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STELLINGEN

1. A horticultural marketing channel in Kenya is more vertically differentiated when the
centre served by the channel has more inhabitants, the transport from the production
area to the centre takes more time, and the retailer involved has a smaller turnover.
Chapters 7 and 8 of this thesis

2. The presence of collecting wholesalers in the marketing channels of horticultural
commodities in Kenya can be explained in terms of efficiency.
Sections 6J and 62 of this thesis

3. Rural assembly markets for horticultural commodities emerge in production areas
with relatively poor farm-accessibility and low supply concentration because they
reduce the transport and/or information costs of suppliers and buyers.
Sections 63 to 6.7 of this thesis

4. Horticultural exporters in Kenya have become successful through vertical
coordination and integration within marketing channels.
Section 5.4 of this thesis

5. Horticultural marketing cooperatives in Kenya which focus on efficiency and/or
equity fail to become successful because they lack theflexibilityof private traders.
Section S3 of this thesis

6. 'Research in agricultural and food marketing, like all other research, should
contribute to the generation of knowledge and therefore live up to the standards of
scientific excellence. At the sametime,however, our research should live up to the
standards of practical usefulness.'
K. G. Grunert, H. Harm sen, H. H. Larsen, E. S0rensen & S. Bisp "New areas in agricultural and
food marketing'. In: B. Wierenga, A. van Tilburg, K. Grunert, J-B. E. M. Steenkamp & M Wedel
(Eds.) Agricultural Marketing and Consumer Behavior in a Changing World. Boston: Kluwer
Academic Publishers, 1997, p. 26.

7. The floriculture industry in Kenya is well-positioned for growth, even in a tight
world flower market* Some flower growers will, however, have to rationalize if
they are to survive.
* Based on: Bill Haines "Kenya - poised for growth, even in a tight world market'. In: FloraCubure
International, March 1996, pp. 16-19.

8. 'In a nutshell the violation of land rights in Kenya clearly indicates that the
Constitution will never fully protect individual rights, as long as there seems to be
lack of political will to enforce the provisions.'
Ours by Right, Theirs by Might. A study on Land Clashes. Nairobi: Kenya Human Rights
Commission, 1996, p. 104.

9. The terrors that struck Rwanda in the past few years were partly the result of the
non-intervention principle of the United Nations. This principle should therefore be
repealed.
Based on: Linda Polman "k lag twee beren: de achterkant van de VN-vredesmissies. Amsterdam:
Atlas, 1997.

10. The agricultural colleges of higher education in the Netherlands and the
Wageningen Agricultural University are made for each other. It will, however, be a
while yet before this gets through to all parties concerned.
11. The neck is the Achilles' heel of many a researcher glued to his/her computer.
Sometimes it becomes a bottleneck
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Abstract

Horticultural Marketing Channels in Kenya: Structure and Development
PhD thesis by Tjalling Dijkstra

This study analyses the structure and development of horticultural marketing channels in
Kenya. It is based primarily on a farm survey among some 500 farmers in Nyandarua, Kisii
and Taita Taveta Districts and a trade survey of about 750 horticultural traders in 18 different
market places. The surveys were carried out between 1990 and 1992 as part of the Food and
Nutrition Studies Programme.
The book first describes the producers that bring horticultural commodities into the
channels and then the actors and institutions that operate in those channels. Traders selling in
the domestic market, agents, facilitating intermediaries, export traders, marketing
cooperatives and processors are all reviewed. There is a particular focus on collecting
wholesalers. It is shown that they increase the efficiency in the marketing channel to the
benefit of both farmers and distributing wholesalers. The development of rural assembly
markets, in which the collecting wholesalers sometimes operate, is also examined. It is
concluded that such markets evolve in production areas with relatively poor farm
accessibility and low supply concentration, because they reduce the transport and/or
information costs of suppliers and buyers.
The central research question of the study is what factors determine vertical
differentiation in Kenyan horticultural marketing channels. A model is developed which
seeks to explain this process. The first two explanatory factors found significant are the
population of the market centre where the surveyed market place is located and population
density of the rural hinterland. These are indicators of the consumer population served by the
marketing channel. Other factors are transport time of the commodity from producer to
consumer, keeping qualities of the commodity, and turnover of the traders.
The analysis shows that marketing channel theory can be of relevance to the
developing world. The vertical differentiation model proposed here can aid in predicting
future changes in horticultural marketing systems in emerging African economies. The
findings suggest that gravity models may also contribute to a better understanding of the
structure of marketing channels in developing countries.
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Introduction

1.1. Exploration of the problem
At the World Food Summit of November 1996, which was organized by the Food and
Agriculture Organization of the United Nations, food marketing in developing countries was
one of the central themes. In a document prepared for the summit, the reason for this focus
was made clear: the road to food security is impeded by malfunctioning marketing systems
(FAO, 1995). This is certainly true for Africa. The demand for food is rising because an
increasing number of people are unable to produce their own food. Population growth,
rural-urban migration, land pressure and land degradation are among the factors behind this
process. While the demand for food is rising, the supply is hampered by inefficiencies in
production, collection, processing and distribution. Scarcity of inputs, poor infrastructure,
lack of financial intermediaries and unstable political environments are some of the
explanatory factors.
African governments in the 1960s and 1970s tried to solve food marketing
inefficiencies, particularly for storables such as grains. They replaced private-sector
collection and distribution systems by state-controlled ones. In so doing they threw away the
good with the bad. The cure also proved worse than the disease. In the 1980s, governments
began putting their faith again in the hands of the free market, the same free market that had
all along been shaping private trade systems for perishables such as vegetables, fruits and
tubers.
Present African governments are trying to keep pace with new developments in
private food trade. They generally believe that state interventions should be avoided. At the
same time, they understand that allowing resources to be allocated by the market may not
always yield the desired results. Government regulations may be necessary, but will only be
effective when based on a profound knowledge of the structure of private trade systems and
of the factors that determine their long-term development. The present book contributes to
this knowledge for the trade of vegetables, fruits and tubers (so-called horticultural
commodities).

1
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Kenya as a case study
Kenya is taken here as a case study. Horticultural commodities are produced by millions of
Kenyan smallholders and are consumed by large sections of the rural and urban population.
Marketing structures have developed without any significant government involvement, and
within a relatively stable political environment Marketing channels are comprised of a wide
variety of intermediaries. Small petty traders carry vegetables, fruits and tubers on their
heads to the nearest market while large wholesalers hire transporters to carry horticultural
commodities by truck from one side of the country to the other. Export traders charter whole
cargo planes to fly produce to other parts of the world.
Knowledge about the Kenyan horticultural sector is limited. Government studies of
food marketing have dealt largely with grains. There are two reasons for this. First grain is
a strategic commodity in the struggle for national food self-sufficiency. Second, the
marketing system for grains, which until recently was monopolized by a marketing board,
has been exhibiting politically unacceptable inefficiencies. Both these factors justify the
attention paid to grains, but they do not warrant the knowledge gap that exists when it comes
to vegetables, fruits and tubers. Besides being sources of indispensable nutrients, these
commodities bring income, employment and foreign exchange to the Kenyan population.
The horticultural marketing system in Kenya is more highly developed than those in
many other African countries, and the present situation may give an indication of future
developments in these countries. At the same time the Kenyan system is far from perfect
Various constraints reduce its efficiency and effectiveness. Most of them are typical for
many other African countries as well as Kenya. Analysing them could therefore contribute to
a better understanding of horticultural marketing constraints in various parts of Africa, and
eventually to better performance in horticultural marketing systems.
1

The marketing channel approach
Horticultural marketing in Kenya will be studied here by means of a marketing channel
approach, meaning that all successive actors and institutions involved in getting produce
from the farms to the consumers will be taken into account The analysis examines not only
transactions in market places, but also those elsewhere, such as at the farm gate. That creates
a clearer picture of the entire channel. Constraints on the exchange process at each marketing
level can be investigated. The findings can be of use in improving the efficiency and
effectiveness of the channels.
Many commodities change hands in more than one market place before reaching the
consumer. The marketing channel concept enables us to clarify the function of each market
place, and to explain under which circumstances a market place will develop which kind of
functions. This knowledge can be useful in planning new market places or upgrading
existing ones.
For a particular commodity, different types of marketing channels can exist
Together these channels form a marketing structure. Some channels in the structure can be
Not only policy studies by the government but also scholarly studies by local universities have rarely
dealt with the marketing of horticultural commodities during the past few decades. This contrasts with
the late 1960s and 1970s, when researchers at the University of Nairobi carried out a number of studies
on the subject (Wilson, 1969, 1973; Maritim, 1976; Mbogho, 1977; Ngeno, 1978; Durr & Lorenzl,
1980).

3

vertically differentiated to a greater extent than others. The degree of differentiation in
marketing channels is influenced by specific factors in the marketing environment The
challenge in the present study is to relate the degree of vertical differentiation to these
explanatory factors. The findings can lead to a better understanding of the current marketing
structures in developing countries, and can help to predict structural changes ensuing from
expected changes in the marketing environment

1.2. Research objective and questions
The horticultural sector is of major importance to Kenya, and improved knowledge of the
marketing system can help enhance the performance of the sector. The present study seeks to
expand this knowledge. The objective is to analyse the structure and development of
horticultural marketing channels in Kenya.
Kenyan farmers that produce horticultural commodities for the market will be
described first. They are the raison d'Stre of the marketing channels. Knowing them will
increase understanding of the marketing system.
The subsequent focus will be on the marketing channels themselves. The first
research question is: What actors and institutions operate in the channels and what are their
characteristics? Traders, agents and facilitating intermediaries will be examined. Specific
focus is on collecting wholesalers. In Kenya, as in many other developing countries, they
operate in the most problematic and least understood part of the channel. Special attention
will be devoted to their efficiency. The development of rural assembly markets, in which
collecting wholesalers operate, will also be investigated. Special reference is made to
transport and information costs.
What factors determine the degree of vertical differentiation in Kenyan horticultural
marketing channels? This is the second and central research question. The most important
factors to be investigated are the size of the consumer population and transport times from
farms to consumer centres. A historical analysis of food trade in Sub-Saharan Africa helps to
identify them.

1.3. Research methodology
The analyses in the present study are based primarily on primary data. Surveys were carried
out as part of a research project on horticultural production and marketing in Kenya. This
project was part of the Food and Nutrition Studies Programme (FNSP), a joint effort of the
Ministry of Planning and National Development in Nairobi, and the African Studies Centre
in Leiden.
The surveys were carried out by enumerators of the Central Bureau of Statistics and
students from Egerton University, under supervision of one researcher from Egerton
2

For a review of research results and published reports during the 1985-1992 period, see Hoorweg (1993).

