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 Abstract 

The purpose of this study is to investigate FACTOR AFFECTING THE CHOICE OF  

VEGETABLES MARKETING CHANNALES: ACASE OF SHAWAROBIT TOWN. The study used 

quantitative research method to answer the research questions. For achieving the study 

objectives, 275 sample respondents were selected through non-probable convenient sampling 

technique. Accordingly, data were collected through questionnaire from sample respondents. 

Out of 275 respondents, 249 respondents’ data were collected. The Data was analyzed using 

SPSS software to obtain descriptive statistics, correlation and inferential analyses (multiple liner 

regression). According to the study finding, from six independent variables, four variables 

(quantity of product, price, market agreement and transportation cost) were identified as the 

main factors that affect the choice of vegetable market marketing channel. The study also finds 

out the remaining two independent variables: service render and distance have no significant 

effect on the choice vegetable market channels. Furthermore, on the basis of the research 

finding, appropriate recommendations along with implications for further studies are researches 

have been indicated. 

Keywords: quantity of product, price, service render, distance from farm to market center 

market agreement, transportation cost, and choice of vegetable market channels.
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                                         CHAPTER ONE 

1. INTRODUCTION 

1.2. Background of the Study 

Vegetable production is an important economic activity in Ethiopia, ranging from smallholder 

farming to large scale commercial farms (Zeleke & Gebremariam, 1991). More than 85% of the 

population of Ethiopia is small farmers dominating agrarian economy. Although population with 

this high number is living in the rural area, the production and productivity is very low. 

Vegetable production can contribute to rural livelihood and development on the basis of its high 

added value and the high nutritional value that the products represent (Muthyalu& Meniga, 

2014). According to Dawit A, Deressa A, Dessalegne L, Anchala C (2004), vegetable crops are 

produced   in the country through commercial and small farmers. The type is limited to few crops 

and production was concentrated to some pocket areas. Production varied from cultivating a few 

plants in the backyards for home consumption up to a large-scale production for domestic and 

export markets. From the total 1.1 million square kilometres size of the country 10.18 million ha 

of land was under cultivation by the year 2005/06 from which vegetable covered 0.29 million ha. 

An annual production of 18.9 million quintals was estimated by the same year through 

Employment of 9.03 million smallholder farmers for its production.{central statics Authority 

(CSA 2006}.  

Amhara National Regional State is one of the regional states in Ethiopia. According to BOFED 

(2006), the estimated total land size of the region is 152.6 thousand square kms. It is subdivided 

in to 12 zones. Vegetable producing Worde as located in the eastern part of the region north 

show zone include Shworobet City administration, Aetay City administration, and antoky, 

Aferatan gidm, Menjarshnkora, and kewot district. From all this shawarobit city administration 

grown different Vegetables with different intensities depending on environmental condition and 

level of marketability, Shworobet is selected as it is a high vegetable producing City 

administration. This study focused on investigating factors that affect choice of vegetable 

marketing channel in Shawarobit t City .The research also investigates the effect of quantity of 
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product, price, service render, distance from the farm to market center, market agreement, and 

transport cost on marketing of vegetable channel choose . 

 Background of shawarobit city was located in North Shoa Administrative zone, Amhara 

National Regional State.  It is bordered in the south by the Tarmaber in the east and west kewot 

woreda in the North oromayia special zone. The City Shworobet is the center of the capital city 

which is 220 km Northeast of Addis Ababa and 90 km North of DebreBirhan. According to the 

City administration agricultural office (2012), the mean annual maximum and minimum 

temperatures is 57 °C and 21°C respectively with an elevation of from 1266 to 1360 meters 

above sea level. The pattern of rainfall is erratic with an annual average of 21---570 mm. The 

main rainy season (summer) lasts from June to September, while the short rainy season (spring) 

is between January and April. Shewarobit has a plain land escape 57%, hills 37%, valleys 3.01% 

and steep 2094%. The town administration covers 14270 hectares and from this total coverage 

cultivated land 4892.62 hectare, grazing land 950 hectare, institutional land 3189.38hectare, bush 

land 787 hectare, forest land 1026 hectare, and degraded land 21019.08 hectare. The total 

population of the target area is 58231, an increase of 3.65%, 28197are men and 30034 women. 

The dominant crops are cereal and vegetable produced in the area was sorghum, tiff, maize, 

onion and tomato which are the main food crops produce under rain-fed farming irrigation. The 

rain-fed production system is most dominant and is being practiced by the majority of the 

farmers. Moreover, vegetable crops are often produced using irrigation scheme has boosted the 

production of onion and tomato in the Town administration.    

1.3. Statement of the Problem  

Ethiopia has a variety of vegetables crops grown in different agro ecological zones providing 

through commercial as well as both as a source of income and food in small farmers. Varies 

types of vegetables crops are grown in Ethiopia under rainwater feed and irrigation systems 

(ARARI, 2016). The major economically imperative vegetables include hot and sweet pepper, 

onion, tomatoes, potatoes, garlic and beside to its importance to cash crop to the small grower 

farmers generally onion and tomatoes consumption relative to others are very high. As efficient, 

integrated, and responsive market mechanism is of critical importance for optimal area of 
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resources in agriculture and in stimulating farmers to increase their output (Mengesha, 2016). A 

fair marketing system is not limited to initiate of consumption, but it also increases production by 

seeking additional output. This has to do with lack of relevant and critical marketing information 

and other marketing infrastructure and facilities, like cool storage, transportation, etc. 

 Furthermore (Mbando et al. 2016) shown that some of the smallholder farmers had constraints 

with insufficient marketing price information, association or group, poor road quality to the 

market, cooperation and communication with the buyer, bargaining power, access to credit, 

extension service, and low education.(Soe et al. 2015) revealed the constraints of smallholder 

farmers sold their products to indirect marketing channels were large of products, insufficient 

market information, poor road condition, lack of storage facility, and own transportation facility. 

According to Cazzuffi and McKay (2012) showed that selling to indirect marketing channels 

might be more convenient for smallholder farmers but limited buyers and low competition. 

Moreover, they need to sell hurry after harvested in aimed to pay back the loan that is used in 

their productions and household expenses that might also urge to use indirect marketing channels 

(Soe et al., 2015). All those constraints are factors that might reduce their profits. Thus, it is 

necessary to take steps to stimulate the economic activities of smallholder farmers so that they 

might improve their competitiveness and profits in the markets. Ogunleye et.al.(2007) found out 

that time of payment, mode of payment, product price, farm distance, and cost of transportation 

are significantly influence the farmers in choosing the marketing channel.  

Marketing channels are sets of interdependent organizations concentrated on the process of 

making a product available to the end-user (Kumar et al., 1995), serving downstream 

relationships linking the firm to the end customer (Kozlenkova et al., 2015).Marketing channel 

systems serve for marketing channels for the exchange of goods, money and information (Ehrens 

and Zapf, 1999). There is different channel strategy i.e. multiple channel, online channel, offline 

channel etc. Today, marketing channels and e-commerce benefit from advances in information 

technology. In the long-run, pure play internet retailers would have competitive advantage over 

traditional retailers regarding prices and range of products and/or services (Zhang et al. 2010). 

Online channel is certainly a valuable resource for customers for providing information, and 

hence reducing search costs (Agatz, et. al., 2008). It serves to customers by providing additional 
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information and increasing the sales network, thus leading to a competitive advantage and 

increased customer loyalty (Kollman et.al, 2012). Multiple channel strategy necessitates 

relationship management among channel members through supply chain management (Cooper 

and Lambert, 1997; Mentzer et al., 2001). Firms which are not capable of managing marketing 

channels may encounter with negative outcomes such as cannibalization (Webb, 2002). It is 

observed that primary consideration in deciding whether firms should pursue multichannel 

strategies is the issue of “cross-channel cannibalization versus synergy” (Neslin and Shankar, 

2009). Considering that retailing is amongst the most diverse and dynamic industries’ managing 

different channels simultaneously is a complex process (George et al., 2013). Due to the 

advances in information technology and internet penetration, customers have started to use the 

online channel, or use multiple channels, due to their lower costs compared to offline channels 

(Wolk and Skier, 2009). The decision process of choosing the most suitable marketing channel is 

very important for the farmers as various factors must be considered and evaluated thoughtfully 

from all angles. Various studies have been done which shown the findings for both internal and 

external factors affecting the decision on marketing channel choice. 

1.4. Objectives of the Study  

1.4.1. General objective 

The main objective of this study is to examine factors affecting the choices of vegetables 

marketing channels in case of Shewarobit City Administration  

1.4.2. Specific Objective 

 To examine the status of Choice of vegetable marketing channel related factors in 

Shewarobit City Objective of the study Administration 

 To explain the correlation between the selected factors and Choice of vegetable market 

channel in Shawarobit City Administration 

 To measure the extent of influence of factors on vegetable market channel of Choice in 

Shewarobit City Administration 
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 To rank/prioritize factors based on the degree of influence on Choice of vegetable market 

channel in Shewarobit  City Administration 

1.5.  Research Hypothesis  

According to Geoffrey Marczyk, (2005) two types of hypotheses that the null hypothesis and the 

alternate (or experimental) hypothesis. The null hypothesis always predicts that there are no 

differences between the groups being studied. In contrast, the alternate hypothesis predicts that 

there is difference between the groups. Usually a research hypothesis must contain, at least, one 

independent and one dependent variable. For the purpose of this research, following hypotheses 

have been formulated according to the research objectives as mentioned above. However, null 

hypotheses format is used, which is the following. 

Ho 1:  There is no statistically significant relationship between the quantity of product and 

choice of vegetable marketing channel. 

 Ho 2: There is no statistically significant relationship between distance from farm to market 

center and Choice of vegetable market channel.    

Ho 3: There is no statistically significant relationship between Price and Choice of vegetable 

market channel. 

Ho4: There is no statistically significant relationship between service render and Choice of 

vegetable market channel. 

Ho5: There is no statistically significant relationship between market agreement and Choice of 

vegetable market channel. 

Ho6: There is no statistically significant relationship between transport cost and Choice of 

vegetable market channel. 
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1.6. Significance of the Study 

The study attempts to add knowledge and awareness about concepts of the choice of vegetable 

marketing channel. It also contributes to the ongoing debate of why vegetable marketing channel 

is affected and its impacts to their quantity of vegetable production supply to the market, and 

their contribution towards development to all actors in general. The study also used as a baseline 

or benchmark for future researchers and other research users who may venture or try into a 

similar area of assessing on “Choice of vegetable marketing channel in case of Shewrobeit Town  

The Findings provide up to date information for academicians, policy makers, vegetable 

production actors and researchers for better guidelines and could influence improvement of 

quantity production of vegetable supply to the market. However, the research findings was the 

great help to other researchers towards filling gaps of suitable literature concerning choice of 

vegetable market channel on vegetable production actors. Finally the study where help the 

researcher fulfill one of the requirements for the award of Master’s art degree of marketing 

management 

1.7. Scope of the Study  

The study area coverage is Shewarobit city Administration that is found in North Shewa Zone 

ANRS, with specific focus on vegetables. These crops account for the major proportion of 

production in the Shewarobit City pass through a number of marketing channels. The researcher 

is interested to conduct research based on the following quick facts. The first that the researcher 

is interested on the subject of agricultural production, secondly the areas have great potential of 

vegetables specially and in recently the livelihoods of small scale farmers have been dependent 

on the marketing activities and facing choice of marketing channel problem severely and thirdly 

the researcher are familiar and near to the study area. Having this definite data, the researcher 

decided to conduct the study on vegetables marketing channel choice of small scale producer 

farmers in Shewarobit City administration. 
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1.8. LIMITATION OF THE STUDY  

Each research has there is limitation with regard to sample size and sampling technique used. 

This research is limited by the fact that a small sample of participants was selected compared 

with the very large producer base. As a non-Probability sampling technique the use of 

convenience sampling may have created a bias. If another probability sampling technique was 

used, it would have contributed for a higher credibility of the results. The study is conducted by 

considering the vegetable producers; it has a limitation by itself as it didn’t include the traders 

and consumers perspective. And also on the study area there is social conflict and political 

instability during March and April due to this conflict there may be data bias because of 

respondents’ disturbance.  

1.9. Definition of key Terms 

The study uses some important words or phrases that related to the research objectives to 

describe some of the terms in this study. The definitions are as follow: 

Market it is defined as the exchange, circulation and distribution of commodities between people 

and places (Saccomandi, 1998). Market: is an arena for organizing and facilitating business 

activities and for answering the basic economic questions: what to produce, how much to 

produce, how to produce, and how to distribute production (Kohl, R. L. et al., 2002) 

Marketing: it is a social and managerial process by which individuals and groups obtain what 

they want and need through creating and exchanging products and value with others. It is the 

performance of all business activities involved in the flow of goods and services from the point 

of initial production to ultimate consumers (Kotler P. et al., 2003) 

Marketing channel: it is a business structure of interdependent organizations that reach from the 

point of product origin to the consumer with the purpose of moving products to their final 

consumption destination (Kotler P. et al., 2003) 
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1.10.  Organization of the study 

This research report has five chapters and other sections, namely, the list of reference and 

appendixes. The first chapter provides information about the introduction of the research topic. 

The research is agreed with the assessment of the theoretical function and relevant literature in 

chapter two and the suitable methodology utilized to answer the research question is discussed in 

chapter three. Data analysis and interpretation of the research result found by using the 

appropriate instrument for the methodology selected is dealt in chapter four. The final chapter 

five covers the discussion of results, conclusion and recommendations. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 Page 9 

 

 

 

CHAPTER TWO 

2. LITERATURE REVIEW 

2.1. Theoretical literatures 

 Marketing of agricultural produce remain an important tool in increasing farmers income and 

alleviating poverty, Kherallahd and Kirsten (2001) explains that farmers experience barriers such 

as insufficient and inadequate physical infrastructure, lack of basic education and marketing 

knowledge, lack of organizational support and institutional barriers in marketing. This further 

has an implication on the choice of marketing channels those farmers who sell used in marketing 

their produce. This chapter reviews literature relating to marketing of agricultural produces that 

helps in identifying and understanding the factors affecting channel choice decisions of vegetable 

farmers in Shewrobeit City Administration. In order to explore these factors, Key words are 

firstly defined in order to give the actual context in which they are used in the research project. A 

detailed discussion on the importance of farmer participation in marketing and factors that affect 

them to participate in any marketing channel is given latter. 

             2.1.1. Concepts  

Marketing: It is the process of “creating, communicating, delivering, and exchanging offerings 

that have value for customers, clients, partners, and society at large,” according to the American 

Marketing Associationhttps://www.ama.orgn.This process is done in a number of different ways; 

marketing professionals use one or more of the five concepts of marketing in order to earn 

consumer confidence and create profitable, long-term relationships with consumers. But not all 

the concepts are equally effective. Robert Katai, an experienced marketing strategist, provides 

the definition of a marketing concept: “A strategy that companies and marketing agencies design 

and implement in order to satisfy customers’ needs, maximize profits, satisfy customer needs, 

and beat the competitors or outperform them.” The main five include the production, product, 

https://www.ama.org/topics/marketing-definition/#:~:text=Marketing%20is%20the%20activity%2C%20set,partners%2C%20and%20society%20at%20large.
https://www.ama.org/topics/marketing-definition/#:~:text=Marketing%20is%20the%20activity%2C%20set,partners%2C%20and%20society%20at%20large.
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selling, marketing, and societal concepts, and they have been evolving for decades. Not every 

concept is beneficial to every business, so here is a timely and convenient opportunity to learn 

more about each one. 

Agricultural marketing: Agriculture fulfills the basic need of human kind by producing food. 

About a century ago, farmer used to produce food commodities mostly for self-consumption or 

for exchange with others (cash or kind) mostly in the same village or nearby places. They were 

primarily self-reliant. But now production environment has changed considerably from self- 

reliance to commercialization. Technological advancement in the form of high yielding varieties, 

use of fertilizers, insecticides, pesticides, farm mechanization has led to a substantial increase in 

farm production and consequently the larger marketable and marketed surplus. The improved 

production is accompanied by the increasing urbanization, income, changing life style & food 

habits of the consumers and increasing linkages with the overseas market. Today consumers are 

not limited to rural areas where food is produced. Further, increasing demand for processed or 

semi-processed food products requires value addition in the raw agricultural produce. These 

developments require movement of food commodities from producer to consumers in the form 

of value added products. Agricultural marketing brings producers and consumers together 

through a series of activities and thus becomes an essential element of the economy. The scope 

of agricultural marketing is not only limited with the final agricultural produce. It also focuses 

supply of agricultural inputs (factors) to the farmers. Acharya, S.S. and N.L. Agarwal (2011), in 

addition Agricultural marketing is a process which starts with a decision to produce a saleable 

farm commodity, involves all the aspects of market structure or system, both financial and 

institutional, based on technical and economic considerations, and includes pre- and post-harvest 

operations, assembling, grading, storage, transportation and distribution (National Commission 

on Agriculture, 1976). A marketing channel consists of the people, organizations, and activities 

necessary to transfer the ownership of goods from the point of production to the point of 

consumption. It is the way products get to the end-user, the consumer; and is also known as a 

distribution channel. A marketing channel is a useful tool for management, and is crucial to 

creating an effective and well planned marketing strategy. 
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Another less known form of the marketing channel is the Dual distribution channel. This channel 

is a less traditional form that allows the manufacturer or wholesaler to reach the end-user by 

using more than one distribution channel. The producer can simultaneously reach the consumer 

through a direct market, such as a website, or sell to another company or retailer that will reach 

the consumer through another channel, i.e., a store. An example of this type of channel would be 

franchising. Park, Seong Y., and Hean Tat Keh (2003) 

2.1.2. Economic importance of vegetable production 

Production of vegetable contributes to employment and to household incomes of the region or 

state. Vegetable farm buildings and equipment also provide a basis for tax revenues that support 

state and government programs. In addition, as purchasers of inputs, vegetable producers support 

a number of other industries including feed and pharmaceutical suppliers, road transportation, 

and banking services (Vukina and Carter, 1994). As suppliers of inputs, vegetable producers 

support processing firms and, ultimately, retail establishments. When all the linkages between 

the vegetable industry and other sectors of the economy are considered, income and employment 

generated by the vegetable industry have ripple effects on the overall income and employment of 

the country (Johnson and Wade, 1994) 

2.1.3. Importance of Farmer Participation in Markets 

Farmer participation in formal markets is very important in that humans derive benefits such as 

income and rural employment from farming (Ngqangweni, 2000), in other words farming in 

rural areas act as a form of employment for the rural people and help in income generation. 

However, beyond production activities, producer participation in marketing allows for the 

transition from subsistence farming to commercial farming (Makhura, 2001). Farmers that 

participate more in selling their produce are more likely to advance from lower scale for example 

small scale producers to larger scale producers. This commercializing environment is essential 

for providing an incentive for increased production and thus, for improved welfare of emerging 

and smallholder farmers. In addition, marketing activities such as processing, transportation and 

selling can provide employment for those willing to exit the farming sector. According to Jeri 

(2009) farmer market participation is important both for sustainable economic growth and for the 

alleviation of poverty and inequality. In summary, marketing plays a critical role in meeting the 
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overall goals of food security, poverty alleviation and sustainable agriculture, particularly among 

smallholder farmers in developing countries (Jeri, 2009).  

2.1.4. Determinants of Marketing Channel Choice  

 The choice of the channel to use is a fundamental decision for the producer where a number of 

factors and objectives have to be considered as a basis for such a decision. Several authors 

agreed different studies to identify factors that influence the producer’s choice of marketing 

channel, 

(Hobbs, 1996; Stanford et al., 1999 Transaction costs are categorized into three groups namely 

information costs, negotiation/contract costs and monitoring/enforcement costs. Information 

costs are the costs of obtaining information about products, process, suppliers and customers and 

arise prior to the transaction. Negotiation costs arise from the physical act of the transaction, 

such as the cost of employing procurement or sales staff, the costs of writing contracts; while 

monitoring costs arise after the transaction has been negotiated (ex post) and are the costs of 

ensuring that the transactions are adhered to by the other party. It was also found that producer 

characteristics including ownership, age of farmers, education level of the vegetable farmers 

positively and significantly influenced marketing channel choice while farming experience of the 

farmers had a negative influence. Studies by Hobbs (1997), Nkhori (2004) and Gong et al. 

(2007) have shown that degree of uncertainty is an attribute of transaction costs which 

establishes whether a farmer is concerned with grade uncertainty when selling the products. If 

the grading system is not transparent enough farmers remain uncertain about the grade their 

product is going to attain. It was indicated that the higher the degree of uncertainty, the lower the 

probability of participation in that particular channel. A study by Jeri (2009) provides an insight 

into the institutional and technical factors that influence agricultural marketing channel choices 

among smallholder and emerging farmers in Kat River Valley in South Africa. The institutional 

factors that influence agricultural marketing channel choices include transaction costs, market 

information flow and the institutional environment which encompasses formal and/or informal 

rules, the use of grades and standards, organization in the markets and the legal environment. An 

appropriate institutional environment reduces transaction costs for traders. Knowledge of prices 

is another factor which mainly arises due to imperfect information. Asymmetric information may 
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give such actors an exploitable advantage in their dealings with other parties hence transaction 

costs arise (Klein et al., 1990; Loader, 1997). The speed of payment which is defined as the lag 

between the time when the product is sold and the time when the payment is received is also one 

of the important waiting costs. It was reported that higher speed of payment will increase the 

probability of farmers to participate in a particular channel (Nkhori, 2004; Gong et al., 2007). 

Chen et al, (2006) recommends that transaction cost is a viable theory to explain the acquisition 

decision in marketing channels.Musemwa et al,(2008) explains that transaction costs are 

considered as barriers to the efficient participation of producers in different markets. Thus, 

producers will not use a particular channel when value of using that channel is outweighed by the 

costs of using it (Musemwa et al, 2008). Transaction costs, which are distinct from physical 

marketing costs such as those for transport and storage, arise from the coordination of exchange 

among market actors (Eleni & Gabre-Madhin, 2001). Transaction costs can be incurred either 

before (ex ante) or after (ex post) the transaction has taken place. Ex ante costs involve searching 

for a potential partner with whom to exchange, screening their trustworthiness and negotiating to 

reach agreement. Ex post costs include monitoring and enforcing the agreement. Transfer of the 

product (transport costs) between two transacting parties also involves costs (Voors, 2006). 

However, these may not necessarily be transaction costs but in other cases the transport costs are 

production costs. It is argued that the cost of transacting plays a key role in economic 

performance. Therefore, higher transaction costs incurred in a particular vegetable market 

channel would reduce the likelihood of farmers to participate. 

Misran (1993) found out that factors related to price and non-price factors affecting selection 

decision of producer farmers. According to Royer (1995) risks that agricultural producers face 

are linked with decisions about the prices, quantity, quality, and the timing of delivery. It also 

aims to explore the association between the factors that influence the farmers to adopt a 

particular marketing strategy and their selection of a particular distribution channel. According to 

Gong (2007) there are significant relationships between economic and social variables and 

marketing channel selection for distribution, they argued that transaction cost has a significant 

impact on marketing channel selection 

 

http://www.sciencedirect.com/science/article/pii/S092144880800134X#ref_bib27
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2.1.5. Market Chain Analysis of Vegetable  

2.1.5.1. Main Marketing Actors of Vegetable 

Producers: Producers are important participants in the market chain since they ensure the 

commodity is available for the initial transaction to take place. It is first linkage in the marketing 

chain analysis of agricultural products. The producer harvests their products and supply to the 

second agent. According to A lazar (2007), the smallholder producers do not have good 

marketing strategies for their produce as they wait for traders to go and buy the commodity at 

farm gate. Middlemen/broker; Broker is an individual or party that arranges transactions between 

a buyer and seller for a commission when the deal is executed. A broker also acts as a seller or as 

a buyer, becomes a principal party to the deal. Farmer traders: Sometimes also known as rural 

assembler, perform both vegetable production and selling by collecting from other farmers.in 

addition to these Wholesalers are the major actors in the marketing channels. They are the 

individuals found at the market place trade with bulk quantities of produce. They provide the 

optimum combination of functions and services for different kinds of retailers, and perform 

desired distribution functions for different kinds of processors. The wholesalers buy the produce 

from producers’ farmer traders and middleman /broker/ and are crucial in determining the price 

at other levels. Retailer buys and sells small quantities of product according to the demand of 

consumers in the area. The vital function they provide is bulk breaking. According to Fatha 

(2009) all market activities come to an end with the retailers. It maintains contacts with 

consumers and makes transactions. Transporters also the main transporters were track and Isuzu 

car owners in different towns. Their number was unknown but there were adequate transporters. 

Traders sometimes use their own car to transport to their sale outlet. Consumer is the last link in 

the vegetable marketing channel, the participants and their respective functions often overlap. 

The most widespread combinations are the following: producers to wholesalers that collect 

commodity and supply it to retailers, wholesalers to retailers (wholesalers that also sell directly 

to consumers). 
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2.1.6. Marketing Channel of Vegetables 

Marketing chain is used to describe the numerous links that connect all actors and transactions 

involve in the movement of agricultural products from the farm to the consumer (Lundy et al., 

2004). The market chain was in general an issue of how well information flows between 

different actors. And also it is the flow of commodities from producers to consumers that brings 

into place economic agents who perform complementary functions with the aim of satisfying 

both producers and consumers (Islam et al., 2001). It is simply the lane of one commodity follow 

from their source of production to final destination.  It helps to pinpoint the specific marketing 

problems of each goods and describing what is done and how the commodity could be handled 

more efficiently. And also, to find out how many traders are operating in the marketing system, 

and at what points a commodity changes hands. John (2005) generally stated that Market channel 

analysis follows a product from producer to consumer. It identifies and describes: All points in 

the chain (producers, traders, transporters, middleman /brokers/, and consumers), prices in flow 

and out flow at each point of the chain. In this paper different literature in different place of 

Ethiopia and vegetable have different channel in different place. However, accordingly the study 

summarize has identified about nine onion and tomatoes marketing channels. 
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Finger:- 1. Marketing Channel 

 

Source: Yalemwork (2019), 

 In this study producer’s sale vegetable especially to wholesalers who resell to retailers and to 

consumers are major channel in different studies area. But producer to broker/wholesaler to 

retailer and then to consumer is not good for both producer and consumer. In this type of market 

linkage producer sale his/her product in least price but consumer purchases with highest price 

and also producer to consumer is excellent path for both producer and consumer. 

2.1.7. Marketing challenges encountered by small scale producer farmers 

The aim of this portion is to identify key challenges encountered smallholder farmers in the 

study area, such as lack of physical marketing infrastructure and facilities, inability of market, 

and high transportation costs. Small scale producer farmers find it difficulty of competitive 
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rivalry to compete in the new market environment. They face vast constraints when it comes to 

physically accessing markets. They also faced asymmetry of market information, lacks 

bargaining power in the events of exchange, and absence of a collective organization to give 

them the power they need to interact on equal terms with other generally larger and stronger 

market intermediaries. The result is poor term of exchange and little influence over what they are 

offered (Mengesha Yayu 2016, Meron Yohannese 2012). Some of the common marketing 

challenges and constraints facing small scale producer farmers, as revealed and discussed as 

follows.  

2.1.8.  Higher transaction costs 

Transaction costs are result from information inefficiencies and institutional problems such as 

the absence of formal markets (Makhura, 2001). Transaction costs include the costs of 

information, bargaining and negotiation; follow up, coordination and integration, and 

enforcement of contracts. Distance to the market, together with lack infrastructure and poor 

access to asset and information results a transaction costs much higher. Since small holders are 

poor, they find it difficult to compete in profitable markets due to the high transaction costs. 

Traders with higher social capital are better able to enter more capital- intensive marketing 

activities such as wholesaling and long-distance transport, whereas traders with poor social 

networks face major barriers to entry into the more lucrative market segments (Kherallah and 

Kirsten, 2000). Minimizing transaction costs is the key to improving access to high-value 

markets in developing countries, because high transaction costs will make it difficult for poor 

smallholder enterprise to market their produce.  

2.1.9. Lack of marketing infrastructure 

Smallholder farmers do not have access to on-farm infrastructure such as store-rooms and cold-

rooms to keep their products in good condition after harvest. Lack of access to facilities such as 

post-harvest handling and processing facilities constitutes a barrier to entry into agricultural 

markets, since the emphasis of buyers is more on quality. Access to storage facilities increase 

farmers’ flexibility in selling their products, as well as their bargaining power (Bienable et al., 

2004) 
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2.1.10. Irregularity of information on markets 

Small scale producer farmers, and especially small farmers, have little information about the 

market demand and price, which is costly to obtain. They may gather information through 

contact with other actors in the commodity chain, but the accuracy of this information is not 

certified, since those actors might to be exhibiting “opportunistic behavior” (Bienable et al., 

2004). Small holder farmers lack information about product price and times to sell their products, 

and about potential buyers. This in turn reduces their ability to trade their products efficiently 

and to derive the full benefit from the marketable part of their production. 

2.1.11. Low quantity and poor quality 

Due to their low endowment in production factors, such as land, water and capital assets, the 

majority of smallholder farmers produce low quantities of products that are poor quality, which 

leads to their products being neglected by output markets. Increasing concentration in the food 

value chain is a global trend, caused by increasingly demanding consumers and concerns about 

food safety, which tend to make it very difficult for smallholder farmers to enter high- value 

markets in light of the low quantity and poor quality of their products (adugna 2010, Mengesha 

Yayu 2012). 

2.1.12. Lack of Transportation 

one of the most effective ways that farmers have of getting the best price for their produce is for 

them to sell it themselves directly to final consumers at rural or urban markets, and thus bypass 

the normal marketing system. Although farmers do not have the economies of scale of travelling 

wholesalers it is often recognized by urban dwellers that the keenest prices are often provided by 

the farmers. Farmers bringing their own produce to market represent a very important way of 

limiting the power of the marketing cartels. However, there is usually little support by the 

authorities for this type of ‘unofficial’ trading and farmers are frequently harassed as they 

attempt to sell. Most small-scale farmers have no means of transport to carry their produce to 

markets. Transportation problems result in loose of quality and late delivery, which in turn lead 



 Page 19 

 

to lower prices, and this regarded as the greatest problem faced by emerging farmers (Louw et 

al., 2004). 

2.1.13. Lack of markets in rural areas 

(Bryce son, D.F. and et al., 2001), Market access is critical for agriculture to become the main 

driver of pro-poor growth. Households and firms in Rural Worlds and Ravalli on, M. and G. Datt 

(2002), rely heavily on access to markets for their agricultural production and on the labor from 

Rural Worlds Murdoch, J. (1995), and   Irz, X. et al. (2001). to produce surpluses Reasons for 

poor market access, include the global “rules of the game” – restrictions, standards and subsidies 

of wealthy states down to local-level factors. They also include the poor organization and 

influence of producers, weak transport and communications infrastructure and limited market 

information. Addressing these constraints requires policy shifts at the regional and global levels 

and substantial investment in the transport infrastructure to enable produce to move from 

production units to the market place. Most smallholder farmers are located in rural areas where 

there are no formal agricultural markets or agro-processing industries. They are compelled to 

market their produce to local communities in their areas, sometimes at lower prices, or to 

transport their products to towns at a higher cost. 

2.1.14. Lack of barraging power 

The barraging power of the small producers is especially low since they have poor access to 

market information and limited access to financial markets, which prevents them from selling 

their products at the most profitable time. Their lack of bargaining power may lead them to 

undervalue their production and obtain a smaller share of the added value created in the 

commodity chain. Small farmers have particularly low bargaining power when they operate in 

long supply chain, where the specificity of the product transformation assets leads to the creation 

of oligopoly (e.g. the oil-palm and cotton sectors in West Africa) (Bienable et al., 2004).   

2.1.15. Market Supply 

Agricultural products differ from manufactured goods in terms of supply and demand. 

Agricultural products supply is different because of the very seasonal biological nature while 
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their demand is comparatively constant throughout the year. In economic theory, it is stated that 

human being is always under course of action of choice from a number of options. The basis for 

the decisions could be issues ranging from household characteristic to the exogenous 

unmanageable factors. A case in point here is market supply where researchers put each owns 

point of determining variables. The analysis can identify factors that determine market supply. A 

clear understanding of the determinants helps to know where to focus to enhance production and 

marketable supply. The study of market supply helps fills the gap for success of 

commercialization, (Grille, Enzo R., and Maw Cheng Yang (1988).  

2.1.16.  Measures of market concentration ratio 

Competition plays a key role in harnessing the rivalry and the profit seeking of the market place 

in order that it may serve the public interest (Kholo and Uhl, 1985). Determining the presence or 

absence of the requirements of the model of perfect competition can be used indirectly to assess 

the economic efficiency of markets. Many studies concerned with the efficiency of agricultural 

markets begin in this form of analysis. Following, methods of measures of market concentration 

are discussed. 

2.1.17. Measures of market integration 

The concept of market integration has retained and increased its importance over recent years 

particularly in developing countries where it has potential application to policy questions 

regarding government intervention in markets (Alexander and Wyeth, 1994). From the economic 

concept point of view, market integration concerns the free flow of goods and information and 

thus prices over space, form and time and is closely related to, but distinct from, concepts of 

efficiency (Barrett, 1996). An alternative definition of market integration is that when a price 

shock takes in one location, it will be perfectly transmitted to the other if and only if the two 

markets are integrated. Therefore, prices in the two regions are said to be integrated, if they 

exhibit one to- one change (Goodwin and Schroeder, 1991). Analogously, efficient inter 

temporal market integration implies that there exist rationally speculative arbitrageurs who 

extinguish positive profit opportunities associated with commodity storage across periods. As a 

result, the price differentials between markets should be identical to the storage costs or 
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processing costs if there is market integration across time or form (Baulch, 1997). Among the 

three forms of integration, measuring spatial integration causes most controversy and receives 

most attention in the literature (Dahl gram and Blank, 1992; Faminow and Benson, 1990; 

Goodwin and Schroeder, 1991). 

2.2. Empirical literature 

 The multinomial logistic regression model suggests that distance and value addition negatively 

influence participation in local rural markets. Again, group membership (participation), road 

infrastructure and quantity produced positively influence smallholder farmers’ participation in 

local markets. Apandi F H, Saili A R, Julaihi N H, Abd Aziz A S, and Saili J With the title that 

Factor Influencing the Choice of Pineapple Marketing Channel in Samarahan, Sarawak Malaysia 

states that only four independent variables which are quantity of product, price, service and 

distance were Discussed in details  on the other hand, distance to markets, market information, 

group membership, producer price, adding value, road infrastructure, quantity produced and 

condition of marketing facilities positively influence participation in urban markets ( Peter 

Mukarumbwa et.al.,2018) and also Aemro Worku (2018) conduct studies on vegetable market 

chain analysis in mecha district west gojjam and the result of multiple linear regression model 

shows that education level of the house hold, access to market information and price  and 

experience of production determine the supply of onion to the market and in addition  for 

tomatoes the only three variables were found which determine quantity supply those are  

educational level of the house hold head, experience on tomato production and price of tomatoes.  

Bezabih and Hadera (2007) stated that the production of vegetables is seasonal and price is 

inversely related to supply. The situation is worsened by the perishability of the products and 

poor storage facilities. Farmers’ bargaining power is low due to lack of alternative market outlet. 

They also found that the most common marketing channel immediately available to the farmer is 

through brokers i.e. up to three brokers between the producer and the trader which is an 

indication of long marketing channel. They recommended that the more the farmers organize 

themselves and access the terminal market, the more they benefit. Geoffrey et al. (2013) who 

indicated that price offered by buyers’ influences the farmers in the decision to market pineapple 
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in Kenya. This study showed that the channel which offers the best price has stronger influence 

on the decision to market pineapple. In the study on value chain analysis of vegetables in Habro 

and Kombolcha, Abraham (2013) also found that marketable supply is significantly affected by 

access to market information and quantity of tomato produced in the case of tomato; access to 

extension service, access to market information, vegetable farming experience and quantity of 

potato produced in the case of potato; and Woreda dummy, non/off-farm activities, distance to 

the nearest market and quantity of cabbage produced in the case of cabbage. Distance of the farm 

and road conditions are increase the transportation cost. Poor road condition tends to increase the 

cost of transportation thus the farmers will favor a low transportation cost if they cannot avoid 

from it. Buyers whom are more particular in grading process will potentially turn down the 

produce or might cut down price, thus the farmers will try to avoid from facing this situation by 

selecting the buyers that is not picky in grading. In Indian vegetables industry, Panda and 

Sreekumar identified ownership of the transportation as an important factor that influenced the 

producer in terms of marketing channel choice in agribusiness. Panda, R. K. & Sreekumar 

(2012).Geoffrey et al. (2013) who indicated that price offered by buyers’ influences the farmers 

in the decision to market pineapple in Kenya. This study showed that the channel which offers 

the best price has stronger influence on the decision to market pineapple. 

2.3. Conceptual framework  

The conceptual framework has six independent variables namely quantity, Price, service render, 

farm to market center distance, and transportation cost. And dependent variable that choice of 

vegetable marketing channel. The purpose of the study is to find out the relationship between 

independent variables and dependent variable. Moreover, to see to what extent independent 

variables affect choice of vegetable market channel in Shewarobit City.The following figure 

shows the structural relationship between independent variable (role of quantity, Price, service r, 

farm to market center, Distance, Marketing agreement, and transportation cost, and dependent 

variable (choice of vegetable marketing channel) 
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Figure 2:  Factor Affecting choice of Vegetable Market Channel A case of  Shawarobit 

City Administration   

  Independent variable       dependent variable 

 H1  

   H2  

         H3  

  H4       

     H5 

 H6 

 

 

     Source :( Angel mar et al., 1998) based on some modification 

2.4. Marketing channel functions 

According to Kotler (2004) marketing channel moves goods from producers to consumers and it 

fills the main time, place and possession gaps that separate goods and services from those who 

Would use the members of the marketing channel perform many key functions which include 

gathering and distributing marketing research and intelligence information about actors and 

forces in the marketing environment needed for planning and facilitating exchange, developing 

and spreading persuasive communications about an offer,  finding and communicating with 

prospective buyers, shaping and fitting the offer to the buyer’s needs, including such activities as 

manufacturing, grading, assembling and packaging, reaching an agreement on price and other 

terms of die offer, so that ownership or possession can be transferred. Some intermediaries help 

to fulfill the completed transactions through transporting and storing goods and acquiring and 
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using funds to cover the costs of the channel work (Kotler et-al, 2004). The question is not 

‘whether these functions need to be performed, but rather who is to perform them. The producer 

can eliminate or substitute institutions in the channel system, but the functions cannot be 

eliminated. When channel members are eliminated, their functions are moved either forward or 

backward in the channel, only to be assumed by other members. In short, the producers can do 

without intermediaries, but they cannot eliminate their functions. All these functions use up 

scarce resources and can often is performed better through specialization. To the extent that the 

manufacturer performs these functions, its costs go up and its prices have to be higher. At the 

same time, when some of these functions are shifted to intermediaries, the producer’s costs and 

prices may be lower, but the intermediaries must charge more to cover the costs of their work. In 

dividing the work of the channel, the various functions should he assigned to the channel 

members that can perform them most efficiently and effectively to provide satisfactory 

assortments of goods to target consumers (Kotler et-al, 2004) 
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  CHAPTER THREE 

RESEARCH METHODOLOGY 

This Chapter is all about details of the methodological approach to this study. It starts with 

research design to be adopted and proceeds with justification for target population, sampling 

techniques, sample size, measurement and scaling techniques, methods of data collection, data 

analysis method, model specification, quality control and ethical consideration. 

3.1. Research Design 

To achieve the objective of the study, descriptive and explanatory type of research design with a 

quantitative approach is employed. According to (Kothari, 2004), a research design is the 

arrangement of conditions for collection and analysis of data in a manner that aims to combine 

relevance to the research purpose with economy in the procedure. (Hopkins, 2000) suggested 

that quantitative research work connects independent and dependent variables. Quantitative 

approach helps researchers to test relationships between variables (Creswell, 2012). With regard 

to research approach, quantitative research method is considered to be very efficient for 

questions answered in number (Creswell, 2014). It is a guide that enables the researcher to come 

up with solutions to the problems. A quantitative research design is set out to collect data. The 

researcher believes that this kind of research approach are provides relevant data about the 

research topic, and supportive to meet the research objective since it can involves collecting and 

analyzing numerical data and applying statistical tests. 

Moreover, the outcome of quantitative research is easy to measure and the results can be clearly 

shown through objective data. Therefore, in this study quantitative method use in order to 

analyze statistics based data collected through structure and unstructured questionnaire. The 

researcher use connivance technique to select the sample from the population. The data collect 

through questionnaire and SPSS Version 20 (Statistical Package for Social Science) used to 

organize and process the data gather from close   questionnaires. Thus, the study will conduct 

using Quantitative type in which it appeared to be more appropriate to find out that analysis the 

choice of vegetables market channel. 
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3.2. Target Population  

This study was conducted at three Kebele in Shworobet City Administration. The woreda 

agricultural office UN published annual report, (2020) there are 880 Farmers, from this numbers 

120 are females and the rest 760 are males. The researcher excluded the rainy /summer/ 

dependent and temporarily growing vegetables on contract farmers to produce vegetables are 

excluded from this study. Population is focus on at the utilization of vegetable irrigation 

regularly and long-term vegetable producers only in the consideration of the easy access to data, 

cost of effectiveness and easy manageability of the study. Thus, the target population for this 

study comprised of 3 Kebele farmers directly responsible to producer of vegetables of 880 

farmers.  

3.3.  Sample Size 

In order to determine the sample size of the participant of the study conveniences sampling 

techniques was used. Applying probability conveniences sampling techniques is a method 

adopted by researchers where they collect market research data from a conveniently available 

pool of respondents. It is the most commonly used sampling technique as it’s incredibly prompt, 

uncomplicated, and economical.  The (Taro Yamane 1967) method for sample size calculation 

was employed by the statistician to determine the sample size from a given known population 

using the mathematical illustration of: 

n= N/ (1+N (e) 2 (for known population) where, 

n - Signifies the sample size 

N − Signifies the population under the study 

e − Signifies the margin error 

𝑆𝑜, 𝑡ℎ𝑒 𝑠𝑎𝑚𝑝𝑙𝑒 𝑠𝑖𝑧𝑒/ farmers / 𝑤𝑜𝑢𝑙𝑑 𝑏𝑒, 𝑛 =N/ (1+N (e)) 

n= 880/ (1+880(0.05)2)     

n=275 
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Based on (Taro Yamane 1967) method, the researcher put the following sample frame for each 

group 

Table 1: List of sample size of Shworobet City Aadministration vegetable 

producer kebeles 

No Name of 

Keble 

Total 

populati

on Size 

Sampl

e size 

Percent Sampling techniques 

 

Remark 

1 03 150 47 17 conveniences sampling  

2 07 250 78 28 conveniences sampling  

3 08 480 150 55 conveniences sampling  

 Total 880 275 100   

Source:  Shewarobit City administration Agricultural office report, 2020 

N.B Sample size from each Kebele) = [ (Number of farmers each Kebele / 

current farmers at Keble level) * sample size for the population)]  

3.4.  Source and Instrument of Data Collection 

 Data gathering classified into primary and secondary sources (Krishna swami, 2002). The 

researcher employed both primary and secondary sources of data collection and used 

questionnaire as one of the techniques for primary data collection. Primary data included the 

situations of the marketing system of vegetable producing farmer. It structured and unstructured 

questionnaire. Besides, secondary data on total producers and population types consulted from 

published and unpublished sources. In order to realize the target, the study used. Designed 

questionnaire as best instrument, the questions focused towards examine of vegetable market 

channel and explore various challenges during its process. According to Veal (1997), 

questionnaire is an instrument of data collection from individuals using a formally designed 

schedule of questions. The method is selected because it gives the respondent sufficient time for 

reading and understanding the questions and answer freely, and it provides wider coverage to the 

sample and also facilitates collection of a large amount of data. 
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3.5.   Data Analysis Method 

Data from questionnaires was analyzed and summarize through both descriptive and inferential 

statistics using SPSS software version 20 (Statistical Package for Social Science. Descriptive 

statistics (frequency distribution, percentile, minimum, maximum, mean and standard deviation) 

which help the researchers to examine the general choice of vegetable market channel in the 

selected kebeles The SPSS used to analyze the data obtained from primary sources. Specifically, 

descriptive statistics (mean, and, standard deviation) and inferential statistics (correlation and 

multiple liner regression analysis) used in this study. Multiple liner regression analysis was being 

applied as there are more than one independent variables affecting dependent variable. 

Therefore, for the analysis of vegetable market channel the multiple linear regression models 

were used to identify the relationship between dependent and independent variables. 

3.6. Econometrics Model Specification 

The following empirical model was used  

Y = βo + β1X1+ β2X2+ β3X3+ β4X4+β5X5+ β6X6 +e 

Where: Y= Choice of vegetable market channel (Dependent variable); 

βo =constant term 

X1 –X6 = factor affecting vegetable marketing channels choice (Independent variables) 

X1 = Quantity  

X2 = pries  

X3 = Service render  

X4 = Farm to market center distance  

X5 = Marketing agreement 

X6 =transportation cost 
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β1 - n= the regression coefficient or change included in Y by each X 

e = Error term or stochastic term or disturbance term or random term 

The researchers distribute questionnaires to the workplace and how the respondents respond to 

the questions in obtaining the true and relevant information. This study, therefore, was used 

random sampling techniques to address all study area respondents. 

3.7. Quality Control  

Test reliability and validity are two technical properties of a test that indicate the quality and 

usefulness of the test. These are the two most important features of a test. You should examine 

these features when evaluating the suitability of the test for your use. This provides a simplified 

explanation of these two complex ideas. These explanations help you to understand reliability 

and validity information reported in test manuals and reviews and uses that information to 

evaluate the suitability of a test for your use. 

3.8. Validity  

Validity is defined as the extent to which the instrument measures what it purports to measure. 

Respondents from study area would be used to pre-test the data collection that shall not part of 

the study sample. The findings of the study, lessons learnt and shall be incorporated in the 

questionnaire and used to re-design and improve the data collection instruments. 

3.9. Reliability  

Cronbach’s alpha is a coefficient of reliability. It is commonly used as a measure of the internal 

consistency or reliability of a psychometric test scores for a sample of examinees. For testing the 

reliability of the data instrument, Cronbach’s alpha is calculated to test the reliability of the 

research instrument. Data processing system was Editing was don immediately after the data has 

been collected, questionnaires were checked for completeness and accuracy. This was being the 

first stage of data processing and it involve through checking of all the questionnaires. Coding is 

the study questionnaire answers assigned codes given key themes. This was help in the process 
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and analyzing of the data. To ensure the internal consistency of the present instrument, the 

researcher used the Cronbach’s alpha coefficient. Developed by (Cronbach, 1951), the 

Cronbach’s alpha coefficient is a statistical tool that evaluates the confidentiality through the 

internal consistency of a questionnaires used in a particular analysis process. It is argued that 

Cronbach’s alpha coefficient of at least more than 7 is necessary for particular tools of analysis 

to be reliable enough.  

The Cronbach’s alpha coefficient calculated for this study is presented in the table that follows. 

According to the information in above table 2, the calculated Cronbach’s’ alpha coefficient is 

greater than the above said value for all the variables factors included in this study. Based on this 

result one can deduce that the instruments of analysis for this study are reliable enough 

Table 2 : Reliability Analysis of Variables 

Variables  Cronbach’s Alpha 

Coefficient 

Number of 

items 

Quantity of product 0.952 3 

Price  0.920 7 

Service 0.973 3 

Distance from  farm to market 0.839 3 

Market agreement 0.723 5 

Transportation cost  0.728 3 

Choice of vegetable marketing 

channel   

0.834 4 

Source: survey data 2021 

3.9.    Ethical consideration 

Based on ethical issues pointed out by the researcher shall consider the following ethical issues: 

The researcher is obtained informed consent from each research participant. This is obtained in 

writing after the participant has the opportunity to carefully consider the risks, benefits and to ask 

any pertinent question. Informed consent shall be seen as an on-going process, not a singular 
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event or a meet formality. The researcher enumerated on how privacy and confidentiality 

concerns was be approached and was also be sensitive to not only how information is protected 

from unauthorized access, but also if and how participants should be notified of any unforeseen 

findings from the research that they are not meant to know. The data collected shall be kept on a 

personal computer with a pass word only accessible by the researcher (Nancy, 2006). 
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Chapter four  

DATA PRESENTATION, ANALYSIS AND INTERPRETATION 

     4.1.  Introduction 

This chapter covers data presentation, analysis and discussion on findings under each 

presentation, aimed at achieving the research objective. In this regard, the chapter discusses the 

data analysis and interpretation. The data analysis was made with the help of Statistical Package 

for Social Science (SPSS). The demographic profile of the study sample has been described 

using descriptive statistics. Additionally, descriptive statistics were used to analyze variables. To 

test hypothesis and achieve the study objectives, different inferential statistics were employed. 

By using T-test and one-way ANOVA the mean difference between demographic profile of 

respondents and Choice of vegetable market channel were analyzed. Multiple regressions were 

also employed to test hypothesis and achieve the study objective that focuses on identifying the 

most important variables. Pearson correlation coefficient and Cronbach’s alpha were used to test 

reliability and internal consistency of the measure.  

  4.2 Response Rate 

In order to make the collected data appropriate for the analysis, all questionnaires were screened 

for completeness. All returned incomplete questionnaires were considered as errors and removed 

from the survey data. Out of the 275 distributed questionnaires, 249 were collected. During data 

editing, the collected questionnaires were checked for errors and 26 incomplete questionnaires 

were identified and discarded. So 249 (90.55%) were found to be valid and used for the final 

analysis.  

4.3. Profile of Respondents 

4.3.1. Demographic Characteristics 

This section summarizes the demographic characteristics of the samples, which includes gender, 

age of the respondent, marital status and, education level. The purpose of the demographic 
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analysis in this research is to describe the characteristics of the samples such as the number of 

respondents, proportion of males and females in the sample, range of age, and education level, so 

that the analysis could be more meaningful for readers.        

Table3. Gender of respondents 

Gender 

 Frequenc

y 

Per cent Valid 

 per cent 

Cumulative 

per cent 

Vali

d 

Male 178 71.5 71.5 71.5 

female 71 28.5 28.5 28.5 

Total 249 100.0 100.0                 100.0 

 

                                    Source: Survey Data (2021 

Table 3 shows the demographic profile of 249 respondents. In terms of gender, male respondents 

have been more numerous than female respondents (Male 71.5%, Female 29.5 %).              

Table 4 Marital status of respondents 

marital status 

 Freque

ncy 

Per cent Valid Per 

cent 

Cumulative 

Per cent 

Vali

d 

married 179 71.9 71.9 71.9 

unmarried 46 18.5 18.5 18.5 

divorced 15 6.0 6.0 6.0 

spouse 9 3.6 3.6 3.6 

Total 249 100.0 100.0                 100.0 

 

                                        Source: Survey Data (2021) 

Table 4 shows the marital status of 249 respondents. In terms of respondents, the largest number 

of the population comprises married which accounts for 71.5 % of the total respondents; 

followed by those who hold unmarred 18.5%,divorced 6% and,spose3.6% this shows that most 

of the respondents are marred .  
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Table 5: Age of Respondents 

Age 

 Frequenc

y 

per cent Valid per 

cent 

Cumulative 

per cent 

Vali

d 

from 20 - 25 16 6.4 6.4 6.4 

from 26 - 30 29 11.6 11.6 11.6 

from 31 - 35 63 25.3 25.3 25.3 

from 36 - 40 63 25.3 25.3 25.3 

from 41-45 53 21.3 21.3 21.3 

from 46-50 20 8.0 8.0 8.0 

more than 

50 

5 2.0 2.0 2.0 

Total 249 100.0 100.0                 100.0 

Table 5 shows In terms of age, the largest number of the population comprises the age between 

31 to 35 and 36 to 40 that accounts about 50.6% of respondents, the age between 41 to 45 years 

accounts 21.1%, from the age 26 to 30 of respondents accounts around 11.1% the other age 

groups of respondents are accounts around 16.3%. This shows that most of the respondents are 

lie between the age of 35 and 40.                

Table 6: Educational background of Respondents 

Educational background 

 Frequen

cy 

Per 

cent 

Valid Per 

cent 

Cumulative 

Per cent 

Vali

d 

certificate and 

below 

240 96.4 96.4 96.4 

Diploma 9 3.6 3.6 3.6 

Total 249 100.0 100.0            100.0 

                              Source: Survey Data (2021) 

As shows above in table 6 In terms of educational background, the largest number of the 

respondents 96.4% comprises the certificate and 3.6% of respondents are diploma holders. This 

shows that the educational background of most of the respondents are certificate and under.  
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4.4.  Descriptive Statistics of Variables 

 Table 7: Descriptive Statistics of Variables 

Descriptive Statistics 

 N Minimum Maximum Mean Std. 

Deviation 

Quantity Of Product 249 1.00 5.00 3.1861 1.11711 

Price 249 1.00 4.57 3.0264 .71091 

Service 249 1.00 5.00 3.3534 .95745 

Distance From Farm centre To market 249 1.00 5.00 3.3855 1.27263 

Market Agreement 249 1.00 4.60 3.0120 .72380 

Transportation Cost 249 1.00 5.00 2.9277 .86247 

Choice of vegetable marketing 

channel 

249 1.00 5.00 3.0311 .78564 

Valid N (listwise) 249     

Source: Survey data (2021) 

. Since items under each dimension are summed to in the above table 7, the mean score of all 

variables is greater than the midpoint of the scale (which is 2.5). The mean value of the in 

dependent variable Distance from farm to market center (3.3855) is the highest followed by 

Service (3.3534), quantity of Product (3.1861) Price,(3.02), Market 

Agreement(3.0120),Transportation Cost (2.9277) and dependent variable Choice of Vegetable 

marketing channel (3.0311) 

Table 8 Amount of product  

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

The amount of product supply to the 

market is enough to satisfy my customers. 

249 1 5 3.20 1.295 

The amount of products offer to the 

market is increasing year by year 

249 1 5 3.11 1.295 

The amount of product offer to the market 

satisfies the demand of the local market 

249 1 5 3.25 1.172 

Valid N (list wise) 249      3.19  

Source: Survey data (2021 
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The amount of product factor is constructed of three items which are The amount of product 

supply to the market is enough to satisfy my customers, the amount of products offer to the 

market is increasing year by year’and The amount of product offer to the market satisfies the 

demand of the local market the items below have recorded a mean value of 3.2, 3.11 and, 3.25 

respectively. This implies that the amount of the product has a chance that may not reach 

intended the customer. This indicates that the amount of the product made by producers 

increasing the amount of product year by year to satisfy the customers in the local market.The 

overall mean for this domain is found to be 3.19. The implication behind this finding is that 

respondents do not have definite answer for the issue under investigation. From the result one 

can realize that the amount of product has a limited role in influencing the choice of vegetable 

marketing channel in shawarobit town.   

Table 9 price 

Descriptive Statistics 

 N Mini

mu

m 

Max

imu

m 

Mean Std. 

Devia

tion 

I have information about the price  before to sell 

my product 

249 1 5 3.08 1.374 

The selling price of a vegetable is determined by 

the cost of production 

249 1 5 3.39 1.316 

The selling price of the product determined by 

the needs of the buyer 

249 1 5 3.51 1.198 

The selling price of the product determined by 

the demand of the market 

249 1 5 3.01 1.239 

 The selling price of the product is determined by 

the buyer and seller agreement 

249 1 5 2.14 1.266 

The selling price of products is increasing 

compared to previous years 

249 1 5 2.63 1.292 

The selling price of vegetable products is the 

same as in previous years 

249 1 5 3.40 1.205 

Valid N (listwise) 249   3.02  
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The price factor is constructed from the following items which are; ‘I have information about the 

price before to sell my product’,The selling price of a vegetable is determined by the cost of 

production, The selling price of the product determined by the needs of the buyer, The selling price 

of the product determined by the demand of the market,The selling price of the product is determined 

by the buyer and seller agreement, The selling price of products is increasing compared to previous 

years, The selling price of vegetable products is the same as in previous years. These list of 

constructed have recorded a mean value which could approximated to seven items  one item of those 

implying  The selling price of the product is determined by the buyer and seller agreement 

contributes for their level plays an important role in their choice of vegetable marketing channel. The 

overall mean of the constructs is found to be 3.02 which imply that respondents that price factor do 

not have a role on their choice of vegetable marketing channel. From this finding it is possible to 

argue that price is a matter on the choice of vegetable marketing channel in case of shawarobit town. 

Table 10 Service 

Descriptive Statistics 

 N Mini

mum 

Ma

xim

um 

Mean Std. 

Deviatio

n 

I have already received advice about the 

vegetable marketing choice channel 

249 1 5 3.29 1.265 

There is enough transportation to make my 

product accessible to customers 

249 1 5 3.03 1.365 

All buyers carry out marketing services while 

maintaining the channel 

249 1 5 3.73 1.190 

Valid N (listwise) 249      3.35  

Source: Survey data (2021) 

In the above table 10 service factor is constructed of three items which are I have already received 

advice about the vegetable marketing choice channel, There is enough transportation to make my 

product accessible to customers, and All buyers carry out marketing services while maintaining the 

channel those items below have recorded a mean value of 3.29, 3.03 and ,3.73  respectively.This 

implies that advise of service render enough transportation to make the product accessible to customers 
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and, All buyers carry out marketing services while maintaining reach intended choice of vegetable 

marketing channel.  

The overall mean for this domain is found to be 3.35. The implication behind this finding is that 

respondents do have not definite answer for the issue under investigation. From the result one can 

deduce that the service render has a role in influencing the choice of vegetable marketing channel in 

shawarobit town.   

Table 11 Distance from farm to market 

Descriptive Statistics 

 N Minim

um 

Maxi

mum 

Mean Std. 

Deviation 

The road  of the market that 

connects summer to winter 

249 1 5 3.36 1.425 

The road from the farm to the 

market centre is closed 

249 1 5 3.43 1.339 

the road from the farm to the main 

road is far 

249 1 5 3.37 1.426 

Valid N (list wise) 249   3.39  

Source: Survey data (2021) 

The descriptive statistic result presented in the above table 11 revealed that all the constructs in 

the distance domain have recorded a mean value that could be approximated to three. The 

implication behind this result might be respondents` examine the states of choice of vegetable 

marketing channel in the area under study is not limited around the average. The overall mean is 

also calculated for the whole three constructs used to measure the distance domain. The result 

presented in the table 11 revealed that the mean value for the distance from farm to market is 

3.39 which could be greater than the midpoint score. Based on this result the distance from farm 

to market centre is influence the dependent variable.  
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Table 12 Market agreement 

Descriptive Statistics 

 N Mini

mum 

Maxi

mum 

Me

an 

Std. 

Deviat

ion 

I will supply my vegetable product  according to 

a pre-agreement with customers 

249 1 5 3.10 1.391 

I enter in to market agreements with wholesalers 

to sell my product 

249 1 5 3.08 1.346 

I enter into market agreements with retailers to 

sell my product 

249 1 5 3.00 1.287 

I run the product sales through brokers 249 1 5 2.68 1.289 

I sell the product by negotiating directly with the 

consumers 

249 1 5 3.20 1.304 

Valid N (listwise) 249   3.12  

Source: Survey data (2021) 

Market agreement factor is constructed items all five items that means greater than the midpoint 

score which is 2.5. The implication is that sample respondents do not have definite answers 

regarding those subjects. The overall mean for this domain is also found to be 3.12 which can be 

influenced the dependent variable.  

Table 13 Transportation cost 

Descriptive Statistics 

 N Minim

um 

Maxi

mum 

Mea

n 

Std. 

Deviation 

To marketing my product I use my own 

transport cost 

249 1 5 3.43 1.346 

The cost of renting a transporter to 

transport the product is high 

249 1 5 2.57 1.337 

I transport  by animals to reduce the cost of 

transportation for the vehicle 

249 1 5 2.79 1.329 

Valid N (list wise) 249   2.93  

Source: Survey data (2021) 
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The transportation cost factor is constructed from three items.  From the total three items one 

item which is, to marketing my product I use my own transport cost‘, have recorded a mean 

value 3.43 that could just to three. The implication is that sample respondents have no definite 

answers regarding those subjects. The overall mean for this domain is also found to be 2.93 

which can be approximated to two and we can deduce that most of transporters   may not have 

assessable towards the choice of vegetable marketing channel. Vegetable producers may not be 

provided with adequate transportation to do their transport the product effectively.  

Table 14 choice of vegetable marketing channel 

Descriptive Statistics 

 N Minim

um 

Maximum Mean Std. 

Deviation 

I supply my product to 

wholesalers 

249 1 5 2.88 1.403 

I supply my   product  to 

retailers 

249 1 5 3.12 1.281 

I supply the  produce through 

brokers 

249 1 5 2.85 1.386 

I deliver the product directly 

to consumers 

249 1 5 3.27 1.334 

Valid N (list wise) 249   3.03  

Source: Survey data (2021) 

The choice of vegetable marketing channel factor is constructed from four items.  From the total 

four items one item which is, I deliver the product directly to consumers‘, have recorded a mean 

value 3.27 that could just to four. The implication is that sample respondents have no definite 

answers regarding those subjects. 

Table 15: Measure of Internal Consistency- Cronbach's alpha for all variables 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.754 7 
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Table 16: Measure of Internal Consistency- Cronbach's alpha 

Item-Total Statistics 

 Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Quantity Of Product 18.7362 12.658 .427 .733 

Price 18.8959 13.471 .636 .695 

Service 18.5689 12.843 .515 .709 

Distance From Farm center 

To market 

18.5368 12.803 .316 .773 

Market Agreement 18.9103 13.686 .576 .705 

Transportation Cost 18.9946 13.422 .495 .714 

Choice of vegetable 

marketing channel 

18.8912 13.775 .498 .716 

Source: survey Data (2021) 

Table 17: Measure of Internal Consistency Cronbach's alpha for all questionnaires item 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.841 28 

                                                         Source: survey Data (2021) 

4.5. Measurement of Reliability 

In survey based research it is important to validate the scales used for reliability and validity. 

Reliability refers to the extent to which the items measure accurately and consistently what they 

intend to measure. The instrument for this study contains 32 items that are in a Likert scale type. 
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The overall reliability of the instruments is measured using cronbach’s Alpha. Cronbach's alpha 

is a coefficient (a number between 0 and 1) that is used to rate the internal consistency 

(homogeneity) or the correlation of the items in a test. A good test is one that assesses different 

aspects of the trait being studied. Cronbach's alpha would generally increase as the inter 

correlations among test items increase, and is thus known as an internal consistency estimate of 

reliability of test scores. Because inter correlations among test items are maximized when all 

items measure the same construct, Cronbach's alpha is widely believed to indirectly indicate the 

degree to which a set of items measures a single construct (Gleam & Rosemary , 2003). George 

and Mallery (2003) provide the following rules of thumb: � > .9 excellent, > .8 Good, > .7 

Acceptable, > .6 Questionable, > .5 Poor, and < .5 Unacceptable p.231 (as cited in Gleam & 

Rosemary, 2003). If correlations between items are too low, it is likely that they are measuring 

different traits and therefore should not all be included in a test that is supposed to measure one 

trait. Accordingly to the information in the above table 15 and table 16 illustrate the reliability of 

the independent and dependent variables. Based on the results presented in these tables, it can be 

concluded that all the scales used in the study were reliable. Thus, they can be used to measure 

the variables under study. A cronbach’s alpha of 0.754 is obtained which is well what is 

considered acceptable by scholars which are 70% (Gleam & Rosemary, 2003). The cronbach’s 

alpha for all the items are also 75.4 %. 
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Table 18: Correlation between independent and dependent variables 

Correlations 

 Quantity 

Of 

Product 

Price Service Distance 

From 

Farm 

centre To 

market 

Mark

et 

Agree

ment 

Trans

porta

tion 

Cost 

Choice of 

vegetable 

marketin

g channel 

Quantity of Product 1 .383** .360** .231** .271** .305** .299** 

Price .383** 1 .391** .277** .350** .316** .194** 

Service .360** .391** 1 .256** .412** .335** .303** 

Distance from farm 

center To market 

.231** .277** .256** 1 .263** .188** .177** 

Market agreement .271** .350** .412** .263** 1 .355** .715** 

Transportation Cost .305** .316** .335** .188** .355** 1 .441** 

Choice of vegetable 

marketing channel 

.299** .194** .303** .177** .715** .441** 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

4.6. Correlation Analysis 

The study employed correlation analysis, which investigates the strength of relationships 

between the studied variables. Pearson correlation analysis was used to provide evidence of 

convergent validity. Correlations are perhaps the most basic and most useful measure of 

association between two or more variables (Marczyk, Dematteo and Festinger, 2005). General 

guidelines correlations of .10 to .30 are considered small, correlations of .30 to .70 are 

considered moderate correlations of .70 to .90 are considered large, and correlations of .90 to 

1.00 are considered very large. In order to know the effect of each independent variable on 

choice of vegetable market channel, relationship between all variables was determined through 

correlation analysis before proceeding to regression analysis. As per table 18 the coefficients 

show that three of the independent variables affecting the dependent variable (choice of 

vegetable market channel) within the range between 0.177 to 0.299 ,all of the variables are 
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significant at P<0.01 level. On the other hand, service render (r=0.303) and transportation cost 

(0.441) have moderate correlation however market agreement (r=0.715) found to have strong 

correlation with choice of vegetable marketing channel. A further look into each variable, it is 

indicated that the three independent variables i.e. service render (r=0.303), Transportation cost 

(r=0.441), and market agreement (r=0.715) are important determinants of choice of vegetable 

marketing channel.  

4.7. Assumptions for Testing Regression Analysis 

Before proceeding to regression analysis, the basic parametric statistical test assumptions of 

normality, linearity and multicollinearity tests are undertaken and the below result is obtained. 

4.7.1. Linearity Test                       

In this graphical approach for linearity check the relationship between the independent variables 

and the dependent variable is linear when the two lines on the graph sheet are similar or the 

scatter points are scattered along the thin line. As it can clearly see from the figure, the graph 

portrayed the aforementioned characteristics thus implying a linear relationship between on 

choice of vegetable marketing channel and its covariates. As a result, it can be deduced that the 

model is free from non-linearity and non-linearity issue is not a concern for this study. 
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Figure 3 Graphical Approaches: 

                                                                                       

Source: Own Survey, computed in SPSS, 2021 

4.7.2. Normality Test 

Graphical Approach: The normality test is conducted using the kernel density normal 

distribution test. The procedure to conduct this test is first to undertake a linear regression of the 

dependent variables on the independent variables from which a residual is predicted. Then we 

represented a graph for the predicted error term or remaining. The final step is to check if the 

drawn histogram of the residual resembles a normal distribution shape. The kernel density 

histogram for the residual or the error term is depicted in the figure that follows. As we can see 

in the figure below 4 the graph roughly resembles a normal distribution shape as expected. From 

this result one can realize that a non-normality of the error term is not a problem in this study. 
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Figure 4: Histogram                        

 
Source: Own Survey, computed in SPSS, 2021 

Table 19: Normality Test 

Descriptive Statistics 

 N Skewness Kurtosis 

Statistic Statistic Std. Error Statistic Std. Error 

Quantity Of Product 249 -.313 .154 -.995 .307 

Price 249 -.255 .154 -.727 .307 

Service 249 -.338 .154 -.156 .307 

Distance From Farm center To market 249 -.593 .154 -.974 .307 

Market Agreement 249 -.427 .154 .231 .307 

Transportation Cost 249 .049 .154 -.550 .307 

Choice of vegetable marketing 

channel 

249 -.163 .154 .044 .307 

Valid N (listwise) 249     

Source: Survey data (2021) 
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Statistical Approach: According to Saunders (2009), normality test is used to determine 

whether the data sets are normally distributed or not. In this study, normality test has been tested 

by using Skewness and kurtosis. Skewness is a measure on the asymmetry of a distribution. 

Whereas, kurtosis measures the extent to which observations cluster around a central point. The 

acceptable range for normality for both statistics is between (-1.0 and +1.0). As depicted in the 

above table 19, all variables are within the acceptable range for normality (-1.0 to + 1.0). The 

kurtosis statistics for all independent variables are within the suggested range of normality (-1.0 

to + 1.0) 

   Normally Distributed errors  

The normal probability plot also shows up deviations from normality. The straight line in this 

plot represents a normal distribution, and the points represent the observed residuals. Therefore, 

in a perfectly normally distributed data set, all points lie on the line (Field, 2009). Likewise, as 

we seen in the below figure 5, the dots are closely plotted to the straight line, which indicate a 

small or no deviation from normality and there are no extreme cases observed. Therefore, the 

assumption of simple linear regression has been met and it can possibly be assume that the model 

is accurate and can probably generalize to the population. 

          Figure 5 scatter plot 
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Table 20: Multicollinearity Test 

Coefficients a 

Model 

 

Collinearity Statistics 

Tolerance VIF 

1 

 

Quantity Of Product .672 1.488 

Price .521 1.920 

Service .697 1.436 

Distance From Farm centre To 

market 

.880 1.136 

Market Agreement .738 1.356 

Transportation Cost .761 1.314 

a Dependent Variable: Choice of vegetable marketing channel 

4.7.3. Multicollinearity Test 

The last but not the least assumption that needs to be satisfied for a regression result to be 

healthy enough is the assumption of no perfect multicollinearity problem. To investigate for the 

existence of perfect multicollinearity problem among explanatory variables the variance inflation 

factor (VIF) test is used. As a rule of thumb, it is argued that a VIF of ten and above is said to 

reflect the problem of prefect multicollinearity. The VIF test result presented in the table that 

follows revealed that the VIF value for the entire factor is lower than ten. From this finding one 

can realize that perfect multicollinearity problem is not a concern for this study. That is, there is 

no perfect multicollinearity problem among factor in the linear regression model 

4.8. Regression Analysis 

Linear regression analysis is used to measure the statistical significance of the effect of each 

individual independent variable on the dependent variable through F and P value. This 

measurement is made by inferring the value of R2 to explain the magnitude of the effect of the 

independent variable on the dependent variable. Here below shown and explained are the linear 

regression of various independent variables and dependent variable 
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Table 21: Regressions Analysis 

Coefficients a 

Model Unstandardized Coefficients Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) .555 .179  3.102 .002 

Quantity Of Product .083 .033 .118 2.478 .014 

Price -.143 .051 -.140 -2.833 .005 

Service -.025 .041 -.030 -.609 .543 

Distance From Farm 

center To market 

-.014 .028 -.023 -.512 .609 

Market Agreement .727 .053 .670 13.720 .000 

Transportation Cost .206 .043 .226 4.794 .000 

a. Dependent Variable: Choice of vegetable marketing channel 

 Source: Own Survey, computed in SPSS, 2021 

The regression result  is presented in the above table 21. As it is shown in the table among the six 

explanatory variables included in the model four variables are found to have a statistically 

significant relationship with the dependent variables. Detailed discussion on the subject is given 

below. To start with, the quantity of product factor is found to have a positive influence on  

choice of vegetable marketing channel. The result is also found statistically significant at five 

Persent level of significance. This implies that an improvement in the quantity of product  factor 

would significantly enhance choice of vegetable marketing channel . The increment of quantity 

of product by one unit increases the choice of vegetable marketing channel  by 8.30 %.  Price 

factor is also among the independent variable that is found to have a statistically significant 

influence in the dependent variable choice of vegetable marketing channel. As it is clearly 

presented in the table 21, the effect of price factor on the choice of vegetable marketing channel  

is significant at one Persent level of significance. That is, an effort to enhance the price factor 

would result a significant improvement in choice of vegetable marketing channel in Shewarobit 

town. The increments in the level of price Practice of Shewarobit town on  choice of vegetable 

marketing channel  would decrease by 14.3 % other variables keep constant.Market agreement is 

also argued to be the most important factor influencing on the choice of vegetable marketing 

channel. Taking into consideration this argument the current study has tried to find out if market 



 Page 50 

 

agreement matters in choice of vegetable marketing channel.The classical linear regression result 

presented in the table 21 revealed that the relationship between market agreement factor and 

choice of vegetable marketing channel is found to significant at one Persent level of 

significance.Other things remaining the same, a one Persent change in marketing agreement 

imply enhance of choice of vegetable marketing channel by 72.7 %. The implication behind this 

result is that any measure to improve the marketing agreement in Shawarobit town.  

Last but not least is the transportation cost factor. The regression result presented in the table 21 

indicate that the transportation  cost factor is among the variable that are found to have a positive 

effect on choice of vegetable marketing channel. The effect is also found to be statistically 

significant at one Persent which implies that appropriate transportation cost measures would 

significantly improves choice of vegetable marketing channel . Other things remaining the same, 

a one Persent change in transportation cost imply an increase of choice of vegetable marketing 

channel by 20.60%. Furthermore, service render and distance from farm to market center factors 

are statistically insignificant (Sig.>0.05).From the  table 21 we can easily compare the relative 

contribution of each of the different variables by taking the beta value or the standardized 

coefficients. The higher the beta value, the strongest its contribution becomes. Accordingly, 

market agreement (β=0.670) makes the strongest unique contribution to explaining the 

dependent variable. Thus we can conclude that a change in market agreement factor has a greater 

relative effect (67%) on choice of vegetable marketing channel  than the succeeding factors. 

Next transportation cost factors (β =0.226), then quantity of product and price are contributors to 

explaining the dependent variable with beta values of 0.118 and -0.140 respectively in 

Shewarobit town. They four are statistically significant.  
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Table 22 .Model Summary 

Model Summary b 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .758
a
 .574 .563 .51919 

a. Predictors: (Constant), Transportation Cost, Distance From Farm center To market, 

Quantity Of Product, Market Agreement, Price, Service 

b. Dependent Variable: Choice of vegetable marketing channel 

 

On the other hand, the R-squared value of 0.574 for the regression result presented above table 

22 indicate the combination of all covariates which are; quantity of product, price, service, 

distance from farm to market center, market agreement and transportation cost factors explained 

57.4 percent of the variation in choice of vegetable marketing channel in Shewarobit town but 

leaving a balance of 42.6 percent being explained by other variables not in the study. Since as we 

show table 23 the regression result also produced a very significant F-statistics=54.308 which is 

greater than 1 and p<0.01 which implies that the combined effect of the all covariates included in 

the model is statistically significant. Thus, the null hypotheses are rejected. 

Table 23: Regression ANOVA  

ANOVA a 

Model Sum of 

Squares 

df Mean Square F Sig. 

1 Regression 87.837 6 14.640 54.308 .000
b
 

Residual 65.234 242 .270   

Total 153.071 248    

a. Dependent Variable: Choice of vegetable marketing channel 

b. Predictors: (Constant), Transportation Cost, Distance From Farm center To market, Quantity Of Product, 

Market Agreement, Price, Service 

        Source: Survey Data (2021) 
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4.6.3.2. REGRESSION MATHEMATICAL MODEL  

The equation of multiple regression on this study is usually built on around two sets of variables, 

namely dependent variable (choice of vegetable marketing channel ) and independent variables ( 

Transportation Cost, Distance From Farm centre to market, Quantity Of Product, Market 

Agreement, Price, Service ).The basic objective of using regression equation on this study is to 

make the researcher more effective at describing, understanding, predicting, and controlling the 

stated variables. 

 Table 24 Variable of The Study 

 Choice of vegetable market channel = f (X1, X2, X3, X4, X5 and X6  ) 

Y= βo+β1X1+β2X2+β3x3+β4X4+β5X5+β6X6+ e Where: Y= Choice of vegetable market 

channel (dependent variable) X1 = Quantity X2 = pries X3 = Service X4 = Farm to market center 

distance X5 = Marketing agreement X6 =transportation cost (independent variables) β1- n= the 

regression coefficient or change included in Y by each X and e = Error term or stochastic term or 

disturbance term or random term Mathematically, Yi = βo + β1X1 + β2 X2+ β3 X3+ β4X4+ β5 

X5+ β6 X6  + e Where Y is the dependent variable choice of vegetable market channel X1, X2, 

X3, X4, X5and  X6  are the independent βo is the intercept term- it gives the mean or average 

effect on Y of all the variables excepted from the equation, even though its mechanical 

interpretation is the average value of Y when the stated independent variables are set equal to 

Independent Variables            Dependent Variable 

quantity of product   

 Distance from farm to market   

 Market agreement 

Transportation cost 

Statistically   

Significant 

choice of vegetable 

marketing channel 

   

   

Source: author computation based on survey data, 2021 
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zero. Β1, β2, β3, β4, β5and  β6  refer to the coefficient of their respective independent variables 

which measures the change in the mean value of Y, per unit change in their respective 

independent variables. Therefore, based on the result in the regression coefficient the above table 

24 and accordingly to the above general mathematical equation the estimated regression model 

of this study presented below: 𝑌 = 𝛽𝑜 + 𝛽1X1 + 𝛽2X2 + 𝛽3X3 + 𝛽4X4 + 𝛽5X5 + 𝛽6X6 + 𝑒 

(Adopted from journal of Lydian W. Wambugu, 2014) 

 Figure: 6  Multiple Regressions Mathematical Equation 

 

Source: author computation based on survey data, 2021 

7. HYPOTHESIS TESTING 

 Hypothesis: 1 

 H0: There is no statistically significant relationship between quantity of product and choice of 

vegetable marketing cannel. 

 Hl: There is statistically significant relationship between quantity of product and choice of 

vegetable marketing cannel.  

 The result on the above table 25 shows that the existing quantity of product practice of the Shoa 

Rob it town is (Coef.= 0.083, t-value= 2.478, sign.= 0.014, 0.014< 0.05). This implies there is 

positive relationship between quantity of product and choice of vegetable marketing cannel in 

the Shawarobit town and area. It is statistically significant. So, the null hypothesis is rejected. 

Hypothesis: 2 

 H0: There is no statically significant relationship between price and choice of vegetable 

marketing cannel. 

 H1: There is a statically significant relationship between price and choice of vegetable 

marketing cannel. 

Choice of vegetable market channel=0.555+0.83quantity of product-0.143price-0.25 service render-

0.014 distance from farm to market center+0.727 market ageerement+0.206 transportation cost 
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  As indicated in the above table 25 the price factor in Shoarobitown is (Coef. = -0.143, t- value= 

-2.833, sign. = 0.005, 0.005 < 0.01). This implies there is positive relationship between price 

facts. It is statistically significant. So, the null hypothesis is rejected 

Hypothesis: 3  

 H0: There is no significant relationship between service render factor and choice of vegetable 

marketing cannel. 

 H1: There is a statically significant relationship between service render factor and choice of 

vegetable marketing cannel. 

 From the above table XX it can be seen that service render is (Coef.= -0.25, t- value= -0.609, 

sign. = 0.543, 0.543> 0.01).  This indicates there is no   relationship between service render 

factor and choice of vegetable marketing cannel in Shewarobit town.  It is statistically 

insignificant and as a result the null hypothesis is accepted. 

 Hypothesis: 4 

 H0: There is no statically significant relationship between the distance from farm to market 

center and choice of vegetable marketing cannel. 

 H1: There is a statically insignificant relationship between the distance from farm to market 

center and choice of vegetable marketing cannel. 

 The table 25 it can indicate that the distance from farm to market center is (Coef. =- 0.014, t- 

value= -0.512, sign. = 0.609, 0.609 > 0.01). This implies there is no positive relationship 

between distance from farm to market center and choice of vegetable marketing cannel. It is 

statistically insignificant. So, the null hypothesis is accepted. 

 Hypothesis: 5 

Ho: There is no statistically significant relationship between market agreement and Choice of 

vegetable market channel. 
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H1: There is statistically significant relationship between market agreement and Choice of 

vegetable market channel. 

  As indicated in the table the price factor in Shawarobit town is (Coef. = 0.727, t- value= 13.720, 

sign. = 0.000, 0.000 < 0.01). This implies there is positive relationship between market 

agreement Factor and choice of vegetable marketing cannel in the Shawarobit town.It is 

statistically significant. So, the null hypothesis is rejected. 

 Hypothesis: 6 

Ho: There is no statistically significant relationship between transport cost and Choice of 

vegetable market channel. 

H1: There is statistically significant relationship between transport cost and Choice of vegetable 

market channel. 

  As indicated in the above table XX the transportation cost factor in Shawarobit town is (Coef. = 

0.206, t- value= 4.794, sign. = 0.000, 0.000 < 0.01). This implies there is positive relationship 

between the transportation cost factor and choice of vegetable marketing cannel. It is statistically 

significant. So, the null hypothesis is rejected 
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 Table 25: Summary of hypothesis testing 

№                      Hypothesis Decision Remark 

1 H0: There is no statistically significant 

relationship between quantity of product and 

choice of vegetable marketing cannel. 

Reject 𝐻0 Significant at 5% level 

of significance 

2 H0: There is no statically significant relationship 

between price factor and choice of vegetable 

marketing cannel. 

Reject 𝐻0 Significant at 1% level 

of significance 

3 H0: There is no significant relationship between 

service render factor and choice of vegetable 

marketing cannel. 

Accepted 𝐻0 insignificant above 5% 

level of significance 

4 : There is no statically significant relationship 

between the distance from farm to market center 

and choice of vegetable marketing cannel. 

Accepted 𝐻0 insignificant above 5% 

level of significance 

5  There is no statistically   significant relationship 

between market agreement and Choice of 

vegetable market channel 

Reject 𝐻0 Significant at 1% level 

of significance 

6 There is no statistically significant relationship 

between transport cost and Choice of vegetable 

market channel. 

Reject 𝐻0 Significant at 1% level 

of significance 

         Source: Survey Data (2021) 

4.9.  Discussion of the Results 

The study was designed and carried out to find out factor that affecting the choice of vegetable 

marketing channel in the case of Shewarobit city and this paper has particularly tried to see six 

variables that affect choice of vegetable marketing channel. 
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 Therefor the findings of the research, four variables were found to significantly affect the choice 

of vegetable marketing channel. These are quantity of product, price, market agreement and 

transportation cost. The effect of quantity of product, price, market agreement and transportation 

cost is found to be more important. The study also resulted that the other two factors (service, 

and distance from farm to market center) have no significant impact on choice of vegetable 

marketing channel. The regression analysis of the existing study also showed that there are other 

factors other than the ones found to be significant by this study. This is because the adjusted R-

square comes out to be 57.4 % suggesting that the rest 42.6 % choice of vegetable marketing 

channel is affected by other factors. This is true that there is no other researches on the area have 

come up with many other factors that affect choice of vegetable marketing channel. The 

hypotheses raised at the beginning of the study were also addressed in the analysis. Four of the 

hypotheses were Rejected (quantity of product, price, market agreement and, transportation cost) 

and two of the hypotheses are accepted service render and distance from farm to market center. 

The result has similarity with the below empirical research’s which were mentioned chapter 2. 

 A study which was conducted by Apandi F H, Saili A R, Julaihi N H, Abd Aziz A S, and Saili J 

With the title that Factor Influencing the Choice of Pineapple Marketing Channel in Samarahan, 

Sarawak Malaysia states that only four independent variables which are quantity of product, 

price, service and distance were discussed in details based on analysis result, The findings found 

that quantity of product, price, service And distance from farm to selling center have positive and 

significant relationship with the dependent variable factors influencing the choice of pineapple 

marketing channel. Followed in this study two additional variables are added that is market 

agreement and transportation cost and discussed in details based on analyses result. The finding 

found that market agreement and transportation cost have positive and significant relationship 

with dependent variable choice of vegetable market channel. 
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CHAPTER FIVE 

5. SUMMERY, CONCLUSION AND RECOMMENDATION 

The main objective of this study was to examine factors affecting the choices of vegetables 

marketing channels in reference of Shewarobit city administration. The specific objectives were to 

 Examine the status of choice of vegetable marketing channel related factors in 

Shewarobit town.  

 study the correlation between the selected factors and choice of vegetable market  

channel in Shawarobit town 

 measure the extent of influence of factors on vegetable market channel of choice in 

Shawarobit Town  

 evaluate market channel profitability and sales efficiency  by Shewrobeit Town 

 Rank/prioritize factors based on the degree of influence on choice of vegetable market 

channel in Shewarobit Town. 

In achieving the objective, data were collected using questionnaire, analysed used descriptive and 

inferential statistics, and the major findings were summarized next. 

5.1  Summary of Major Findings 

 The finding showed that among the variables, transportation cost has the lowest mean 

(M=2.93) compared with the other variables that have mean of greater than three. 

 It was found that the amount of the product factor has a role on the choice of vegetable 

marketing channel. 

 It was also found that the price factor has a role on the choice of vegetable marketing 

channel. 

 The service factor was found a key to make the product accessible to customers, and all 

buyers carry out marketing services while maintaining reach intended choice of vegetable 

marketing channel.  
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 It was found that all the constructs in the distance domain have recorded a mean value 

that could be approximated to three. The implication behind this result might be 

respondents` examine the states of choice of vegetable marketing channel in the area. 

 The finding from correlation analysis showed that three variables affecting choice of 

vegetable market channel within the range of 0.177 to 0.299. Also, it was found that all of 

the variables are significant at P<0.01 level. On the other hand, service (r=0.303) and 

transportation cost (0.441) have moderate correlation.  However, market agreement 

(r=0.715) was found to have strong correlation with choice of vegetable marketing 

channel. 

 Regarding the relationship between the independent variables, it was found that each of 

the independent variables are significantly correlated with each other at a significance 

level of p<0.05. 

 The finding indicated that the beta coefficient of the four independent variables (quantity 

of product, price, market agreement and transportation costs) has significant effect on the 

dependent variable on the other hand that the two variables (service render and distance 

from farm to market centre) have no significant effect on the dependent variable (choice 

of vegetable marketing channel). 

 It was found that there was significant relationship between the dependent variables 

(choice of vegetable marketing channel) as the regression standardized coefficients for 

the four independent variables, i.e. quantity of product, price, market agreement and 

transportation cost are 0.118, 0.140, 0.670 and 0.226 respectively, and their significance 

levels are 0.014, 0.005,  0.00, and 0.00 respectively.  

 Generally, from the regression analysis, it’s observed that four factors (quantity of 

product, price, market agreement and transportation cost) out of the six studied 

independent variables significantly affect the choice of vegetable market channel in 

Shewarobit city Administration. When put in the order of significance from high to low, 
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market agreement, transportation cost, price and quantity of product affect the choice of 

vegetable market channel in Shewarobit city Administration. 

5.2 . Conclusion 

Based on the findings of the study, one can conclude that the choice of vegetable  marketing 

channel is affected by the four independent variables (quantity of product, price, market 

agreement, and transportation cost) whereas, service render and distance from farm to market 

center do not affect the choice of vegetable marketing channel at Shewarobit City 

Administration. 

5.3 . Recommendations 

Based on the findings of the study and conclusions made, the student researcher came up with 

some important recommendations that can be used to maintain Shawarobit City Administration 

choice of vegetable marketing channel. The following possible recommendations are drawn: 

 Producing the vegetables in quality and in quantity, the producers should sell to the 

wholesalers directly with established market agreement rather than to sell for retailers, 

brokers and final consumers so that this marketing channel will save the precious time of 

the producers and protect them from illegal brokers and traders. The City Administration 

Trade Office should control illegal traders and illegal brokers and should manage the 

effectiveness and practicality of the market agreement between the producers and traders. 

 The producers should produce their vegetables considering the vegetable market seasons 

like during fasting time and before the holidays.  

 As the education background of the producers is lower level, the agricultural 

development agents have to support, advice, and follow up the producers beginning land 

preparation to selling so that they can be profitable. 
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 The Shewarobit City Administration and the main stakeholders (agricultural, cooperative 

and trade offices  experts  should give long and short term skill training for vegetable 

producers to make them effective in choice of marketing channel.  

 .The North Shoa Agricultural, Cooperative and Trade Departments should facilitate 

vegetable stores at Shewarobit City Administration when there is no demand for 

vegetable market. 

5.4  Suggestion for Further Studies 

Additional research could be conducted to study the effect of quantity of product, price, market 

agreement and choice of market channel by considering other agricultural fields and by using 

different variables. Expanding the current study to a larger sample size or geographical area may 

also turn the result to reflect the actual considerations of choice of market channel. In addition to 

this, this study is conducted from the producer’s perspective; the findings will be comprehensive 

if it is studied from traders’ and final consumer’s perspectives. 
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APPENDIX 

Annex: 1 English Questioners 

Debre Berhan University College of Business and Economics Department of Marketing Management 

Master's Degree Program 

Topic: factor affecting the choice of vegetable marketing channel Shewarobit town administration in 

the North Shoa Zone of Amhara Region. 

Dear Respondents: 

I am a Master's Degree in Marketing Management from Debre Berhan University. We sincerely 

farmer, traders and consumers in vegetable produced Kebele of Shewarobit town Administration to 

answer the following questions as it is to investigate or study issues that affect the choice of  

vegetable marketing channel in  the trading system and to recommend solutions. Please respond by  

Use this symbol (√) and sin in the box.  

                                           Thank you for your collaboration!!! 

Phone nuber-0913281574                                                  Zebene   Mandefro  

email-zebeneenter12@gmail.com                                        Marketing Management       

                                                                                                Master’s degree    

A. Demographic raw Data;  

You are answered by placing a tick (√) mark with in the box and write the answer on the space 

provide. 

No need to write a personal name; 

1.  Gender:  Male,   □   Female □  

2. Marital Status: Married, Unmarried □, Divorced □, Spouse □ 

3. Ages 20-25 □, 26-30 □, 31-35 □, 36-40 □, 41-45 □, 46-50 □, 50 + □ 



B 

 

 

4. Education: Certificate and below �, diploma �, bachelor's degree �, master's degree �, master's 

degree  

B. The aim of research 

How much do you agree with the following statements or ideas? In each case, please check the box 

with one statement for each statement. 

Notice; 1 (S.A) - Strongly agree, 2 (A) - agree, 3 (N) –neutral, 4 (DA)-Disagree, 5 (S.DA) - Strongly 

Disagree Use this "√" symbol to answer ፡ 

No Questioners 
 

1 2 3 4 5 

S.A A N DA S.DA 

1 Quantity of product      

1 .1 The amount of product supply to the market is enough to satisfy my customers.      

1.2 The amount of products offer to the market is increasing year by year      

1.3 The amount of product offer to the market satisfies the demand of the local market      

2 Price      

2.1  I have information about the price  before to sell my product      

2.2  The selling price of a vegetable is determined by the cost of production      

2.3 The selling price of the product determined by the needs of the buyer      

2.4 The selling price of the product determined by the demand of the market       

2.5 
The selling price of the product is determined by the buyer and seller 

agreement 

     

2.6 The selling price of products is increasing compared to previous years      

2.7 The selling price of vegetable products is the same as in previous years      

3 Service       

3.1  I have already received advice about the vegetable marketing choice channel      

3.2 There is enough transportation to make my product accessible to customers      

3.3 All buyers carry out marketing services while maintaining the channel      

4 Distance from farm to market center      

4.1  The road  of the market that connects summer to winter       

4.2 The road from the farm to the market center is closed      

4.3 The road from the farm to the main road is far 
     



C 

 

5 Market agreement. 
     

5.1 I will supply my product  according to a pre-agreement with customers       

5.2 I enter in to market agreements with wholesalers to sell my product      

5.3 I enter into market agreements with retailers to sell my product      

5.4 I run the product sales through brokers      

5.5 I sell the product by negotiating directly with the consumers      

6 Transportation costs.      

6.1 To marketing my product I use my own transport cost      

6.2 The cost of renting a transporter to transport the product is high      

6.3 I transport  by animals to reduce the cost of transportation for the vehicle      

7 Choice of vegetable marketing channel      

7.1 I supply my product to wholesalers      

7.2 I supply my   product  to retailers      

7.3 I supply the  produce through brokers      

7.4 I deliver the product directly to consumers      

                                                  Thank you so much for your response 
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   አባሪ   የአማርኛ መጠይቆች 

የደብረብርሃን ዩንቨርስቲ የንግድ አስተዳደርና ምጣኔ ሀብት የገበያ አስተዳደር ትምህርት ክፍል  ማስተርስ ዲግሪ 

ፕሮግራም 

ርዕስ፤ በአማራ ክልል በሰሜን ሸዋ ዞን  በሸዋሮቢት ከተማ አሰተዳደር በአትክልት ግብይት ሰንሰለት ምርጫ ላይ 

ተፅእኖ የሚያደርጉ ጉዳዮች፡፡ 

ውድ ምላሽ ሰጪዎች፤ 

እኔ በደብረብርሃን ዩኒቨርስቲ በገበያ አስተዳደር ትምህርት ክፍል የማስተርስ(ሁለተኛ) ዲግሪ የምማር ተማሪነኝ፡፡የጥናቱ 

ዓላማ ሙሉ በሙሉ አካዳሚክ  በመሆኑ እርስዎ የሚሰጡት መረጃ በከፍተኛ ምስጢራዊነት ይያዛል። በሸዋሮቢትበ ከተማ 

አስተዳደር ባሉ ቀበሌዎች አትክልት አምራች አርሶ አደሮች ነጋዴዎች ተጠቃሚዎች በግብይት ስረአቱ ቻናል ምርጫ ላይ 

ተጽእኖ በሚያሳድሩ ጉዳዮችን  ለመመርመር ወይም ለማጥናትና የመፍትሔ ሀሳቦችን ለመስጠት ስለሆነ የሚከተሉትን 

ጥያቄዎች እንዲመልሱ  በቅን መንፈስ እንጠይቃለን፡፡ እባክዎ በዚህ ጉዳይ ላይ ያለዎትን አስተያየት የሚወክል መልስ 

በክፍት ቦታው በመጻፍ ወይም በሳጥኑ ውስጥ ራይት ምልክት በማድረግ ይመልሱ፡፡ስለትብብርዎ በጣም እናመሰግናለን። 

 

ስልክ-0913281574              

ኢሜል-zebeneenter12@gmail.com                                                         ዘበነ ማንደፍሮ  

                                                                                                                              የገበያ አስተዳደር                                                                       

                                                                                        ሁለተኛ ዲግሪ ተማሪ 

ሀ. ጥሬመረጃ 

ይህን ምልክት(√) በመጠቀም በሣጥኑ ውስጥ የራይት ምልክት በማድረግ እና በክፍት ቦታው ላይ በመጻፍ  ይመልሱ፡፡ 

የግል ስም መጻፍ አያስፈልግም፤ 

1. ጾታ- ወንድ □  ፣ ሴት □ 

2. የጋብቻ ሁኔታ- ያገባ(ች)□ ፣ያላገባ(ች)□፣ ፈት□፣የትዳር ጓደኛ የሞተበት(ባታ) □ 

3.   ዕድሜ 20-25 □፣ 26-30 □፣31-35 □፣ 36-40 □፣ 41-45 □፣ 46-50 □፣ 50+□ 

4.  የትምህርትሁኔታ:-የምስክርወረቀትእናከዚህበታች□፣ዲፕሎማ□የመጀመሪያድግሪ□፣ሁለተኝዲግሪ□ ፣ 

ሶስተኛዲግሪ□ 

ለ. የጥናትምክንያቶች 

በሚቀጥሉት መግለጫዎች ወይም ሀሳቦች ምን ያህል ይስማማሉ? በእያንዳንዱ ጉዳይ ላይ እባክዎን ከእያንዳንዱ 

መግለጫ ጋር አንድ ሳጥን ላይ ብቻ ምልክት ያድርጉ፡፡ከ1 እስከ 5  መለኪያ የሚከተለው ትርጉም አለው፡፡ 
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መግለጫ፤1(በ.እስ)-በጥብቅእስማማለሁ፣2(እስ)-እስማማለሁ፣3(አላ)-
አለውቀውም፣4(አል)አልስማማም፣5(በ.አል)- በጥብቅ አልማማም መልስ ለመስጠት ይህንን “√” ምልክት 
ይጠቀሙ፡፡ 

                             ለምላሸዎ ከልብ  አመሰግናለሁ!!!. 

 

ተ.ቁ መጠይቆች 
 

1 2 3 4 5 
በ.እስ እስ አላ አል በ.አል 

1 የምርት መጠን      
1 .1  ወደገበያ የማቀርበው የምርት መጠን ደንበኞችን ለማረካት በቂ ነው፡፡      
1.2 ለገበያ የማቀርበው ምርት መጠን ከአመት አመት እየጨመረ ነው      
1.3 ለገበያ የማቀርበዉ የምርት መጠን የአካባቢዉን ገበያ ፍልጎት አርክቷል      
2 ዋጋ      
2.1  የአመረትኩትን ምርት ከመሸጤ በፊትስለሚሸጥበት ዋጋ መረጃ አለኝ      
2.2 የመሸጫ ዋጋ የሚወሰነው በወጣው ወጪተመስርቶ ነው      
2.3 የመሸጫ ዋጋ የሚወሰነው በገዥዉ ፍላጎት ተመስርቶ ነው        
2.4 የምርቱ መሸጫ ዋጋ የሚወሰነው ገበያ ላይ ባለው  የምርት ፍላጎት ነው      
2.5 የምርቱ የመሸጫ ዋጋ የሚወሰነው በገዥና ሻጭ ስምምነት ነው      
2.6 የአትክልት ምርቱ የመሸጫ ዋጋ ከበለፉት አመታት ጋር ሲነጻጸር እየጨመረ ነው      
2.7  የአትክልት ምርቱ የመሸጫ ዋጋ ከበለፉት አመታት ጋር ሲነጻጸር ተመሳሳይ ነው      
3 አገልግሎት      
3.1  ስለ አትክልት ግብይት  ምርጫ ቻናል የምክር አገልግሎት አግኝቼ አውቃለሁ      
3.2 ያመረትኩትን ምርት ለደንበኞች ተደራሽለማድረግ በቂ የትራንስፖረት አገልግሎት አለ       
3.3 ሁሉም ገዢዎች የግብይት  አገልግሎት የሚፈጽሙት ቻናሉን ጠብቀው ነው       
4 ከእርሻቦታ እስከ ገበያ ማእከል ያለው እርቀት       
4.1  በጋ ከከረምት የሚገናኝ መንገድ አለ      
4.2 ከእርሻ ቦታው እስከ ገበያው ማእከል ያለው የመንገዱ ሁኔታ ቅርብ ነው      
4.3 ከእርሻ ቦታው እስከ ዋና መንገድ  ያለዉ ርቀት ሩቅ  ነው      
5 የገበያ ስምምነት፡፡      
5.1 ከደንበኞች ጋር ቀድሞ በተደረገ ስምምነት መሰረት  ምርቴን አቀርባለሁ      
5.2 ምርቴን ለመሸጥ የገበያ ስምምነት የማካሂደው ከጅምላ ሻጮችጋር ነው      
5.3 ምርቴን ለመሸጥ የገበያ ስምምነት የማካሂደው ከቸርቻሪዎች ጋር ነዉ      
5.4 የምርት ሽያጩን የማካሂደው በደላሎች በኩል ነው      
5.5 የምርት ሽያጩን የማካሂደው በቀጥታከተጠቃሚዎች ጋርበመደራደር ነው      
6 የመጓጓዣ ወጪ፡፡      
6.1 ምርቴን ለገበያ የማቀርበው በራሴ ትርንሰፖረት ነው ።      
6.2 ምርቱን ለማጓጓዝ ለትራንሰፖረት ኪራይ የማወጣው ወጪ ከፍተኛ ነው      
6.3 ለተሸከርካሪ የማወጣውን የትራንስፖረት ወጪ ለመቀነስ በእንሰሳት አጓጉዛለሁ      
7 የአትክልት ግብይት የገበያ ትስስር /ቻናል/ምርጫ      
7.1 ያመረትኩትን የአትክልት ምርት የማቀርበዉ ለጅምላ ሻጮች ነዉ      
7.2 ያመረትከትን የአትክልት ምርት የማቀርበዉ ለቸርቻሪዎች  ነዉ      
7.3 ያመረትኩትን የአትክልት ምርት የማቀርበዉ በደላሎች በኩል  ነዉ      
7.4 ያመረቱትን የአትክልት ምርት የማቀርበዉ በቀጥታ ለተጠቃሚዎች ነዉ      


