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CHAPTER ONE
1.0 INTRODUCTION
1.1 PMCA
Organic agriculture has the potential to generate significant incomes for households, thus
potentially uplifting smallholder-farming households from poverty cycles and food/nutrition
insecurity. Over 2,000 smallholder farmers in Ghana (GH), Kenya (KE) and Uganda (UGA) have
been participating in comparative research on the productivity, profitability and sustainability of
organic and conventional farming since 2013 through the ProEcoAfrica and OFSA research
projects implemented by the Research Institute of Organic Agriculture FiBL, the Kenya
Agricultural and Livestock Research Organization (KALRO), the Kenya Organic Agriculture
Network (KOAN) and other local partners. Access to markets, increasing profits and health
considerations (farmers/their families) are among the key factors identified through
ProEcoAfrica/OFSA as driving smallholder organic production. However, not all the project
farmers are effectively linked to markets. The farmers view the lack of/limited marketing
opportunities as one of the crucial gaps in sustainable farming. As ProEcoAfrica and OFSA are
primarily ‘research for development’ projects, but not explicit ‘development projects’, there have
not been any attempts through these two projects to enhance the agribusiness and sustainability
knowledge and capacity of the project farmers.
Organic smallholder farmers in Kenya face variable challenges1, including: (i) limited technical
capacity and knowhow on key practices such as pest and disease control and proper composting,
especially among those in the process of organic conversion, and (ii) lack of existing suitable
markets and/or knowledge of how to find them and how to be organised accordingly. Such is the
case for Murang’a, Kenya, despite the evident local market potential and other benefits of organic,
including 30-40 % higher prices than conventional in Kenya. In this county, the Organic
Agriculture Centre for Kenya (OACK) has been actively supporting organic and sustainable
agriculture for more than a decade, but requires marketing and certification support for the farmers
producing organic crops. Without well-organized markets and certification to highlight and

1

ProEcoAfrica Project findings -
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guarantee organic quality, the farmers mostly sell their produce (e.g. cabbage, legumes,
plantain/banana, tree tomato, pepino, moringa, sweet potato, etc.) in undifferentiated conventional
markets and thus fail to transform their efforts on organic management into income improvements.
Yet, it is very common for consumers, who are increasingly becoming concerned about the safety
of food they consume (especially vegetables), to complain about the lack of/limited availability of
organic produce in the markets. Most (e.g. 85%) of the certified organic products originating from
Kenya are exported. The potential for local market development remains only partially exploited
and this mainly in the country’s capital, Nairobi.
As a means to foster organic business development in Kenya, the Participatory Market Chain
Approach or PMCA is applied, a participatory action approach promoting active stakeholder
participation along the whole value chain. The implementation of this methodology gives room
for value chain actors (from farm to fork) to jointly discuss, analyze, and develop joint market
opportunities.
Murang’a County is the point of project focus, specifically targeting smallholder farmers
participating in the ProEcoAfrica and OFSA projects and whose farms had been assessed for
productivity, profitability and sustainability.
The PMCA process involves three main phases, which functionally relate to each other:


PMCA Phase 1: Initial assessment to identify key stakeholders and potential market
opportunities.



PMCA Phase 2: Participatory analysis to develop concrete market opportunities.



PMCA Phase 3: Joint implementation of organic marketing innovations.

This report covers PMCA phase 1 activities with particular focus on potential marketing
opportunities identified.
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Figure 1 Murang'a and Nairobi Counties
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1.2 MURANG’A COUNTY
Murang’a county lies between latitudes 0o 34’ South and 107’ South and Longitudes 36o East and
37o 27’ East. The county forms part of the central highlands of Kenya and occupies a total area of
2,558.8Km2. The County has three climatic regions: The western region of an equatorial type of
climate, the central region with a sub-tropical climate and the eastern part of semi-arid conditions.
The long rains fall in the months of March, April and May. The highest amount of rain falls in the
month of April, and reliability of rainfall during this month is very high. Short rains occur during
the months of October and November. The western region, Kangema, Gatanga, and higher parts
of Kigumo and Kandara, is generally more humid due to the influence of the Aberdare Forest
Range and Mt. Kenya. The eastern region, lower parts of Kigumo, Kandara, Kiharu and Maragwa
constituencies receive less rain and thus crop production requires irrigation.
The county has six agro-ecological zones. Agroecological zone one consists of the highest
potential zones where forestry, tea and tourism industry form the most important economic
activities. Agro-ecological zones two and three are the lowlands east of Aberdares and are
generally suitable for both coffee and dairy farming. The flatter area of Makuyu division of
Maragwa constituency is characterized by arid and semi-arid conditions. This forms the agroecological zones 4, 5, and 6. In these zones, coffee and pineapple plantations thrive by irrigation.
With high rainfall, well-drained volcanic soils covering undulating hills, valleys, and rivers in
between, the county is one of the richest agriculturally productive zones in Kenya for local and
export food commodities. Tea and coffee have been the most important export commodities since
pre-colonial times, however new products and markets are emerging; Horticultural crops like
French beans, avocado, herbs and spices are gaining popularity targeting the European and Asian
markets. Nationally, the horticultural sector has emerged to be a USD 1.5 billion affair, with fruits
and vegetable commanding 58% of the total volumes traded annually.
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CHAPTER TWO

2.0 REPORT STRUCTURE
Chapter 3 - Methodology section outlines the data collection processes used to write this report. It
also lists the stakeholders interviewed and their role in the organic value chain.
Chapter 4 – Identified Challenges and Opportunities is based on the perspectives of the farmers,
retailers, traders, exporters and processors. It provides a summarised account extracted from the
interview reports.
Chapter 5 – Summary and Conclusions outlines the most relevant opportunities and challenges to
the PMCA process. It presents the current situation from the perspective of the facilitator
interpretations with the intension of being the guiding chapter for future PMCA phases.
Chapter 6 –Outlook mentions the future PMCA Phase and value chains to be pursued.
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CHAPTER 3
3.0 METHODOLOGY
As a continuation of the ProEcoAfrica project, the PMCA Phase 1 targeted organic value chain
actors;
i.

Farmers

ii.

Traders

iii.

Retailers

iv.

Processors

v.

Supporting actors

vi.

Input Suppliers

The facilitators developed interview tools/questionnaire tailored for each category of stakeholder,
aiming to understand the business context, existing challenges, and potential market opportunities
(see Chapter 4). The interviews provided the opportunity for project staff, involving 5 so-called
‘PMCA facilitators’, to establish personal contacts. It took 8 weeks to complete all interviews.
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INTERVIEWS
Supporting Actors (NGOs, GOVT,
Certification Companies; 6
Input Suppliers; 3

Exporters &
Processors; 10

Farmers; 42

Retailers; 11

Traders; 7

Figure 2 PMCA Stakeholder Interviews

Farmers, traders, retailers and processors were the given preference for interviewing as critical
players in the system. Group discussion were the main interview mode for farmers while face-toface and phone interviews were conducted for the other stakeholders. There were three groups of
farmers interviewed i.e. Group I, Group II and Group III, whose selection was based on market
experience.
Altogether, 42 farmers were interviewed in three separate group discussions spread over a 3-week
period. Group I farmers were from Gacharage- Gikoe area, had limited commercial trading
exposure and could be classified as primarily subsistence farmers. Group II were from Kangari,
Kandara and Gatanga areas. They composed of highly experienced farmers with existing supply
relationships with local retail outlets and other markets. The farmers interviewed were in the
process of organic certification under the Participatory Guarantee System (PGS) and had gone as
far as setting up a cooperative society (Murang’a Organic Growers Cooperative Society). Group
III farmers had commercial experience but were primarily growing avocadoes for export with little
focus on local market for other produce. This particular group was in a state of uncertainity with
7|Page

regard to market for their avocado after a recent local government action with regard to restriction
in avocado marketing had driven out their main buyer MoFarms Ltd.

Plate 1 Gacharage Farmer Group Interviews at the OACK
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Plate 2 Murang'a Organic Growers Cooperative Society (Kangari ) Farmer Group Interviews – OACK

Plate 3 Samawakama Organic Cooperative Farmer Group Interview
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The facilitators interviewed traders, retailers and processors from Murang’a, Kiambu and Nairobi
Counties. Altogether, 28 interviews were conducted on traders, retailers, processors and exporters
who would be a critical participants in the next PMCA phases (Figure 2).
Other stakeholders interviewed were organic input suppliers (3 interviews), NGO’s (2 interviews)
working with organic farmers, national government officers working in marketing (1 interview),
certification companies (1 Interview) and local government extension service providers (2
interviews). All interview reports are provided in the Annex 2 section of this report.

Plate 4 Zucchini Green Grocers
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CHAPTER 4
4.0 IDENTIFIED CHALLENGES AND OPPORTUNITIES
Murang’a is an important local food supplier for Nairobi, being in close proximity to the capital
and with sound road infrastructure. Most vegetable produce in Murang’a finds its way into Nairobi.
On top of local conventional food supplies, Murang’a is similarly one of the most important
suppliers of organic food in Nairobi. With minimal reported use of synthetic agrochemicals
(according to a recent study by the Kenya Organic Agriculture Network in 2020), a significant
percentage of organic farmers who supply Nairobi come from Murang’a. This status is attributed
to high impact from interventions by NGOs such as OACK, Caritas and pro-organic policies
pushed by the county government, which has seen farmers being provided with organic fertilisers
to improve soil fertility.

Plate 5 Chandarana Food Plus Grocery Section- The store is looking for organic suppliers for
its stores.
4.1 Farmers’ Perspectives
There was high homogeneity in the variety of products farmers grew for marketing purposes, with
fresh vegetables being the most preferred products (a complete list of products grown can be found
in Annex 2). Only Group III, specialised in Avocado fruit, but the group also had other vegetables

11 | P a g e

present. Nevertheless, the farmers expressed closely related challenges and opportunities despite
their differences in market experience. The challenges could be broken down under four
categories;

Farmer challenges
4.1.1 Economic
i.

Murang’a is a hilly country where most farmers interviewed cited high labour costs to
maintain their farms. Most conventional farmers employ tractors and synthetic
agrochemicals to drive down their production costs, but these are not viable options for
organic farmers, who rely extensively on hired and family labour to maintain their farms.
This ends up driving up the cost of production especially since farm labour is drawn from
the same pool of people.

ii.

In order to maintain consistently high production, the farmers cited a need for water storage
and irrigation equipment to cover the months without rainfall. The equipment requires high
capital investment which the farmers don’t have.

iii.

Despite the farmers having secured markets Nairobi, high transport costs make regular
supplies to such markets an expensive endeavour. This problem is compounded by having
multiple buyers with different supply schedules. The farmers end up prioritizing the bigger
orders over smaller ones due to the logistical costs.

iv.

The potential for organic produce is high, but in order to access these opportunities large
production and supply volumes are necessary. The farmers expressed the need to have an
aggregation centre with cold storage and value addition facilities, but cited lack of capital
to actualise such a goal.

v.

Majority of the farmers cited high costs as one of the impediments to organic certification.
Although for the local market less costly organic certification pathways could be pursued
(Participatory Guarantee System), for export market only 3rd party certification is allowed.
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Plate 6 Organic Farmer applying Fermented Plant Extract to control Early Blight
(Murang'a Kangari)
4.1.2 Technical
i.

The farmers cited significant challenges in pest and disease control. They rely on
homemade solutions which take time and require some expertise to prepare with few
commercially available alternatives in the market.

ii.

In order to properly service the emerging formal market for organic produce, reliable
supply is a necessity. The farmers mentioned challenges in maintaining sufficient volumes
to keep market confidence. They cited challenges in maintaining synchronised planting
calendars to regularise and stabilise supply capacity.
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iii.

Consumer tastes and preferences for fresh fruits and vegetable are similar across the board.
The visual attractiveness of the product is the first point of attraction and other factors come
into play e.g. freshness, smell/aroma, size, firmness among others. All which constitute
‘quality’ of the produce. Along these benchmarks the farmers, especially those with market
experience, mentioned having significant volumes rejected due to low quality. They
equated this to having limited knowledge of the formal market requirements and lack of
proper aggregation and sorting facilities.

iv.

Farmers broached the issue of aggregation and cooled storage facilities. They mentioned
that there were low cost options that could be explored (e.g. Charcoal cooler structures)
but they had little capacity to actualise it on their own.

v.

In order to benefit the most from organic agriculture the farmers mentioned value addition
as a big driver to improving profitability of their endeavours. With the shelf life and lack
of cooling facilities, some form of value addition would significantly increase their net
gains and reduce post-harvest losses.

4.1.3 Marketing
i.

All the farmers mentioned marketing as one of the greatest challenges, with majority
selling to their neighbours and non-differentiated conventional markets where they did not
benefit from organic premiums. Some of this took the form of farm gate sales to middlemen
who bought the produce at very low prices.

ii.

For the majority of the farmers who are not part of the cooperative, they cited lack of
collective marketing leading to;
a. low supply volumes
b. low market confidence.
c. Exploitation by middlemen

iii.

Farmer cited low consumer awareness on organic produce, especially for the local/
Murang’a market. This has led low prices for their organic produce despite its high regard
in other markets.

iv.

Lack of market intelligence in following trends in consumer preferences has led to limited
sales of products with low market demand.

v.

For Group II farmers, despite their organization, they still had not normalised their supply
quantities which locked them out from accessing markets with high volume demands. The
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markets available to them were much smaller and frequently could not absorb all the
produce supplied2. This situation has led to reduced interest in organic marketing
endeavours, where farmers opt to seek out their own markets individually.
vi.

Certification, labelling and branding was also mentioned as a big factor in helping to
improve the marketing of Organic produce. The farmers appreciated the fact that without
any visually distinguishing factor such as labelling, competition with conventional produce
remains a hindrance.

vii.

Farmers also noted the lack of an outlet in Murang’a to sell their produce from also limits
their market reach.

viii.

The farmers cited lack of single buyer to sell their avocado fruits to. Group I and II farmers
sold to willing buyers who not only offered unattractive prices but also damaged their trees
during harvest.

4.1.4 Legal
i.

Kenya does not have an organic policy, but the farmers especially Group III noted that 3rd
party organic certification was the main challenge in selling their fruits to exporters as
organic.

ii.

For Group I farmers, they did not receive any local government support due to lack of
cooperative structure / incorporation.
Opportunities as Identified by Farmers
1. In order to reduce reliance on distant markets, farmers saw the establishment of a local
outlet to retail to Murang’a residents as essential. It would not allow them to save on
logistical costs but also allow them to build the Kilimohai Organic Brand visibility with
county residents.
2. Farmer also observed that product diversification to fit market needs as essential to success.
This was particularly apparent with Group II farmers who had been selling to retailers in

2

This scenario creates a supply limbo where the farmers volumes for the larger ideal market are too low while the
volumes are too high for the immediately available markets. Before the farmers are able to bridge that gap, they will
either have to increase the number of smaller markets they supply to while building their capacity to qualify for the
desired market, or increase the number of farmers ready to supply (which also involves capacity building as well).
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Nairobi and had been exposed to the varied consumer preferences for produce not common
in Murang’a county.
3. Although Group II and Group III farmers operated under formal cooperative umbrella, all
the interviewed farmers agreed on the fact that collective marketing is essential to enable
them shift the power balance in their favour in the organic value chain. Through the
cooperative they sell in bulk and get better prices in return.
4. Farmers observed that some value addition, packaging and branding are necessary for the
to reap bigger in the organic value chain
5. As part of collective marketing , the farmers noted that recruiting more members into the
cooperative and synchronising planting calendars would allow them the bump up the
volumes and enable them to access even bigger formal market such as the large
supermarket chain and hotels.
6. For the export aligned farmers, they noted that 3rd party organic certification would be
essential and building trust with the buyer to the point where they would be willing to
support such an endeavour would be essential.

4.2 Retailers’ Perspectives
Retailers are arguably the second most important players in the development of a
sustainable Organic marketing value chain after the farmers. They know consumer
preferences and other market information essential for the success of a marketing
campaign. The PMCA got to interview 11 retailers with varying business models and sizes,
from online shops, grocery supermarkets, small retail outlets, basket delivery schemes, to
hotels and restaurants, the following are the challenges they expressed.
Retailer Challenges
4.2.1 Economic
1. A number of retailers cited high buying prices for organic produce sources from
farmers. The mentioned that farmers were charging unreasonably high prices for their
produce without considering prevailing market conditions and customer willingness
to pay.
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2. Retailers interviewed came in two main categories, those who sold exclusively organic
and those who had both organic and conventional produce. For both categories,
logistical costs severely impeded their ability to buy organic produce. Unlike
conventional produce which has well developed systems and multiple markets to
source from within Nairobi, organic produce is much harder to come by and requires
travelling over long distances to secure small volumes. With the Covid19 pandemic
and restrictions in travel outside the Nairobi metropolitan area, transport costs have
increased significantly.
3. For the larger retailers where space and look are of utmost importance, the introduction
of an organic produce section is a big decision which requires sacrificing one sales
space for another. With low volumes coupled with unsustainable supply of organic
produce, makes most shy away from pursuing such a line.
4. Most retailers rely on credit to purchase produce and pay after an agreed period of
time. Most organic farmers however, do not allow for such payment delays, making
retailers to pay upon receipt of goods. This requires high levels of liquidity on the
retailers side which might limit their ability to purchase more organic produce.
4.2.2 Technical
1. Retailers mentioned a limited variety of organic produce available. This negatively affects
consumer perceptions towards organic. The consumer target groups for organic produce
are used to buying all their groceries in one place, whenever grocery items are missing
frequently they opt to shop elsewhere. This has a negative impact on the retailer’s business.
4.2.3 Marketing
1. Majority of consumers are not aware of organic, its meaning and the basis for charging
premiums. This makes it harder for retailers to effectively sell organic produce at high
prices compared to conventional produce.
2. Due to lack of policy and structural weaknesses of the organic industry, a significant
number of consumers view organic brands with scepticism and mistrust due to presence of
unscrupulous players who are not above passing off conventional produce as organic.
3. Majority of consumers are also unaware of the Kilimohai Organic Brand that covers East
Africa.
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4.2.4 Legal
1. The lack of an organic policy and central registry for organic producers, makes it hard for
retailers to independently audit all their organic suppliers. They instead have to rely on
organic stakeholders to recommend suppliers. This opens them up to significant risk if any
of the suppliers chooses to be unfaithful.
2. The Covid19 crisis has brought about restrictions in movement in and out of the Nairobi
metropolitan area and requires prior authorization for movement to be allowed.
3. Retailers noted that despite the progress made in the organic industry in Kenya for the
past 3 decades, majority of organic farmers are uncertified

Opportunities as Identified by Retailers
1. To build up consumer awareness on organic as well as to drive sales, organic fresh produce
could be priced the same as organic. Therefore, the link from farmer to consumer should
be as short as possible. There should be fresh produce outlets for only organic fresh
produce.
2. Retailers observed that to create a successful organic value chain, organic produce diversity
should match what is available in the conventional market, or at least have comparable
products.
3. There is need for an increase in number of certified organic farmers to increase supply of
produce. This will allow for reliability in supply especially when products are out of season
or in very high demand.
4. Retailers saw in store promotion and consumer awareness creation as essential to build the
demand for organic products.
5. Cold chain facilities should be available to organic farmers to improve quality and shelf
life of organic products.
6. Official government support for the orgaic industry would be a big boost to retailers and
farmers, this would be in the form of national pro-organic policies which will help to
mainstream the sectors acceptance by the masses.
7. More restaurants and outlets serving organic foods would increase awareness and market
opportunities for farmers, they should be located countrywide not just in the capital.
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8. Retailers saw the need to work with the Kenya Organic Agriculture Network to gain access
to more organic farmers, exporters and other value chain actors.
9. Retailers identified reduction in cost of organic certification of farmers as a big driver for
greater availability of organic produce in the market.
10. Retailer observed that organic farmers and traders should explore better processing and
packing of fresh organic produce and mirror (in principle) what the conventional vegetable
packers are doing.
11. Retailers also observed that in order to support local organic standards, proof of organic
certification (and subsequent verification) should be demanded from traders and farmers
before engaging in business.

4.3 Traders’ Perspectives
Traders form an integral link between farmers and retailers. They are able to bulk produce from
multiple producers and access markets that would have been otherwise out of reach for individual
farmers. Traders are able to identify and exploit opportunities in the market. Traders exhibit a high
flexibility in shifting across different value chains with minimal risk to their investment. However,
too many traders along a value chain might lead to the structural inefficiencies where farmers and
other end point actors (retailers and consumers) are exploited. Such instances have led to formation
of cartels and rent seeking tendencies. Appreciating such realities and risks, the PMCA included
traders as important actors in developing a sustainable organic value chain in Murang’a. Seven (7)
traders were interviewed, with some also doubling as retailers. A number of the traders’ challenges
mirrored those expressed by retailers;
Trader Challenges
4.3.1 Economic
1. Majority of traders cited limited access to external capital leading to lower investment and
low liquidity which prevents them from buying to maximum capacity. This was also as a
result of cash requirements by farmer with minimal allowance for credit.
2. Majority of the traders also mentioned that the produce market was highly volatile which
also limited their willingness to purchase in bulk.
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3. Some traders mentioned that low consumer awareness on the meaning of organic and
premiums attached led to the perception that organic products are expensive limiting
demand from specific market segments.
4. Traders cited exceedingly high-quality standards expectations from some big retailers who
require special packaging of produce to fit particular aesthetics. This meant traders needed
to purchase equipment necessary for the packaging/processing. Due to limited capital they
end up hiring the equipment, which is unsustainable in the in the long-run.
5. Traders mentioned a limited variety of organic produce available, and when available the
farmers are fragmented all over the country, which makes it expensive to source all the
produce and the additional costs make the business unprofitable.

4.3.2 Marketing
1. Traders linked low consumer awareness on organic produce to retailer reluctance to pay
higher prices for organic produce, they also linked this to the limited number of outlets
selling organic produce.
4.3.3 Legal
1. With the Covid19 pandemic, transport restrictions have made it hard to traverse across
multiple counties, as well the need for prior approval before travelling has made it hard to
follow up on business opportunities effectively.
2. Due to the lack of an organic policy and enforcement mechanisms, traders mentioned that
others might unscrupulously sell conventional produce as organic.
3. Lack of certification for most organic farmers was a big challenge for traders especially
those with very particular clientele who insisted on certification.
Opportunities as Identified by Traders
Traders and retailers shared close to similar views.
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4.4 Exporter & Processor Perspectives
In Kenya, organic exports accounted for over 24.38 million Euro in 20183. This figure is
significantly much larger than the net turnover of local organic trade, which is expected, export
markets tend to be more developed and trade in diverse high volume and value goods. Especially
when appraised against a developing countries local economy.
Processing on the other hand adds value to products, which may improve product shelf life,
accessibility and customer perception. A total of 10 exporter and processors were interviewed,
with some functioning as both processor and exporter. For the sake of clarity, exporters selected
were primarily trading on avocado fruit, this selection was based on dominance of avocado as an
export crop in Murang’a and amongst the organic farmers.
Exporter and Processors Challenges
4.4.1 Economic
1. Sufficient volumes are necessary to make any export or processing endeavour successful
With the limited number of organic farmers, with most being spread across the country ,
exporters incur significantly high transport costs on inbound logistics.
2. Not all processors and exporters have frontline staff working with farmers, a significant
portion of their supplies come from middlemen who operate within communities. The
middlemen hike up the prices leading to fewer purchases and diverted focus to other areas
without such interference.
3. For processors, lack of capital leads to leasing of expensive equipment to keep their
business afloat. This has the impact of reducing profitability while also reducing the
amount of money available to purchase organic products.
4. All exporters and processors need 3rd party certification to trade in organic produce. This
principle is applied down the value chain, meaning the farmers who supply them also need
to be 3rd party organic certified. This is an expensive endeavour especially when the

3

FiBL, & IFOAM. (2019). The World of Organic Agriculture. In H. Willer & J. Lernoud (Eds.), The World of Organic

Agriculture Statistic and emerging trends 2019. https://doi.org/10.4324/9781849775991
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farmers cannot afford the upfront costs for certification and the volume they supply are too
low to cover the added certification costs. This problem is compounded when despite being
certified at the cost of the exporter/ processor, some farmers unscrupulously opt to sell to
other parties.
4.4.2 Technical
1. Due to poor organic extension support some farmers end up using synthetic agrochemicals
on their farms, voiding their organic certification. This has the combined impact of
reducing volumes of organic products available as well as jeopardising the integrity of
business if the farmers fail to disclose such infractions which might be flagged by consumer
protection agencies during random quality checks.
2. As mentioned earlier, due to poor organic extension support, poor selection of plant
varieties, sufficient volumes of product may be hard to find.
3. Exporters cited a worrying trend where avocado farmers were harvesting immature fruit.
This leads to wastage through high rejection rates and reduces the total volume of quality
fruit available.
4. Processors also cited the lack of adequate storage and cooling facilities as the biggest
contributors to supply of products past their prime freshness and high rejection rartes.
4.4.3 Marketing
1. Because most organic farmers sell as individuals and not as collectives, processors and
exporters find it hard to engage them since this would incur high costs in coordination and
follow-up.
4.4.4 Legal
1. Avocado has been actively politicised in Murang’a County, and with the recently drafted
Murang’a County Avocado Production, Processing and Marketing Bill some processors
and traders have withdrawn to other counties. The bill has received mixed reactions from
all quarters of the county.
2. Some processors and exporters noted that other government policies posed a threat to the
integrity of organic production systems, particularly the distribution of subsidised synthetic
fertiliser to farmers.

22 | P a g e

3. The interviewed exporters and processors expressed reservations in incurring the cost for
farmer 3rd party organic certification due to lacklustre follow up of breaches of contract by
the Horticultural Crops Development Authority (HCDA).
4. Due to the Covid 19 crisis globally transport from outside Nairobi metropolitan area has
been suspended and requires prior authorization to get produce from such areas. This has
impacted most businesses negatively.

Opportunities as Identified by Exporters and Processors
1.

The exporters viewed the European with high potential for buying as much avocado as
could be supplied. The European market also favour organic produce over
conventional, this essentially means that certified organic farmers have an edge over
their conventional counterparts.

2.

Organic certification for processors and farmers was noted to be of importance in
boosting marketability of products.

3.

Avocado exporters were keen to note that having better avocado tree varieties will
allow for better yields and greater profits for farmers.

4.

Exporters noted that local organic farmers should be linked with to export processors
who are able to reach the untapped market outside of Africa.

23 | P a g e

CHAPTER 5
5.0 SUMMARY AND CONCLUSIONS
Despite such a strategic positioning and high productivity, organic farmers in Murang’a still
struggle with formal market access. With such a rich palate to draw from in Murang’a, the PMCA
study conducted exhaustive assessments of which opportunities to focus on. As highlighted in the
methodology section, key emphasis was placed on farmers’, retailers’, exporters’ and processors’
with other stakeholders (input suppliers, supporting actors and certification companies) rounding
off the gaps.
As observed in earlier text, organic farming forms part of the solution to the bigger problem of
declining financial viability of smallholder farming. Organic farming provides maximum benefit
of the farmers and other value chain actors where the premium model for organic products
underpins the level of profitability. As well, the sector is young and full of potential with little
interference from brokers and mid-stream actors who increase value chain losses by loading
unnecessary cost without adding any value to the products and most significantly, taking advantage
of farmers who have little bargaining power.
Even without intermediary interference, structural inefficiencies, a fragmented and uncoordinated
supply base for products still makes it hard for organic farmers in Murang’a to access formal
markets. The purpose of the PMCA process was to document these gaps while distilling the
opportunities with the greatest potential for impact.
From discussions with key stakeholders, the PMCA Facilitators were able to extract the following
key areas of interest with groupings based on products. The groupings are not mutually exclusive
to each other and parts may overlap.
5.1 Fresh and Dried vegetables & Fruits
As noted in the introduction, Murang’a County covers a wide range of agroecological zones all of
which form conducive growing condition for a wide variety of fresh vegetables and fruits. From
the discussions, farmers grow a total of over 53 different vegetables, fruits and other crops (see
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ANNEX 2). The opportunities in this category form the biggest base of farmers and retailers.
From the discussions, it emerged that in as much as consumer awareness on organic was low, the
retailers in question had cultivated client bases and business partnership that demanded increasing
volumes of organic produce. The main hindrance to trading in organic was farmer certification.
Majority of organic farmers had not taken the next step towards formal certification, which locked
them out of some of those market opportunities. Some retailers had established relationships and
partnerships with KOAN to buy from their farmers, but supplies had still not regularised. Farmers
as well had observed the need to develop their own local retail outlets to popularise organic
vegetables and fruits, this would allow them to channel excess produce and engage local
communities in transitioning to organic. This would also allow them to get maximum profits due
to lower logistical costs.
The vegetables and fruit market segment has only been partially exploited with a large portion of
retailers decrying unavailability of organic produce to stock their shelves. The intermittent supply
characteristics of organic produce makes it hard for larger retailers to commit fully to an organic
transition. Greater investment along the value chain is required to stabilise the supplies. The
retailers presented themselves in three particular groups, which can indicate the level of investment
required as well as the volumes expected.
1. Online shops and basket schemes – They are easiest and least capital-intensive paths to
market. They hold little inventory and rely solely on routine customer engagement to drive
up sales. Majority of the online shops do not have shop fronts, and have preference of dry
goods and long shelf life products over fresh products. Recently with the global Covid19
pandemic, increased movement restrictions and social distancing requirements, consumers
are looking for delivery convenience reducing the need to venture into public places and
are willing to pay extra for it. This has seen many online shops and basket delivery schemes
being set up, either as new business entities or extensions of existing ones. To distinguish
themselves from the competition, players require an edge; certified organic produce seems
to be a viable pathway.
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Plate 7 Sylvia's basket Online Store (https://www.sylviasbasket.co.ke/)

Plate 8 Sylvia Kuria of Sylvia's Basket Grocery Shop
From the farmers’ perspective, these shops are the most expensive to service. They request
low volumes with intermittent supply demands but have high costs for coordination and
logistics. With more online shops engaged, a regular supply schedule to bulk the orders
and reduce transport cost is possible. With time, most online shops transition to brick and
mortar setups capable of handling more fresh and diverse produce options. Therefore,
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cultivating business relationships is important to assure future commitment when business
expansion occurs.

Plate 9 Think Organic Online Shop (www.thinkorganic.co.ke)

2. Hotels and restaurants – The level of investment for hotels and restaurants varies
depending on the size. Significant capital and regulatory barriers to entry exist. Standard
practice dictates that hotels and restaurants rely on multiple produce supply options to
reduce risks and increase diversity of menu options. They can have substantial demand for
organic produce but give preference to reliable suppliers over new and untested ones. With
little in terms of an organic policy guidance, hotels and restaurants present an interesting
challenge for the organic industry since it is hard to verify the authenticity of suppliers and
the finished product. Nonetheless, hotels and restaurants especially those that promote
healthy living are popular in Nairobi and explicit organic branding will drive up foot traffic.
For high-end restaurants, traceability might be a major concern, but for the regular lowmiddle class targeted restaurants (which are the majority in Nairobi) traceability is not a
concern; therefore pricing and organic premiums maybe overlooked and needs negotiation
before supply starts. To have a successful relationship with such establishments, wellorganized supply schedules with ability to respond to delivery requests on short notice is
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expected. Farmers as well need to be prepared for long credit periods (6-30 days), which
is also a standard practice for such establishments.

Plate 10 Bridges Organic Restaurant
3. Grocery shops, Supermarkets and other retail chains – After online shops, these form
the bulk of buyers for organic produce. Regulatory and capital barriers to entry do exist but
not as stringent as those for hotels and restaurants. These have the highest potential for
engagement with farmers with the best supply opportunities. They also have the greatest
potential for paying premiums to farmers. Nevertheless, the bigger the establishment the
greater the demand for well-organized supply systems. Many large grocery shops and
supermarkets have diversified grocery portfolio, therefore organic grocery sections are also
in competition with conventional produce sections. This means the presentation and quality
of the organic produce needs to be same as or better than the conventional. As well, in the
commercial retail sector, empty shelves drive away customers, the supply system for
organic needs to be well organized. This added pressure in quality and quantity has been
the greatest barrier to entry for organic farmers and has led to the emergence of food
aggregators and packers who have the financial and technical resources to fill this gap.
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Plate 11 Kalimoni Greens Grocery Shop (They Operate a Basket Delivery Scheme as
well)

Plate 12 Tuskys – Karen Biotto Store Promoting Organic Grocery Section

Significant latent potential lies within Murang’a County to supply these products. As is the case
for farmers, who target export market, intercropping vegetables and relying on the export
certificate to authenticate their products. Similarly, well-organized supply systems underpin
successful engagement with retailers. The current state of organization and capacity of farmers
may not lend itself to the kind of stringent expectation required. Regardless of such, retailers have
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as much to benefit from going organic as do farmers, therefore a balance can be explored.
Currently, the Murang’a Organic Growers Cooperative Society is building their capacity to serve
the Nairobi Market. Retailers, especially larger ones, can organically build their customer base
while assisting such farmer initiatives to build their capacity on quality and quantity.
How to achieve this is precisely why the PMCA involves also Phases 2 &3, to jointly analyse and
implement the needed structures to develop this business opportunity.
5.2 Fruit exports & Processing
With varied agroecological zones, Murang’a County has great potential for fruticulture. Avocados,
Bananas, Citrus / lime, Gooseberries, Guavas, Loquats, Mangoes, Melons (sweet and thorny),
Passion fruits (sweet and purple), Pawpaw, Pineapples and Tree tomatoes are some of the fruits
grown in the county. So far, the most cultivated and popular fruit is avocado, particularly the Hass
variety, with European and Asian markets leading global demand. Conventional and organic
Farmers’ and traders’ key to get a piece of this market is planting several thousands of trees
annually. Moreover, with avocadoes gaining so much attention, the county government has drafted
the Murang’a County Avocado Production, Processing and Marketing Bill to control the sector,
eliminate intermediaries and increase farmer profits. This bill calls for the official registration of
all avocado buyers with the county government as well as creating cooperative society for farmers.
The draft bill has received mixed reactions and close follow up of its development is essential to
assess compatibility with current PMCA activities.
The avocado export opportunities are in fresh exports and oil extraction (extra-virgin and crude).
From the stakeholder engagements, consensus was clear that organic avocado exports (both fresh
fruits and extracted oils) are significantly more marketable internationally. Fresh avocado fetch
much higher prices with Hass being the preferred variety; Fuerte, Jumbo and Pinkerton varieties
follow. For extra-virgin oil extraction, Hass variety dominates, with the others (Fuerte, Pinkerton
and Jumbo) preferred for crude avocado oil. From the stakeholders engaged, it was clear that
avocadoes are in high demand and most exporters and processors go to a lot of trouble to secure
sustainable and reliable supplies. Most exporters interviewed focus on specific lines of business,
with complementary nature. For example, a fresh fruit exporter is likely not venture into oil
extraction and vice versa. As well, the quality of fruit for fresh export is significantly higher than
what is required for oil extraction. Therein lies an opportunity: significant volume of rejected
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products in the fresh fruit category is acceptable for oil extraction. If explored, this particular angle
is likely to benefit farmers greatly.

Plate 13 Avocado Washer - Crofts Extra Virgin Avocado Processors
Cost of certification remains the main barrier to organic avocado export. Very few processors and
exporters interviewed had acquired organic certification. This is mainly because Organic
Certification is costly and largely dependent on having minimum sustainable volumes of organic
avocado. Similarly, most farmers are unable to finance their own 3rd party certification. Some
companies facilitate this certification, but most are reluctant to incur the cost of certifying farmers
due to unauthorised selling of avocados to competitors. This happens in spite of existence of
exclusivity contracts between farmers and companies. With further interrogation, it emerged that
some farmers do this because of financial challenges, extended payment intervals after supplying
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the fruit, high rejection rates of fruit by some processors and exporters—all leading to discontent
by farmers. Other reasons included greed and deliberate sabotage of direct farmer – processor
relationships by intermediaries who goaded the farmers with higher initial buying price for
avocado, but subsequently lowered once relationships were damaged, leaving farmers stranded
without recourse. This issue needs addressing early on when developing relationship between
avocado exporters/processors and farmers.
With the abundance of fruit in Murang’a, fruit processing into juices, jams and dried fruit is also a
well established business opportunity targeting local and export markets. Although smaller in scale
compared to the avocado, these markets nonetheless have significant potential to assist farmers in
Murang’a, especially with organic certification. As with the avocado scenario, certification is
essential. Another aspect that makes it easy for both opportunities to work is collective marketing/
farmer group formation. Most exporters and processors expend a lot of energy and resources
organising farmers to ensure large volumes and consistent supply. When farmers are already
organised and coordinated, establishing group contracts as opposed to individual contracts is much
easier. Farmers also gain bargaining power due to their numbers.

Plate 14 Burton and Bamber Fruit Processors
A good example is the Samawakama Organic Cooperative (a 500 member avocado growing
cooperative society) and Biofarms Limited (a fresh avocado exportation company) engagement.
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By putting these two entities into contact, this led to the signing of an exclusive trading agreement
that gave Biofarms access to over 30 tons of avocado harvested by the cooperative each season,
while the cooperative was able to negotiate favourable price per kg of avocado harvested and
facilitation to acquire EU Organic certification. This engagement was facilitated by the PMCA
team, through the interview process the avocado supply gap was identified. Biofarms Ltd was then
invited for a meeting organised by the PMCA team and Samawakama Cooperative. The company
and cooperative shared their expectations and requirements. Eventually a deal was agreed upon
and later formalised through a contract. Since March 2020, over 10 tons of avocado have been
traded already.

Plate 15 Biofarms Ltd Avocado Packing Warehouse
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Plate 16 First Avocado Harvest in the Samawakama- Biofarms engagement
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The organic fruit value chain is important because with trust between exporters/processors and
farmers, the cost of certification can be offset. Intercropping food crops and vegetables within fruit
orchards is possible, and since the basis of organic certification is land and not on the products,
farmers might be able to diversify their farmer outputs and sell their vegetables to local market as
organic (using the existing certificate). This will allow farmers to diversify their income sources
especially when fruits are off-season.

5.3 Fresh and Dried Herbs & Spices
Murang’a’s varied agroecological zones allows for the growing of particular herbs and spices.
Coriander, lemon grass, rosemary, moringa, dill, okra, mint and turmeric are some of the herbs
and spices grown by the farmers from Murang’a. Although this particular opportunity is smaller
in scope compared to the others discussed, it is nonetheless important, especially for farmers who
are in the drier parts of the county. From the interviews and discussions, both processors and
farmers see a big potential in exploring this, since most of the mentioned herbs are grown during
the short rain season they can be harvested with cereals and legumes being grown in the long rain
season. This is important because, unlike the other fruits and crops mentioned, herbs and spices
cannot provide direct food security and may leave the farmers more vulnerable than before.
Nevertheless, with such short and long rain season cycles observed farmers will actually be much
better off. Processors are willing to buy these herbs either dried or fresh, where dried herbs fetch
better prices. Similar challenges of volumes and reliable supply will be essential if farmers are to
have sustainable relationships with the processors and traders. Most of the processors interested in
this category buy them seasonally and operate in multiple counties and countries to ensure
sustainable supply.
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5.4 Cereals, Nuts and tubers (ground nuts, chia seed, pumpkin seeds, macadamia,
cassava etc)
Cereals, nuts and tubers are small but growing opportunity in Murang’a. With superfoods gaining
local and global popularity and consumers looking for healthy alternatives, entrepreneurial
processors have come up with fortified flours and herbal infusions tailored to this growing market.
These products as well are easy to grow organically and can find easy market access within
Murang’a and Nairobi Counties compared to the other categories.
As with all the other mentioned categories, organisation and coordination underpin success.
Retailers and Processors are always looking for the lowest hanging fruit in terms of cost for
organization and potential volumes accessible.

5.5 Animal Products
The organic market in Kenya is well developed along crop and plant sections, but is largely
unexplored when it comes to animal products. Mostly because of limited access to organic feed,
organic remedies to common animal pests and diseases. This compounds the challenges of volume
and consistent supply. Although very few retailers and processors have ventured into this business,
there is great potential in its exploration. Especially interesting are organic eggs, as especially
supermarket consumers tend to be willing to pay much higher prices for such a product (based on
the experience from other countries).

36 | P a g e

CHAPTER 6
6.0 OUTLOOK
The organic value chain has immense potential for success in Murang’a. The PMCA exploratory
process has proven this. Early success with the Samakawama Cooperative shows that with good
organisation and sufficient members, business deals will fall in place, and buyers never turn down
a good deal.
Five Opportunities are identified in Chapter 5, however PMCA Phase 2 will involve Thematic
Groups composed of identified value chain actors to pursue Fresh & Dried Vegetables and the
Fresh & Processed Fruits opportunities. Several meetings and discussions will be facilitated to
allow for synergistic engagements among the actors.
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ANNEX 1
INTERVIEW GUIDES
A. Farmer Group Interview Guide
The purpose of the survey is to understand market chain actor with their activities interests ideas
and problems with a goal of developing sustainable market opportunities in the organic sector.
1. Which are your most traded crops / products?
2. What are the main problems faced by organic farmers (min 5)
3. What are the most pressing problems currently in the organic industry that need to be solved
before any meaningful progress is made?
4. Are you part of any marketing group?
5. Are marketing groups important?
6. How can trust between value chain actors in the organic industry be enhanced?
7. What export opportunities exist in your county?
8. Will these opportunities be enhanced by organic status?
9. What should be done for you to be able to benefit from the export opportunities?
10. Are organic farm inputs readily available?
11. Are the available organic inputs effective?

B. Traders Key informant Interview guide
1.
2.
3.
4.
5.
6.
7.
8.

What products do you trade in?
Are these products exclusively organic or you have a mix of both?
What are the challenges you face as a trader ?
What challenges are unique to organic sector?
What do you think are the solutions to the challenges mentioned?
Who are you main buyers?
Are farmer providing what the buyers are looking for?
Can there be improvements?, If yes what needs to be done?

C. Processors Key informant Interview guide
1. What products do you process?
2. How is the market currently?
3. Are you an exclusive organic products processor?
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4.
5.
6.
7.

Where do you source your products?
What are the challenges you face as a processor?
What solutions do you forward?
What opportunities exist in the sector?

8. How can you take advantage of them/ what will make it possible for you to take
advantage of them?

D. Retailers Key informant Interview guide
1.
2.
3.
4.
5.
6.

What products do you trade in?
Do you trade in exclusively organic products and why not?
What are the challenges facing the organic industry?
What solutions can you forward?
What opportunities do you think lie unexplored in the organic industry?
What needs to be done to be able to take advantage of such opportunities?

E. Policy Key Informant Interview Guide
1. How does your role relate to the organic industry?
2. From Policy and research perspective, what are the greatest challenges facing the organic
sector?
3. How can these challenges be addressed?
4. What opportunities exist in the sectors
5. How do we exploit them?
6. What are you doing to exploit them?

F. Supporting Actors Key Informant Interview Guide
1.
2.
3.
4.
5.

What role do you play in the organic sector?
How has the Organic sector changed in the past 5 years?
What challenges are the challenges being faced in the sector?
How can these challenges be solved?
What needs to be done to catalyse growth in the sector
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ANNEX 2
INTERVIEW REPORTS

A. GACHARAGE FARMER GROUP INTERVIEWS ON 27/2/2020 @ OACK
MEETING HALL, KANGARI.
11 Farmers were present, 3 GD facilitators and the OACK team.
Present.
1.

Appolo Ngumba

7.

Mary Wangui

2.

Lucy kimani

8.

Mary Wanjiku Kimani

3.

Tabitha Nduta Ndirangu

9.

Jacob Wanyoike

4.

Stephen Wang’ombe Mwangi

10.

Jane Wambui Karuga

5.

Teresia N. Ngure

11.

Gladys K. Murage

6.

Adjai Njoroge Mugwe

Facilitators
1.

Martin Njoroge Kimani

2.

Clement Adongo Rurinja

3.

Lawrence Gitonga

OACK
1.

David Karanja

2.

Everlyne Ongulu

3.

Stephen Wainaina

4.

Duncan Ndirangu

5.

Johnson Nyaga

The meeting started at 10:00 am with prayers led by Teresia N. Ngure.
A)

The most traded products by this particular group of farmers are:
1. Courgette/ Zucchini
2. Kales / Sukuma Wiki / Collard Greens
3. Cabbage
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4. Spinach/ Swiss Chard
5. Lettuce
6. Pumpkins original
7. Milk
Although they mentioned that they could grow more if there was demand for it.
B) This particular group has no experience of marking as an organized group, however they
commonly sell as individuals.
They could opt for cooperative sales but don’t have enough volumes to support the initiative
of having a collective market.
Farmers were brought together by F.F.S. (Farmers field school) and most were also trained
organic farming by F.F.S. and OACK and during pro-eco Africa meetings but do farming
individually.
They produce low volumes due to limited market opportunities.
They would like organic farmers to be certified to reduce co-mingling with conventional
products as well as fraud by conventional farmers passing off as organic producers.
They identified self-discipline as a key component in maintaining organic standards to avoid
contamination and loss of trust from the consumers.
They saw the need to motivate farmers to do farm organically for their own health benefits and
their health consumption to develop trust and increase organic production.
C)

Challenges

There is no difference in the market with conventional products in terms of price or demand as most
consumers don’t differentiate the organic and convention products in the market.
Sometimes conventional farmers benefit more(in terms of price and volumes sold) in the market due
to the physical / visual appeal of their produce from using synthetic agrochemicals.
As well the farmers pointed out that a number of consumers complain of side effects from the
consumption of conventional products which included acidity and gas.
There is a challenge in maintaining the enough volumes to sustain a stable market.
There is also lack of consumer awareness and health benefits leading to low demand of the produce.
The traders and brokers are also offering low prices for the products demotivating the farmers.
They also reported that a few consumers opt to buy directly from the farm due to the health benefits
of organic products.
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The farmer cited a need to have an aggregation center to consolidate volumes for proper marketing
and expect profitable sales from outside the region if proper marketing is done.
The farmers also saw the need to grow food that has demand from places outside Murang’a county
to boost sales.
The farmers noted that organic certification is necessary but would not guarantee the quality of the
produce if farmers did not have trust amongst each other and self-discipline to follow the standards.
They cited some producers falsely using organic labels while they are not purely organic.
The farmers saw the need to create a unique market identity to build trust with consumers and
promote visibility beyond Murang’a County. This could also be linked with value addition innovations.
Having appealing messages, a strategic slogan and a formal sales group was identified as a critical path
to success.
A starting point they saw that having a local outlet to retail organic produce to Murang’a residents
would benefit organic farmers. Where they could have good branding and install a cooler/ cold room
storage. The also saw the need to diversify product offering for increased market share.
The farmers saw it as important to have regular meeting to monitor developing market trends and be
consistent in supply to avoid failure.
As a starting point they noted that resilience is key to success as the pioneers always suffer before the
path is set, but also saw the need to be facilitated in market entry and set up a good market promotion
campaign.
D)

Marketing Groups

From their collective experience the farmers noted that marketing groups might have leadership
challenges. Having many people in one group might lead to the inclusion of people who are not purely
organic practitioners. These groups might lead to regional marginalization with one area getting most
of the business.
Despite these draw backs they noted that groups needs to invest on value addition and have a good
sales point and be devoid of regressive politics and conflict of interests between the market and
individual interest. All members of the group must have self-discipline and not interfere with the
general operation of the business ( The management should only be answerable to the board and the
board to its constituent member, this hierarchy should always be observed).
Make effective use of the planting calendars to ensure proper supply and stable volumes.
A collective marketing group will build trust with all the stakeholders, build unity in the groups.
E)

Transportation
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Due to their individualistic supply tendencies, transport is mostly done individually using the
motorbikes and cars. Transportation is done individually and driven on the market volume that one
can deliver. Very few farmers however deliver goods to distant markets as most sales are done to
neighbors at farm gates and brokers also purchase from the farm points.
This farm gate markets however leads to low prices of the products in the products.
REMARKS.
-

Have unified groups for farming controls and marketing.

-

Have farming peer reviews for the formed groups.

-

Be prepared for the hard start but foresee the future success.

-

Have soil tests to guarantee quality for proper organic production.

-

Have teamwork and hardworking members.

-

Have self-acceptance initiative.

-

Trustworthy to be each other’s keeper.

-

Think of good value addition opportunities

-

Seek more information of what others have done for their success.

-

Farmers to also learn from the previous attempts from the chain and implement on strengths

and eliminate the gaps identified in the market chain.
-

Involve all the stakeholders in the chain to strengthen the process.

-

Insist on commitment of every stakeholders.

-

Transparency and trust to instill the success of the process.
SUMMARY CHALLENGES

Economic



Cost of running an organic farm is high labour-wise.



Transport costs could be high especially for goods to be delivered to long

distances.
Technical



The quality of organically grown produce is viewed as lower than that of

conventional farm produce.
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Organic products require a lot of technical know-how to time and

prepare pest control products.


Farmers are not synchronizing their planting calendars therefore organic

products are always in short and unreliable supply.


Farmers cannot maintain sufficient volumes to keep the market confident

of organic supplies
Marketing



Organic products are not differentiated from conventional therefore

farmers don’t benefit from premiums


Most farmers only sell to immediate neighbours or the local market



Farmers sell their products individually and not collectively, therefore

volumes are always low.


Consumers are not aware of the benefits of organic products



Farmers don’t follow market trends and end up suffering when

consumers don’t buy their products.

Legal



Selling at farm gate leads to low prices



Farmers don’t sell as collectives, therefore little government support.

SUMMARY OPPORTUNITIES
1. Create a Murang’a Organic brand for visibility and trust
2. Create a local outlet to retail to Murang’a residents.
3. Diversify products to target external markets (outside of Murang’a County)
4. Create a marketing collective to bulk sell organic products in large volumes.
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B. KANGARI FARMER GROUP INTERVIEWS ON 5/3/2020 @ OACK MEETING
HALL, KANGARI

16 Farmers were present, 4 FGD facilitators and the OACK team.
Present
1. Leah Mwangi

9. Joyce W. Mwangi

2. Samuel Maina Kigiri

10. Alice Muthoni

3. Mary Wanjiku

11. Elisabeth W. Mwangi

4. Silvas Kuria

12. Sarah Gitahi

5. Samuel Mwangi Ndirangu

13. Julius Nduati

6. Esther Wangari Maina

14. Lucy W. Muigai

7. Egidia Njori Kamau

15. John Ndirangu

8. Kelvin Mwaura

16. Peris Njeri Maina

Facilitators
1. Mary Nderitu
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2. Clement Rurinja
3. Lawrence Gitonga
4. Emma Kiragu

OACK
1. David Karanja
2. Evelyne Ongulu
3. Duncan Ndirangu
4. Johnson Nyaga
The meeting started at 10:00 am with prayers led by Samuel Maina.
A. The most traded products by this particular group of farmers are:
1. Black Night
Shade/ Managu
2. Collard Greens/

11. Comfrey

27. Spinach

12. Sagget/

28. Green maize

spiderplant

29. Cherry tomatoes

kales/ Sukuma

13. Kahurura

30. Murenda

wiki

14. Purple cabbage

31. Courgette/

3. Cabbage

15. Avocados

Zucchini

4. Spinach/ Swiss

16. Broccoli

32. French beans

17. Beetroots

33. Snow peas, snap

chard
5. Terere/
Amaranth

18. Cauliflower

peas, sugar peas

19. Chacha

34. Dhania

20. Macadamia

35. Carrots

sweet and

21. Loquat

36. Spring onions

purple

22. Guavas

37. Pumpkins

7. Sweet granadilla

23. Gooseberry

38. Bananas

8. Tree tomatoes

24. Rosemary

39. Sweet potatoes

9. Celery

25. Mint

10. Parsley

26. Cowpeas

6. Passion fruit,

B. This group had extensive experience with marketing of their products. However, they cited
the following problems faced in their market processes.
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1. Prices by brokers
2. Lack of consumer awareness
3. Lack of appealing market
4. High production cost
5. Labour intensive
6. Transport to market and distance to market
7. Lack of aggregation centers
8. Lack of value addition and ways to reduce wastage
9. Lack of united collection systems
10. Lack of Introduction of youths to the farming.
11. Weather differences
12. Lack of good quality monitoring and use of new technologies
13. Lack of trust in the sector
C. Transportation is mostly done individually using the motorbikes and cars.
People are not as united to delivering to the designated aggregation center at Kangari
Town (Murang’a). The transport costs to the buyer from the aggregation point is expensive
lowering net income from the sales.
D. The possible solutions to enhancing this market includes the following.
1. Creating consumer awareness on Organic products
2. Focusing on high value/ niche markets for their products.
3. Finding ways of lowering production cost
4. Have coordinated Transport to market in the villages
5. Create aggregation centers
6. Introduce of cold chain and value addition systems to reduce wastage like cold rooms
and packaging.
7. Introduction of youths to the farming.
8. Create good quality monitoring systems and use of new technologies including IT based
systems.
E. Opportunities discussed are as follows.
1. Get machineries for quality controls
2. Packaging of products
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3. Labeling of their packaging
4. Value addition
5. Coded packaging to identify and trace the source of each product
6. Diversify the market to have several buyers and avoid wastage of excess products.
7. Quality production
8. Have local outlet
9. Knowledge of organic farming
10. Influencing more farmers to organic farming
11. Healthy eating habits
12. Have structured market-oriented farming
13. Have unified farming groups
14. To have contracted farming and benefit from input supplies
15. Work on a quality standard supply to the markets.
16. Have market quarters
F. Remarks
1. Farmers said that there is a need for better managed groups.
2. Create good market survey and focus on larger market.
3. To have alternative market for the surplus products.
4. Motivate farmers in market oriented Programmes for farmers.
SUMMARY OF CHALLENGES

Economic

Technical

Marketing
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High production cost



High transport costs



Lack of resources to build a cooled collection and value addition centre.



Lack of a proper aggregation centre



Lack of cooling facilities for storage of received produce



Lack of value addition capacity



Lack of consumer awareness of organic products



Lack of local market in Murang’a to sell organic products to.



Few organic buyers leading to over supply scenarios

Legal



Don’t have a selling point in Murang’a to sell from.



Don’t have properly labelled products.



Lack of organic certification

SUMMARY OF OPPORTUNITIES
1. Already existing marketing cooperative and farmer collective marketing
2. Packaging, branding and value addition possible
3. Getting more organic farming possible, to bump up the volumes sold
4. Greater consumer awareness on organic will create better market opportunities
5. Farmers already working with traders and retailers and therefore working with even more
buyers is a possibility.
6. Great diversity in products already available and more could be produced.
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C. FARMER

GROUP

INTERVIEWS

ON

12/3/2020

@

SAMAWAKAMA,

MANYATTA SABASABA.

15 Farmers were present, 5 FGD facilitators and the OACK team.
Present
1. Joseph Maina Mwangi

9. Beatrice Muthoni Kamande

2. Laban Muiruri Mwaura

10. Jacininta Wangari Kariuki

3. John Kamande Ngaruiya

11. Margaret Ngugi

4. Andrew Kinyanjui Gitau

12. Margaret Ndung’u

5. James Maina Ngure

13. Daniel Irungu Njoroge

6. Joseph Mwangi Ngure

14. Peter Maina Kinyanjui

7. Francis Kamande Mungai

15. Moses Ngugi Muiruri

8. Joyce Wairimu Ngigi
Facilitators
1. Martin Kimani
2. Mary Nderitu
3. Clement Rurinja
4. Lawrence Gitonga
5. Emma Kiragu
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OACK
1. David Karanja
2. Duncan Ndirangu
A. Most traded crops.

1. Avocados

24. Tomatoes

2. Bananas

25. Dhania

3. Mangoes

26. Cowpeas

4. Macadamia

27. Capsicum

5. Pawpaw

28. Sorghum

6. French beans

29. Passion fruits

7. Maize

30. Purple and yellow

8. Sweet potatoes

passion

9. Irish potatoes

31. Turmeric

10. Arrowroots

32. Lemon grass

11. Cassava

33. Herbs (dill, parsley,

12. Cucumber
13. Courgette/ Zucchini
14. Melons (sweet and
thorny)
15. Terere/ Amaranth
16. Peppers
17. Dairy farming (goats
and cows)
18. Kales
19. Spinach
20. Comfrey
21. Citrus / lime
22. Tree tomatoes
23. Sugarcanes
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mint, okra)
34. Beetroots.

B. The group has access to markets. However, they are faced by the following challenges.
1. Brokers and middlemen
2. Poor prices
3. Lack of commitment from the buyers (Failure to collect the products they have ordered)
4. Lack of sustainable markets for fruits like mangoes
5. Buyers Taking advantage of situations e.g. Pick periods/ surplus.
6. Some business minded people entering to the market chain without proper knowledge of the
products.
7. Lack of co-operation from the farmers.
8. Lack of enough water for farming
9. Lack of enough organic knowledge
10. Lack of market for surplus produce
11. Poor prices after sorting of the produces
12. Non-standard harvesting.
C. Possible solutions
1. Creation of cold rooms
2. Group marketing
3. Farmers unity
4. Proper information on market growth
5. Having designated sales point for the products
6. Building trust amongst the organic stakeholders
7. Creating consumer awareness
8. Having publicity of organic produce and their certification
9. Good certification
10. Have unified voice of determining the prices
11. Have small clustered co-operatives for proper monitoring
12. Having markets survey before investing on certain crops.
D. A question was also posed on how they get the feedback from various stakeholders.
1. Direct feedback from consumers who builds trust in the products
2. Good prices and high demand from buyers
3. Trust from the locals due to health benefits
4. Demand on value addition of the products
PMCA PHASE 1 REPORT ON POTENTIAL MARKET OPPORTUNITIES
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5. Good preference of the products.

SUMMARY OF CHALLENGES

Economic



Lack of resources to build irrigation infrastructure



Lack of resources to build a cold room



Technical



Lack of comprehensive knowledge on organic production

Marketing



Lack of collective marketing strategies leading to exploitation by buyers.



Legal



Lack of organic certification

SUMMARY OF OPPORTUNITIES
1. Large pool of well-coordinated farmers
2. Already have export market experience, currently exporting avocadoes
3. In the process of 3rd party organic certification for their farms.
4. Production capacity and diversity is directly proportional to the number of farmers (470),
their large number is a surety of large volume of supply.

PMCA PHASE 1 REPORT ON POTENTIAL MARKET OPPORTUNITIES
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E. TRADERS/RETAILERS
PRODUCTS TRADED
1. Yams
2. Pumpkins
3. Bananas
4. Vegetables
5. Herbs
6. Arrow roots
7. Lemon,
19. Meat

8. Peas
9. Hibiscus
10. Fresh fruits
11. Culinary herbs
12. Spices
13. Teas
14. Cereals.

15. Planning to start
essential oils.
16. Eggs
17. Honey
18. Milk

SUMMARY OF CHALLENGES
Economic
1. Limited access to external capital leading to lower Investment
2. Low liquidity hence cannot buy as much product to maximize capacity.
3. The produce market is highly volatile and unstable
4. Local consumers view organic products are expensive
5. Lack of capital to buy processing equipment, resulting in hiring of processing equipment
6. High business overheads and compliance costs especially in major towns and cities.
7. High labour cost to cater for the high demand of different traditional
Technical
1. Inadequate extension support in organic awareness and training.
2. Poor quality of supply from farmers due to lack of proper storage and cooling facilities
before delivery.
3. Limited number of certified organic suppliers.
4. Marketing coordination to ensure only the required quantity are supplied.
Marketing
1. There is a gap for outlets selling exclusive fresh organic produce
2. Convincing majority of local consumers to buy organic produce
3. Competition from the convention farmers in terms of product quality and quantity.
4. Competition from other restaurants.
5. Many farmers claiming to have organic produce but are not certified
6. Limited market for organic products in East Africa
PMCA PHASE 1 REPORT ON POTENTIAL MARKET OPPORTUNITIES
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Legal
1. Some traders selling organic but are not organic due to policy issues not addressed in
organic sector.
2. Lack of certification for most organic farmers
3. High Cost implication for the export market
4. High taxation

SUMMARY OPPORTUNITIES
1. For fresh produce the price should be the same as conventional for a start for the sake of
awareness creation. Therefore, the link from farmer to consumer should be as short as
possible. There should be fresh produce outlets for only organic fresh produce.
2. Make sure what is available conventionally is also available organically
3. With greater number of farmers certified organic there should be more supply available.
4. Few companies have explored Organic Outside catering
5. In store promotion and consumer awareness creation for organic products should increase
demand.
6. By having coolers and cooling facilities closer to organic farmers the quality of produce
supplied will improve
7. If the government formally promoted organic farming people will notice.
8. More restaurants and outlets serving organic foods would increase awareness and market
opportunities for farmers, they should be located countrywide not just in the capital.
9. Working with KOAN to get access to more organic farmers.
10. Export opportunities exist, farmers just need to be linked with exporters.
11. Certification for farmers should be less expensive.
12. Traders should demand for proof of certification before trading with farmers to support
the standards and ensure quality of organic produce.
13. Exploration of better processing and packing of fresh organic produce.

PMCA PHASE 1 REPORT ON POTENTIAL MARKET OPPORTUNITIES
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F. INPUT SUPPLIERS

SUMMARY CHALLENGES.
Economic
1. Low volumes of product sold making it costly to run the business. One has to sell product
at slightly high price to have a reasonable profit margin.
2. Population stress: people want quick fixes to have quick results
3. Organic inputs are more expensive because the volumes needed for application is more
than for conventional inputs.
Technical
1.
2.
3.
4.
5.
6.

Inadequate qualified personnel to run outlet.
Low level of farmer awareness.
Limited data specific on organic agriculture in Kenya
Quality organic inputs not ascertained.
Organic Seeds not available
Slow adaptability – Takes around 3years before converted farms can reap full benefits of
organic conversion.
7. Organic Inputs have short shelf life.
8. There is a gap in value addition because of lack of processing skills. Some of the
imported inputs can be locally processed.
Marketing
1. Promotion of organic products e.g. branding, labelling lack important information.
2. Low volumes of organic produce.
3. Inputs that are locally made are limited to local market
Legal
1. Lack of an organic product policy.
2. Risk of Prosecution in case of possessing none registered products yet they have KEBS
mark.

SUMMARY OPPORTUNITIES
1. Need to involve the nation especially the government for sensitization and have campaigns
for growing safe food.
2. To train users to use the products well
3. To give awareness how organic inputs work.
4. Improve on labelling to promote awareness and the importance of organic food supplement
and inputs. Creates Jobs for young people.
PMCA PHASE 1 REPORT ON POTENTIAL MARKET OPPORTUNITIES
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5. Train more young people and encourage them to take advantage of the untapped potential
in the organic sector by opening more outlets.
6. People are concern with their health, value addition in raw agricultural products to
manufacture food supplement is a lucrative business opportunity.
7. Expansion in E-marketing of organic food supplement and inputs.
8. The organic sector is growing globally so it is the farming for the future with many
opportunities from production to consumption level.
9. The sector will create more job opportunities in value addition, leading to growth in the
manufacturing sector of organic produce. This will create more jobs for the youth leading
to economic growth and development of the country.
10. Production of organic seeds.
11. Manufacturing of quality organic inputs.
12. Some outsourced products can be made locally
13. To acquire organic certification for products so as to expand market opportunities for
farmers.
14. Training on value addition like extracting inputs from herbs may promote home
industries
15. Acquire other products at discounted prices from wholesalers
16. Policy to promote local productions for example to be included in the list of allowed
inputs in Kenya.

PMCA PHASE 1 REPORT ON POTENTIAL MARKET OPPORTUNITIES
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