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EXECUTIVE SUMMARY

Agri Experience (AE) and the Kenya Market Trust (KMT) have formed a partnership to
address the challenges faced by agro-dealers. AE and KMT believe agro-dealers are an
essential link between the seed companies and the seed users (farmers). The focus of the
partnership is therefore to help agro-dealers increase and expand the supply of certified
crop seeds and information and increase the access to and correct use of quality seed
by farmers.

By focusing on this node of the seed value chain, the partnership expects to address an
important component of the seed supply system. The two institutions will be addressing
the underlying constraints to access to good quality seeds. This baseline study was
commissioned by AE to provide information and indicators against which changes as a
result of inferventions can be assessed in future. Further, other sector stakeholders can
use the results to plan interventions in the seed supply systems.

The agro-dealer baseline survey was carried out to generate baseline data and
information on agro-dealership businesses in Kenya from the perspective of crop seed
frade. A broad range of issues were covered in this study. These included the socio-
economic characteristics of the agro-dealership owners, including their gender;
education level; number and gender of employees; type of seed stocked and sold; costs
of running an agro-dealership business; crop seed supply chains; relationships with seed
suppliers and their customers; sales trends between 2014 and 2016; use and application
of ICT; membership in agro-dealer associations; and, business challenges. This information
will be used by Agri Experience Ltd and other stakeholders in the seed sector to inform
interventions for enhancing the role of agro-dealers as the critical link between seed
producing companies and farmers.

The study collected data from arandom sample of 438 agro-dealers spread across seven
(7) counties, spanning various regions in the country. The counties included in the study
were Taita-Taveta (Coast region); Meru (Upper Eastern); Nakuru (Central Rift); Kericho
(South Rift); Trans-Nzoia (North Rift); Bungoma (Western); and, Kisii (Nyanza). The agro-
dealers were interviewed using semi-structured questionnaires. In addition to the agro-
dealers, the survey team interviewed a total of 15 key informants and conducted 8 focus
group discussions (FGDs). Data from the semi-structured questionnaires was entered using
CS-PRO then ftransferred to STATA and SPSS. Data was analysed using statistical
procedures such as frequency analysis, means and cross-tabulations. The findings were
discussed and triangulated using the qualitative information generated from the key
informant interviews and FGDs.

The main findings of the study and their implications are summarized in the table below:



Broad study area/objective

Highlight of key findings

Implication/recommendation (If any)

Nature of agro-dealers’ relationship with
crop seed companies and farmers

Majority of agro-dealers (60%) sourced
their seed from Kenya Seed Company
but many sourced from more than one

(@]

The high proportion of agro-dealers
unable to address farmers’ complaints is
alarming. Since maijority may not have

company. all the technical knowledge needed,
= 19% sourced seed from local seed companies should strengthen their
distributors. capacity to deal with such complaints.
= 21% sourced seed from ofher seed | o Farmer education of new varieties may
companies. not be adequate since it is conducted
= 66% communicate with their suppliers across the counter.
via phone. o Inorderto promote the use of new seed
= Restocking is very prompt; 94% varieties additional efforts by seed
indicated that they are restocked companies such as demonstration plofs,
promptly upon request. media advertisements, promotional
=  Majority of farmers purchased maize events etc are required.
seed from agro-dealers and slightly
over half of the customers were
women.
»  44% of agro-dedlers indicated that
farmers prefer a certain package of
seed.
» 38% prefer the 2kg seed package
compared to ofher sizes.
» 51% of agro-dealersindicated that they
are unable to meet demand of farmers
for seed.
=  76% of agro-dealers educate farmers
about new seed across the counter.
»  66% of agro-deadlers said they are
unable to address complaints by
farmers.
2. Crop seed trade dynamics
2(a) | Trends in seed sale volumes, business | =  Substantial growth in maize seed | o The observed increase in volume

growth and financing

stocked was recorded between 2014
and 2015. On average, volumes of
maize seed stocked increased by 85%..
There was also anincrease in volume of
maize seed sold during the March-April
season of 2016 compared with the
same period in 2015. For maize seeds,
the value of sales increased by 27%.

stocked and value sold is a good
indicator of growth of the seed sector.




2(b)

Adoption of new seed varieties

None of the agro-dealers indicated
that they infended to stock new
varieties for the 2016 short rains season
(October-November). This finding is
expected because new varieties are
generally introduced during the long
rain season (March-April).

2(c)

Customer/stockist base

100% of agro-dealerships interviewed
stocked maize seed.

41% of interviewed agro-dealers
stocked bean seed; 16% stocked
sorghum seed; 10% stocked finger millet
seed; and, only 4% stocked green
grams.

In 2015 the average number of maize
seed customers was 9205/agro-dealer,
of whom 56% were female.

2(d)

Reasons for farmer seed choices

Maize is the most purchased seedin the
country. All agro-deadlers interviewed
stocked maize. This observatfion is
expected because agro-dealers are
certain to sell the maize seed because
of prevalent use.

For other crop seeds, the numbers of
customers are fewer and majority of
farmers prefer to use seeds from the
informal seed systems.

Involvement and role of women and
youth in agro-dealership business

A faily good gender balance is
observed in agro-dealership business.
Among the respondents, 56% were
males and 44% were females

But ownership is dominated by men;
63% of owners were men and only 37%
were women.

71% of youth operated their businesses
as stockist. Only 4% of youth operated
wholesale agro-dealerships.

Agro-dealership associations and their
level of influence and advocacy

Only 24% of the agro-dealers indicated
that they belonged to a county agro-
dedaler association.

o

There is need to for the association to
better communicate and demonstrate
value to potential members given the

Xi




37% said they were too busy fo
participate and 29% felt that nothing
much would be achieved by the
groups.

apathy  that  most  agro-dealers
expressed about joining groups.

Access to and use of ICT in agro-
dealership businesses

Use of ICT for business management is
low among the stockists. 66% indicated
they do not use any computer-based
ICT tools for business management.
75% of wholesalers use ICT (Quick-
books and Excel) as tools for business
management

AE could work with other stakeholders
that work on ICT innovation to explore
appropriate ICT options for stockists

Challenges faced by agro-dealership
businesses

Only 14% of agro-deadlers dealing in
maize seed indicated that they faced
no challenge compared to 26% for the
non-maize seed.

Inadequate cash to pay for supplies
was cited by 18% of maize seed traders.
19% cited insufficient quantifies as a
major challenge.

Inadequate financing for the business is
a major challenge for the agro-dealers.
It could explain why a sizeable number
are unable to meet the demand from
their customer. Affordable business
financing is needed.

Xii




1.0 INTRODUCTION

1.1 Background

High and sustained agricultural productivity is required to achieve food security, reduce
poverty and enhance overall economic growth. Productivity of most food crops in Kenya
is far below potential. For instance, maize productivity stands at about 1.6 MT/ha
compared to a global average of about 4 MT/ha (Sheanhan, Ariga and Jayne, 2016).

In the past, growth in crop production has been due to increase in acreage. However,
with declining land sizes, increases in production will inevitably have to be achieved
through increases in productivity. As noted by Kibaara et al. (2008), the per capita land
ownership and per capita cultivated land area has been declining over time because
of sub-division, especially through land inheritance.

Increasing productivity requires use of high yielding inputs such as good quality seeds,
fertilizers, and agro-chemicals. Quality seed has been shown to have great potential to
increase on-farm productivity and enhance food security (Muyanga et al., 2005).
However, good quality seeds are not readily available and when available they are not
affordable to the maijority of farmers. The over-arching challenge for the seed sector is to
develop a seed production and delivery system that can significantly increase access to
and correct use of quality seed by smallholder farmers.

In Kenya informal and formal seed delivery systems exist side by side. The informal seed
system is dominant, accounting for about 78% of all seed used in the country (Ayieko and
Tschirley, 2006). The informal seed system is characterized by the use of uncertified seeds
that are often recycled, confributing to poor crop yields. Under this seed supply system,
farmers obtain seed from a variety of informal sources, including their own on-farm
production, neighbours and relatives, local fraders and other such sources. The formal
seed system, on the other hand, provides good quality certified seeds. These have been
proven to give higher returns to farming (Ayieko and Tschirley, 2006). Under the formal
system, seeds produced by seed companies are supplied to the farmers through a
network of wholesale distributors and agro-dealers.

According to Belt et al, (2015), there are three main market-based models that currently
supply seeds:

1. The chain leader model is organized around an influential actor (who is also a
buyer of farmers’ outputs). It operates through contract farming arrangements
whereby the chain leader supplies the farmers with inputs (seeds) but also buys
farmers’ outputs. The chain leader supplies the seeds either directly or through



agro-dedlers. The main challenge with this model is that it is limited to few
commercial crops and the risk of side-selling by the farmers is very high.

2. The local traders model features several output buyers instead of one major chain
player. These buyers supply inputs (seeds) to farmers at credit through a network
of local fraders/agro dealers.

3. The agro-dealer model is most prevalent in Kenya and is central to the formal seed
system. This model is driven by profit-seeking agro-dealers who often run several
business streams within their premises (hardware, agro-vet, etc). Agro-dealers are
an important part of the farm inputs value chain, playing a major role in ensuring
that farmers access important agricultural inputs required to improve agricultural
productivity on their farms (Poulisse, 2007). Agro-dealers are defined generally as
small-scale independent stockists or inputs dealers who play an important role in
distributing farm inputs (Odame and Muange, 2012). The exact number of agro-
dedlers in Kenya is not known but a survey carried out by Agricultural Market
Development Trust (AGMARK) under the Kenya Agro-dealer Strengthening
Program (KASP) found that there were about 10,000 agro-dealers in 2010 (Okello,
2010). According to Korir (2016), KEPHIS estimates that there are 3,500 licensed
agro-dealers while the Ministry of Agriculture, Livestock and Fisheries under the
National Accelerated Agricultural Input Access (NAAIP) program estimates that
there are 9,000 agro-dealers in Kenya. While the exact number may be elusive
given the possibility of new entry and exit every year or season, agro-dealers play
an important role in linking farmers and suppliers of inputs.

As noted by Odame and Muange (2012), the agro-dealer model faces several
challenges that limit access by farmers to quality seed:

1. Inadequate working capital that limits business expansion.

2. High prices, mainly due to long distances to agro-dealership outlets and poor
infrastructure that adds to transportation costs.

3. Inadequate supply of inputs during the peak planting season, resulting in frequent
stock-out of essential supplies.

Both state and non-state actors have proposed interventions to address the challenges
faced by agro-dealers. The Kenya Agro-dealer Strengthening Programme (KASP)
implemented by AGMARK and the NAAIAP implemented by the Ministry of Agriculture
are typical examples.

It is under this context that Agri Experience (AE) and the Kenya Market Trust (KMT) have
formed a partnership to address the challenges faced by agro-dealers. AE and KMT
believe agro-dealers are an essential link between the seed companies and the seed
users (farmers). The focus of the partnership is therefore to help agro-dealers increase and
expand the supply of certified crop seeds and information and increase the access to
and correct use of quality seed by farmers.



By focusing on this node of the seed value chain, the partnership expects to address an
important component of the seed supply system. The two institutions will be addressing
the underlying constraints to access to good quality seeds. This baseline study was
commissioned by AE to provide information and indicators against which changes as a
result of inferventions can be assessed in future. Further, other sector stakeholders can
use the results to plan interventions in the seed supply system:s.

1.2 Objectives of the baseline study
The objectives of the baseline study are to:

Establish the dynamics of the relationship between the agro-dealers, seed
companies and farmers;
i. Establish the following aspects of trade in crop seed:
a. Trends in sales volumes, business growth and financing
b. Adoption of new crop seed varieties
c. Customer (farmer)and/or stockist base
d. Reasons for farmer seed and input choices
e. Adoption of farmer-centred seed and input distribution strategies
ii. Establish the involvement of women and youth in the seed agro-dealership
business;
iv.  Assess county agro-dealer associations’ level of influence and advocacy;
v. Assess agro-dealers’ access to and usage of ICT and other internet services such
as MbeguChoice'.

1.3 Scope of the survey
The study covered the following regions and counties in Kenya:

Central (Muranga county)
Coast (Taita-Taveta)
North Rift (Trans-Nzoia)
South Rift (Kericho)
Cenfral Rift (Nakuru)
Nyanza (Kisii)

Upper Eastern (Meru)
Western (Bungoma)

N WD~

During data collection a small part of Bomet County was also covered (See Figure 2.1 for
details). The actual counties were selected randomly from a list of 34 counties of interest
to AE that had been classified by region.

1 MbeguChoice is an online fool (also available as a phone application on Google Play Store) that allows Kenya farmers,
agro-dealers and extension workers to access a list of crop seed varieties that are suitable for specific counties and agro-
ecological zones.



Various farm-related, demographic and socio-economic data and information were
collected from the sampled agro-dealers. Input-specific data and information was also
collected. The study endeavoured to capture contextual, qualitative information
related to the seed value chain that might explain the success (or failure) of the agro-
dealer model. In order to properly capture the gender dynamics of the agro-dealer
model, the study collected sex-disaggregated data, particularly for gender-sensitive
indicators. The semi-structured questionnaire used in this the survey is in Appendix 6.2.
The survey team interviewed the owners of the agro-dealerships or, in their absence, the
managers. The main focus of the study was on crop seed even though the agro-dealers
were dealing with many other products. The survey covered the past two years (2014
and 2015) and the first season of 2016 (March-April).



2.0 METHODOLOGY

2.1 Introduction

An inception meeting between AE staff and the consultants was held at the beginning
and an inception report prepared. The two teams discussed and agreed on the timelines
and the study counties. Individual study county maps showing location of interviewed
agro-dealers are presented in Annex é6.1. The choice of individual counties was informed
by where AE is currently working and/or planning to extend its work. However, care was
taken to represent the diverse regions in the country as explained under section 1.3.

For triangulation of information, three interview modules were adopted. The modules
included:

» Individual seed frader interviews;
=  Key informant interviews (Kll); and,
»  Focus group discussions.

Consequently, interview tools and an FGD checklist were developed, shared with AE for
review and comments before revision and adoption. The final survey tools are annexed
to this report (see Annexes 6.2, 6.3 and 6.4). In the next sub-sections, we discuss the
detailed methodological approaches used to collect data, analyse it and present results.

2.2 Sampling Design
With the estimated population of agro-dealers of 10,000 (See AGMARK & CNFA, 2010),
the sample size (following Israel, 1990), was computed as:

P[1-P]
2
A PR-P]
z? N
R

n=

Where: n=sample size required; N=number of agro-dealers; P=estimated variance in the
population, as a decimal; A=precision desired, as a decimal; Z=Z-score at the desired
confidence level; and, R=estimated response rate, as a decimal.

Because the population variability could not be easily determined, we applied the
conservative figure of 50%. At 95% level of confidence, A=0.05 and Z=1.96. Because the
interviews were to be personally administered by the enumerators, we expected a good
response rate of about 90%. The sample size was therefore calculated as:
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To cushion against any future attrition, a total of 438 agro-dealers were eventuadlly
interviewed. The distribution of the interviewees across countfies was guided by
concentration of the agro-dealers following the sampling list provided by AE. Table 2.1
provides a summary of the number of interviewees per county.

Table 2.1: Number of dealers interviewed

County No. interviewed Percentage of total sample
Muranga 65 14.8

Taita Taveta 50 11.4

Meru 50 11.4

Kisii 38 6.4

Trans Nzoia 46 10.5

Nakuru 70 16

Kericho 58 15.5

Bungoma 61 13.9

Total 438 100

The agro-dealers interviewed were randomly selected from the list of agro-dealers
provided by AE using an online research randomizer (www.randomizer.org).

Besides the 438 agro-dealer interviews, 15 Klls and eight FGDs were conducted (See
Table 2.2). The key informants included the agriculture sector experts such as county Crop
Officers and sub-county Agricultural Officers (see Annex 6.5 for details). Thus, they were
purposely selected based on their expertise. The FGD participants were drawn from
farmer groups, carefully selected to ensure gender balance. A total of 62 people
participated, of whom women constituted 40% of the participants.

Table 2.2: Number of KIl and FGD
County
Muranga
Taita Taveta
Meru

Kisii

Trans Nzoia
Nakuru
Kericho
Bungoma
Total
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2.3 Data collection

Data for this study came from both primary and secondary sources. Secondary sources
provided background to the project and the variables on which primary data had to be
collected, as well as information on the seed sub-sector in Kenya. Among the secondary
sources used were peer-reviewed journal arficles, technical reports and grey literature.

Primary data were obtained from the field survey of randomly sampled agro-dedlers,
purposely-selected key informants and focus groups. The data was collected using semi-
structured questionnaires administered with individual fraders. The Klls and FGDs were
based on carefully designed checklists. The researchers were, however, free to probe the
respondents for deeper understanding and clarity of the issues being discussed. The
senior researchers were supported by experienced assistants for note taking.

Data quality control was managed at three levels. At individual enumerator level, at the
end of each day enumerators checked their own work for completeness of
questionnaires, legibility of entries and internal consistency. The second level of quality
control involved supervisors who cross-checked all questionnaires submitted by the
enumerators. The supervisors recorded the questionnaires received, reviewed them and
discussed the errors detected with the enumerators before recommending corrections.
At the third level, data enftry, inconsistencies were referred to individual enumerators for
clarification.

2.4 Data analysis and presentation of results
Analysis of quantitative data involved computation of totals, means and proportions of
key variables.

Qualitative data obtained from Klls and FGDs were processed through content and
semiotic analysis. Content analysis entailed classifying data into key themes and analysis
of patterns by comparing major themes identified. Semiotic analysis involved critical
assessment of use of both verbal and body language during the interview process.
Semiotic analysis was done concurrently with the data collection process with the aim of
identifying any emphasized opportunities and challenges in the seed sub-sector. Content
analysis was also applied on secondary information.

The results observed are presented in the next section along specific themes: general
characteristics of the interviewees, types of crop seeds stocked; crop seed sales and
their variations across space and time; cost structure of seed marketing; crop seed
supply system; application of ICT in agro-dealership; social capital and networks among
the agro-dealers; and, challenges in seed frade. We use a combination of prose and
info-graphics in presentation of the results for brevity and clarity.



3.0 RESULTS AND DISCUSSIONS

3.1 General characteristics of the interviewed agro dealers
A total of 438 agro-dealerships were included in this study. Their distribution across
regions and counties are summarized in Table 3.1.

Table 3.1: Distribution of sampled agro-dealers by County

Region County No. interviewed Percent in total sample
Central Muranga 65 14.8
Coast Taita-Taveta 50 11.4
North Rift Trans-Nzoia 46 10.5
Western Bungoma 61 13.9
Nyanza Kisii 38 8.7
Central Rift Nakuru 70 16.0
South Rift Kericho 58 13.3
Upper Eastern Meru 50 11.4
TOTAL 438 100

As noted in the methodology chapter, the owners of agro-dealerships were the
preferred respondents. In their absence, the agro-dealership managers were
interviewed. The responses were split almost evenly between the two groups as shown
in Figure 3.1.

Position of the respondents in the agro-dealership

= Owner (228) = Manager (210)

Figure 3.1: Position of the respondents in the agro-dealership business?

In terms of gender of the respondents, there were more males (56%) than females
(44%) as shown in Figure 3.2. A similar pattern of gender distribution was observed

2Numbers in parentheses indicate the sample size. This format is used throughout this report.
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across counties except in Murang'a, where female respondents were more than their

male counterparts.

Proportion (%)
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Distribution of agro-dealers by gender
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Figure 3.2: Distribution of interviewed agro-dealers by gender and by county

Table 3.2 depicts the general characteristics of the respondents. Overall, 52% of those
interviewed indicated they were owners of agro-dealerships. About 48% of the
respondents were employed as managers in the agro-dealership businesses. Across
counties, Meru had the highest proportion of owners running their businesses at (70%).

Table 3.2: General characteristics of agro-dealers

Characteristics Whole Muranga | Taita Meru | Kisii | Trans | Nakuru | Kericho | Bungoma
sample | (65) Taveta | (50) (38) | Nzoia | (70) (58) (61)
(438) (50) (46)

Position of respondent (% of sample)

Owner 52 49 56 70 50 57 51 47 41

Manager 48 51 44 30 50 43 49 53 59

Gender of business owners

Male 63 39 63 53 54 74 62 72 67

Female 37 61 37 47 46 26 38 28 33

Average age of owners (years)

Male 45 41 46 47 44 45 48 42 46

Female 43 39 39 43 43 45 47 44 47

Type of input dealership by gender(% of sample)

Wholesaler/stockist (130) (12) () (12) (7) (16) (33) (15) (29)

Male 52 50 50 33 43 56 52 60 55

Female 48 50 50 67 57 44 48 40 45

Stockist (308) (53) (44) (38) | (31) (30) (37) (43) (32)

Male 57 43 59 55 58 63 51 77 56

Female 43 57 41 45 42 34 49 23 44

Note: Sub-samples in parentheses.
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In terms of gender of the owners, 63% of owners were men while 37% were women.
These findings corroborate AGMARK's observations (2010) that the number of women
owning agro-dealerships is quite low (30%). There exist great gender disparities in ferms
of access to financial resources, credit, technologies, and even information, which
partly explain the low participation of women entrepreneurs in agro-dealerships.

In the survey, the agro-dealership businesses were classified into two categories; ()
wholesaler/stockists and (b) stockists3. As shown in Figure 3.3, 71% were stockists while
29% were wholesaler/stockists.

Distribution of agro-delarship types

= Wholesaler/stockists (130) = Stockists (308)

Figure 3.3: Distribution of agro-dealerships by type

Disaggregation of agro-dealership type by gender shows that 52% of
wholesaler/stockists dealerships were owned by men while 48% were female owned.
On the other hand, 57% of stockists outlets were owned by men while 43% were owned
by women (see Table 3.2). Across the counties, the proportions of male to female, by
agro-dealership type varied, with wholesaler/stockists in Meru and Kisii having more
female, 67% and 57%, respectively. Muranga, on the other hand, had more female
stockists (57%), with the rest of the counties being mainly dominated by male stockists.
Kamau et al., (2014) and GOK (2010) notes that more than half of those engaged with
Micro Finance Institutions (MFls) in Muranga County are women. This means that given
the well-recognized role of microfinance as a means of poverty alleviation, women
have taken this advantage to join the sector to improve their incomes and

3 Agro-dealers were categorized into two main; wholesalers/stockists consist of agro-dealers who do both
wholesaling and retailing while stockist do retailing only.
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consequently enhance economic development, plausibly explaining the study
findings.

Analysis of ownership by age group and agro-dedadlership type showed that majority
of youth (71%) and middle-aged (66%) agro-dealers were stockists (Figure 3.4).

Age group of owners by type of dealership

71
66
57
=
[0) 43
[®))
O
e 34
[0)
3] 29
| I
o
Wholesalers/stockist Stockist Wholesalers/stockist Stockist Wholesalers/stockist Stockist

18 - 35 years 36 - 50 years 50 + years
Age Group of Owner

Figure 3.4: Type of agro-dealership by age group

Education level of agro-dealers is a proxy indicator for their ability to understand and
be frained on issues relevant to the sub-sector.

Analysis of the educational attainment of the agro-dealers showed that most of the
agro-dealers are fairly well schooled. However, we were unable to obtain data on
education level of all the agro-dealers because, either the managers interviewed did
not have such information or simply they were unwilling to disclose it. Overall, this
information was captured for only 239 agro-dealerships. Thus, interpretation should be
done with caution, especially for the counties that registered very low responses, such
as Kisii, Meru, Trans Nzoia and Kericho, where the rate of response was less than 50%.

85% of respondents had post-secondary education (See Figure 3.5). Only 3%

indicated they had no education at all. About 2% and 10% had primary and
secondary education respectively.
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Level of education of owners
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Figure 3.5: Highest level of education achieved by agro-dealership owners

Figure 3.6 shows the level of education achievements of agro-dealers by county. In
counties such as Muranga, Kisii and Kericho, 40% and above of the agro-dealers had
college level education. In Trans Nzoia County, although the education variable was
captured for only 20 out of the 46 agro-dealers, 70% of those had postgraduate
training. In Bungoma, 50% of the agro-deadler respondents had undergone
postgraduate fraining.

Education level of owners of agro-dealerships by county
80
70
60
50
40
30

20
o ik wlle ih [

Muranga Taita Meru Kisii Trans Nzoia  Nakuru Kericho  Bungoma
Taveta

ENone ®Primary mSecondary College mUndergraduate mPost-graduate
Figure 3.6: Education level of agro-dealership owners by county (% of sample)

Education level by gender of owners of agro-dealerships reveals that 88% and 83% of
men and women respondents respectively have college-level education or above
(Figure 3.7). Findings from this survey are consistent with those of earlier studies
(Muhammad et al., 2003; Odame and Muange, 2010) which found that input dealers
in Kenya were mostly male (77%), aged about 37 years, and well-educated (average
of 13 years of formal education, i.e. college level).

13



Education level of owner by gender
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Figure 3.7: Education level of agro-dealers by gender

Slightly over half of the agro-dealership businesses (51%) employed workers on a full-
time basis. Across the counties, Nakuru had the highest proportion of agro-dealers
(74%) employing full-time workers while Meru had the least (30%) as shown in Figure
3.8. For Nakuru, this was expected given the high volume transacted by agro-dealers.

Agro-dealerships having full time employees

74
60
52
51 49
44 44 43
I I I I 30
Whole  Nakuru (70) Muranga Trans Nzoia Bungoma Taita  Kericho (68) Kisii (28)  Meru (50)

sample (65) (46) (61) Taveta (50)
(438)

Proportion (%)

Figure 3.8: Proportion of agro-dealerships having full fime employees
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There were no significant differences on the characteristics of employees by gender
of agro-dealership owner (Table 3.3). Employees had an average of 3 years’
experience in managing an agro-dealership business.

Table 3.3: Characteristics of employees engaged by agro dealers

Gender of | Gender of Average Years of | No. of computer No. with formal training
Owners employees Average No. Experience Literate in agriculture
Men 2 3 2 2
Female Women 2 2 2 2
Men 2 3 2 2
Male Women 2 2 2 2

Disaggregation by type of agro-dealership reveals relatively lower proportion of full
time employees engaged by stockists (41%) compared to wholesaler/stockists (75%)
as shown in Figure 3.9. This is expected given the lower average volumes transacted
by stockists compared to wholesalers. It is therefore not economically feasible to
employ many employees on a full-time basis but rather have casuals or part time staff
who can be called upon during peak sales periods.

Having full time employees

Proportion (%)

Wholesaler/Stockist (130) Stockist (308)

Figure 3.9: Proportion of agro dealers having full time employees by agro dealership type

Agro-dealership relative stock values

In stock-value terms, maize-seed business accounted for the single largest portfolio (at
25%) of agro-dealership business (see Figure 3.10).
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Agro dealer stock values of different products
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Figure 3.10: Proportion of stock values of different products traded by agro-dealers

The non-maize seed business on average accounted for about 14% of the value of
stock. Our follow-up enquiries with agro-dealers indicated that value of vegetables
seeds is roughly 5%. Non-seed inventories constituted about 61% of the stocks held by
agro-dealers. The major non-seed stocks held include animal feeds (18%); fertilizers
(15%); other agro-chemicals (13%) and veterinary drugs (7%). Diversification of agro-
dealership is a common model not only in Kenya but across the sub-Saharan Africa
as noted by (Chisinga, 2011). Due to the seasonal nature of agriculture, with demand
for agro-inputs being extremely low during the off-peak seasons, most agro dealers
run diversified business portfolios in order to smooth their flow of income.

3.2 An overview of types of crop seed stocked
Maize seed was the main crop seed stocked. All agro-dealerships interviewed across
all counties stocked maize seed (see Table 3.4).

Table 3.4: Percentage of agro-dealers stocking different crop seeds by county

Maize | Beans | Sorghum | Finger Millet | Green Grams | Cowpeas
Overdll 100 42 16 10 4 4
Muranga 100 8 0 0 0 0
Taita Taveta 100 8 0 0 10 0
Meru 100 13 2 4 12 12
Kisii 100 11 11 7 0 4
Trans Nzoia 100 83 35 11 11 7
Nakuru 100 42 21 4 0 3
Kericho 100 78 29 32 1 0
Bungoma 100 76 26 13 0 10




This observation was expected given the dominance of maize as a staple crop in
Kenya across all agro-ecological zones and the promotion it has received over the
years.

““.... certified maize seeds are readily available in the market and majority of the farmers use
certified seeds, mainly due to maize diseases that attack non-certified maize seeds and the
over-emphasis on maize as a staple crop in Kenya which has led to much awareness creation
among maize farmers through frainings...”

Crops Expert, Ministry of Agriculture —Key Informant — Nakuru County

A similar general pattern was observed across different agro-dealership types as
shown in Figure 3.11.

Proportions stocking crop seeds
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Figure 3.11: Proportion of agro-dealers stocking different crop seeds

Beans and sorghum were, respectively, the second and third most stocked seeds. 10%
of agro-dealers stocked finger millets, while a paliry 4% of agro-dealers stocked green
grams and cowpeas (see Table 3.4). Discussions with farmers and agro-dealers
revealed that low demand for certified non-maize seeds was the reason for the low
level of stocks in the agro-outlets.

... most agro-dealers here stock various maize seed varieties in their stores, especially during
the plantfing season, but very litfle of the non-maize seed varieties, since most of us do not
prefer those non-maize seed varieties from the shops...”

Farmer — Focus Group Discussion — Kisii County

Several reasons were advanced by both farmers and agro-dealers on the low use of
certified non-maize seeds: very low supply; low awareness of their existence; the
relative high price of the certified seeds; and, the low demand for final products in the

17



market. Kariuki (2015) noted that an estimated 78% of the maize growing area in
Kenya was planted with certfified seed in 2013, but this compared to a paliry 3% for
beans, 16% for sorghum, and 13% for cowpea.

Discussions with key informants, while confirming the slow uptake of certified seeds,
especially non-maize, also revealed ways in which uptake of the same can be
bolstered. These could include promotional campaigns on use and benefits of
certified seeds; field trials and demos on superior cerfified seeds; and, enforcement of
laws governing seed industry.

Sixty percent of agro-dealers cited Kenya Seed Company as their main supplier of
maize seeds (See Table 3.5). Nineteen percent of the agro-dealers indicated that they
obtain their supplies of maize seed from various local seed distributors. The domination
of market penetration by KSC is largely due to its long history of operation and
extensive outreach. Over time, KSC has gained the frust of agro-dealers and farmers.

Table 3.5: Main maize seed suppliers (% of respondents)

Whole Taita Trans
Source of seeds Sample Muranga | Taveta | Meru | Kisii Nzoia Nakuru Kericho Bungoma
Kenya Seed
Co. 60 14 32 10 41 90 68 42 70
East Africa
Seed 3 2
Pannar Seed 2
Simlaw Seed 3 2 2 4
Elgon Seed 2 2
Pioneer 6 5 3 4
Western Seed 5 6
Local
distributors 19 84 64 90 59 23 55 16

A study by Marechera et al., (2016) confirms that indeed KSC controls about 80% of
total annual seed production and sales in Kenya. Agro-deadlers located in remote
areas mainly purchased seeds from wholesale traders/distributors located in major
market towns. They cited competition from grocery and even hardware shops, which
resort to stocking seeds during the planting seasons, as their main threat.

Table 3.6 provides a summary of seed stock volumes for 2014 and 2015, by agro-
dedlership type. The results show an increase in the average amount of maize seed
stocked by the different type of agro-dealers between 2014 and 2015. Similar
increases are noted for all the other crops, except beans stocked by
wholesalers/stockist. Owing to good rainfall distribution in most parts of the country,
coupled with inputs subsidy support (both national and county governments), areas
planted and production of most of the staple food crops was higher in 2015
compared to 2014 (State Department of Agriculture, 2015). This necessitated agro-
dealers stocking more seeds to cope with demand. Focus group discussions
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confirmed that there was high demand for maize seeds, triggered by good rains in
2015. Part of the increase could also be explained by the general growth in demand
for certified seed across the country.

Table 3.6: Average volume of major seed types stocked (in Kg) by agro-dealers in 2014 and
2015

Maize Beans Sorghum Rice Finger Green Cowpeas | Wheat
Millet Grams

Wholesaler/stockist (130)
2015 107,141 4,705 2,645 240 1,070 1,819 1,055 12,958
2014 42,095 5,599 1,401 180 822 928 1,445 9,039
% change | 155 -16 89 33 30 96 -27 43
Stockist (304)
2015 3,619 463 190 510 182 1,002 5,860 87
2014 2,724 296 122 250 131 697 3.349 75
% change | 33 56 56 104 39 44 75 16

A closer look at the patterns across counties showed that volume of maize stocked
increased by 85% between 2014 and 2015. For beans seeds, the average agro-
dealers’ stocks declined by 64%, 30% and 25% in Taita Taveta, Trans Nzoia and Kericho
counties, respectively as shown in Table 3.7. Due to the drought in 2014 majority of the
beans harvested were sold as food commodity as opposed to seed, which explains
the reduction in bean sales volumes for 2015.

Table 3.7: Average volume of seeds stocked by agro-dealers (in kg): 2014 and 2015

Overall | Murang’a Taita Meru Kisii Trans Nakuru Kericho Bungoma
Taveta Nzoia

Maize (438) (65) (50) (47) (38) (46) (70) (57) (61)
2015 19,705 6,400 2,477 5,067 | 2,807 9,471 25,964 90,079 4,582
2014 10,634 5,363 2,123 4,651 1,565 7.929 9,466 46,464 3.382
% change 85 19 17 9 79 19 174 93 35
Beans (181) (5) (4) () (7) (38) (28) (48) (45)
2015 1,154 245 228 412 449 807 2,364 844 1,386
2014 1,239 176 636 306 404 1,152 2,206 1,124 1,199
% change -7 39 -64 35 11 -30 7 -25 16
Sorghum (71) 1) (3) (16) (15) (20) (16)
2015 810 240 238 688 2,082 329 486
2014 417 360 229 325 772 247 429
% change 94 -33 4 112 170 33 13
Finger (42) (2) (4) (5) (3) (20) (8)
millets
2015 312 1,548 324 634 156 217 99
2014 241 1,002 264 420 106 187 98
% change 29 54 23 51 47 16 1

Note: Sub-samples in parentheses.

Sorghum seeds were completely not stocked in Muranga and Taita Taveta while in
Meru traders’ stocks reduced by 33%, attributed mainly to low demand from farmers
who continue to prefer use of local seed varieties for these crops. From focus group
discussions, most farmers had a low preference for non-maize seeds from agro-input
shops, instead preferring to recycle seeds from previous seasons’ harvest. This pattern
is driven by lack of information, high seed prices, taste preference of consumers,
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resistance/tolerance to pests/diseases and the low demand for produce of those
crops in the markets.

3.3 Crop seed sales

Agro-dealers provided information on the amounts of seeds of major crops sold over
the last two consecutive long rain seasons (i.e. March/April of 2015 and 2016). The
findings are summarized in Table 3.8. The volumes sold of all major seed types (maize,
beans and sorghum) increased between the two time periods across all agro-
dealership types. As noted above, this is attributed primarily to favorable rains.

Table 3.8: Changes in average volume of crop seeds sold (in Kg) during the long rains season
of 2015 and 2016

Maize Beans Sorghum

Wholesaler/stockist

March/April 2015 53,014 2,186 557
March/April 2016 73,375 2,841 200

% change 38 30 62
Stockist

March/April 2015 2,653 311 74
March/April 2016 3,442 477 126

% change 29 53 70

Maize, beans and sorghum seed sales increased across all the agro-dealership types.
The comparison across counties revealed some notable differences as shown in Table
3.9.

Table 3.9: Changes in average volume of maize seed stocked (in Kg) during the long rains
season of 2015 and 2016 across counties

Over | Murang’'a | Taita | Meru | Kisii | Trans | Nakuru | Kericho | Bungoma
all Taveta Nzoia

Maize (434) (65) (50) (49) | (38) (46) (67) (58) (61)
March/April 2016 | 8,875 3.507 7713 | 3,110 | 1,773 | 6,175 | 33,425 6,017 2,392
March/April 2015 | 6,984 3.438 6,640 | 3,342 | 1,858 | 5,163 | 24,075 4,803 1,840
% change 27 2 16 -7 -5 20 39 25 30
Beans (178) (5) (5) (6) (7) (38) (27) (47) (43)
March/April 2016 | 1,018 172 48 405 600 484 3,343 874 495
March/April 2015 737 221 48 418 445 585 2,344 493 330
% change 38 -22 0 -3 35 -17 43 77 50
Sorghum (62) (2) (16) (12) (17) (15)
March/April 2016 269 312 339 370 173 218
March/April 2015 172 306 185 334 117 74
% change 56 2 83 11 48 195

For maize seed there were increases in volumes sold in all counties except Meru and
Kisii, where average volumes declined by 7% and 5% respectively. Interviews with key
informants in Kisii revealed that the use of uncertified local maize seeds had increased
recently, due to emergence of a maize disease in the 2013/14 period which affected
the certified maize seed varieties more than the local varieties. Volumes of beans and
sorghum seeds sold also increased across all the agro-dealership types between 2016
and 2015, with notable variations across counties. For instance, the average volume
of beans stocked decline by 22% in Murang'a but increased by 35% and 43 % in Kisii
and Nakuru respectively.
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For the September/October short rains season of 2016, 79%, 23% and 4% of agro-
dedlers indicated intention to stock maize, beans and sorghum seeds respectively
(Figure 3.12).

Agro-dealers anticipating to stock seeds for the October - December
season
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Figure 3.12: Percentage of agro-dealers anticipating to stock various types of seed in the
forthcoming short rain season (October-December 2014)

Regional variations were observed on intention to stock crop seeds for the upcoming
season, with Trans Nzoia and Kericho having arelatively lower number of agro-dealers
intending to stock maize seeds. Agro-dealers in these two counties expect much
lower demand for maize seeds during the October — December season, as farmers
rely mainly on the long rains season (March — May rains) for maize production. These
counties however, plant mainly the short-cycle, early-maturing crops during the short
rains, hence the relatively large proportion of agro-dealers planning to stock bean
seeds. Generally, importance of the rainy seasons for different areas seems to be a
key determinant for expected demand of the crop seeds.

Agro-dealers indicated that they planned to stock many seed varieties for the
September/October 2016 season, as shown in Table 3.10.
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Table 3.10: Type of seed varieties agro-dealers plan to stock for the September/October
season

Maize Beans Sorghum
Muranga | Duma, Pioneer 3253, KS_H5 series, KS_Hé6 | Rosecoco
(63) series, , Pioneer series
Taita
Taveta
(50) Duma, KS_Hé series, Pioneer series
Meru (47) | Duma, KS_Hé series, Mosanto DK series, Muchui, GL 92
Kisii (31) KS_Hé series, Simba, Pioneer series Rosecoco
Trans KK2, KK8, Rosecoco
Nzoia WS_WHS5 series, KS_H5 series, KS_Hé series,
(22) Mosanto DK series
Nakuru Chelalang, Rosecoco, | Seredo, Lel-det, Serena
(47) Pioneer series, KS_Hé series, KS_HS5 series Wairimu
Kericho KS_HS5 series, KS_Hé6 series, WS_WHS5 series, | Rosecoco, Chelalang Seredo
(26) Pioneer series
Bungoma | WS_WHS5 series, Duma, KS_HS5 series, KS_Hé6 Seredo, Serena
(55) series

Clearly seed varieties stocked varied from one region to another, due to the varied
agro-ecological zones. About 62% of agro-dealers indicated that the varieties
stocked were not new, being the same varieties they stocked from last year. The fact
that 38% of agro-dealers plan on stocking new seed varieties seems a significant
proportion, especially considering the usual slow uptake of new seed varieties in the
market by farmers.

3.4 Cost of Business in Agro-dealership

In this section, we examine the different costs incurred by agro-dealers in their business
activities. The key cost elements include storage; fransport; loading and offloading
labor; licensing; wages and salaries; and, sales promotion. We computed the average
costs incurred on the different elements for an entire trading year.

Overall, salaries to full time employees constituted the largest portion of the
operational costs, constituting 45% of the total annual cost. This was followed by
storage which constituted 31% of the total cost. Figure 3.13 provides a summary of
proportionate cost structure of a typical agro-dealer.
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Figure 3.13: Cost of business in agro-dealership

A typical agro-dealer annually spends an average of KSh 123,349 on salaries of full
time employees, KSh 83,934 on storage charges, KSh 33,894 on transportation charges,
KSh 20,104 onlicense fees, KSh 11,403 on loading and offloading charges, and a paltry
KSh 272 on seed sales promotion. The low spending on seed sales promotion signifies
that most of the agro-dealers do not undertake sales promotion activities. This is driven
mainly by the nature of the seed market; agro-dealers basically sell seeds produced
by others (seed companies) and have no direct incentive to invest in sale promotion
as such.

Across counties, the cost structure of the agro-dealers reflected almost the same
pattern as observed above (Figure 3.14).
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Cost of business by County
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Figure 3.14: Cost of trading in maize and non-maize seeds

Storage and salaries dominated the cost components across the counties. For Kisii,
Trans Nzoia and Bungoma, storage constituted the bulk of the cost of doing business.
In Muranga, Taita Taveta, Meru, Nakuru and Kericho, salaries constituted the largest
proportion of the cost of doing business. The rest of the cost components constituted
smaller fractions of the total cost of doing business. These variations in cost structure
can be explained by two factors: scale of operation and engagement of full time
employees. The high cost of storage in Trans Nzoia and Bungoma is most probably
aftributable to large scale operation. In Trans Nzoia, 35% of the agro-dealers operated
as wholesalers while in Bungoma 48% of the agro-dealers operated as wholesalers.
Such a scale of operation would require that the agro-dealers run large stores, hence
incurring high storage costs. In Kisii, although only 18% of the agro-dealers operated
as wholesalers, only 32% of the agro-dealers had full-time employees, making cost of
storage relatively more significant than the cost of labour. Agro-dealers in Muranga,
Taita Taveta, Meru, and Kericho tend to operate on a small scale. About 82% of agro-
dealers in Muranga, 88% in Taita Taveta, 76% in Meru and 74% in Kericho operated as
stockists. This meant lower costs on storage by virtue of small stores required for such
scales of business. The higher proportion of labour cost in Nakuru relative to storage
cost, despite 47% of the county’s agro-dealers operating as wholesalers, is most
probably attributable to the fact that 74% of the agro-dealers in this county employed
full-time workers.

For deeper understanding of the cost distribution, we examined the costs by frader
types: wholesaler cum stockist and stockists (Figure 3.15).
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Cost of business by trader type
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Figure 3.15: Cost of frading in maize and non-maize seeds by trader type

Both the wholesalers /stockists and the stockists spend the bulk of their costs on salaries
and storage. For the wholesalers cum stockists, salaries constitute more than half of
the total costs. Possibly, this is due to the fact that these traders are likely to employ
more or better-skiled workers. For the stockists, storage constfitutes the highest
proportion of the total cost (not absolute value).

For comparison of the two trader categories in terms of cost of doing business,
average amounts spent on different budget items annually are presented in Table
3.11.

The wholesalers/stockist spends more on every cost component than the stockist. This
is not surprising because the difference in the scale of operation warrants such
variations. For example, the stockist would spend less on transport because, more
often, it is the wholesaler who delivers the goods to him/her. Because wholesalers sell
in bulks, they are also expected to operate larger stores than the stockists. Thus, they
spend more on storage. Moreover, because wholesalers are likely to employ more
and/or better skilled workers, they spend more on salaries of the full time staff. As
would be expected, they also pay more for licenses.
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Table 3.11: Annual average cost of business

Cost component Wholesaler cum stockist Stockist
Cost (KSh) Cost (KSh)

Storage 121,023 68,279
Transport 82,411 13,415
Loading & offloading 21,974 6,940
License 37,960 12,566
Salaries 284,584 55,294
Seed Sales Promotion 492 179
No. of Observations 130 308

Notably, however, the two trader categories spend very little on seed sales promotion,
an issue that merits attention if farmers are to get prompt information of new
developments in the seed subsector.

3.5 Crop seed supply systems

Agro-dealers  sourced seeds mainly from seed companies, large
distributors/wholesalers and, to a smaller extent, KALRO. About 80% of
wholesaler/stockists sourced maize seeds from seed companies, while 75% of stockists
sourced them from large distributors/wholesalers (See Table 3.12). For all the crop
seeds, wholesaler/stockists relied more on seed companies than other sources. This is
to be expected since seed companies give better prices and also guarantee the
quality of their products.

Table 3.12: Main sources of seeds (% of respondents)

| Seed companies | Distributors/wholesalers | KALRO/Government
Maize
Wholesaler/stockist 80 50 7
(128)
Stockist (303) 50 75 1
Beans
Wholesaler/stockist 55 27
(128)
Stockist (303) 20 16
Sorghum
Wholesaler/stockist 22 8
(128)
Stockist (303) 4 4
Finger millet
Wholesaler/stockist 11 5
(128)
Stockist (303) 2 2

Regional disparities were also evident, with distributors/wholesalers being the most
common source for maize seeds, as observed by a relatively higher proportion of
agro-dealers (Table 3.13).
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Table 3.13: Proportion of agro-dealers indicating sources of various crop seeds in 2015 by
county

Taita Trans

Whole Muranga Taveta | Meru | Kisii Nzoia Nakuru | Kericho | Bungoma

Sample (438) | (65) (50) (50) (38) (46) (70) (58) (61)
Maize
Seed
companies 59 26 66 11 57 100 69 45 100
Distributors/
Wholesaler 67 80 74 96 68 45 50 81 46
KALRO/
Government 3 5 4 2
Beans
Seed
companies 30 5 4 6 4 78 30 40 67
Distributors/
wholesalers 19 2 4 6 4 35 7 50 33
Sorghum
Seed
companies 9 26 14 12 18
Distributors/
wholesalers 5 4 9 4 13 8
Finger millet
Seed
companies 4 4 11 1 12 5
Distributors/
wholesalers 2 4 4 1 7 5

Agro-dealers’ relations with customers and suppliers

The preferred communication mode with suppliers was through telephone calls (66%),
except in Kisii and Trans Nzoia counties where majority of agro-dealers (57% for Kisii
and 52% for Trans Nzoia) preferred personal visits from suppliers (See Figure 3.16).

Main communication mode with suppliers
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Figure 3.16: Preferred communication mode with suppliers (%)

With regard to restocking of major supplies once they ran out, 94% of agro-dealers
indicated promptness in restocking, implying a constant and close relationship
between agro-dealers and suppliers (Figure 3.17).
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Rate of restocking supplies
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Figure 3.17: Rate of restocking seed supplies

Information was also collected on the number of farmers who bought seeds in 2015.
This could also act as a pointer towards demand for seeds in 2016 (Table 3.14). There
was a high number of customers purchasing maize seeds, followed by bean seeds.
Wholesalers/stockists received the highest number of customers, confirmed also by
focus group discussions, as they were able to offer customers relatively better prices
than stockists.

Table 3.14: Average number of customers who purchased crop seeds in 2015

Wholesaler/stockist Stockist
Maize (125) (300)
Number of customers in a year 3,526 805
Proportion of women customers (in %) 53 57
Bean (78) (82)
Number of customers in a year 896 414
Proportion of women customers (in %) 45 53
Sorghum (30) (22)
Number of customers in a year 487 121
Proportion of women customers (in %) 43 54
Finger Millet (14) (6)
Number of customers in a year 612 132
Proportion of women customers (in %) 43 43

Wholesalers/distributors were noted by farmers interviewed during the FGDs as having
the ability to offer better prices than stockists, which would account for the higher
number of customers they received. Though situated mainly in major centres or urban
areas, wholesalers'/distributors peak periods for receiving customers were during
localized market days, when most farmers, including those from remote areas, travel
to the open-air markets to make bulk purchases. For the maize seeds, relatively more
women were purchasing seeds from agro-dealers than male counterparts. Okelo et
al., (2014) notes that women access agro-dealerships in substantial numbers because
they do a large share of agricultural work on the farms and because agro-dealers
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have more linkages with common interest groups (CIGs), which tend to be mostly
made up of women.

Across the counties, Taita Taveta and Kericho had the highest number of customers
purchasing maize seeds (see Table 3.15). These regions are characterised by high
numbers of farmers demanding certified seeds, against a low number of suppliers.
Therefore, the average number of customers per agro-dealer is expected to be higher
than in areas with higher numbers of agro-dealership outlefts.

Table 3.15: Average number of customers who purchased crop seeds in 2015

Overall | Muranga | Taita Meru Kisii Trans Nakuru Kericho | Bungoma
Taveta Nzoia

Maize (425) (64) (50) (47) (38) (45) (67) (58) (59)
Number of customersin 905 365 2,831 509 | 1,044 288 814 1,305 237
2015
% of customers that 56 65 58 58 65 47 60 54 45
were women
Beans (160) (4) (3) (5) (2) (36) (25) (45) (40)
Number of customersin 412 87 362 580 30 208 204 818 305
2015
% of customers that 52 80 63 66 60 44 58 53 45
were women
Sorghum (52) (1) (12) (13) (14) (12)
Number of customersin 173 20 187 183 161 173
2015
% of customers that 49 70 42 57 49 42
were women

Kericho and Meru had the highest average number of customers purchasing beans
seeds, with Muranga, Taita Taveta and Meru having none. The observed regional
differences could be attributed to cultural preferences in terms of food staples.

Appendix Table 6.6.2 shows the proportion of agro-dealers who indicated preference
for specific package sizes of seed by gender. About 38% of the agro-dealers
indicated that farmers prefer 2-kg packets of seeds. Preference is mainly driven by the
farm size. Others, especially in low rainfall areas, indicated preference for the 1-kg
packet, in the event that first planted crop seeds fail to germinate and re-planting is
required. Few customers preferred the bulky packages. Based on the FGDs, smaller
packs can encourage farmers to try new varieties and expand companies’ client-
base because they are affordable. This model of delivering seeds in small packages
is already being promoted by many players, including AGRA. There were notable
variations in preference for package size for the crop seeds by region (see Appendix
Table 6.6.2)4.

Among the farmers that prefer particular package sizes, majority of them (both males
and females) prefer the 2kg packets for both maize and bean seeds (see Table 3.16).

Table 3.16: Proportion of customers preferring different package sizes of crop seeds

Crop/package size Percent preference by gender
Maize Women | Men

% These regional results ought to be interpreted with an understanding that a relatively small number of
agro-dealers responded to the question of regional preferences for specific package sizes. Small sample
sizes can give results that are misleading.
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Less than 1 kg packet 29 20
1-kg packet 32 17
2-kg packet 36 49
5-kg packet and more 3 14
Beans

Less than 1 kg packet 39 32
1-kg packet 16 8
2-kg packet 44 44
5-kg packet and more 1 16

Unavailability of certain varieties of seed partly contributes to the low adoption rate
by farmers. About 41% of agro-dealers interviewed confirmed that at times they have
been unable to stock some seed varieties due to unavailability from the source (Figure
3.18).

Agro-dealerships unable to obtain crop seed varieties
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Figure 3.18: Proportion of agro-dealers who have tried to stock some seed varieties but were
unable to obtain them

Nakuru had the highest proportion of agro-dealers who said they were unable to
secure certain varieties (54%). FGDs with farmers confirmed that unavailability of some
seed varieties has partially contributed to their low uptake. Unavailability was noted
as being common during critical times of planting, when there is increased demand
for seeds by farmers.

at fimes there is shorfage experienced, especially during the critical time of planting, and
we end up purchasing a variety that is not preferred by us in an attempt to beat the planting
fimeline. But when we are so much pushed we end up recycling maize seeds

Farmer — Focus Group Discussion — Taita Taveta County

The varieties sought but were unavailable varied from county to county (Table 3.17).
Important to note, some seeds considered unavailable in one area were found to be
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readily available in other parts, underscoring the regional supply and demand
dynamics.

Table 3.17: Main crop seed varieties unavailable from agro-dealership outlets

Maize Beans Sorghum
Muranga (63) H513, Rosecoco
Taita Taveta (50) Pioneer, H614, H513 Nyayo
Meru (47) H513
Kisii (31) H520, H624
Trans Nzoia (22) H614, H513,
Nakuru (47) Hé624, H6213, H624, DK series
Kericho (26) Hé624, Pioneer varieties, Seredo
Bungoma (55) H513, WH505

With regard to farmer education on new seed varieties, about 98% of agro-dealers
indicated that they educated farmers. The most preferred mode of educating farmers
was over-the-counter consultations (Figure 3.19). Though a positive gesture, this mode
could be too restrictive, only reaching those farmers who walk-in and enquire about
seed features. Furthermore, the amount of time required might not be adequate
given the agro-dealer may have many customers to serve. This mode of reaching out
to farmers can also explain the low level of spending by agrodealers on seed
promotion activities.

While there seems to be a general consensus among agro dealers that they do offer
education or advisory services to farmers, focus group discussions with farmers
provided a mixed view. Farmers across the different counties held varied opinions
about agro-dealers’ knowledge of certified seeds, and advisory services provided.
Farmers in Kisii, Kericho, Bungoma, Meru and Trans Nzoia observed that most of the
agro-dealers in those areas were knowledgeable and could provide useful advisory
services.
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Figure 3.19: Mode of educating customers on new seed varieties (% of sample)
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However, in Taita Taveta, Nakuru and Muranga, there was a general feeling that only
a few agro-dealers were knowledgeable. The sentiment of most farmers was that
agro-dealers are primarily driven by commercial interests and therefore give little
attention to providing technical advice to farmers.

“...some of our agro-dealers are knowledgeable but majority are not, so most of us opt fo
consult the local agriculture extension officers...”

Farmer — Focus Group Discussion — Muranga County

The most popular sources of information on crops seeds cited by agro-dealers were
seed companies, workshops/seminars and wholesalers/distributors (Table 3.18).

Table 3.18: Proportion of agro-dealers indicating best source of information about crop seeds

Overall | Muranga Taita Meru Kisii Trans Nakuru Kericho Bungoma
(438) (65) Taveta (50) (38) Nzoia (70) (58) (61)
(50) (46)
Seed 36 26 44 11 21 33 84 29 23
companies
Internet 3 10 6 4 3
Radio 9 22 3 4 5 15 14 10
Agrodealer 7 9 9 2 13 3 21
association
Wholesalers/di 18 19 27 83 18 4 5 4
stributors
Farmers 5 15 5 8 10
Workshops/se 22 9 2 48 33 12 35 39
minars

Variation in sources of information was also noted across the counties, with the highest
proportion of agro-dealers in Nakuru (84%) relying on seed companies.
Wholesalers/distributors were the best source in Meru (83%), while workshops/seminars
were cited by 35% and 39% of agro-dealers in Kericho and Bungoma respectively.

3.6 Application of ICT in agro-dealership business

ICT applications are very useful tools for helping agro-dealerships to expand and
improve efficiencies at all levels of their businesses. The study sought to find out the
various computer or phone-based tools agro-dealers were using in the day-to-day
running of their businesses. Figure 3.20 depicts the proportion of agro-dealers using ICT
applications in managing their business.

Generally, use of computer based applications in business management was low
among stockists. None of the agrodealers interviewed are using phone-based
applications for business management. This may be due to the complex nature of
some of these applications and comparatively high cost of accessing them (the cost
of internetin Kenya on a mobile phone is still relatively high) . Across the counties, Trans
Nzoia and Bungoma had 63% and 61% of agro-dealers using QuickBooks and
Microsoft Excel, respectively. These two counties also had the highest number of agro-
deadlers with post-college level education, plausibly explaining their interaction with
these applications.
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Figure 3.20: ICT application in business management

Agro-dealers were also probed on the use of ICT applications like MbeguChoice, e-
extension services and other platforms in accessing information related to inputs.
Generally, use of MbeguChoice tfool is impressive among wholesalers, but is low

among stockists (Figure 3.21).
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Figure 3.21: ICT application in accessing agronomic information

In terms of communication with customers, the use of internet based platforms was
low. Phones were the main communication tools with clients (Figure 3.22). The low use
of emails can be afttributed to high cost and insufficient infrastructure which
contributes fo its low uptake. Mobile phones are commonly used by most agro-input
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dedlers since almost every household in Kenya owns at least one mobile phone
handset (Etyang et al., 2014). Mobile phones are mostly used by agro-input dealers to
communicate with other agro-input dealers, the farmers and suppliers.

ICT in Communication with Customers
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Figure 3.22: ICT application in communicating with various clients

To improve the capacity of agro-dealers to effectively manage their business as well
as poise them for further growth, relevant trainings are necessary. Figure 3.23 shows
that 54% of agro-dealers facilitate training for staff on new seed varieties. Regional
disparities existed; about 87% of dealers in Trans Nzoia trained staff while only 22% in
Murang’a did the same. Concerns should remain about the relatively large proportion
of agro-dealerships (46%) that do not offer training to staff on new seed varieties.

Facilitate staff training on new seed varieties
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Figure 3.23: Proportion of agro-dealers who provide or facilitate staff training on new seed
varieties stocked
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A large proportion of stockists (56%) do not provide any fraining support to their staff
(Figure 3.24). This is possibly explained by the low number of full time staff employed
by the stockists and the type of work the employees do. The agrodealers may not see
the value in investing in fraining employees that are only engaged on a part-time

basis.

Facilitate Staff Training on New Varieties by agro-dealers type
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Figure 3.24: Proportion of agro-dealers by dealership type providing or facilitating staff
training on new seed varieties stocked

The areas staff were trained on are depicted in Figure 3.25. The main areas of training
were characteristics of new seed varieties, yield potential and maturity periods.
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Figure 3.25: Type of training provided to staff

Training areas varied across the counties but largely, characteristics of new varieties
featured as the major need in all counties except in Kisii, Kericho and Bungoma where
majority cited yield potential. Notable for Trans Nzoia, most staff (38%) were trained
on maturity periods for the new seed varieties (see Table 3.19).
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Table 3.19: Type of training provided to staff

Type of training Overall | Muranga | Taita Meru | Kisii | Trans | Nakuru | Kericho | Bungoma
(236) (14) Taveta | (21) (16) Nzoia | (39) (40) (46)
(20) (40)
Characteristics of 92 100 85 81 93 98 97 93 89
new varieties
How to plant 6 5 14 2 3 5 11
Seed storage 2 10 5 7 2

3.7 Group participation and networking

Formation of agro-dealer associations is critical in providing a platform for lobbying
and influencing agricultural policy formulation, particularly at the county level.
Despite its importance, membership to agro-dealer associations was found to be low.
Overall, about 24% of agro-dealers indicated they were members of ago-dealer
associations (see Figure 3.26).

However, it's important to note that the concept of agro-dealer associations is
relatively new and was only introduced recently in many counties. The low
parficipation of agro-dealers in associations partly confirms feedback received from
key informants. Most agro-dealers lack platforms for interaction with sector
stakeholders, other than through occasional agribusiness forums organized by Ministry
of Agriculture, seed producers and NGOs. Strong and vibrant agro-dealer
associations can be very instrumental in advocating for such platforms.

Membership in County Agro-dealership Associations
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Figure 3.26: Proportion of agro-dealers belonging to agro-dealer associations

Membership agro-dealer associations was low across most counties, except for Trans
Nzoia and Bungoma, where 59% and 49% of the dealers, respectively were members.
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In terms of benefits of association, 34% of agro-dealers rated negotiation with suppliers
as the most important benefit (see Appendix Table 6.6.3). However, there are regional
differences perceived benefits. In Murang’a and Taita Taveta, harmonization of sale
prices of inputs and negotiating finances with financial institutions were cited as the
most important benefits.

Agro-dealers who are not members of county associations were asked about their
awareness of the existence of associations (Figure 3.27). Overall, only 21% of those
who had no membership to county associations were aware of their existence. Across
the counties, awareness remained relatively low, except in Trans Nzoia and Bungoma
where 73% and 94%, respectively, were aware if their existence. There is need for
outreach programs to sensitize agro-dealers about existence of groups and their
potential benefits.
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Figure 3.27: Awareness of existence of agro-dealer associations for non-members (% of
sample)

Agro-dealers who were aware of associations but had not become members cited
various reasons for non-membership, including being too busy to participate and the
feeling that such groups would not help them achieve much (Figure 3.28). There is a
long history of cooperative movement in Kenya that ended up mostly not benefitting
farmers but officials. The potential role of membership in agro-dealer association for
enhancing agro-dealer bargaining power and influence should be promoted.
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Reason for non-participation in associatiosn (n=69)
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Figure 3.28: Reasons for awareness of existence of agro-dealer associations but not
interesting in joining (% of sample)

3.8 Sources of external funding to the business
Only 32% of the agro-dealers had received external funds to finance their businesses;
68% indicated that they did not receive any external funding (see Figure 3.29).

External funding for agro-dealerships
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Figure 3.29: External funding for agro-dealership
Among the 140 agro-dedlers (32%) who obtained external funding, multiple sources

of funding were identified, as summarized in Figure 3.30.
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Figure 3.30: Sources of external funding for agro-dealers

When broken down by agro-dealership types, some interesting dimensions were
revealed as summarized in Table 3.20. Majority of those who accessed external
funding were in the category of stockists and the majority borrowed from commercial
banks. The observation that more stockists used external funding is expected given
their sizes of their business and capital outlay. Do to the relatively smaller size of
stockists they may not be able to produce high enough profits to finance the business
as would wholesaler/stockists.

Table 3.20: Sources of external funding by agro-dealership type

Source of finance

Agro- Commercial banks Micro-finance Friends/relatives SACCO
dealership institutions
type

No. % No. % No. % No. %
Wholesaler | 27 39 I 32 2 22 9 33
[stockists
(49)
Stockists 43 6l 23 68 7 78 18 77
S
TOTAL 70 100 34 100 9 100 27 100

3.9 Agro-dealership business challenges

Table 3.21 provides a summary of the challenges faced by the agro-dealers for maize
and non-maize seed business streams. The challenges for the two business streams are
similar. However, the proportion of agro-dealers who indicated that they did not face
any challenges in the non-maize seed business was almost twice those in the maize
seed business.

Agro-dealers were also asked to indicate whether they received any complaint from
their customers. About 41% had received complaints while 59% had not.
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Table 3.21: Agro-dealers’ main constraints in maize and non-maize seed business

Constraint Main challenge faced by dealers
For maize seed For non-maize seed

No. % No. %
None (no constraint) 61 14 114 26
Inadequate cash to pay suppliers 79 18 81 19
Delayed deliveries 56 13 50 11
High cost of inputs 45 10 49 11
Insufficient quantities 86 19 64 14
Poor quality inputs 31 7 11 3
Inadequate information 24 5 22 5
Others (High taxes, high interest rates, short repayment period, 56 14 47 11
etc.)
TOTAL 438 100 438 100

Figure 3.31 summarizes the type of complaints from farmers. Most complaints were
about low germination (46%) and fake seeds (23%).

Complain from farmers about seeds

Figure 3.31: Types of complaints received by agro-dealers

Of the dealers who received complaints, 66% were not able to do anything about
them, mainly because they did not have the capacity to deal with their complaints
or did not know who they could refer the farmers to.
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4.0 SUMMARY CONCLUSIONS AND RECOMMENDATIONS

4.1 Summary and conclusions

The overall purpose of this baseline study was to generate data and information on
the dynamics of the agro-dealers business in Kenya. The study covered various issues,
including: the socio-economic characteristics of agro-dealers; their relationships with
seed companies and farmers; types of crop seeds they are involved in and sales
dynamics over the past few years; gender disaggregation of agro-dealership
business; use of ICT; and, membership in agro-dealer associations.

This information will be used by Agri Experience Ltd and other stakeholders in the seed
sector to inform interventions to help agro-dealers increase and expand the supply of
certified crop seeds and information and increase the access to and correct use of
quality seed by farmers. .

To achieve this objective, a random sample of 438 agro-dealers were interviewed
across 7 counties using a semi-structured questionnaire. In addition, a fotal of 15 Kl
and 8 FGDs were conducted.

Based on the findings, the study concluded the following:-

1. Overall, both genders more or less equally participate in the agro-dealership
business in Kenya; among the respondents 56% were male and 44% were
female. However, ownership was skewed in favour of men; among the agro-
dealership owners 63% were male and only 37% were female. There were no
major differences in terms of gender in the type of agro-dealership business.
Interventions to support agro-dealerships should bear in mind the gender
aspects

2. About half of all agro-dealerships are run by employed managers (48%) and
not the owners. Interventions meant to help the agro-dealership offer better
services to farmers should take info account that to successfully reach the
farmers, the interventions should work with both the owners and managers.

3. The majority of agro-dealership owners are well educated; 85% of them have
post-secondary school education. High level of education is highly correlated
with ability to adopt modern technologies for business. This is a positive finding
because it offers an opportunity to provide the agro-dealers with advanced
technological interventions to improve their business. However, the study also
found that the majority of agro-dealers (75%) do not use ICT-based
applications to improve their business. Obstacles to ICT use should be identified
and addressed.

4. Most agro-dedalerships (71%) operate as stockists. Therefore, interventions to
improve their efficiency should bear in mind that they are small and operate
at the downstream end of the seed market chain.

5. About 71% of the stockists are youth (defined here as under the age of 35 years)
while 57% of the wholesale/stockist enterprises were owned by people who
were over 50 years of age. Supporting stockists in agro-dealership business
would also imply supporting the youth who are the majority owners.
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10.

11

12.

13.

14.

15.

Crop seed business in Kenya is predominantly about maize seed. All agro-
dedlers interviewed stock maize seed (100%). Only 42% stocked beans, 16%
stocked sorghum 4% stocked green grams and 4% stocked cowpeas seeds.
Maize seed business accounted for about 25% of the agro-dealership business;
while non-seed stocks accounted for about 61% of the value of stock. This
information is critical in designing strategies for engaging agro-dealers
because they have interest beyond the seed business.

Substantial growth in maize seed sales were recorded between 2014 and 2015.
On average the volume of maize sold among the stockist increased by 29%.
This could partly be attributable to better rainy season in 2015 but it may also
reflect a growing trend in maize seed business. Longer term frends are required
to make more conclusive judgement.

. The bulk of business cost for agro-dealership business consists of salaries (45%).

storage (about 31%) and other costs (24%).

Agro-dealers spend very little on seed promotion (less than 1%). The implication
of this is that there are lost opportunities for farmers to receive information on
new and/or improved technologies. This is a link in the seed value chain that
may require urgent inferventions for strengthening.

. A substantial proportion (about 41%) of maize seed stockists do not get their

maize seed directly from seed companies. Majority of those who sourced from
seed companies used more than one supplier.

About 94% of the agro-dealers indicated that they get their seeds promptly
from their suppliers.

Overall, 44% of agro-dealers indicated that farmers prefer seeds in small
packages. This is understandable given the cost of purchase. A further 41% of
the agro-dealers also indicated that they do not get the seed varieties they
desire or need.

Maijority of agro-dealers (76%) prefer over-the-counter consultations with their
clients when informing them about new seed varieties.

The level of participation in agro-dealer association is low. Only 24% of the total
agro-dealers interviewed indicated membership in an agro-dealer association.

4.2 Recommendations
Based on the findings and conclusions, the study recommends the following:-

1.

2.

Efforts to promote and encourage agro-dealers to form or join existing
associations should be intensified given the current level of membership. These
efforts must however take into account the reasons limiting participation of the
dealers in associations. Majority say they are very busy and therefore joining
groups would be a burden. Therefore, the anfticipated benefits of membership
have to be well articulated or at least be demonstrated from existing
associations.

There should be efforts by all stakeholders to promote diversification of the crop
seed sectors from the current dominance of maize seed. Promotional efforts for
non-maize certified seed should be intensified. For this o be successful it has to
account for both the demand side (educating farmers on the need to plant
certified non-maize seeds) and also from the supply side (increasing production
of non-maize seeds by seed companies).

42



3. There should also be efforts to promote diverse crop seed varieties by all
players. For instance, KALRO and seed companies other than Kenya Seed
Company should increase efforts to promote their seeds to increase the
diversity of varieties available to farmers.

4. Use of ICT should be promoted among agro-dealers for efficiency and ease of
doing business. This can be done by partnering with other players who are

promoting used of affordable but innovative ICT tools in the agri-business
sector.
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6.0 ANNEXES
6.1. County maps showing location of interviewed agro-dealers

- Samburu /

Langopito (%
® ) /
< Afcher®Post

NGARE MARA

0)\6\\\

Kula Mawe
L]

KABACHI
Mutuati
L]

Isiolo

ISIOLD WEST

Don Dol
@

Lolagai

DAIGA

Kampi ;ak(;:;lb\d\\

e

RAPSU

MERU M.N PARK

MT KENYA FOREST

Ssime ﬂ

MUSAVANI
:
\ Kahingo
3
MT. KENYA FOREST \
- / _
Tl B
araly e

Kibogi Masyungwd
KannginK|hog|Kyem ) yung

Karin Ruffyenjes Kitui oioa Mwukoni

Twimyua
@

Muvinge
@

Katse
Embu L] .Kimangau

Mururi
pu

Siakago
Mathig ®
e

Embu ~
E Administrative Location

®  Agrodealer Location

@ Key Centre

e Market Centre

River

D County Boundary
Geographic Coordinate System
Surveyed County Arc 1980 Datum; Clarke 1880 Ellipsoid

GPS points collected in August 2016
I I Meru

0 510 20 30 40
™ ™ s ™ e O

Figure 6.1.1: Location of interviewed agro-dealers in in Meru County

Source: Authors’, 2016

46



a(mwﬁ.a:haﬂva Kanguita @
® gul .
St e Karati

.Ndi i
Sagana {#

chant T s =
ni, umo
® gKanufimo Karatina
Gathuthip, Tumutumu © Kabonge
inatMByan ® ®

KINYONA

lana iendel
[]

Embu

Tana
GITHOBIKONI
NDITHINI
|
VLA
\\“
k'_f A /
\ /7 _\ ‘ MUTHESYA
.Ngenva \\ j& ManT i/‘ _ \
Kagwe -
@ Gathungu Gatundu Mitubiri
L] L] \ s M ITUMBIRI
Kiratina \
. ® -
Kiambu _ ,
Githunguri .Klmunyu
@ .Kmnoﬂ\ai THIKA MUNICIPALITY (’A‘LAN;E\;-B Vbogo
MAVOLONI
..Juja
)
.'ﬁng'ang‘a /’ M‘\\_{
Ruiru "
®
. _Kanunga
Kaui @ Kambu Machakos .
Neumberi C
2

Gikuni
o ini .KdJra Kanyun

|:| Administrative Location

@  Agrodealer Location

® Key Centre
® Market Centre
— River
E County Boundary
Geographic Coordinate System
0 4 8 16 24 32 surveyed County Arc 1960 Datum; Clarke 1880 Ellipsoid

e e Km [ Murang'a GPS points collected in August 2016

Figure 6.1.2: Location of interviewed agro-dealers in in Murang’a County

Source: Authors’, 2016

47



. —\Fmbwal qﬂunyum ‘/ \\
‘-) .Masmgaleni ‘\'\.‘
CHULU GAME RES. J .[MMNgwa‘a ..‘.\\
ST \
Koml —_ \
] boyoa: Darajani \\._ \'\
Makuenin e, jmosos " Tana River
P \
7T - e NTHONGON, TSAVOE N .PARK \'\
|"v"" S \
| K . d TSAVO EAST \'\
| e .
] a)jlado Kitui
‘| KUKU_ il ‘\\
| Eidoinyo Oloy
o .Enkulcm:l .Kuku .IGIanguni \‘
lasit ‘x\
Kito
7s @
Rﬂ‘::iu;() a!/o TSAVO N. PARY
N]ugini
N KISHUSHE
‘|_ KIIJA
Chumani MITANGANI
] ° .
iz Kilifi
- MWAKITAU
aita Taveta
MWATATE
.Sila O
.Maruveﬁ
MACKNNON RD q
.
.Makinllon Rcﬂdam
. _,,:‘,- .San'bum
. anga rl\
Bungule \
KASIGAU
ibazi /.
Mtad
Rwale Yot °
- Shambi
VIGURUNGANI .\‘? "
’/‘/ .Banga @
_— R /:‘ Kipangd
'\\_‘j ~NT Kinangd
Gulanze
Wi
.Ndavaya
E Administrative Location
@  Agrodealer Location
@ Key Centre
e  Market Centre
m— River
D County Boundary
Geographic Coordinate System
) 10 20 40 60 80  Surveyed County grap 4

e ey, |1 [ Taita Taveta

Arc 1960 Datum; Clarke 1880 Ellipsoid
GPS points collected in August 2016

Figure 6.1.3: Location of interviewed agro-dealers in in Taita-Taveta County

Source: Authors’, 2016

48




® Agrodealer Location

.Kadongu
® Key Centre
e  Market Centre oringa

River GMikan

[ | Location Boundary Homa Bay

Oyugis
D County Boundary

Surveyed County

[ ]«kisii

Riochanda
@

R e
”\ ®
\
Nyabite
4 KEEA. Nyamira
Y @

\
\
\

a
A ARO\CD|<CHE
N

I

BOMARIBA

i Kisii

HWGIRANGO CENTRA

) Migoriz

OSUPUKO

200G Rosele i
Othoro
®

Ge.ke"doobwan
- L]

MEGWARA

Nyamira

ramba
g

Kebiringo
. g

Gesima
]

biosi Jobi
.Nya

Mochenwa
[}

SIRUA AULRQ

ST RAMAGAMEQ - — 7
/ \\I\'\QO{\
/ T / N /’/
Geographic Coordinate System
0 25 5 10 15 20 Arc 1960 Datum; Clarke 1880 Ellipsoid
GPS points collected in August 2016

Figure 6.1.4: Location of interviewed agro-dealers in in Klsii County

Source: Authors’, 2016

49



.H Tumeiyo m leal . =

& Kamuosor Igeyo-Marakwet * Shsyo Q
%‘F Ghnabko oV il WA

) ® 3 o Subuko ey e
0?9 .Nshkm 'Tcmngu B arlllg o BUINING lolo Sirwe oK WASEGES Lalklpla
. . Y | Zetegkererat MUTTTU
Uasin Gighu Shaga i \i S
d . Eldama Raving S ‘ Bl 1O ndalel . ﬁ{
am Kibigai . - 3 AT TAMU[™ ok =
Mtete  Em Equator .r, ) @ Sofa c h

Z - e MAJTM. .\z.‘r_'@ Sabati Sage L EABUS MOGO, Sy I ururu
-] ) Majl MBzuri i |
= g'aaoet { | EsagefjxiPLOMEE, o GATANTE Ol Joro Orok o ldarigua
[=9 frasar % o -
e f .Ngohil

. Barchell
Kericho ®

Fort Tenan ike]jon '
- L]
ugunon FMUELL KEDOWA
L]
Cheps

Ol Kalou
N L]
Kapkiagg

7 i ) o) Gatendo v

/,r"'\~ L T \ @ R GORIKS ® Ff%’"
2 P hrg ‘anjohi
CHEBOSWA Nyal]dal‘lla o Mbory
R ; ¥ E NAH Oleolonda Mihaﬂmhamﬁ -
- £ el
%ﬂ N P J/( L\ GGt - @'?/
&@ KEAY . X ERESHWA
% TINET FOREST ’ﬁ ki

red al 3 . S .Ndunyu Njeru
omet & s\ P anfarua

XTI S T

|
EnGrEEg Tulaga |
orxvrro  Enangipgfi

J B
L

\Donde

~ L]

]

MALEWA

; \  S.Kinangep
@ frenwek iMarangishu | @
. \\ gL // 2 By YARIO
e Merigi , Hei
® g‘ \ o atalu _r \
D - UPPER MELILL 3
Bomet Kembu & ENABELIHEL v )k
e o / hY Kamae
Longisa ] @ Magume
oo F ¥ | g
Pkimolwa = / j [ HELLS GATE km
o \ @ ]
Mulot \ H jal s.(.\.ﬂ\.l:.;r.
. i \ b ¥
Nal Ok ) Rotian "\ enoosuruiaa Wai Mal K]V‘M d
NkorkotZiOlulunga @ LONGONOT enae
Olombokishi - .
Ngorengore e Nai% Kiaynbygurens
@ e -
ShijpgiNarok .SUBWE\H- -
Lemek eyabeyi Nitulelei _
@ ® @ Limuru
Bréq‘enMrst".guni
_Narok '
Ewaso Ngiro

NORTH KEEKONYOKIE

angige
NDEIYA @ .Nget:ha
Kajiado ; Gkun

I:l Administrative Location
®  Agrodealer Location

® Key Centre

e  Market Centre

River
0 5 10 20 30 40 D (e EREE) Geographic Coordinate System
Surveyed County Arc 1960 Datum; Clarke 1880 Ellipsoid
™ ™ —" T m— ] D Nk GPS points collected in August 2016
akuru

Figure 6.1.5: Location of interviewed agro-dealers in in Nakuru County

Source: Authors’, 2016

50



CHEPCHOINA

Mbere \ﬁ

KAIBEI

Koitobos

ENDEBESS

‘\\1
ans Nzoia / ke
vl >
KISAWAI Ik |
1
_7\_,_‘1'_“'-w\/ /J

e - ',—

e

MT ELGON FOREST

WAITALUK

T i
S'bguxmwwr
MACHEWA

Kiminini W
@

NZOLA

KIMININT

KIBINGEI

Nzoid
NAMARAMBI

- !
MAUTUMA
Kfthonge KOHGON
@Mbagara
{
|
jai - L

KATAKWA, \
S |
C UGART T\ /
Busi X oo - \UI N
Amagerg. CHETAMBE Turbo
Kocholi 3 NAPARA
KOCHOLL imast L aren
p LUANDETI
[ i &
S - . .
HAYO NOMNg BUKEMBE . GIS &
El
S‘ﬁ MNdengelwa Matulo U aSln ‘f-"i;’a hJ;m
hirafers Bung [o] s I‘ X .Cnepkth
Kapkitu
- S Matsakh
. MUSIKOMA nm—»mm[/ @ eanna .Chaptenmil Kal éem1
WALATSI Sibembe Sitikho s Labors
» o .
dKaimega ]
BUKHAY( EAST m g Shipala Nandl
A ) Kurgung
/'\_\_k Malava e
e ~ BUNYALA EAST \1)
{ Koyonzo \405\.\\.0
KOYONZO o avakholo | .
< MATUNGU BUNYALA WEST .Ka\bol
Nambach
T - e S uanBACHA -\ _Lukume
I:l Administrative Location
@ Agrodealer Location
@® Key Centre
@ Market Centre
River
D County Boundary
0 5 10 20 30 40  surveyed County Geographic Coordinate System

e — Are 1980 Datum: Clarke 1880 Elpsoid
Km: Bungoma GPS points collected in August 2016

Figure 6.1.6: Location of interviewed agro-dealers in in Bungoma County

Source: Authors’, 2016

51



.Ortum
\l
\\. SSe
\
West Pokot
KANYARKWAT
Chepararia
®
[arlyarkwal _\r“‘"ﬁ‘
KERINGET
M/i Kapenguria
m 4 Ragengyria
- MNANGEI (CAIBCS!
TALAU
CHEPCHOINA
KAPOMBOL
Mbere
3 w SENGWER
KATBEI
-~
o hl'eyo—M akwet
N
it -3 !
KIPTOROR G NGANY

erangani

MT ELGON FOREST

CHEBQRORWA

/ \ KABDYW
/ SahgﬁklhﬂN]NT SEGERO
™ ! Kiminini dge
) \ [ S— @ SINOKO MOTSBRIDGE [ ™ /" A
L [ - l | e TOISAG uLJ eo,c-g
Bl??ng_ﬁﬁﬁl 'Kaptalelwa . [| ) j
- — | . A J
KIMININT ’\A -~ J Uasin G{Shll L
\ - Maiben
'Kapﬂkwon, KAMUKUYW \ akalne ! \\‘/_/‘\_/ e
.K\milili t NAITIRI -"\{ . g
L '
b / f——\_// .lea .Kapeunguu Marewet
|:| Administrative Location

®  Agrodealer Location

® Key Centre

®  Market Centre

River
E County Boundary
Geographic Coordinate System

0 5 10 20 30 40 Surveyed County Arc 1960 Datum; Clarke 1880 Ellipsoid
P 1) [ a0 Nz GPS points collected in August 2018

Figure 6.1.7: Location of interviewed agro-dealers in in Trans-Nzoia County

Source: Authors’, 2016

52




Mulundu_Kamimer <aptumo ofoa
Kol
s e i @ ol i Eldama Raving]
erem Kemeloi
Kapl .“hrpuMU Ndurio 1 KAMELIL I:MHURrM .
Chepkebuge !K"::sg ) I ST ( ; 1Snu
Kongord® . N e\ - - Equator
Nandi N e S °

e Chepkunan
e

Miwani
@

\z
A

N
‘Mo!o
SIRIKWA ? Tui
@

u SUMMI

\((ii(lur)rh KANO

(gt
V.E NYAKACH /
.&‘ﬁmpawndlis1 NYAKAQ K”R“‘g g Sasamua
9,  MKULIMA ~ .Chesingele
EAST NYAKATHY. y sronviiencdl
‘och
Nyamarimba Nyamaroka
(-]
J e Nakuru
[ O1 B KIPTORORO ]
cl % -
WANG CHIEN] .K pnget
Kadon S Othg
oFotons .
N. MUG. CHACHE .Mukulu
1 fochanda B .Kahmge
yake, Nyamaiya,, Obwan
b )
e, Nyamira®
mira
lsdbha ® Iyal .Nyaramba
' ‘
Kebi
Tinga @ nae
yafioto Nyabara
@

Kinyen:
. @ y;?xm NGENL

SAGAMIAN

@ Agrodealer Location
@® Key Centre

® Market Centre

River

. ee oRY Rgombe
Location Boundary

sii e
.Gew Masiimba ete County Boundary
Ramasha " o Surveyed County
A?pu.- |:| Kericho
: H<H, Bomet
40
W " ENELERAI \ NkorkdqiQIulunga
Igoris h
Kilgoris o \\\ Naorangore
\ |
Geographic Coordinate System
0 5 10 20 30 40 Arc 1960 Datum; Clarke 1880 Ellipsoid

Km GPS points collected in August 2016

Figure 6.1.8: Location of interviewed agro-dealers in in Kericho/Bomet Counties

Source: Authors’, 2016

53



6.2 Survey questionnaire
Kenya Agrodealer Baseline Study 2016

Field Questionnaire

Introductory Statement

Start with greetings and self-infroduction. Tell the respondent that this survey is being carried out by the Bayesian
Consulting Group Ltd on behalf of Agri-Experience Ltd (a partner of AGMARK and organizer of MAZAO FORUMS).
Agri-Experience The aim is to understand the functioning of the seed value chain to inform policy for efficient
operation of the sub-sector.

Inform them that they have been selected randomly among many others to participate in this survey based on
their experience in trading in agricultural inputs.

Assure them that Agri-Experience will freat their identity and responses as strictly confidential. Their responses will
be merged with others in discussing the findings.

If you agree we will write down your contact information in case some issues in the questionnaire are unclear and
we wish to confact you later on.

With the background that | have provided, would you like to be interviewed?

Thank you for your kind co-operation.

Part A: General

Date of interview: | / / Questionnaire Number:

Time started: Time Ended:

Name of interviewer: GPS location of interview:

Name of respondent: Gender of respondent: [O=female
1=Male]

Position of respondent: Business name

[0=Owner T=manager 2=0Owner & Manager]

Telephone contact of County:
respondent:

Sub-county Town
(District):

Part B: General Information
B1. When is the main planting season in this area? [ 1= March/April, 2= October/November
B2. Do you have a second planting season in this area? [0=No 1=Yeg]
Part C: Seed types stocked, Sale Information and general Business Costs

C1. Please provide the following information with regard to the crop seeds you stock:-
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2015

2014

Seed type

Do
you
stock
seeds
for the
followi
ng
crops?

[0=No
1=Yes]

Names
of main
seed
supplier
s

Main
communicatio
n mode with
suppliers
[codes:
T1=emails
2=visits 3=calls
4=sms]

Restockin

g supply

[1=promp
t

2=
delayed]

Volum | Unit

[code

Volum | Unit

[code

1 Maize

2 Beans

3 Sorghum
(Mtama)

4 Rice

5 Finger
millet
(Wimbi)

6 Green
grams
(Ndengu)

7 Cowpeas
(Kunde)

8 Pigeon
peas
(Mbaazi)

9 Chickpea
(Faranga
mbaazi)

10 Dolichols
(njahi)

11 Wheat

12 Irish
potatoes

13 Cassava

14 Sweet
potatoes

Unit codes: 1= kg (kilograms), 2= Mt (metric tonnes) 3= bales 4= specify
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C2. Compare the volume of crop seed sales in March/April of 2015 and March/April 2016 for the
different seeds that you stock.

March/April
2016

March/April
2015

Change in
volume
between
March/April
2015 and
March April
2016

Codes
[1=increased;
2=remained
the same,
3=decreased]

Possible reason for the
observed change

Seed Volume | Unit Volume | Unit
type [code] [code]
1 Maize
2 Beans
3 | Sorghum
4 Rice
5 | Finger
millet
6 | Green
grams

7 | Cowpeas

8 | Pigeon
peas

9 | Chickpea

10 | Dolichos
(Njahi)

11 | Wheat

12 | Irish
potatoes

13 | Cassava

14 | Sweet
potatoes

Unit codes: 1= kg (kilograms),2= mt (metric fonnes) 3= bales 4= specify

C3. What crop seeds and varieties do you plan to stock for the September/October planting season?
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Crop 0=N Variety (ies) Indicate the
seed o number of these
1=Ye varieties that are
S new in your stock
(only added in
2016)
1 Maize /
_/
/
_/
2 Beans /
_/
3 Sorgh /
um _/
4 Rice /
_/
5 Finger /
millet _/
6 Gree /
n _/
grams
7 Cowp /
eas _/
8 Pigeo /
n _/
peas
9 Chick /
pea _/
10 Dolich /
ols )
11 Whea /
t )
12 Irish /
potat )
oes
13 Cassa /
va )
14 Sweet /
potat _/
oes

C4(a). Are you aware of any crop seed subsidy programs in your county?

go to C5ha.

C4 (b) If Yes in C4a., which crop seeds are offered in the subsidy programmes?

[Yes=1; No=0] if no
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C4c.Ifyesin C4 (a), how has the seed subsidy affected your seed business? | codes: 1=No
effect 2=increased sales of seed 3=reduced sales of seeds 4=other, specify

C5 a. Using the year 2015 as a reference, kindly provide an estimate of different components of your
business in terms of stock as in the table below:-

Business component

Proportion (%) in terms of value of stock* for 2015

1. Maize seed

2. Non-Maize seed

3. Fertilizers

4, Other agrochemicals

5. Animal feeds

6. Veterinary drugs

7. Hardware

8 Other (specify)

*The sum should add to 100%

C5 b. Please indicate the amount of cost (in Ksh) you incurred in running your business in the past 12

months

Cost item

Total cost (KShs)

1 Storage/rental fee

2 Transportation charges

3 Hired labour for loading and/or

offloading

4 License fees

5 | Wages and/or salaries

6 Seed promotion activities(specify them)

7 | Other(specify)

Part D: Crop Seed Supply Chain

D1. We would like to understand your sources of and market for crop seed.

D1a. Kindly provide the following information for the sources of your crop seeds stocked in 2015.

Seed No. of direct suppliers No. of customers in a year
Type
See | Distribut | KALRO/ Other No. of Proportion of
d ors/ (Specify) customers women (%)
Co Government
mp Wholesa
lers
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anie

1 Maize

2 Beans

3 Sorghum

4 Rice

5 Finger
millet

6 Green
grams

7 Cowpea
s

8 Pigeon
peas

9 Chickpe
a

10 Dolichols

11 Wheat

12 Irish
potatoes

13 Cassava

14 Sweet
potatoes

D1c. How many stockists/down-lines did you supply your crop seeds to in 20152

D2. Are there specific package sizes of crop seeds that are preferred by women or men? | ]
0=No 1=Yes If No skip to D5

D3. If yesin D2, provide details:

Seed Preferred package size [codes: 1=less than 1kg packet; 2= 1-kg
packet; 3=2-kg packet; 4=5-kg bag; 5= more than 5kg bag;
6=others, specify]

Women Men

Maize

Beans

Sorghum

Rice

Finger millet
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Green grams

Cowpeas

Pigeon peas

Chickpea

Dolichols

Wheat

Irish potatoes

Cassava

Sweet potatoes

Ofther, specify

D4. What is your suggestion for additional package sizes for women customers? Please specify the crop
and suggested package size.

D5. Are there crop seeds which farmers request for but you are unable to supply? [ ] 0=No
1=Yes

Dé. If yesin D2, provide the crop names and variety

D7. Are there crop seed varieties you have tried to stock but you have been unable to obtain?
[ ] 0=No 1=Yes If No skip to D9a

D8. If yesin D7, provide the details of the crop seeds below.

Crop 0=N Variety (ies)
o
1=y
es
1 Maize
/ /
/ /
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2 Beans / /

3 | Sorghu / /
m

4 Rice / /

5 Finger / /
millet

6 | Green / /
grams

7 Cowp / /
eas

8 | Pigeon / /
peas

9 Chick / /
pea

10 | Dolich / /
ols

11 | Wheat / /

12 | Irish / /
potato
es

13 | Cassa / /
va

14 | Sweet / /
potato
es

/ /
/ /
D9 a. Do you educate your customers on new varieties you stock?2 [Yes =1, No=0]

D9 b. What is the main way in which you educate your customers on new seed varieties? | ]
codes: 1=demonstrations 2=farmer field days 3=brochures 4=radio 5=television é=social media
7=posters 8=barazas 9=consultation over the counter 10=others, specify

D10. What is your best source of information about crop seed? | codes: 1=seed companies
2=internet 3=radio 4=agrodealers associations 5=wholesalers/distributors 6=Farmers 7=Forums such as
workshops, seminars etc 8=others, specify

Part E: Employees and technology in the business
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Ela. Do you have full-fime employees in your agro dealership?

[Yes=1, No=Q]

Elb. If yes in Ela., please provide the following information on your full time employees

Age Male Female
brac
ket Num | Averag | Minimu | No. of No. Num | Averag | Minimu | No. of No.
ber | eyears m comp with ber | eyears m comp with
of educa uter formal of educa uter formal
experie tion literat | training experie fion literat | training
nce level e in nce level e in
. agricul . agricul
(Use ture (Use ture
codes codes
below) below)
Unde
rig
18-35
36-50
50+

* Codes: 0=None 1=adult literacy 2=primary school 3=secondary level 4=College 5=undergraduate

6=post-graduate 7=others, specify:

E2. What computer- or phone-based tools do you use in your business?

Activity

Main computer-based
tool used

Tablet

Phone

Business management [codes:
1=QuickBooks 2=Excel 3=Pastel 4=Sage
5=other, specify]

Agronomic information [codes:
1=Mbeguchoice 2=e-extension sites
3=other, specify]

Communication with clients [codes: 1=
email 2=social media 3=phone 4=SMS

5=other, specify]

Communication with seed companies
[codes: 1= emdil 2=social media 3=phone
4=SMS 5=other, specify]

Others (specify)

E3. Do you provide or facilitate training fo your staff on new seed varieties you stock? [

1=Yes If no skip to F1

E4. If yes in E3, provide details of seed training provided:

Most important 2nd most important
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Codes: 1= characteristics of varieties 2= location suitability of seeds for farmers 3= maturity of seed
variety 4=Yield potential 5=Special attributes of seed variety 6=how to plant 7=seed storage 8=other
(specify)

Part F: Social Capital and Networks
F1. Are you a member of a County Agrodealers Association? [T=Yes 0=No] If no skip to F3
F2. If yes in F1, what are some of the benefits you get from the association?

Most important 2nd most important 3rd most important

Codes: 1=negotiating with suppliers for better price 2=harmonizing sale prices of inputs 3=social welfare
4=negotiating with county government on levies 5=negotiating with national government on taxes
6=negotiating financing with financial institutions 7=organizing joint transport 8=organizing joint product
promotion 9=enhanced specialization 10=networking with other agrodealers 11=other, specify

F3. If No in F1, are you aware of the existence of an agrodealer association in this County? |
0=No 1=Yes

F4. If yes in F3, why have you not joined? | ] Codes: 1=too busy to participate 2=bad past
experience with social groups 3=high cost of participation 4=already involved in alternative groups
5=feel that the group is not likely fo achieve much é=other, specify

Part G: Business Challenges
Gla. What constraints do you experience in sourcing maize crop seeds?

Most important constraint 2nd Most important 3rd Most important

Code: 1=inadequate cash to pay suppliers 2=delayed delivery 3=high cost of inputs 4=high taxes
5=high transport costs 6=poor quality of the inputs 7=inadequate information on seed varieties 8=lack
of information on alternative crop seed sources 9=insufficient quantities 10=strict cash payments
11=short credit periods 12=high interest charged on credit purchases 13=other, specify

G1b. What constraints do you experience in sourcing other (non-maize) crop seeds?

Most important constraint 2nd Most important 3rd Most important

Code: 1=inadequate cash to pay suppliers 2=delayed delivery 3=high cost of inputs 4=high taxes
5=high fransport costs 6=poor qudality of the inputs 7=inadequate information on seed varieties 8=lack
of information on alternative crop seed sources 9=insufficient quantities 10=strict cash payments
11=short credit periods 12=high interest charged on credit purchases 13=other, specify

G2. Have farmers complained to you about crop seeds bought? | 1 0=No 1=Yes If no skip to
G4b

G3a. If yes in G2, what is the approximate number of farmers that complained in 20142 And
in 20152

G3b. In G3a above, what proportion of the complaining farmers were women in 20142 And
in 20152

G4a. If yes in G2, what are the three most frequent complaints?
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Most frequent 2nd most frequent 39 most frequent

Codes: 1=fake seeds 2=poor packaging 3=low germination 4=broken seeds or seeds that is not clean
5=seeds with impurities é=misleading information 7=0Other (Specify)

G4b How do you solve such crop seed complaints from farmers when they occure

G5. Have you had any person or institution help you to fund the business? [ ] 0=No 1=Yes

Gé. If yes in G5, what was the source of the external funding? | codes: 1=microfinance
institution 2=commercial bank 3=friends and/or relatives 4=Savings and Credit Cooperative 5=other,
specify

Part H: Information about the business

H1a. Is this business owned by one person or jointly by several people? [T=owned by one
person 2=by more than one person]

H1b. Type of input dealership [ codes: 1=wholesaler/distributor 2=wholesaler and stockist 3=
stockist 4=others, specify

H2. We would like to follow up with a few questions about business ownership:-

Name of business Highest level of education achieved Age

owner(s
(s * (Use codes below)

(If NOT the respondent)

Wl N

Codes: 0=None 1=adult literacy 2=primary school 3=secondary level 4= College 5=undergraduate
6=post-graduate 7=others, specify:

Thank you for your time and contribution.

THE END
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6.3 Key Informant Checklist

Agri Experience Limited (AE)
Agrodealer Baseline Study

Key Informant Checklist for Agrodealers’

Introduction

We are conducting a baseline study to understand the functioning of the seed value chain to inform
policy for efficient operation of the sub-sector. To improve efficiency in the seed sub-sector, it isimportant
to get views of experts dealing in the sector. The study is being carried out by the Bayesian Consulting
Group Ltd on behalf of Agri-Experience and the Kenya Markets Trust (KMT).

You have been identified as a key informant to participate in this inferview.

Your expert opinion will be useful in triangulating information from other sources such like previous studies
and individual agro-dealer questionnaire interviews.

We appreciate this opportunity to talk to you.

Questions for National and County Governments, regulatory authorities, seed producers and other
stakeholders

vi.

Vii.

viii.

What is your assessment of the seed market? (frends of demand for certified seeds; availability
of varieties; reasons for the observed trends; participation of women and youth in seed business;
preferred varieties and reasons for preference)

How do farmers get new information on new seed varietiese How effective are the approaches?
When farmers have complaints about seeds, fo whom do they raise such complaints? How are
the complaints dealt withe What is the frend of complaints by farmers on seeds? (Are they
increasing or declining?)

What can be done to improve uptake of certified seeds among the smallholders?

Do agrodedlers have a forum fo interact with other sector stakeholders such as county
government, national government, seed producers, farmers, etc

How effective are the legal and policy frameworks that govern the crop seed sector?
a. What are the limitations of these frameworks and how can this be addressed?

b. Are you involved in developing these legal and policy frameworks? In what ways are
you involved? If not, how would you like to be involved

What challenges are associated with seed certification process?
a. How are the challenges overcome?
What is the process of licensing seed producers and agro-dealers? (only ask regulators -ask for

seed producers first then agro-dealers)
a. How effective is this process of licensing?2

65



b. How do you deal with non-compliance by the seed producers and agro-dealers?

iX. Informal seed trade is a big component of seed trade in Kenya.
a. What has been the effect of the informal seed trade?
b. Inyour opinion what needs to be done tfo guarantee the quality of seed in the informall
seed frade?

X. What are the main challenges facing the crop seed sector currently?
a. How are these challenges being addressed?
b. How effective are the measures being put in place to address these challenges?

Xi. What would you recommend as the best way to improve efficiency in the seed sub sectore

6.4 Focus Group Discussion Checklist
Agrodealer Baseline Study

EGD Checklist
Welcome
Thank you for agreeing fo be part of the focus group. We appreciate your wilingness to participate.
Introductions
Moderator; Assistant moderator; participants
Purpose of Focus Groups

We are conducting a baseline study to understand the functioning of the seed value chain fo inform
policy for efficient operation of the sub-sector. We the Bayesian Consulting Group Ltd are conducting
this study on behalf of the Agri Experience Ltd . The reason we are having the focus groups is to get an
in-depth understanding of the certified crop seed supply and use in your area. The information collected
will inform lobbying for appropriate policies for the benefit of farmers.

We need your input and would like to urge you to share your honest and open thoughts with us.
Ground Rules
1. You will do the talking, we will do the listening.

¢ We would like everyone to participate.
¢ We may call onyou if we have not heard from you in a while.

2. There are no right or wrong answers.

e Every person's experiences and opinions are important.
e Speak up whetheryou agree or disagree.
¢ We want to hear a wide range of opinions.

3. What is said in this room stays here.

¢ We want people to feel comfortable sharing when sensitive issues come up.

4. We shall record the proceedings of the group.

¢ We want to capture everything you have to say.
e  We will not identify anyone by name in our report. You will remain anonymous.
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Insert Ice breaker here (to increase comfort and level playing field)

PART I: Availability and use of certified crop seed in the area

Question 1: What type of certified crop seed are widely used in this area? (Indicate varieties)

Crop seed type Varieties

Question 2: (a) Are all the crop seeds readily available (in adequate quantities) at the time when they
are required? If not all are available which ones are not and why?

Question 2 (b): If they are not available at the right time and in adequate quantities what options do
farmers in the area use?

Question 3(a): How far do farmers have to go to buy the seeds in this area? Who are the main suppliers
of crop seed?

Question 3 (b): Are farmers in this area able to secure seeds on credit from the agro dealers?
Question 3 (c): Are there farmer groups/organizations through which farmers procure seeds in bulk?

Question 4(a): In general, what proportion of farmers in this area use certified seed? [Follow up;
if low ask why and if very high why?2]

Question 4(b): Is market for produce readily available for surplus produce from this area? If not how do
farmers deal with surplus production?

PART II: Seed quadlity, packaging and affordability

Question 5 (a): What is your view on the quality of crop seed used in this area? (Germination rate, yields,
absence of seed borne-diseases etc)

Question 5 (b): What options are available for farmers in this area for dealing with low quality seed?

Question 6: Are the packaging sizes of seed convenient for most farmers in this area? If not what would
be the most preferred package sizes?

Question 7: Give an indication on the affordability of certified crop seeds in this area?

Question 8: Are subsidized seeds available to farmers in this area? If yes, how accessible are they?

PART lll: Relationship with Agro dealers

Question 9: Are the agro dealers in this area generally knowledgeable about certified seeds? What kind
of expert information are they able to offer to farmers?e

Question 10: If you have complains about the quality of seeds available in your area, whom do you
address them with2 How are complains raised by farmers addressed? Are you satisfied with the way the
complains are addressed?

Part IV: Way Forward
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Question11: What would you recommend as a way forward to increase supply and use of certified crop

seeds in this area?

6.5 List of Key Informants

Name Gender | Designation/Company County Contacts
Joseph Langat M Department of Agriculture Kericho 0722946144
langat45@gmail.com
Florence Osiemo F District Agriculural Officer Kisii 0714123597
Kariuki Njoroge M Sub County Agribusiness Muranga 0721577297
officer
Wahienya, M M South Sub county Muranga 0721861967
Agriculture officer
Faith Mwai F Wheat crop officer/Njoro Nakuru
sub-County
Nancy Njogu F Maize crops officer Nakuru
David Mbaabu M Extension Research Liaison | Meru 0724556257
Training Officer/ Ministry of
Agriculture- Igembe South
sub-county
Mrs. Mburugu F Sub-county Agricultural Meru
Officer Imenti North
Stanley mworia M Principal Agricultural Officer | Meru 0716496078
Imenti Central sub-county
Alfred Olang M Sub-County Agriculture Trans Nzoia 0712617934
Coordinator
Felix Mukeni M Crops Officer- Kimilili Bungoma 0721493876
Sely Rono F Maize Breeding Depft. — Trans Nzoia Selly.rono@yahoo.com
KALRO Kitale

6.6 Annex Tables
Table 6.6.1: Number of direct suppliers from various sources for crop seeds stocked in 2015 (%

of sample)
No. of direct Overdll | Muranga | Taita Meru | Kisii | Trans | Nakuru | Kericho | Bungoma
suppliers Taveta Nzoia
Maize
Seed Companies
None 41 74 34 89 43 31 56
1 37 20 52 6 29 47 46 26 65
2 15 5 12 3 18 44 11 7 30
3 and above 7 1 2 2 10 9 12 11 5
Distributors/wholesalers
None 33 20 26 4 32 56 50 19 54
1 38 48 40 77 32 36 19 42 19
2 20 17 22 9 22 7 21 31 25
3 and above 9 15 12 10 14 1 10 8 1
KALRO/Government
None 98 95 100 96 100 | 100 96 100 98
1 1 2 4 1 2
2 1 3 3
Beans
Seed Companies
None 18 25 33 40 50 22 4]
1 73 75 67 40 50 100 67 37 98
2 4 11 7 2
3 and above 5 20 15
Distributors/wholesalers
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None 50 75 33 40 50 56 81 26 51
1 35 25 67 40 50 44 4 37 41
2 12 11 30 8
3 and above 3 20 4 7
Sorghum
Seed Companies
None 23 100 100 29 43 8
1 72 71 36 92
3 and above 5 21
Distributors/wholesalers
None 58 67 79 36 58
1 28 100 33 36 42
2 9 14 21
3 and above 5 7 7
Table 6.6.2: Proportion of customers preferring different package sizes of crop seeds
Overall Muranga Taita Meru (50) | Kisii (38) Trans Nakuru Kericho Bungoma
(438) (65) Taveta Nzoia (48) | (70) (58) (61)
(50)
Maize W M W M W | M W M W M W M W M W M W M
No preference 55 56 55 54 52 | 52 | 46 40 71 71 65 65 51 | 51 | 54 | 56 61 65
Less than 1 kg packet 13 9 15 22 30 | 26 8 6 4 4 22 17 1 7 1 3 25 12
1-kg packet 14 7 15 22 18 | 18 | 44 22 7 7 4 7 11 | 36 3 39 11 3
2-kg packet 16 22 15 3 4 26 18 18 36 41 3 3
5-kg packet 1 4 2 1
More than 5-kg packet 1 5 7 11 [ 16
Beans
No preference 86 86 94 92 74 70 83 | 83 |76 | 76 69 69
Less than 1 kg packet 5 5 24 28 4 1 1 15 13
1-kg packet 2 1 2 1 1 1 13 5
2-kg packet 6 6 4 6 11 [ 13 ] 22 | 22 3 2
5-kg packet 1
More than 5-kg packet 2 2 11
Sorghum 2
No preference 97 98 95 91 | 94 | 93 | 93 95 95
Less than 1 kg packet 2 2 2
1-kg packet 1 4 2 1 1 2
2-kg packet 2 4 4 6 6 2
5-kg packet
More than 5-kg packet 1 5 3
Table 6.6.3: Benefits derived from agro-dealer associations for members (% of sample)
Overall | Muranga Taita Meru | Kisii Trans Nakur | Kericho | Bungoma
Taveta Nzoia u
Negotiating with suppliers 34 17 17 42 34 52 31 30
Harmonizing  inputs  sale 9 33 19 20 10
prices
Social welfare 8 7 31 3
Negotiating with 5 33 6 10
County/National govts.
Negotiating with financial 3 33
institutions
Organizing joint transport 2
Joint product promotion 4 8 4 7
Enhanced specialization I5 17 33 26 6 20 17
Networking  with  other 12 17 17 8 I 7 40 13
agrodealers
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[ Others [ 8 [ 33 [ 16 [ 4 | [ [ [ 20 ]

Table 6.6.4: Number of direct suppliers from various sources for crop seeds stocked in 2015 (%

of sample)
No. of direct Overadll | Muranga | Taita Meru | Kisii | Trans | Nakuru | Kericho | Bungoma
suppliers Taveta Nzoia
Maize
Seed Companies
None 41 74 34 89 43 31 56
1 37 20 52 6 29 47 46 26 65
2 15 5 12 3 18 44 11 7 30
3 and above 7 1 2 2 10 9 12 11 5
Distributors/wholesalers
None 33 20 26 4 32 56 50 19 54
1 38 48 40 77 32 36 19 42 19
2 20 17 22 9 22 7 21 31 25
3 and above 9 15 12 10 14 1 10 8 1
KALRO/Government
None 98 95 100 96 100 100 96 100 98
1 1 2 4 1 2
2 1 3 3
Beans
Seed Companies
None 18 25 33 40 50 22 4]
1 73 75 67 40 50 100 67 37 98
2 4 11 7 2
3 and above 5 20 15
Distributors/wholesalers
None 50 75 33 40 50 56 81 26 51
1 35 25 67 40 50 44 4 37 41
2 12 11 30 8
3 and above 3 20 4 7
Sorghum
Seed Companies
None 23 100 100 29 43 8
1 72 71 36 92
3 and above 5 21
Distributors/wholesalers
None 58 67 79 36 58
1 28 100 33 36 42
2 9 14 21
3 and above 5 7 7

70



