practical business mandates do not
reach the primary cooperatives; the

cooperative unions dictates the primary
cooperative business operations. These have
made primary cooperatives that do not know
business marketing and operations. Low
capital base experienced by primary AMCOS
were found to limits business markets, most
primary AMCOS were found to relay on
union funds that makers the business. On the
same, capital accumulation were found to be
faced by deductions from the government
and cooperative movement financing that
makes the fear to bring other crops on board.
These were raised by the respondents from
the primary AMCOS with the allegations
that; “… AMCOS have low financial bases
something that will hinder the process of
collecting and selling the famers produce …”
(Mwayaya in in Buhigwe district). The other
said that “…We are currently facing a lot of
deduction from selling coffee and this end up
overloading the poor farmers so even if we
allow selling other crops we might be faced
with the same problem (Mwayaya in
Buhigwe district). This implies, capital is an
important component in developing primary
AMCOS capacity to venture in multiple
crops that is backed by reducing cases and
other deductions to increase Farm Get Price
(FGP) as well as building the capital base to
these primary AMCOS. The low capital
bases was indicated by Anania and Bee
(2018), Deng and Hendrikse (2013) Magigi
(2013) that, cooperative needs to build its
internal capacities on advancing their capital
bases. These would have advanced the
societies capacity to run business operation
cost and capacity to search markets and
manage negotiations.
The training needs for marketing non-
coffee produce for effective diversification
market opportunity: This was the second
objective of this paper, the farmers in
managing none-coffee business markers,
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needs to be training on marketing value
chain. That is from production to the markets.
Using the FGD conducted in the primary
AMCOS, the key informants with
cooperative offices and managers at the
cooperative unions; the findings were
developed. The mixed crop marketing was
found to be among the component that needs
training. Some crops needs to be collected
without mixing with others due to its
characteristics, example, coffee cannot be
mixed with other crops basing on quality
control. This was raised by one key informant
with a statement that; “…mixed crops in the
cooperatives on how its management is to be
done, the training will for sure be important,
because this seems to be a new structure
which people need to have skills on how to
manage it…” (KDCU Manager). Quality
control training; maintaining quality of
produce from production to marketing needs
training from different stakeholders
including extension offices, processors,
buyers, warehouse managers and others in
the produce marketing value chain. From the
responses of the interviewed farmers in the
primary AMCOS explained that; “….as it is
for the coffee, we are usually trained how to
assess the quality of the coffee that is brought
to the centre, so if we decide adopting a new
crop then we shall need to be trained on the
quality assessment to gain best produce for
the farmers” (Kasharunga primary AMCOS
of Muleba). According to Komba (2019),
Magigi (2013) and Heien (1977) quality
control is important in cooperative produce
as a strategy to win the markets. Most
agricultural cooperative fails to meet the
marketing requirement due to failure to meet
the standards. Education on agri-business
among farmers; farming needs to be done
basing on the best practice that have business
component; farming is needed to bring

change to farmers needs to embark on
innovative ideas where farmers are
entrepreneurs. Basing from the statements
raised by farmers in the primaryAMCOS, the
y said “…education on Agri-Business is very
low to the famers as well as the cooperatives
generally (Kibwigwa primary AMCOS of
Muleba). Rwekaza and Anania, (2018)
Theron. (2010) were of the opinion that,
education on cooperative business
management need to be given to all
stakeholders, that includes members,
management, regulators, promoters so as to
build the common understanding on how to
leads these members based businesses firms.
According to Tonya (2021) argued that,
training need to be given to primary AMCOS
on how they can manage the marketing by
themselves. The current status indicates that,
the union manages the business (Bari, 2015).
This was evidenced by responses from one of
the members during the FGD who said that;
“... leadership and Management Training
specifically to know how we as AMCOS can
manage this diversification without
depending on KCU to manage it (Kibanga
primary AMCOS of Muleba district).
“AMCOs boards should be trained in the
whole process of collecting and selling other
crops than coffee (Mubunda primary
AMCOS of Muleba). This implies that,
business management on the component of
marketing is important, where boards and
managers at the primary AMCOS need to be
trained. Adu (2014) provide a concern that,
when leaders are trained on management and
business operations, it is easier for
cooperative societies to go with market
demands, hence adopt changes in the
markets. Similar concern was raised in
almost every place of the survey, from the
information obtained in the FGD, farmers
indicated that most of the members including
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the board, members do not have required
skills when it comes to marketing of other
crops specifically in finding the buyers,
ability to put in proper agreement with the
buyers but also managing other crops
together with coffee marketing (Primary
AMCOS of Manyovu in Buhigwe district;
Runyaga in Karagwe, district; Mahwenyi in
Buhigwe and at the union of KDCU in
Karagwe). Based from that evidence, Anania
(2017) and Buchafwe (2011) were of the
opinion that, before cooperatives venture into
any business operations, training on does and
don’t needs to be part of the process in
cooperative promotion. This will enable the
society to do businesses that are of profit to
members. The agricultural production
training was found to be important as the
business marketing in the agricultural sector,
markets requires specified products with
better production mechanism that needs
mechanization. The response from
respondents from Kamhungu AMCOS in
Kishao ward who were from Karagwe
District clearly indicated that they have
committed extension officials from KDCU
whom train them on coffee production so
they advised that the same could be used to
train them on other crops so that they can
improve on producing other chosen crop that
can be marketed through cooperatives.
Similar argument was presented in Buhigwe
district Mwayaya primary AMCOS that if
they are to start selling other crops with
coffee then they need extension training.
Bari (2015) were of the opinion in beliefs on
production diversification to cooperative
societies; this would bring the multiplier
effects on developing marketing potential
that in turn would bring increased income to
members. On the other hand, training was
mentioned by Kibwigwa primary AMCOS
from Buhigwe and Rumaku primary

AMCOS of Buhigwe where farmers were of
the opinion that each AMCOS can use the
general meeting where members can be
educated on how they can market non-coffee
through their primary AMCOS after they
have extended their production. Adu (2014)
and Chambo and Dyamet (2011) argued that,
cooperative societies in the third word are
basically traditional, they operate on single
products without diversifications, policies are
made in such a way that, they restrict Therese
cooperative societies from diversifications.
Training and awareness on business
diversification has become of importance to
eradicate such a pandemic. Further, the
component of production raises a concern of
having researchers to validate what need to
be produced given the differences in
geographical characteristics. These was
raised by respondents from the AMCOS
FGDs that; “….We need researchers who
will research our soils and tell us what kind
of seeds will grow better so that we can have
better production and be able to sell through
AMCOS…” (Mkongoro- primary AMCOS
in Kigoma district). Also, other were of the
opinion that; “…. other areas are far now
because of benefit they got from research, we
are requesting you to help us get those
researchers who can come and do research on
our soil and tell us what kind of crops suits
and what will be the best seeds to be grown.
(Mkizu primary AMCOS in Kigoma district).
Based on the argument raised by Mruma
(2014) and Rwekaza et al, (2018) that, for
the successful cooperatives, the component
of Research, Development And Innovation
(RDI) is of important, in agricultural
cooperative markets, research be done on
produce value chain to meet the market
requirement. In contract and business
negotiation; the negotiation capacity among
farmers were found to limit business
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performance, farmers wanted to engage into
non-coffee marketing, the language of the
contracts were not found to be known as well
as business terms. This was evidenced by one
of the respondents who was a manager of
KCU 1990 Ltd with the concern that; “the
members of AMCOS admitted to have less
skills in making effective contracts with the
buyers but also having less negotiation skills.
Similarly, one among the respondents from
the primary AMCOS with the opinion that;
“…we need a seminar to encourage farmers
to start producing other crops and sell
through our cooperatives (Tukutuku
AMCOS in Muleba district). Similarly, it
was found that, as the farmer’s makes
negation through their leaders at the primary
AMCOS, trust among leaders becomes
important. This was raised by Assistant
Registrar Kagera region who was a key
informant with the concern that; “trust
among the members is the foremost thing to
be done because trust is lost and this affects
the operations of AMCOs and if not
corrected the diversification to other crops
will also suffer it. This implies, for primary
cooperative to venture into non-coffee
business the aspect of trust as well as having
the second eye to see what is in the contract
is important before the signing. Also, Eskola
(2005) and Kweka (2018) argued that, trust is
the basic component for cooperative business
success. Trust is the core capital to
cooperatives; these need to be inculcated to
all levers, members, boards and management.

CONCLUSION AND
RECOMMENDATIONS
The paper concludes that, the performance of
cooperative in alleviating marketing
challenges that were found to be the
stumbling block for agriculture cooperatives
to meets the markets requirements training is

the best solutions. Training be done on all
levers of the marketing value chain on the
identified non coffee produce to be marketed
by the cooperative societies. The paper
recommends that; cooperatives were found to
depend on one crops business markets
(coffee), training to indulge into multiple
crops to enlarge market potentials and uplift
members’ incomes will become a solution to
curative business and community at large.
Primary AMCOS to solicit training on
production increase by farmers in primary
AMCOS to curb marketing demands. Local
government and the ministry responsible for
trade and marketing to provide regulation on
how middlemen can venture fairly in
agricultural business marketing to moderate
crop business. The cooperative department
and commission should empower primary
cooperatives on marketing non-coffee by
capacity building. Similarly, capacity
building in primary cooperative board and
management is required on areas of
negotiating capacity by cooperative
development partner such as training
institutions the negotiation capacity among
farmers were found to limit business
performance.
Relevance and implication of the study:
The primary agricultural marketing
cooperatives are led by members; it is a
member based organization who manages the
cooperative business; few of them employs
the management. Running cooperative
business needs business training; this can be
done after training needs to identify the gaps
and develop the training packages. The
business challenges that cooperative face in
their effort to attain their expected goals, can
be solved through having the right training
package within which this paper is based.
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