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ABSTRACT 

The study was conducted in Oculoi sub county Dakabela County in Soroti district, to assess 

the functionality of the citrus marketing channel among smallholder farmers. The main 

objective of the study was to assess functionality of the citrus marketing channel in Oculoi 

sub county Dakabela county Soroti district and the specific objectives were to determine the 

socioeconomic factors that influence marketing channel choice, farmers’ perceptions of 

marketing channel as well as to determine the gross profit margins. Data were collected 

through questionnaires to 100 smallholder citrus farmers. The study used a multiple linear 

regression to determine the socioeconomic factors that influence marketing channel choice, 

descriptive statistics for perceptions and gross profit margin analysis. The study found that 

marital status, primary source of income, marketing costs and market distance were 

significant while in contrast other factors like age, gender, education, household size and 

farming experience were not significant. The findings on citrus farmers’ perceptions of 

marketing channels revealed significant differences in their experiences. Farmers generally 

perceived wholesalers as the best followed by middlemen, retailers, exporters, institutional 

buyers, direct to consumers and processing companies scored lowest respectively. A 

substantial majority of farmers fall into the high gross profit category, indicating a strong 

potential for profitability among this group. However, the presence of farmers in the 

moderate category and a small number in the low and negligible categories highlights a 

marked disparity in financial outcomes. The study recommended enhanced extension 

education programs especially on marketing and encouraged farmers to strengthen 

cooperative marketing structures to improve on their bargaining power as well as sharing 

production costs.  

 

 

 

 

 



1 
 

CHAPTER ONE 

1.0 INTRODUCTION 

Citrus sinensis L. is a group of sub-tropical fruits which belong to the family Rutaceae and 

sub family Aurantioideae. Sweet oranges (citrus sinensis L.) This fruit is among the most 

popular worldwide due to its strong acceptance by consumers, thanks to its nutritional, 

nutraceutical, and sensory qualities. Oranges are a key dietary component worldwide, 

providing essential nutrients and phytochemicals that have biological and health benefits, 

including minerals, vitamins, fiber, flavonoids, limonoids, carotenoids, and antioxidants  

(Kongai et al., 2020). Citrus can be enjoyed both as whole fruit and in juice form. Despite 

extensive research, the origins of citrus fruits and their ancestral varieties remain largely 

unclear. However, it is believed that they originated in Southeast Asia and spread during the 

Middle Ages, eventually becoming present in many countries around the world. Oranges 

account for 70% of the worldwide citrus production and has an annual global production was 

estimated at 73 million tons for oranges in 2016 with the main producers are Brazil, China, 

India and the united states (Centonze et al., 2019). Brazil is the leading producer of oranges 

in the world with 16.91 million metric tons annually followed by China producing 7.55 

million metric tons annually and Africa produces 55.5 million metric tons as a continent 

annually. Citrus is a popular fruit in Sub-Saharan Africa, although per capita consumption 

remains low by global standards. South Africa is the largest citrus producer on the continent, 

while Nigeria produces approximately 930,000 tonnes of citrus fruits from around 3 million 

hectares of land. In East Africa, Tanzania has become the largest producer after Kenya 

encountered issues with greening disease, which particularly affects higher-elevation 

growers. Tanzania's citrus production significantly exceeds that of its neighbors, Kenya and 

Uganda. Citrus is an important diversification crop grown in all parts of Uganda except 

karamoja due to is unfavorable climatic conditions. In Uganda, orange production is 

primarily concentrated in the Eastern and Northern regions, where it is mainly cultivated by 

smallholder farmers facing numerous production and marketing challenges (Kongai et al., 

2020). Commercial citrus production in Uganda began in the early 1960s with the 

introduction of several improved citrus varieties planted in government schemes at Kiige, 

Ongino, Odina, and Labori in Eastern Uganda (Kongai et al., 2018). For a decade, the 

schemes operated successfully, providing fresh fruits to domestic and regional markets until 

they declined due to poor management resulting from insurgency. Commercial production 

began to recover in the 1990s, primarily under the smallholder system. Over the past twenty 
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varying degrees of gross margins which is attributed to the differences in the effectiveness in 

cost management, pricing and resource allocation by the farmers with those managing theirs 

effectively getting high gross profit margins as opposed to the who are ineffective. Also with 

an average gross profit margin of 55% which falls under the high gross profit margin 

indicates that citrus production is a highly profitable enterprise in Oculoi Sub County. 

5.2 RECOMMENDATIONS 

The study recommends conducting further research on marketing channels for citrus farmers, 

particularly focusing on smallholder citrus farmers. 

However, based on the findings, the study recommends; strengthening cooperative market 

structures so as to enable farmers to have strong bargaining power as well as pooling of 

production resources thus lowering their production costs. Also emphasis be put to enhance 

extension education programs especially on marketing of citrus. This can create a more 

equitable agricultural environment, empowering citrus farmers and safeguarding them against 

exploitation. 

 

 

 

 

 

 

 

 

 

 

 

REFERENCES 

Abebe, G. K., Bijman, J., & Royer, A. (2016). Are middlemen facilitators or barriers to 

improve smallholders’ welfare in rural economies? Empirical evidence from Ethiopia. 



37 
 

Journal of Rural Studies, 43, 203–213. https://doi.org/10.1016/j.jrurstud.2015.12.004 

Agrawal, S. (2021). Constraints Faced by Orange Growers about Production and Marketing 

Orange. International Journal of Agriculture Environment and Biotechnology, 14(1). 

https://doi.org/10.30954/0974-1712.01.2021.2 

Agu, W., Musa, F. T., & Tanipu, F. (2023). Eksistensi Tengkulak dalam Menunjang 

Perekonomian Petani Jagung di Desa Juriya, Kecamatan Bilato, Kabupaten Gorontalo. 

Dynamics of Rural Society Journal, 1(1). https://doi.org/10.37905/drsj.v1i1.6 

Centonze, V., Lippolis, V., Cervellieri, S., Damascelli, A., Casiello, G., Pascale, M., 

Logrieco, A. F., & Longobardi, F. (2019). Discrimination of geographical origin of 

oranges (Citrus sinensis L. Osbeck) by mass spectrometry-based electronic nose and 

characterization of volatile compounds. Food Chemistry, 277, 25–30. 

https://doi.org/10.1016/j.foodchem.2018.10.105 

Chimbwanda, F., Mutwiwa, T., & Pompi, I. (2022). The Implications of Middlemen in the 

Marketing of Horticultural Produce in Zimbabwe: The Case of Mbare Musika, Harare. 

Article in International Journal of Science and Research, 11(5). 

Kalejaiye, P. O., Abosede, A. J., & Adisa, I. (2021). Informal Sector, Middlemen, and 

Poverty Among Rural Farmers in Nigeria. The Palgrave Handbook of Global Social 

Problems, 1–11. https://doi.org/10.1007/978-3-030-68127-2_170-1 

Kongai, H., Mangisoni, J., Elepu, G., Chilembwe, E., & Makoka, D. (2018). Analysis of 

citrus value chain in eastern Uganda. African Crop Science Journal, 26(3), 417. 

https://doi.org/10.4314/acsj.v26i3.7 

Kongai, H., Mangisoni, J., Elepu, G., Chilembwe, E., & Makoka, D. (2020). Smallholder 

orange farmer access to markets in Uganda. African Crop Science Journal, 28(2), 267–

278. https://doi.org/10.4314/acsj.v28i2.11 

The Impact of Intermediaries on the Marketing of Horticultural Products in Zimbabwe: A 

Case Study of Harare Mbare Musika. (2022). Journal of Global Economy, Business and 

Finance, 4(9). https://doi.org/10.53469/jgebf.2022.04(09).13 

Ahmed Jashim. (2010). Documentary Research Method- New Dimensions. Indus Journal of 

Management & Social Sciences, January 2010. http://ideas.repec.org/s/iih/journl.html 

Amone, W., Nuwamanya Kamuganga, D., & Makombe, G. (2016). Promoting agricultural 



38 
 

productivity and inclusive growth in uganda. Agricultural Development and Food 

Security in Developing Nations, January, 250–262. https://doi.org/10.4018/978-1-5225-

0942-4.ch011 

Arinloye, D. D. A. A., Pascucci, S., Linnemann, A. R., Coulibaly, O. N., Hagelaar, G., & 

Omta, O. S. W. F. (2015). Marketing Channel Selection by Smallholder Farmers. 

Journal of Food Products Marketing, 21(4), 337–357. 

https://doi.org/10.1080/10454446.2013.856052 

Dickerson, D. (2012). Innovating cross-cultural marketing models for managing global sales 

and indirect distribution. Innovative Marketing, 8(1). 

Farmers’ organizations and sustainable development_ An introduction - Ma - 2023 - Annals 

of Public and Cooperative Economics - Wiley Online Library. (n.d.). 

Fiala, N., & Apell, D. (2017). Transforming Uganda ’ s agricultural sector for sustained 

economic growth In brief. December. 

Görgün, M. R., & Bardakçi, H. (2020). Selection of distribution channels in international 

marketing. social, human and administrative sciences-ii, 279. 

Hardesty, S. D., & Leff, P. (2010). Determining marketing costs and returns in alternative 

marketing channels. Renewable Agriculture and Food Systems, 25(1), 24–34. 

Johnston, W. J., Le, A. N. H., & Cheng, J. M.-S. (2018). A meta-analytic review of influence 

strategies in marketing channel relationships. Journal of the Academy of Marketing 

Science, 46, 674–702. 

Kiprotich, S. G. (2014). Munich Personal RePEc Archive Determinants of Market 

Participation among Small-scale Pineapple Farmers in Kericho County , Kenya. 56149, 

81. https://mpra.ub.uni-muenchen.de/56149/ 

Oluremi, O. A., Iderawumi, A. M., & Olatunde, O. (2021). Problems Affecting Small Scale 

Farmers in Marketing Agricultural Produces in Rural Area Measurements of Soil Water 

Contents using Dielectric constant-based Methods View project General Agriculture 

View project. June. www.ejsit-journal.com 

Qadri, B. (2018). Role of Marketing Channels. September. 

http://epaper.kashmirreader.net/epaperimages/11092018/11092018-md-hr-



39 
 

9/d570064.jpg 

Tesfaye, H., Zemedu, L., & Ademe, A. (2019). Factors Affecting Market Outlet Choice of 

Kocho Producers in Cheha District, Gurage Zone, Southern Ethiopia. Dev. Country 

Stud., 9, 1–9. 

Young, J. A., & Merritt, N. J. (2013). Marketing Channels: A Content Analysis of Recent 

Research, 2010-2012. Journal of Marketing Channels, 20(3–4), 224–238. 

https://doi.org/10.1080/1046669X.2013.803425 

A, Silva. comarative analysis of citrus production. brazil, 2017. 

chand, R & Singp. “profitabilty of citrus cultivation .” agricultural economics research 

review (2016): 123-132. 

FO Issa, SJ Auta. “evaluation of farmers percetions onthe effectiveness of extension delivery 

channels.” nigerian journal (2011): 10-15. 

R.Mardones, et, al. “farmers percption of sustainable citrus production.” sustainabilty (2020): 

100-23000. 

 

 

 

 

 

 

 

APPENDIX 

 

 


	1.pdf
	2.pdf

