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The 1st Market Information symposium 1st-2nd June 2010 

Relevance of market information to farmer entrepreneurship 

The 1
st

 market information symposium took place on 1
st

 and 2
nd

 June at Imperial Royal Hotel was a great success, 
with an average attendance of approximately 140 people on both days, and with representation of stakeholders in 
the market information sectors covering end users and service providers. The attendance ranged from individual 
progressive farmers to heads of farmer associations, to service providers of market information from Uganda and 
Kenya and Netherlands and the end users including donors, financial institutions and partners in the market 
information sector. The MIS main objectives were;  

 Offer a platform for discussion and dialogue for different stakeholders involved. 

  Understand the key issues regarding market information; its implications for rural entrepreneurship and 
other players in value chains 

  Identify the current status; what is services are offered and demanded for and were to improve 

 Maximize this meeting for Dialogue, information exchange and networking 
 

The MIS covered three thematic areas; 

 Relevance of Market Information to Farmer Enterprise growth and Financial Inclusiveness, 

 Mitigating Challenges and Constraints in Agricultural Market Information Services Provision in the region, 
and  

 Developing End User Education and awareness strategies –the practical options.  

 
Relevance of market information to farmer entrepreneurship addressed two topics; 
  

 Completing the Information threads in Agricultural Market Information for positive improvements, 
future of MIS, and food security in region.  

 
The first topic was presented by Robert Kintu, FIT Uganda and his presentation pointed out the Critical success 
factors for market information being; the need to take record of national production and baseline data in all 
identified production areas, the need to support the formalization of smallholder farmers into recognized 
producers linked to organized production and marketing groups,  the fact that availability of Market information is 
a key guide to cost of production for farmers, and the need to provide enterprise growth and Standardization of 
Measures in the delivery of MIS  across the East African Region ; featuring  best practices  and possible linkages 
between information on markets and production will empower the farmer to make informed decisions on 
acquisition of finances. He noted that poor farmer business record management is one of the major hurdles that 
Financial Institutions face in providing financial services to the farmers and that the tastes of the market are 
changing so there is a need to repackage information on markets to suit the current demand. Efforts should be 
made to make market information readily accessible to farmers in the most remote areas and to sensitize farmers 
with Change of Attitude from single based production to market based production, and orient them to adopt 
farming as a business – total enterprise that requires record management and personal commitment. He stressed 
the need for service providers to develop farm based information systems that can be linked to market systems 
and supply chains.  
 
East African Grain Council (EAGC)’s Janet Ngombalu also stressed the importance of getting standardization in 
market information service provision to enable data comparability across districts, countries and regions. She said 
that EAGC has realised that for agriculture to be profitable, there has to be an improvement in structured trade to 
allow farmers serve more than just their country. EAGC has therefore structured trading systems and is 
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harmonizing the systems that they work within the various countries. “We need to address what information we 
are providing, 
for what purpose, who shall use it and for what etc… so we have a clear focus on the objectives of the 
information.” She said that EAGC has put in place a regional task force in each country so that data at the regional 
level is standard and can be used at a regional and national level. She noted that harmonization needs to be done 
on what kind of data is to be used e.g. secondary or primary data. 
 

 Relevance of Market Information to Financial Inclusiveness 

Under this topic, the topics discussed were; The relevance of agricultural market Information in developing 
appropriate financing packages for farmers’ enterprises and, The role of Role of Micro Finance institutions in the 
Market Information Chains.  Bank of Africa’s Sandra Chebet’s emphasized the fact that banks do not have enough 

information on farmers to be able to provide appropriate financial packages for farmers. “Banks shall always ask 
for financials, and very few farmers have books of account and cash flow projections, which make farmers shy 
away from banks.” She added. She stressed the importance of farmers to understand why information is important 
and the stakeholders should help the farmers to acquire and utilize the market information. She mentioned that 
fact that “Banks have not had enough information to allow them develop financial packages for the farmers. They 
have now developed strategic partnerships with government, insurance companies to come up with facilities for 
agriculture.  For example, Bank of Africa now has the warehouse receipt system, so the bank has come in to do the 
bridge financing for farmers.” The major concern by the banks, Sandra said, was the lack of enough information 
from the farmers to be able to come up with packages for them. The service providers voiced concerns that a lot of 
the packages from banks are for commercial farmers and therefore wanted to know what kind of information to 
get from the farmers to allow the banks come up with appropriate packages. In response, Sandra said that  the 
major  focus had been on commercial farmers because they tend have the information needed, echoing that banks 
need to be comfortable in the knowledge that the farmer knows their business and understands if they are to be 
comfortable that their money shall make a return when they lend it out. 
 
In that same light, Wilson Twamuhabwa of Pride Microfinance while discussing “The role of Role of Micro Finance 
institutions in the Market Information Chains”  said that Micro Finance Institutions still have to develop 
innovative ways of disseminating information and should also work with the clients prior to their requesting for 
loans to tell them what sort of information they require. MFIs have offered social products that are considered 
risky e.g. Agricultural Loans, Education loans and this prevents farmers from selling their produce just to pay school 
fees. Therefore market information needs to have such information for the farmers and not only concentrate on 
market prices. 
 

 Mitigating Challenges and Constraints in Agricultural Market Information Services Provision in the 
region. 

 
Here, the symposium focused on case studies under the topics below; 

“Communication Technologies as acquire an tool for effective dissemination of Information” was showcased by 
Annette Bogere of Grameen Foundation under the “Community Knowledge Worker (CKW) Model which is based 
on a distributed network of village-level intermediaries equipped with mobile phones and a suite of relevant 
applications that provide on-demand information to smallholder farmers and data collection. Grameen Foundtion 
aims to achieve; Improved breadth, depth, quality and timeliness of information provided to farmers due to digital 
nature and scalability of mobile and content cost savings through provision of follow-up contact and market 
information through mobile phones and decreased travel needs. The information types so far gathered and 
disseminated to users include;  Markets and Market prices, Crops and animals,  Business directories,  Weather and 
seasonal patterns,  Customised information for partners and other surveys. She noted that with over 25% mobile 
phone penetration in Uganda, the role of mobile phones in supporting the agricultural sector cannot be ignored 
though it still needs the support of an organized network as well as special applications to disseminate and collect 
complex information at the moment. 
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 Managing and sustaining a Field based Agricultural Marketing Services  

Showcasing a field based agricultural marketing services was Paul Nyende from Agrinet, a market brokerage 
company that aims to bridge the gap between the market and the end users through provision of transaction 
security services (TSS). Agrinet ensures that transactions between buyers and sellers take place: at agreed times 
and locations, with agreed volumes and qualities, with payments according to agreed conditions and times, and 
track and trace produce through the whole chain. Agri Net operates through information board managers (IBMs) 
who are a network of rural entrepreneurs running market access businesses located in strategic business rural and 
urban areas. Information board managers are licensed to share market information and intelligence from their 
areas, network to fulfill specific TSS register deals with Agri Net, provide local advertisements for commodities on 
sale in rural areas via information boards and SMS. The targeted clients are; small scale farmers & producer 
Associations, local small scale traders, large scale retail consumers,  large Scale buyers, exporters,  Local Agro input 
dealers and  small and large scale processors. The commodities include cereals, oil seeds, fruits and vegetables, 
seeds, animal products and root crops. 
  

 Weather information a key component in market information 

Samwuel Senkunda, department of Meteology stressed the importance of agro met information, adding that it is 

critical for decision making in the day-to-day operations in agricultural productions because 95% of these are rain 

fed. He however emphasized the need to adequately package and disseminates information in the suitable 

timeframe if it is to benefit end users. The main recommendation was for the Meteology department to engage 

the farming communities in discussions and obtain adequate information from the farmers on their needs for 

weather and climate information and ways of improving modes of communication to facilitate effective 

operational decision making and also to build up strong synergies and collaboration linkages among data and 

information generators to improve service delivery. 

 Promotion of rural communication Case Study of the rural communication development fund 

This was showcased by the Director himself; Mr. George Lyazi. He said that the fund was mobilized from a  
percentage that is levied on all operators, which is used to deliver services that are not delivered by operators in 
certain areas adding that “Therefore regardless of where you are, you should have good communication of the 
same quality as people in Kampala.” He mentioned that RCDF has provided a wireless data network. ICT training 
centres have been set up in some places e.g. Amuria. A training centre has been set up in each town in the 
country. Internet Points of Presence (POP) have been set up to allow rural people get internet access within a 

radius of 10KM from the POP antenna. 

 

 Collection and dissemination of Agricultural Input and Material data A case study 
 

Bridget Okumu from IFDC presented a case study from collection and dissemination of material data from her own 
organization, IFDC. She highlighted the fact that content provision on agro input dealers is mainly through AMITSA 
(Regional Agricultural Market Information System) website, through publications, interactive features like blogs, a 
directory of agro input dealers and catalogues. They also link farmers to markets. IFDC is present in many 
countries in Eastern Africa and works with other partners in others. In Uganda, IFDC works with UNADA and EADN. 
Information for agro inputs is very vital in the value chain. There are many stakeholders who all require various 
information e.g. governments want to know what the fertilizer demand is. Farmers would like to know prices for 
fertiliser, how to apply it and its availability at the local supplier. A directory of agro input players is very important 
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for farmers. Agro dealers are therefore an important point of reaching the farmers.  Stakeholders present were 
also surprised to learn from Bridget’s presentation that fertilizer prices were highest in Uganda of all the East 
African countries and the most reason being speculated upon being transport mark up. 
 

 Rural Information Services; a relevant factor to farmer entrepreneurship.  

John Silico of Rwenzori Information Centre-Net (RIC-NET) gave a case study of rural based market information 
services where RIC-NET supports the collection, collation, storage, retrieval and dissemination of information on 
agricultural commodity markets. He put service providers and end users of MI to task on how to ensure that the 
information created at higher levels reaches the farmer at the lower levels. He commented that project based 
approach interventions are bringing about sustainability problems when the project comes to an end and 
suggested that for interventions to last longer, they should be embedded in processes. He remarked that price 
information should not be the only information given to farmers but all other information related to price along 
the value chain. “Public extension workers are not supporting the use of information; they are still not talking 
about market linkages or crop finance. They are still talking about pests and diseases. They cannot even tell 
farmers that milk in a different village is at a higher price than the one they are currently working in even if they 
know this.” remarked Mr. Silico. He said that rural farmers characteristics include; using rudimentary means of 
production, producing in small quantities, female farmers form the majority of farmers yet do not make 
decisions on when to sell produce and how to use income from sale of produce, access to finance is a big hurdle. 
He thus said that MI should be collected, analysed and disseminated bearing that above issues in mind. He advised 
that whatever system of MI that is introduced should be aimed at increasing farmer incomes or reduce farmers’ 
costs. 
 

 Relevance of Ware House Receipt System to farm entrepreneurship; Case study of E-trade 

Alex Rwego of Uganda Commodity Exchange informed stakeholders that Warehouse Receipt System (WRS) is 
managed by Uganda Commodity Exchange and is run by an act of parliament, which regulates the way it is run and 
currently works with licensing conditions for 5 commodities, which are maize, beans, paddy rice, cotton and 
coffee. The WRS is a new way of marketing commodities, grain, and makes the farmer a price maker and not a 
price taker. It exposes the farmer to markets that they did not have access to before e.g. WFP and other regional 
markets. WRS allows depositors to access finance from 4 banks at present, Stanbic Bank, Housing Finance Bank, 
Opportunity Uganda and Centenary bank. Farmers can get up to 60% of the value of their commodity deposited at 
the warehouse. This was also seen as a good initiative of presenting farmer entrepreneurship. UCE has carried out 
communication support to promote the warehouses that have been set up. As part of phase two, UCE shall set up 
milling plants next to the warehouses so that value is addition is achieved. This will fit well with making Uganda 
food secure by having food security stores. 
 

 The future of information systems – e. trade 

 I-Network’s Elisha Waisukira highlighted the fact that the “success of future information systems and their 
relevance to e trade will depend on their uptake by the weakest link who is the small holder farmer.” I-Network is 
involved with knowledge sharing, promotion and advocacy for successful ICT for development. It’s role is to build 
capacities in the appreciation and use of market intelligence in planned production. Information systems need to 
be relevant to the characteristics of the actors in the agriculture value chain e.g. farmers, traders, transporters, in 
puts suppliers, financiers, etc. Weaknesses such as Low level of literacy, lack of an entrepreneurship, approach in 
farming and lack of attitude adjustment in adopting new interventions if addressed will go a long way in improving 
dissemination of Market information services to the rural small scale farmers.  
 
The main conclusion of the day’s session was that farmers are hesitant to take on interventions that do not provide 
Immediate benefits and so demonstrations should be carried out to emphasize benefits and importance of 
interventions being presented to farmers. 
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 Developing End User Education and awareness strategies –the practical options. 
 
  

 Marketing information a factor in effective national planning programs 

John Kavuma of NPA informed participants that marketing information is indeed utilized during National Planning. 
Marketing information is distinct from market information. It involves the provision of facts and statistics about 
certain market aspects such as Physical markets and Price of a given commodity/service. An important stage in 
marketing information is marketing research. Technology is obviously utilized in storing and disseminating 
information on market. Development planning must assume a more proactive role to cope with increasing 
competition and therefore it would important be important to use the market information which reflects the 
economic environment so that planning can also be predictive. He emphasized the use of adequate tools and 
quality analysis while compiling the market information. For development planning to be meaningful, beneficiaries 
must be the centre of the development planning process just as customer is to a business. Effective 
implementation of policies and strategies into actionable programmes and projects requires lots of information on 
needs of clientele to avoid resentments by the beneficiaries. He said that marketing information is crucial during 
planning since a social marketing strategy is used to collect the information which is essential in enforcing a change 
of attitude and making plans that are a ‘household brand’. Planning as well as market information should be driven 
by needs of the clientele. There is a need for MI service providers to enhance their forecasting and predictive 
capacities as means of proactively addressing development challenges. Marketing information is therefore a key 
factor in national development planning and programming of development priorities. 
 

We should stop using a defeatist attitude for our farmers. They should be able to use their resources with an 
attitude of making a return from the resources used. If you tell them they are poor, they will think they 
are poor. We should tell them they have resources that they can use to increase their resource base. People 
should be able to pay 220 shillings for information if they have value for it. For the FIT programme, each 
farmer that signs up for the record programme shall pay 1200 per month for information. This is very little money 
for subscription but allows the farmer print outs from the system and they can receive all market information they 
need from the system. The more the farmers that sign up, the more lower the subscription can go. If a farmer can 
pay up to 40,000 shillings at a time every time they need a business plan to access crop harvest finance from a 
micro finance institution, then 7000 a year to have access to their own records should be affordable. 
 

 
 
 

 Role of Media in Public Education and Dissemination of Market information 

The role of media in public education and dissemination market information was discussed at length with media 
experts advocating for institutionalized of market information within media houses and channels. Media is defined 
as various means of communication – TV, radio, phone, billboards, newspapers It should be a requirement for a 
media house to get license. For example, a radio station should be able to show a good agro business information 
programme as part of its requirements for getting a license. The media must be made active participants of the 
market information process to allow them gain the experience and context, which shall allow them to disseminate 
the information better. “Farmers and stakeholders alike were called upon to trust the media since it is not a spy of 
enemy but is there to help.” added Maggie Lukowe of the New Vision. The media is always willing to work with the 
community to showcase successful models and disseminate information that would enable up scaling as have been 
seen in Farmers’magazine in the New Vision, Nekolela gyange, kungula aired on radio stations. 
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 Building Networks with Existing Extensions to enhance usage of AgMIS 

Florence Kabugo Byamukama, Enterprise Development Officer, NAADS Secretariat said that PMA recognizes 
Market Information Services (MIS) as a key supportive service to commercialization of agriculture. In the MI 
context, NAADS, under the Agri-business development and market linkages provides reliable market information 
to assist farmers in reducing the risks associated with marketing by empowering farmers to bargain for fairer prices 
and decide where and when to sell their produce. NAADS also has a linking farmers to markets and marketing 
actors .  the Agri business Market Information Services include; commodities demanded in the market, location of 
the market, contact address in the market include details of locations, prices, when the commodities are required,  
quantities, and  quality specifications e.g. colour and size. NAADS also partners with other stakeholders e.g. FIT 
Uganda to help them bridge gaps in generation and dissemination of Market Information. The main challenge 
however is  that the population of farmers that can successfully market their products is still low. The way forward 
for NAADS is therefore to aim at the improvement of the current service delivery mechanism by creating synergies 
within the market information service providers, involve the Local government staff as well as service providers in 
the collection and dissemination of market information and develop a feedback mechanism to allow for 
improvement in provision of the services. 
 

 Streamlining Market Information Services in Farmer Enterprise training programmes  

Lynnet Awor of Pelum Uganda a network of 33 Non Governmental Organizations aimed at improving the 
livelihoods of smallholder farmers through sustainable use of natural resources, said that PELUM shares market 
information with its members on weekly basis, focusing on trends, and levels of production, according to the 
regions who in turn transfer the information to their farmers. The publications carry information related to market 

processes. They support members to disseminate this information through rural information points. “In Uganda,” 
she added, “government and development agencies have been key in looking for information and taking it to the 
farmers.”  She also noted that for sustainability purposes, farmers have to be involved in collecting their own 
information and already, in some cases farmer group leaders have collected market information.  Other lessons 
learnt were to; disseminate market information in local languages on radio and posters, involving  farmers in 
addressing their own challenges for  sustainability of the initiatives, addressing food security first, then marketing 
second and supporting farmers to practice sustainable agriculture for better land use and higher yields 
Lynnet recommended; integrating MI in farmer training programmes, supporting local markets authorities to 
increase and maintain information boards that display updated prices of goods and other related information and 
encouraging and supporting collaboration among the wider farmer audience for sustainable livelihoods 
 
Group Discussions on Matter Arising from Symposium 
 
The participants then formed different groups to look at the four thematic areas that had been discussed. So many 
questions had come up during plenary discussions after presentations, and so the groups attempted to discuss such 
issues further and perhaps come up with solutions and recommendations for the sustainability of the market 
information sector. Some of the questions and subsequent answers and suggestions that came up were; 
 
Whose problem is it? Whose responsibility is it? 
 
Is the problem for all stakeholders or for farmers? Are service providers feeling responsible what really not the 
problem is? 
 
Who should pay for the relevant MI costs across the value chain and how can it be maintained? 
 

                                  For sustainability 
• There should be Public Private Partnerships. 
• Government may facilitate and regulate the existing commercial private sector market information 
• Farmers should be organised into groups to reduce the cost of accessing information 
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• Whoever needs the services should pay for them. Where the information is considered public, government 
should pay or support others actors to pay for the information. 
• There is need for market information services to be relevant, accurate, standardised and demand driven. 
• There should be regulatory polices to ensure functional institutions. 
• For sustainability of market information services, the government needs to buy in to support the market 
information system if it takes it as a public good. So far interventions have been project based, e.g. FEWSNET, 
Foodnet and now InfoTrade, which are all projects. 

 
 
What is the key purpose of market information to agriculture financing? 
 
The key purpose is to make it possible for all actors to make the good decisions along the chain. Farmers, financial 

institutions and the information providers are key players. Market information provides a basis for deciding 

payback period, cash flow planning and grace periods, which help to decrease default rates and lower risk 

management costs. 

Financial players can make tailor made products for agricultural stakeholders with differentiated interest rates. 

Where are MI  and agricultural financing well connect and where are they disconnected? 
 
How do we create win-win arrangements for packaging MI for financial inclusiveness? 
 
What connections exist between different challenges and constraints in agricultural market information services? 
 
Why do these constraints exist? 
 
Do you see any opportunity for harmonization of MI? 
 
What sustainable strategies would you suggest in sustainability of MI service provision? 
 
 What are the main challenges and ways of improving end user awareness in MI? 
 
How can MI service provision and capacity building of end users go hand in hand? 
 
What sustainability partnerships should be developed in the provision of MI services? 
 
Way Forward and Closing Remarks 

Way forward and closing remarks were made by the Permanent Secretary, ICT network, and SNV’s Marieke Ban 
Schie , also head of APF network in Uganda and the main emphasis was on to ensure that MI makes sense to 
farmers and all other stakeholders involved  by carrying out agreed actions. They both emphasized that 
smallholder farmers are the lowest denominator in the value chain and so service providers should o design the 
initiatives with them in mind if market information is to be successful and relevant for all stakeholders across 
 


