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Abstract
The importance of cooperatives to engage into multiple crop marketing has attracted

majority stakeholders on marking other crops alongside traditional crops. Marketing
involves Supply as cooperative options for building resilience to future market shocks
resulted by marketing single crop. This paper was based on marketing institutional
arrangements in marketing none coffee produce by primary AMCOS in Tanzania,
evidence from Karagwe, Muleba, Buhigwe and Kigoma districts. Specifically, the paper
was to; examine the possible marketing arrangements in marketing none coffee produce
and assess the available stakeholders in marketing of non-coffee produce as market
opportunity. The study was based on Resource Based Theory (RBT); where, crops which
is farmers resource that for long time, cooperatives has not been utilizing. A total of 19
primary cooperatives were sampled. Focus Group Discussion (FGD) was used to
interview members of the primary AMCOS. The findings of this study revealed that; in
marketing arrangements on marketing none-coffee produce it revealed marketing
strategies which were; Accommodation of Marketing conditions for optimal marketing
requirements, the use of locally available materials for storage before selling of produce,
controlling middlemen for sustainable marketing and marketing arrangement depending
on crops types and requirements. Others were; seasonality marketing based on crop
seasons, payment on delivery, marketing through contractual farming and business
networks. Also, the study concluded that, each crops needs its own marketing
arrangement to expand business markets so as to raise the farm gate price among
farmers. The paper recommends to all primary traditional agricultural cooperatives to
make assessments of the available crops that can be marketed by these primary
cooperatives. Also, the paper recommends to TCDC, and Ministry responsible for
cooperatives, to assist agricultural cooperative in business marketing arrangements to
venture into multiple crop business.

Keywords: Primary Agricultural cooperative societies; Marketing arrangements; none-
coffee produce marketing.
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INTRODUCTION
Globally, mono-crop business among employment status indicates the, 80 % of the
agricultural cooperatives had been the  global population are in the agriculture sector
characteristics rural cooperatives and  (ILO, 2014; Wambugu et al., 2018). Coffee

sometimes urban cooperatives. The global
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farmers in some countries like Brazil and
Vietnam, have been applying intercropping
method as a strategy technique to control
weeds in the farms but not as a marketing
strategy against mono-cropping (Carter et al.,
2010; Chambo, 2007; Lario et al., 2014,
Likwata and Venkatakrishnan, 2014;
Rwekaza and Mhihi, 2016). Coffee offers the
employment to more than 400,000 families
and indirect beneficiaries amounting to 2.4
million people. We have however noticed
reduced trends of coffee production and
market in recent years something that
endangers the sustainability of the primary
co-operatives that markets coffee where the
livelihood co-operative members becomes
unpredictable (FAO, 2018). Coffee is the
third cash crop in terms of production
worldwide which increase the farmers’
incomes after rice, wheat and maize
production. (FAO, 2019; Rwekaza and
Anania, 2020). Among the coffee prime
buyers are 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 on coffee production
trend. The decrease on coffee production
trend hamper primary AMCOS to sustain
economic resilience hence necessitates
marketing arrangement in their cooperative
for business sustainability. On the global
prominence, cooperatives had been identified
as the best model to market rural produce by
having stable marketing systems. It had been
noted that, when cooperative markets more
crops cooperative members can raise their
sustainable economic growth that had
becomes the targets of the Sustainable
Development Goals (SDGs) of 2030 (Danda
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and Bamanyisa, 2011; Rwekaza et al., 2020;
Tinzaara et al., 2018; Wambugu, 2018). In
countries such as India, Nepal, Vietnam,
agricultural production that are done by
smallholder farmers through co-operative
marketing and had been among the economic
practice that raises the individual incomes
worldwide (Gebre et al., 2020; Ogunsanya,
2019). Market diversification as a strategy to
curb the traditional production of single crop
had been studied and suggested by many
researchers (Elbers ef al., 2015; Kazungu, et
al. 2014; Wagai et al., 2019). In order to
address the marketing problem and bring
economic resiliace among the rural
population, market diversification through
marketing had becomes
noticeable

arrangement

as important
expanding markets niche (Thanasomboon et
al., 2020; Obaga and Mwaura, 2018).
Diversifying marketing agricultural products
and production had become a cornerstone
strategy to advance rural livelithood incomes
and improving living standards. In Africa, the

component in

farmers marketing their produce through
AMCOS, 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;
Chambo, 2008; ICA and ILO, 2014;
Rwekaza et al, 2018). Alongside coffee
production, there are other crops that can be
marketed alongside coffee farms and that
becomes the opportunities on agricultural
production that can be marketed through their
AMCOS and to increase market portfolios.
The African coffee farming prevailing
dynamics involved the currently farming
methods where the production trend for
coffee  decreasing year after
(Csikszentmihalyi and Larson, 2014; Kimaro
et al, 2013; Ruben and Hoebink, 2014;
Wambugu et al, 2018). Therefore, the

year



question of expanding crop markets in terms
of deploying other brand to be marketed by

cooperative has become an important
component to rescue the problem. In
Tanzania, the  primary  Agricultural

Marketing Co-operative Societies (AMCOS)
that entails a member-based organisation
deals with primary producers (Danda and
Bamanyisa, 2011; Rwekaza et al., 2019). For
decades AMCOS were practicing mono-crop
business taking
consideration of agricultural diversification
in their area of production to attract a
diversified market potential after redefining
marketing arrangement in all products and

markets without into

services that can be produced by members.
The Tanzania coffee marketing is done
through AMCOS in different regions, the
most leading being Kagera, Kilimanjaro,
Mbeya, Arusha, Kigoma and Songea; while
the lowest producer being Morogoro, and
Tanga and Manyara (Edmeades, ef al., 2007;
Komba, et al, 2019; Olendayai, 2017). In
these regions, they share some common
characteristics on the districts that produce
and market coffee. Alongside this, coffee
marketing has tremendously decreased that
had and an impact on the farmers’
employment. These regions through their
AMCOS they have potentials of producing
other food and cash crops. Addressing
poverty can be done by expanding marketing
potentials trough cooperative model; this
needs a marketing arrangement since each
crops has its own characteristics that differs
from one another. Basing on efforts done by
the AMCOS in addressing the rural farmers
and their livelthood, with limited
opportunities available, together with other
development initiatives and strategies,
Tanzania Mainland Poverty Assessment
(TMPA) (2019) indicates that, the basic
needs poverty line for 2018 was TZS 49,320
per adult per month and the meals poverty
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line was TZS 33,748. This means that
Poverty dropped in rural areas, from 39.1 to
33.1 %. Cooperative had played an important
role in marketing efficiently the cooperative
members produce through the established
cooperatives. The Tanzania extreme poverty
dropped from 13.3 to 9.7% in rural areas. On
the other hand, the Household Budget Survey
of 2017/18 shows that the decrease in the
poverty rate continues but has become slower
indicating the slower markets opportunities
where AMCOS is among them (WBG, 2019).
Co-operative have a great role to play if they
engage members to utilise the available

opportunities on  agriculture  markets
diversification to increase = members.
Literature indicates that, co-operatives

especial the primary AMCOS have a diverse
potential in terms of diversifying their
quantity and quality of outputs to extend their
market portfolio and get access to potential
markets (Chambo, 2007; Chambo, et al.
2007; Csikszentmihalyi and Larson, 2014;
FAO, 2018; Likwata and Venkatakrishnan,
2014; Kimaro et al., 2013; Miho, 2017; Lario
et al., 2014; Ruben and Hoebink, 2014
Rwekaza et al, 2019; Rwekaza and Mhibhi,
2016; Wambugu et al., 2018). This would
increase member incomes and enhance
livelihood income satisfaction in rural areas
where the majority of the Tanzanians lives.
The status of Tanzania cooperatives in
shedding the light on the contemporary
dynamics in the coffee farming for many
years was envisaged that, farmers have
continued cultivating coffee despite of
decrease in the production trend that brings
economic shocks (Chambo, et al. 2007;
Bamanyisa, 2018). Coffee like other crops
marketed through cooperatives, had been
affected by urbanisation, disease such as
mnyauko, fall in price, competition with other
coffee producing countries, availability of
substitute goods, fall of morale of the
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produces, decrease in land size for cultivation
and other problems (Creswell and Poth, 2016;
Rwekaza 2019). The need for marketing
arrangements to market
diversified crops had been identified to be the
best option to expand survival of cooperative
business and member’s wellbeing. Primary

in cooperative

AMCOS had a diverse of opportunity to use
the available challenges by diversifying their
crop marketing by engaging in other crops

restrict other crops to be marketed alongside
coffee (Obaga and Mwaura,2018; Wambugu
et al., 2018). The production trend of coffee
in Tanzania as indicated by Tanzania coffee
board 2021 May shows in 2013 the
production rises to 71,319 metric tons; it
continues with a in coffee
production statistics as indicated in Table 1.

slowdown

This call for production integration to
increase the employment potential for coffee

which can be done through their co-operative ~ farmers.

societies since their registration do not
Years 2009/10 | 2010/11 | 2011/12 | 2012/13 | 2013/14 2014/15
Metric Tons of clean coffee | 35,668 56,790 33,087 | 71,319 | 48,762 42,768
Years 2015/16 | 2016/17 | 2017/18 | 2018/19 | 2019/2020 | 2020/2021
Metric Tons of clean coffee | 60,188 46,964 43,872 | 68,147 | 60,651.10 68,880.60

Source: TCB, May 2021

On the other hand, the empirical evidence
shows that coffee farming and other cash and
food crops has attracted serious concern from
the Government of Tanzania (Anania and
Rwekaza, 2016; Adu, 2014; Chambo and
Dyamet, 2011; Ogunsanya, 2019). Marketing
of multiple crops would increase capacities of
and

To

cooperatives to become stronger

economic resilient and sustainable.
sustain cooperative, the use of multiple crop
marketing potentials would raise member’s
incomes, employment and increase on
economic growth. Among the efforts done by
the government and other stakeholders; the
introduced

These

Government of Tanzania has

different research institutions.

institution includes, Sokoine university of
coffee  research

agriculture, Tanzania

institute, Kagemu research institute and none
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governmental organisation that ventured in

coffee seedling production. Also, the

introduction of Tanzania Agricultural
Research Institute (TARI); which established
in 2016 to enhance the strengthening of
agricultural research system in Tanzania. Not
only was that, farmers given access to the
established Official  Seed

Certificate (TOSCI).  Also,

Tanzania
Institute

establishment of the Non-Governmental
Organizations (NGOs) which are Tanzania
Horticulture Association (TAHA), Research,
and

Community 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 agricultural and rural
lending. The  government additional
encouraged quantity of extension offices
neighboring smallholder farmers. However,
primary AMCOS are still suffering from
marketing arrangements to market non-
tradition crops that for years through
cooperatives. The marketing of more than
one crop for cooperative economic
sustainability had been not attained by
primary AMCOS. According to Mhando,
(2005),

disadvantaged even when opportunities for

coffee smallholder farmers are
other food and cash crops price increase
demand; either nationally or transnational.
Some identified factors of constraints such as
lack of information on prices and export
opportunities, a strong occurrence of
middlemen, un-reachability to credit, poor
passage services, and severe safety measures
necessities. These compelling factors need a
marketing arrangement options to curb these
constructs. This study intends to assess co-
operatives marketing business arrangement
from coffee primary Agricultural Marketing
Co-operative  Societies (AMCOS) in
Tanzania on marketing none-coffee produce
alongside  coffee  business = markets.
Specifically, the paper was to; examine the
marketing in

possible arrangements

marketing none coffee produce and assess the

62

available stakeholders in marketing of non-
coffee produce as market opportunity. The
study in in line with Tanzania by 2025
development vision seeks to convert a robust
and resilient middle-income economy that
competes favorably in global competition;
this is by extending markets opportunities
among rural communities in extending
produce markets through cooperatives. The
findings will help the primary AMCOS
members and the institutions to understand
different crops that are suggested by
members to be marketed alongside their
traditional coffee so as to enhance
competitiveness in the market and advance
incomes. Also,

their 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 farmer’s access to
markets. Similarly, the findings will assist in
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  through  marketing
arrangements that has to be proposed by
members of the cooperative societies. The
was based on Resource Based Theory (RBT)
of diversification; strategic management

studies and  co-operative  strategic

management in particular, have focused more
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on diversification categories and its influence

on firms’ attainments of its strategic
objectives. The co-operative strategic
management approach to diversify its

marketing practices lies along the resource-
based theory (RBT) which emphasizes on
available crops that becomes a resource
which can be marketed alongside the
traditional crops (Coffee) that can increase
Algol
(2015) raised the argument that, RBT in firms

the cooperative marketing niche.

and cooperatives being among those; that
firms can take the advantage and marketing
opportunities better through the use of its
available resources rather than soliciting new
resources elsewhere. In areas where coffee is
grown there are other crops that can be
marketed alongside. What is needed is how
these crops can be venture into cooperative
markets. Under Resource Based Theory there
are three underlying assumptions. The first
assumption is that, firms have diverse
resources. This assumption ascertain that
firms possess diverse concrete and
immaterial resources that are unique from
other firms and therefore it can diversify the
same to promote competitiveness and
because the resources are considered to be
scare firms have to find ways to use the
resources well to improve its economic levels
(Corte and Del 2017; Lee, 2017). In that
assumption, there are crops that are available
in coffee growing areas that are nit marketed

by any cooperative societies which becomes
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the cooperative marketing potential. The
second assumption is that, firms’ resources
are immovable. Underneath this postulation
RBT trusts that firm’s resources are non-
transferable. There are crops that cannot be
grown in other areas than those cooperative
operating geographical environments. That’s
makes firm to enjoy the competitive
advantages since the immovable resources
such as those crops can be diversified to
implement new strategies that can expend
marketing potential to that cooperative
societies (ibid). In the third assumptions is
that, firms resources are valuable since it can
be used to produce the customer appealing
products and low ability of the resources to
be imitated by competing firms increases
firm’s  competitiveness  (Ndungu and
Wanjira, 2019). Under the assumptions these
crops which are unique makes other
cooperative not able to cultivate the same;
thus increase

cooperative  competitive

advantage. Resource-based theory in
agricultural co-operative at primary and
unions are taken as one among the most
effective business opportunities that needs its
marketing  arrangements to  sharpen
businesses’ opportunities and expand the
employment potential. On the other hand,
that enables cooperatives to earn not only
profits but also a chance to improve standard
of living among communities that deals with
coffee marketing and to the contributing to

national economic growth.



METHODOLOGY

The Research Approach for this study was
based on positivism, and constructivism
(Bryman, 2004; Yin, 2014). This is because
the study was be based on developing the
community ideas on their daily farming
activities to develop new market potential
which will assist in their income and
livelihood improvement (Gromen, 2020). On
the research design, the study was based on
survey research design based on descriptive
study approach where, only primary AMCOS
dealing with coffee marketing was surveyed
to study non-coffee institutional arrangement
to market non-coffee crops alongside
traditional coffee marketing. This is due to
the fact that, coffee in Tanzania is grown in
many regions which also have different non-
coffee food and cash crops which need to be
studied. With that, the study was conducted
in the districts of Karagwe and Muleba of
Kagera Region, Buhigwe and Kigoma

District of Kigoma Region. Primary
cooperatives formed the unit of analysis and
primary cooperatives were the unit of
observations. However, most of the coffee
marketing is done by the unions, in Karagwe
districs,
Cooperative Union (KDCU) Limited, in
Muleba

Cooperative Union (KCU) Limited while in

there were Karagwe Disticict

district there were Kagera

Buhigwe and Kigoma District, Kanyovu
Joint Enterprise Cooperative Union Limited
the concerned with coffee

WwEere one
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marketing. These regions districts are the
leading in the production of coffee in
The districts bear the

Tanzania. same

geographical characteristics (weather) in
Tanzania (URT 2016/2017). The sampling
frame for this study was primary AMCOS
dealing with coffee marketing. Purposive
sampling was used to select primary
AMCOS.

AMCOS was sampled for data collection. In

In each district five Primary

Kigoma district there were only four primary
AMCOS dealing with coffee marketing,
therefore all AMCOS were sampled.
Therefore, a total of 19 primary cooperatives
were sampled. The reason for selection was
based on volume of coffee that the primary
AMCOS markets in previous five years from
the data from their presided Union and their
proximity to their districts. Also, purposive
sampling was used to select key informants
who constitute co-operative development
department and TCDC and the co-operative
movement so as to get information on the
possibilities of marketing institutional
arrangements to market non-coffee produce.
Focus Group Discussion (FGD) was used to
interview members of the primary AMCOS
in each selected co-operative which were
selected. A total number of 19 FGDs was
conducted, that is, in each primary AMCOS
it formed FGDs. The FGDs constitutes those
who had been selling coffee in the AMCOS
for the past five years consecutively was

sampled and invited in the FGD. During the
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FGD each members was given a chance to

participate on advising the possible
marketing cooperative can use to market the
non-coffee produce. A general consensus was
done to conclude on one idea that was posed
by the FGD on the suggested strategy.
Similarly, five Key Informant Interview was
conducted with Karagwe District Coperative
Union (KDCU), Kagera Cooperative Union
(KCU), District Cooperative Officer and
Tanzania Cooperative Development
Commission (TCDC). The aim was to obtain
information that counter ague or support the
information of the members at the primary
AMCOS on the available cooperative
marketing arrangement to market the non-
coffee produce. In data analysis, content
analysis was used to analysis descriptive
information’s whereby opinion gathered
from all the objectives was arranged into
themes as per objectives. The provided
arguments on the possible marketing
arrangements to market non-coffee produce
were collected and the pride information on

how they utilize available markets potentials

from non-coffee produce marketing was
transcribed. Reliability of the data was
ensured by triangulation where multiple data
collection method was used to cheek its
accuracy of the information; FGD, Key
informant  interviews  from  different
institutions as well as literature was used. In
ensuring validity of the instruments, tools
were pre-tested through carrying out a pilot
test to check the accuracy of the instruments
so as to make corrections where necessary
(Bryman, 2004; Yin, 2014). The pilot test
was done in Rombo district, where it was
found that some questions needs some
corrections on the language and context.
FINDINGS AND DISCUSSION

Surveyed primary AMCOS in Kagera and
Kigoma region: The two regions have
different cooperative unions, in Kagera there
were two vibrant cooperative unions which
were KDCU Ltd and KCU Ltd while in
Kigoma region there were one which is

Kanyovu Cooperative union that deals with

coffee marketing.

Table 1. Primary AMCOS surveyed in Karagwe district of Kagera Region

Name of AMCOS District Ward Reg Year No Of Members Dates
Runyaga Karagwe Chanika 1984 450 2/9/2021
Bisheshe Nyakaho 1975 518 3/9/2021
Kamahungu Bugene 1987 676 4/9/2021
Nyabwegira Nyabwegira 1977 266 5/9/2021
Ndama Ndama 1994 158 6/9/2021
Table 2. Primary AMCOS surveyed in Muleba district of Kagera Region
Name District Ward Reg Year No Of Members Dates Visited
Tukutuku Muleba Muleba 1987 560 10/9/2021
Amcos +Bulleza
Kibanga 1984 320 10/9/2021
Kabutaigi Kibanga 1973 346 11/9/2021
Mubunda Mubunda 1993 382 12/9/2021
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Kasharunga Kasharunga 1975 250 12/9/2021
Table 3. Primary AMCOS surveyed in Buhigwe district of Kigoma Region

Name District Ward Reg Year No. Members Dates

Kibigwa Buhigwe Kibigwa 2008 485 14/9/2021

Manyovu Manyovu 2007 366 14/9/2021

Mahwenyi Mwayaya & 2003 400 15/9/2021

Myanila

Nakimuhe Mnanila 2007 270 15/9/2021

Mwayaya Mwayaya 2002 380 16/9/2021
Table 4. Primary AMCOS surveyed in Kigoma district of Kigoma Region

Name District Ward Reg Year No. Members Dates

Rumaku Kigoma Dc 1994 2000 18/9/2021

Kalinzi Kalinzi 1994 400 19/9/2021

Mkibanda 1996 554 20/9/2021

Mkigu 1994 370 21/9/2021

Basing on the visited primary AMCOS, Table
1;2;3 and 4 present a summary of the
surveyed primary AMCOS. A focus group
discussion was conveyed, the discussion
formed a basis of information’s that was used
for further analysis as presented in the
description on section 3.2 to 3.4.

Identified crops per region: Different
AMCOS was found to have their own crops

with differing type’s that needs its own
institutional marketing arrangements.
However, in each crops of similar crops, it
was found to have similar agreements on its
cooperative marketing arrangements.
Among the identified crops in the surveyed
area was by region was as presented in table

5 below.

Table 5: None-coffee crops grown proposed to be sold through cooperative societies

Kagera Kigoma
Avocado Avocado
Cotton Beans
Groundnuts (Njugu) Dried Cassava ( Kambalanga)
Pineapples Hot Chill
Soy Beans Irish Potatoes
Bananas (Matoke) Maize
Cassava Pigeonpee
Maize Pineapples
Vanilla Sunflower
Groundnuts

Beans

Sunflower

Irish Potatoes

Chia Seeds
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All these none coffee crops were identified
by cooperative members that needs to be
marketed by cooperative societies. Each of
the 19 surveyed primary AMCOS and their
cooperative unions has made suggestions on
Marketing arrangements in marketing
none coffee produce: Primary AMCOS
visited has made their suggestions on how
they can market the none-traditional crops
which was coffee, now they postulated other
marketing arrangements that can be used.
From the FGD conducted in Karagwe,
Muleba, Buhigwe and Kigoma districts, it
was identified that, these opinions was
categorized as per district that depends on the
crops as per district. Basing from the
arguments raised by Wagai et al, (2019),
food and other cash crop needs specified
marketing arrangements that supports the
demand from buyers and suppliers of
commodities. These considerations make
possible for small holder farmers to markets
their none-coffee products that attracts win-
win situation in business negations (Tinzaara
et al., 2018; Rwekaza et al, 2018). From
Karagwe, members of the primary AMCOS
has made the suggestions that, “how to sell
through AMCOS depends on availability of
markets, the markets have its own conditions
so AMCOS and buyers can have agreement
on what is the best way to collect the
produce”. From these arguments it is
evidently that, the marketing will depends
from the demand side. Those needs of the
produce will provide specifications and
marketing agreements that will trigger
primary AMCOS to situate themselves on the
requirements of the buyers after thy have the
binding  agreements.  According  to
Thanasomboon et al, (2020) and Olendayai
(2017) argued that, market arrangement
among different crops, needs
strategies that will benefits producers and

its own
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how cooperative societies can market these
crops, also they has identified potential
stakeholders who can assists in the marketing
value chain of these crops.

Under Resource Based Theory
firms for that matter,
cooperatives, have diverse resources that are
unique from other cooperatives; therefore it
diversify the promote
competitiveness and because the resources
are considered to be scare cooperatives have
to find ways to use different strategies in
marketing to improve cooperative economic
levels (Corte and Del 2017; Lee, 2017). In
this case, not all the suggested market
arrangements fits into all cooperatives, each
cooperative can have its own marketing
arrangements depending on the requirements
of the buyer and the suppliers. However,
from the information obtained from
Mahwenyi primary AMCOS in Buhigwe
district, indicated that, “the arrangement for
marketing cereals is much easier than to other
non-cereal produce because primary
AMCOS can opt to use the storage facilities
available, that warchouse can then be cleaned
at times when coffee storage seasons
becomes available” . This implies that,
marketing of cereal crops is easy for primary
AMCOS than perishable crops such as
banana, pineapple, avocadoes, iris potatoes
that are perishable in nature. Tinzaara, et al,
(2018) suggested that, cereal crops are easier
for farmers to market them than perishables.
Also, Waal (2019) found that, perishables
can also be markerted esier with storage and
transport facilities being available. This is in
line with the arguments raised by one of the
respondents during the FGD from Manyovu

buyers.
assumptions,

can same to

primary AMCOS in Kigoma district who
raised the arguments that, “crops like beans
and maize, we can create the temporary



storage using materials we have in place like
iron sheet storages”. This implies that, since,
coffee needs some attention on their storage
and preparation in their production to
marketing value chain; other crops need to be
stored on the separate place. Different crops
need different storage facilities before
marketing; therefore, marketing arrangement
needs to take into account the storage
mechanisms of each crop that need to venture
into the markets. Similarly, the component of
marketing through the use of middlemen
raise a concern to Karagwe respondents;
from the FGD done with Kamahungu
primary AMCOS of Karagwe district,
members were of the opinion that; “... the
marketing of other crops like beans is done
through the use of middle men who goes
around to collect directly from the farmers; if
we need to market our crops main though
cooperatives these people will be the main
obstacle....the has  the
responsibility to intervene and put a directive
that enables farmers to sell through AMCO
otherwise it will very difficultto make
business markets”. This implies that, the
middlemen who are not regulated were the
causative for cooperatives not to be able to
market member’s crops due to these middle
men. From the arguments raised by a key
informant who were the KDCU manager said
that; “ the middlemen were found to bring

government

troubles even in the coffee business, these
were responsible for Kangomba (buying un-
ripped coffee from farmers before
harvesting) where members at harvest they
found to have no crop to sell, and they sell it
at a very low price. Basing on the contention
from URT (2002), the Tanzania Co-operative

Development Policy of 2002, require
cooperative to be strengthened and
transformed as it is the instrument for

community social-economic development;
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the presence of middlemen in cooperative
marketing business cannot make vibrant
cooperative business undertaking. Similarly,
Rwekaza and Mhihi (2016) on co-operative
development in Tanzania: a tool for equality
and social economic development; it was
recommended that, cooperatives, needs a
government protection and to creates an
enabling
prosperity; this call for the mechanism to
regulate the middlemen as they affect
business sustainability on the effort to raise
farmer’s farm gate price. The marketing of
crops that can be done vie primary
cooperatives were found to have a diverse
potential due to multiple crops that can be
traded through primary
However, it was found that, a selection is
needed. Basing from the arguments raised by
Ndama primary AMCOS of Karagwe
district, as argued by one of the respondents
that “...... it will be simple if AMCOS
decided to choose only one or few crops to be
marketed through to be used as the learning

environment for business

cooperatives.

point before adding many crops I won’t be
easy to manage and deal with the
competitions from the farmers”. This implies
that, since different primary AMCOS differs
in terms of quantity and quality crops to be
produced, marketing be done depending on
few selected crops where concentration of
efforts be done, after studying the marketing
demands. Nugusse (2013) found that, rural
community has diverse crops, selecting
among those basing on marketing demand is
important. Also, Maghimbi (2006) suggested
the competitive advantage among
cooperatives; that needs business
concentration on the type of crops that is
marketed by the cooperative. Ndungu and
Wanjira (2019) using Resource Based
Theory, shows differentiated products by firs
or cooperatives, basing on differentiated
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geographical characteristics, makes
cooperatives to enjoy the competitive
advantages since some crops act like
immovable resources that needs

implementation of new strategies that can
expend marketing potential to that
cooperative societies. The marketing of these
non-coffee produce by primary AMCOS and
Cooperative unions, was found not to be the
new phenomenon, its only that, cooperative
were found to be reluctant in marketing of
these crops, this argument were presented by
all surveyed cooperatives in Kagera region
that 1s KDCU, KCU, Primary AMCOS of
Karagwe and Muleba. It was supported by
the argument raised by the respondents from
Bisheshe primary AMCOS with prepositions
that; “previous arrangement on selling beans
the farmers contributed shares and we also
received some loan from the union so that we
can buy crops from farmers and sell to
national milling. This implies that, marketing
arrangement of cereal crops is possible, what
remains is to sharpen how can demand and
supply can meet in, marketing of cooperative
member produce basing on contractual
arrangements between parties. As Mayala
and Bamanyisa (2018) noted that,
cooperative unions are the available options
to market primary AMCOS produce,
however, the sustainability of markets were
found lacking to ensure sustenance of supply
according to the market demand. However,
KDCU manager, during the key informant
interview, raised that argument that; “... in
the beginning cooperatives were emphasized
to buy and sell only one crop which is
coffee.... so we real need to change in terms
of our attitudes as farmers but also our
cooperative leaders will need to change their
perceptions and bring in new system that will
allow the coffee based cooperatives to also
sell other produce in their areas.” This
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implies that, cooperatives need to go outside
this Pandora box where multiple crops will
become a solution to employment creation
and expand the member’s income wellbeing.
Johny, (2017) noted that, networks were
important component in business marketing
access; buyers are on the community where
we live, one knows the buyers can connect to
other producers on the available markets
through the established networks. Similarly,
Anania and Bee (2018) and Miho (2017)
argued that, produces are reluctant on
searching markets; always food products
demand are plenty since the whole
population want to be fed by farmers.
According to Larioet al, (2014) the markets
need to be identified by producers, and
marketing starts from the demand side, that
gives the guarantee for produces to know
which products are needed in the markets.
The marketing arrangements was found to be
done based on seasonality of coffee
harvesting and marketing done by the
cooperatives. The
understands the time within which marketing
of other crops to be done. From the response
of one respondents during the FGD at
Rumaku primary AMCOS of Kigoma district
said “...because coffee is seasonal in nature
as we sell it from July to Sept, we can use the
remaining time to collect and sell other crops
as beans and maize because they have a

primary community

different season” This implies that, members
knows the production cycle, that can be used
as an important component in making
decisions on which time period is for the
marketing other non-coffee produce.
Resource Based Theory, on the assumption
that, firms or cooperatives resources are
valuable and can be seasonal depending on
different such as supply
capacity, geographical characteristics at the
production side, physical and monetary

In

circumstance



policy inflation and other factors (Ndungu
and Wanjira, 2019). Under these assumptions
these crops which are unique makes other
cooperative not able to cultivate the same;
thus increase competitive
advantage if cooperative can be able to
produce what other cooperative cannot

cooperative

produce by understanding the seasonality on
the supply side to sustain the demand (FAO,
2018; Elberset al.,2015).

On the, members of the AMCOS raised a
concern for the buyers to pay the farmers on
time of product delivery. From the
information’s obtained from Tukutuku
AMCOS in Muleba, the respondents had the
following observation. “...farmers want to be
paid at produce delivery in the markets,
which is when they bring their produce.
Basing from the experience from coffee
marketing, primary AMCOS provide coffee
to unions that do not have money in time, this
practice should not be the same to these non-
coffee so as to soften marketing procedures”.
Basing on these arguments, it implies that,
member’s wants payment on delivery.
Similar arguments was provided by Kibanga
B AMCOS in Muleba, with the arguments
that, ‘any structural arrangement that will not
involve borrowing from farmers can be
workable, because they are already used with
it in coffee marketing so coming up with new
model may be difficult”. This AMCOS had
been practicing an independent primary
AMCOS that sells without the use of the
Union; therefore, the AMCOS pays the
farmers on delivery. However, according to
the arguments raised by Adu (2014) and
Rwekaza (2018) that, cooperatives primary
role is to collect produce and look for
markets. This extends the commitments of
members and it makes members feels the
ownership of their The
literature corresponds with the concern of the

cooperatives.
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farmers from Kabutaiga AMCOS in Muleba,
(Kasharunga) with the argument that, “we
think we can firstly find the market and then
collect farmers crops depending on
agreement with the buyer. This implies that,
marketing needs to begin from the demand
side than the supply side. However, from
information provided by registrar of
cooperatives said that “cooperative needs a
government protection, protection against
buyers who have the intention to collude
cooperative business marketing by paying
less than what the government minimum
price”.  This contrary from the
information provided by members of primary

was

cooperatives in Karagwe and Muleba who
contend that,
produce owned during production; after
coffee are dried, it becomes the government
ownership. This implies that, coffee like any
other strategic crops,
produce since it has several restriction during

coffee becomes member

1S a government

marketing. Chambo (2008), Chamboet
al,(2007) Mhando (2005) provided the
argument that, cooperatives need a

government protection by creating marketing
business environment without controlling
business markets of these cooperative
enterprises. Contractual farming raised a
concern as among the cooperative marketing
arrangements. Kigoma, Kibwigwa
primary AMCOS of Buhigwe has the opinion

In

that, “in hot chill farming they are using the
contractual farming which guarantee the
farmer that there is a ready buyer who will
come and collect produce direct form the
famers. So, we can modify this so that the
buyers can come and take it from us”. This
implies that, farmers can extend the available
marketing strategies used in Chilly to other
crops on business marketing. Chambo and
Dyamet (2011) and Kazungu et al, (2014)
found that, institutions, cooperatives being
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among them, has internal dynamics which
share similar experience and practice. Basing
on experience from one crop can be extended
to other business crops that share the same
marketing arrangements. This information
was further ascertained by Kanyovu Joint
Enterprise Union chairperson who was based
on the availability of experts, during the
interview as a key informants said that;
“AMCOS do not have special experts needed
for this development but us as Union we have
a big role to play because we have experts in
various crops who will help the farmers to
produce quality produce in a required
quantity...... as for now there is no an
institutionalized system for selling other
crops than coffee”. This implies that, the
importance of experts on productions side
had been solved to some extent, experts on
marketing is not yet solved. As noted by
Amanto et al, (2019) that, contractual
arrangements between the demand and
supply side have becomes important in
advancing farmers access to potential
markets. Similar arguments was raised by
Chambo (2007) based on cooperative to have
a bilateral agreement in markers so as to build
a mutual marketing agreements. In all these
literature, the component of agreements were
identified as an important component in
building a win-win situation between the
counterparts. On the other hand, the uses of
marketing networks were the other areas that
can extend the marketing arrangements.
Within the farmers, they know the buyers,
price and the available marketing contractual
arrangements that can be used. This was
raised by the respondents in the FGD with
Mkongoro AMCOS in Kigoma District with
the argument that, “using the network
connection of AMCOS Chairpersons, where
we can share information on the available
markets, and needed crops it might facilitate
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the whole process of selling other crops with
coffee”. This implies that, forming a network
of leaders can be used as a connecting facility
in market search as well as business
negotiations. Komba et al, (2019) and
Kimaro et al (2013) argued that, network in
cooperatives and  other  community
organization uses network in business
linkages. Simiraly, Johny et al, (2017)
contend that, social network are mostly used
to maximize market accessibility that in turn
increases business performance. Similar
concern on the use of networks was raised by
Mkibada primary AMCOS of Kigoma
districts that respondents were of the opinion
that, network of leaders can facilitate to find
companies that bring marketing
Linkages, and they had that opinions; “If we
get companies who can enter into agreement
with us and for that matter, we are sure of the
market then we will be encouraged to
produce more. This implies that, networks
can facilitate marketing. Similar concern was
given by one respondent from Mkizu Primary
AMCOS of Kigoma district who said that; “I
am learning from Burundi people; they find
market together; they collect together and sell
together in their cooperatives”. This implies
that, farmers understand and the role of
cooperation, in that farmers were of the
opinion that, cooperative can be the best
marketing model which can bring advantage

can

to farmers in raising incomes and increase the
farm gate price. Similar concern was
provided by Miho (2017) Likwata and
Venkatakrishnan (2014) and Ngaruko and
Lwezaula (2013) where cooperation
business were found to be the core of
business performance, working individually
were found not to be productive

in

in
developing market access for developing
institutional profitability.



The available stakeholders in marketing of
non-coffee produce as market
opportunity: Respondents were interviewed
in their focus group discussion to identify the
key stakeholders who can assist the
marketing arranges of none coffee produce;
the provided the roles of each stakeholders in

Table 6: Stakeholders on crop marketing

enabling the marketing. These opinions were
from the surveyed 19 primary AMCOS of
Karagwe, Muleba, Buhigwe and kigoma
districts. The response on the key
stakeholders and their roles were presented in
Table 6.

Type Name Of Institution

Roles

Cooperative Primary cooperative
movement

Cooperative union (KDCU,KCU, Kanyovu

JEU)

Federation of cooperative
Cooperative District cooperative officer
development
commission

Regional cooperative assistant registrar

Registrar of cooperative

Schools
Strategic Grain Reserves (SGR)

Buyers

Processing industries (Crop industries)

Crop transporters

Crop Research <>
institute and
NGO X

Institute (TOSCI)

(TAHA)

«* Research,
Organizational
Associates (RECODA)

Agriculture (IITA)

% World Vegetable Centre,
Participatory

Initiatives for

Tanzania Official Seed Certificate .
Tanzania Horticulture Association °

Community
Development

Crop marketing

Negotiation

Business Contract agreements
Collection point
Quality control
Organizing  and
AMCOS crop business
Providing technical
needed

Financing accessibility
Marketing
Networking
Networking

Market search
Promotion

Contract assessments
Technical assistance
Internal audits
Promotion

Contract assessments
Technical assistance
Business advisor
Promotion

Contract assessments
Technical assistance
Business advisor

KD

< Buy farmers crops
«  Provide crop
standards
< Business
(ToR)
< Network  with
farmers
Provision of quality seeds
e Extension service

Business markets networks

SNENENENEN

managing

assistance

AR NN NN N YN N N NN 2 2

required
negotiation and

business

and

¢ International Institute of Tropical

Rural
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Agricultural
(RIPAT)

Transformation

Basing from information presented in Table
6, it was identified that, there are a number of
stakeholders who are needed in developing a
sustainable marketing on none-coffee
business marketing. These stakeholders were
clustered, and their roles were identified from
the responses obtained from the interview
done during the FGD done in Kagera and
Kigoma regions on the four surveyed
districts. Business stakeholder helps
ensuring each role in business markets has
the business partner who can assist to attain
the required objectives. Cooperative business
identified that
institutions that can uplifts the marketing of
farmers crops due to aggregation advantage.
Since cooperatives are institutions that are
formed by joint efforts of individual with the
main of fulfilling group objectives,
marketing  through  the  established
cooperative was identifies as the best options
to market the non-coffee produce through

in

model were as basic

cooperative business model.
CONCLUSION

Non-coffee produce were found to be the best
options to make cooperative sustainability in
coffee traditional cooperatives. Cooperatives
that had been marketing one type of crops
were found lacking capacity to deal with
other crops, the study conclude that,
marketing other types of available crops
under best marketing arrangement would
expand business opportunity among farmers.
Since there emerged different crops in
different areas on the studied districts, the
study concluded that, each crops needs its
own marketing arrangement to expand
business markets so as to raise the farm gate
price among farmers. Stakeholders
marketing arrangements were found to be

in
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important among farmers since; each
stakeholder have the role to play. The study
concludes that, involving these stakeholders
can strengthen the capacity in production,
once extend business volumes to have
sustainable markets potentials.

RECOMMENDATIONS

Since agricultural cooperatives were found to
deal with one type of crops, these has labeled
cooperatives to be traditions, the study
recommends to all primary traditional
agricultural cooperatives to make
assessments of the available crops that can be
marketed by these primary cooperatives after
they have made the possible marketing
arrangement to market the same. Crops
identified by agricultural cooperatives were
found to be potential in expanding markets
portfolio, the study recommends to TCDC,
and Ministry responsible for cooperatives, to
assist agricultural cooperative in business
marketing arrangements so that, these
cooperative can be able to venture into
multiple crop business. Crating of enabling
environments as a responsibility of the said
government institutions had seems to be
important for developing capacities to
cooperative entities to sustain business.
Business marketing was found to be
controlled by middlemen in most of crop
business markets. The study recommends to
ministry responsible with cooperative, to find
a mechanism of removing middlemen that
will expand the financial benefits that shall be
obtained by members in the farm gate price.
As it was food that, coffee, like other strategic
crops marketed Tanzania through
cooperatives, had becomes the government
corps due to increasing government control.
The study recommend to the government

in



controlling machinery (local government,
crop board, TRA and other) to provide
enabling environment than control of the
produce markets.

RELEVANCE AND IMPLICATION OF

THE STUDY

Marketing in primary and secondary
agricultural cooperatives societies had for
decades done base on single crop which were
traditionally been practiced by the farmers.
The registration to these cooperative were
done based on the agricultural marketing
firms without naming the crops. In all those
areas, farmers were engaged in multiple
crops that though
cooperatives. Cooperative has such potential
capacity to engage into multiple crop
marketing as strategy to expand business and
build cooperative resilience to business
shock.
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