INTRODUCTION

Marketing channels act as a bridge between
producers and consumers. According to
Bowersox et al. (1986), marketing channels are
mediators that are responsible for taking
products through the marketing system. This
involves taking the product from the producer to
the last consumers. Marketing channels are
purposed to reduce transaction costs and
enhance competitiveness on the market.
Therefore, marketing channels will ensure that
products are at the right place, at the right time,
hence poor choices in marketing channels would
in turn result in unwanted costs.

DATA AND METHODS

The study aims at finding factors that influence
the choice of marketing channels by grape
farmers in Afghanistan. Three marketing channels
considered were marketing channel through
contracts with farmers’ organizations, marketing
contracts with local traders and on spot selling
(farmers with no marketing contracts). The study
focused on farmers cultivating grapes for
commercial purposes. From the 7 main
commercial grape growing provinces, a random
sample of three provinces was drawn, leading to
the study provinces of this research which are
Kabul, Kapisa and Parwan. A list of grape farmers
from the agricultural department of Kabul, Kapisa
and Parwan provinces was collected for reference
during the survey. A random sample of 164 grape
farmers was drawn from the list of farmers from
the agricultural department of Kabul, Kapisa and
Parwan provinces. Where farmers could not be
located (whether they relocated or were not
available), a replacement sample was drawn
randomly. Data was collected in face to face
interviews through the use of questionnaires. The
questionnaire was tested in a pilot study of 40
grape farmers in Helmand. Data was then entered
in Microsoft Excel and exported to Statistical
Package for Social Sciences (SPSS) for cleaning. All
data analysis was done using STATA 12
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Kabul, Kapisa and Parwan provinces
Afghanistan. From the 164 households, data from
14 households was deleted because of
incompleteness, leaving the total number of
households at 150. The marketing channels
considered were channels through marketing
contracts with farmers' organization, contracts
with traders and no contract. There were no
farmers who chose contracts other than the ones
listed above hence only three categories were
considered. The dependent variable, marketing
channel, was coded 1, if a farmer chooses a
contract with farmers’ organizations, 2 for on spot
selling and 3 for contract with local traders. The
response variable, annual net returns were a
calculated difference between the annual sales of
grapes and variable input costs. The inputs
included man power, pesticide, fertilizer, air
conditioning costs, marketing fees, and land
costs. The independent variables were classified
into three categories, economic and marketing
status, personal information and farm level
characteristics. From the 150 farmer, 40 (26.67%)
had contracts with farmer’s organizations,
68(45.33%) had contracts with local traders and
42(28.00%) did not have any contracts. Table (1)
shows a brief description of the variables used in
the study

Table 1 Description of variables

Variable Description Mean Std. Dev.
Refrigerator | 1 if farmer owns a refrigerator 056 | 0497196
and 0 if not
Television | 1 fr farmer owns a television and o1 | 0420078
01if not
Planting area | Planting land in hectors 298| 1607995
Education | level of education of farmers in 4 25| 1283501
calegories
Age Age of farmers in years 3091 1259999
Sales Gross revenue minus variable in- 2535186 | 7567277
Revenue put cost
Air - 1 if farmer owns an air conditioner and 028| 0450503
conditioner | 0if not
Channel 12,3 if a farmer chooses a marketing
contract with group marketing, no
contract and marketing contract with 2] e
traders respectively
Internet 1if hmr has access to internet 05 | 0501675
and 0 if not
transportation | A Ianpers mode of transportation 2| 0875
classified In 4 categories
Distance Distance from household to farms 5095 | 4607734
inKkM
Years Numw of years a farmer has been 1036 54865
planted planting grapes
Loans mode of accessing loans 208 | 0.982646
Participation |1! : :rmer participated in training and 0 053 | 0500550
f Information obtained by farmers 244 | 1204497
Marke! 1 iffarmer gets marketing information
o ol it 19 | 1086732
information | and 0 ff not
Sales volume | Amount of grapes produced by
OO | sag2 | 00sas2
farmers in tons
Selling price | Unit cost of grapes in USD 028 | 0039095
Province | Province of farmers 183 | 0.500569

Source: Data from own survey

- Kapisa. The main aim of the study was to estimate
the determinants of marketing contracts and the

~ impact of marketing contract selection on net

returns. The data was collected through face to
face interviews. A two stage sampling was used
during the survey; in the first stage, 3 of 6
provinces were drawn randomly. The 6 provinces
used in this stage were the main grape growing
provinces in Afghanistan. All commercial grape
growers were  then interviewed for
representativeness of the study. Data analysis
and cleaning were done using Statistical Package
for Social Sciences (SPSS) and STATA 12. A two
stage BFG method was then used to analyze the
data. In the first stage, the determinants of
marketing contracts were estimated using an
MNL model. In the second stage, an OLS was used
to estimate the effect of marketing contracts on
net income while controlling for selectivity bias

References

Brady P. L., Thomsen M., Morris J. R. (2010):

Marketing Options for Grapes and Grape
Products. Arkansas Agricultural Experiment
Station. Available at
http://arkansasagnews.uark.edu/1353.htm

Bourguignon F., Fournier M., Gurgand M. (2007).
Selection Bias Corrections Based On the
Multinomial Logit Model: Monte Carlo
Comparisons. Journal of Economic Surveys,
Wiley Blackwell, vol. 21(1): 174-205

Bowersox D. J, Closs D. J., Helferich O. K., (1986).
Logistical management: a systems integration of
physical distribution, manufacturing support,
and materials procurement, 3. ed, New York,
Macmillan

USAID (2009): MARKET BRIEF: GRAPES an
overview of export growth. Ministry of
Agriculture, Irrigation and Line stock,
Afghanistan.

(Picture 3 Kapisa, Afghanistan)



	RU02_poster-A4 format
	RU03_poster-A4 format
	RU04_poster-A4 format
	RU05_poster-A4 format
	RU06_poster-A4 format
	RU07_poster-A4 format
	RU08_Kaing Khim_Poster-A4 format
	RU09_Poster Kadikis_ Di Nicola-A4 format
	RU10_Arimitsu_Poster-A4 format
	RU11_poster-A4 format



