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Chain	activity	
integrators

Chain aCtivity integrators not only farm; they also 
have moved into other activities in the chain, such 

as processing, marketing, or exporting of produce, yet 
without exerting more influence on the management 
of the chain. 

These farmers may start out by offering an attractive 
product to the market, and they have developed basic 
assets and farm management skills. But they may feel 
that they get little return from the market. They sell their 
product as raw material at low prices, while at the end 
of the chain the consumer pays a price that may be many times higher. 

These farmers can increase their income by adding business activities – usually 
together with other farmers. They organize themselves (for example, in coopera-
tives) to bulk their produce, process it to some extent, and then sell it as a group. 
They may also purchase inputs as a group. This allows them to get a larger share 
of the revenues in the value chain. 

In the following case studies we see examples of how farmers have integrated 
chain activities:
• Stepping back to move forward: Fruit juice in NW Tanzania
• Trading and milling to help HIV-affected households in Kenya
• Honey and beeswax value chain development in Same, Tanzania.
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Stepping	back	to	move	forward:		
Fruit	juice	in	NW	Tanzania

Muleba assoCiation for agriCulture and Local Industries (MALI) is an as-
sociation of over 1800 farmers in Muleba District, in the Kagera region of 

north-western Tanzania. MALI runs a processing factory in Muleba, which pro-
duces juice from the farmers’ fruit. The farmers bring their output to the factory 
on a set timetable. The factory workers receive and weigh the fruit, sort and clean 
it, cut it and extract the juice, measure the natural sugar content, add sugar and 
water, and pasteurize and bottle the juice. The bottles are cooled, labelled and 
packed into crates before they are marketed.

The association currently produces about 1500 crates a month – though it could 
double this if there is demand. It distributes its products directly to retailers in 
Muleba and Bukoba. 

The factory produces various flavours: mango, pineapple, orange, mandarin, 
lemon and passion fruit. It has also developed a mango-pineapple mix, which is 
one of the most popular products in its range, and is attempting to blend more 
fruits and to introduce hibiscus (roselle) into its product portfolio. 

The juices are delicious, and customers like them. But MALI is finding it hard to 
make ends meet. Here are the major problems it faces:
•	 Competition  Since the association was founded in 1997, Tanzania has under-

gone significant economic changes. The national market has opened up, and 
juices from Kenya and South Africa have flooded in. The soft-drinks giants, 
Coca Cola and PepsiCo, have become more competitive and have penetrated 
even remote rural areas of Tanzania. 

•	 Packaging  MALI uses recycled glass bottles; workers sterilize them by hand 
before refilling them. The bottles are expensive, so MALI operates with a very 
small stock. There is no system of recycling bottles from retailers. When the 
bottles run out, the juice is packed in plastic bags – but this reduces the qual-
ity and shelf life. 

•	 Seasonality  Fruit production is seasonal, and volumes fluctuate from month 
to month, so the factory lies idle for significant periods during the year.

•	 Costs and efficiency With its high production costs, inefficient labour-in-
tensive technology and limited volumes, MALI finds it hard to compete. Its 
only comparative advantage is its natural ‘health’ qualities.

•	 Distribution  system  MALI juice is sold within a radius of about 70 km 
from the factory. There is one sales point in the town of Bukoba (the capital of 
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Kagera region), and ad-hoc sales to 
Muleba-based buyers. The distribu-
tion system is weak, and there is no 
order acquisition and management 
system. Unsold inventory some-
times accumulates in the factory 
store.

•	 Overstretch  MALI is active in all 
various stages of the value chain: 
processing, distribution and mar-
keting. But it has limited technical, 
financial and human resources to 
perform all these functions. 

The	History	of	MALI
How did MALI get into this predica-
ment? To understand this, it is neces-
sary to look back in time.

MALI was formed in 1997 as a project 
by Agency for Co-operation and 
Technical Assistance, a Belgian NGO. 
In 1999, guidance shifted to another 
Belgian NGO, Ieder Voor Allen, and in 
2003 it moved to yet another, TRIAS. 

When the project started in 1997, the focus was to improve the farmers’ productiv-
ity. By 1998, the farmers were producing far more than the local market for fruit 
could absorb, so a fruit-processing factory was established. The juice was at first 
packed in plastic bags, but since 2001 bottles have been used. 

TRIAS, the NGO currently supporting MALI, currently meets roughly two-thirds 
of MALI’s processing, distribution and marketing costs. The NGO was consider-
ing a way to phase out this support so it could concentrate on extension activi-
ties, where it has greater interest and competence. This is not unusual among 
development agencies, which tend to tire of this kind of project. 

From	analysis	to	recommendations
This looming withdrawal put a lot of pressure on both TRIAS and MALI’s man-
agement. They agreed to look for ways to reduce the subsidies gradually so the 
factory could become fully independent from a commercial point of view. So they 
engaged Match Maker Associates Ltd. (MMA), a development consulting firm, 
to do a marketing/value chain analysis and business plan.

The MALI association has over 1800 
members
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This study included a market scan for juice within and beyond the Kagera region, 
research on possibilities to diversify the products and improve packaging. It also 
identified other ways to generate income from product diversification based on 
what the member farmers can produce. 

MMA recommended that MALI move from its present practice of trying to do 
everything, to one that depends on strategic collaboration among key actors. This 
move has to be deliberate, and has to be planned for and governed effectively. 
This is the essence of the value chain approach that emphasizes an understanding 
of the market dynamics and strategies to meet market needs. MALI should focus 
on its core competencies (producing juice) and acknowledge that other actors are 
better placed to perform other critical functions. 

Refocusing of MALI’s activities requires the ability to upgrade along three dimen-
sions: process, product and function.
•  Upgrading processes  MALI should increase the efficiency of its internal 

processes to make them significantly better than its rivals. This means improv-
ing efficiency within individual links in the chain (e.g., increasing inventory 
turnover, cutting wastage), and between the links in the chain (e.g., more 
frequent, smaller and on-time deliveries). 

 Challenges include rebuilding the MALI team, rescheduling the procurement 
and juice-production plan, designing a distribution system, and sourcing fruit 
from non-member farmers.

•  Upgrading  products  MALI has to introduce new products or improve 
old products faster than its rivals. This could involve blending more fruits; 
introducing hibiscus juice, jams and marmalades; improving packaging and 
labels; and complying with certification standards.

The bottles are sterilized and then dried
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The processing plant employs mainly women

•  Upgrading functions  MALI should increase the value added to its products 
by changing the mix of activities it conducts. For example, it could take on (or 
outsource) distribution, logistics and promotion. Or it could move activities 
to different links in the chain (e.g., from distribution to processing). It should 
use dealers (stockists who supply retailers) and distributors (who promote 
the juice in new areas), and get them to share transport and marketing.

Building	engagement
MMA advised MALI to outsource its distribution and marketing to distributors 
who are better positioned to link with retailers and consumers. These distributors 
have their own network of dealers and retailers, as well as storage and trans-
port facilities. The distributors are licensed by big companies to distribute their 
products in a specific area. Some even have the capacity to organize promotion 
campaigns when they introduce new products. The advantage of a distribu-
tor–dealer network is that the distributor offers its dealers a product portfolio (a 
variety of products which MALI cannot offer), and has the financial strength to 
extend dealers credit for up to a month. Distributors are ready to share transport 
and marketing costs with companies like MALI, so also share benefits. 

Financing	growth	
MALI’s business plan has shed light on the factory’s future performance. With 
financial support for investment, the factory should be able to break even after 
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2 years. The factory will have the capacity to buy all the fruit produced by the 
association’s member farmers. The farmers should see their incomes rise with a 
12.5% increase in the price of their fruit. The factory will also need to buy sub-
stantial amounts of fruit from non-members. Other beneficiaries will include 
distributors, dealers and retailers. The factory should be able to create jobs for 
about 35 staff and 17 casual workers. More than 90% of these jobs are expected 
to be for women.

The factory requires substantial financing before it can generate enough cash 
flow to reach this breakeven point. An extra €316,000 is needed, which MALI 
is requesting from TRIAS and its other partners. MALI itself will contribute an 
initial €30,000. MALI will not be able to access commercial loans at this point, 
for several reasons:
•	 Weak  collateral  MALI is a medium-scale processing unit with low-cost 

equipment and limited fixed assets. The equipment has a very low resale 
value. Other ways of financing, such as hire-purchase or leasing, are not ap-
propriate because the processing technology and equipment are not advanced 
enough. MALI’s buildings are not movable and their location in Muleba is 
not attractive for most potential commercial buyers.

•	 High risk  The shift from a development project to a business approach is 
a big shift for MALI. It will take time to change the mindset of staff and the 
association members. Finance houses are likely to be sceptical of investing at 
this stage, bearing in mind that the factory has not been profitable during its 
first 5 years.

•	 Over-exposure  of  poor  farmers  MALI is an organization of small-scale 
farmers, who have low incomes. Taking a commercial loan now would expose 
these members to unacceptable levels of debt.

Lessons	and	challenges
MALI and its partners have faced a steep learning curve as they have tried to 
bring the farmers’ produce to the market. They are being forced to shift from a 

Chain movements
Before MALI was formed, the farmers were chain actors, in 
the bottom left of the diagram �. With the establishment of 
the factory, they moved into activity integration �. But this 
has not proved profitable because of difficulties in marketing 
the product. 

The solution is to outsource activities such as marketing and 
distribution, and to focus on MALI’s core competence of pro-
ducing fruit and making juice, and on managing relationships 
with the dealers and distributors in the chain �.

�

�

�
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subsistence approach to a business focus. MALI will have to stop trying to per-
form tasks where it has limited capability, and focus on its core competencies of 
growing fruit and turning it into juice.

Developing the value chain is necessary for this, but it is not enough. MALI 
has found that support mechanisms (financial, capacity building, an enabling 
business and policy environment) are vital to give it the ability to implement its 
strategies. 

No amount of research can adequately capture the wide range of factors that af-
fect the various options open to small businesses such as MALI. The future is in 
any case uncertain. So MALI’s strategy must remain open to alterations. It will 
have to continue to monitor its business environment so it can respond to the 
challenges ahead. 

MALI’s efforts to upgrade are affected by the policy environment. It will have 
to fulfil food standards and safety requirements, register its brand, and acquire 
patents for its various blends. Support from the relevant authorities will be vital 
if these efforts are to succeed.

More information: Match Maker Associates Limited, www.mma-ltd.com, or contact 
Edmond Ringo, edmond@mma-ltd.com
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Trading	and	milling	to	help	HIV-
affected	households	in	Kenya

hiv/aiDs has hit afriCa hard. The disease strikes people in their prime work-
ing years hardest – the very people who feed their families, raise children 

and care for the elderly. People who are infected need nutritious food if they 
are to stay healthy enough to work. If they fall sick, their families are hit with a 
double blow: they lose their main source of income, and they must care for their 
sick breadwinners. People who die of the disease leave their families distraught 
and destitute.

Governments – short of funds and skilled staff – can do little to help. But Africa’s 
communities respond generously. Extended families take care of orphans and the 
old. Friends and neighbours help by providing food, money and comfort. But try 
as they might, even these close-knit communities cannot cope.

The poor suffer most. They are concentrated in the slums that ring the big cities, 
and in semi-arid areas where growing food is difficult at the best of times.

Initiatives to provide support to people living with AIDS abound. Efforts to help 
them that rely on donor funding are not sustainable in the long run. So local com-
munity organizations are trying to find other ways – approaches that enable these 
people to earn enough to survive and help their sick relatives and neighbours. 

Families of AIDS sufferers fight a losing battle to make ends meet
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GROOTS Kenya (Grassroot Organisation in Sisterhood – Kenya), a local NGO, 
has been helping three self-help groups of women in different parts of Kenya 
face this challenge. 
•	 Tei wa w’o Self-Help Group  The Tei wa w’o (“true mercy”) group comprises 

10 independent sub-groups, each with about 30 members in Yatta Division in 
Kitui West. The area is dry, depends mainly on grain and livestock produc-
tion, and is prone to persistent droughts and food deficits. It has a narrow 
economic base. Farmers tend to sell their produce at throwaway prices soon 
after harvest so they can pay off their debts and buy their immediate needs. 
They then buy back the same grain later at higher prices.

•	 Mathare Mothers Development Centre  This centre is located in one of the 
most populated slums in Nairobi. It consists of over 30 self-help groups in ten 
“villages” within the slum. Most people in the area have very low incomes 
and find it hard to feed their families. Many are unemployed and have no 
other way of earning money.

•	 Mwihoko wa Rironi Women’s Group  The Mwihoko wa Rironi (“hope of 
Rironi”) group is based in Limuru Division, 35 km from Nairobi. This is a 
densely populated rural area with very small farms (less than 1 ha) that can-
not produce enough food for their owners’ needs.

While each of the three groups is located in a very different part of Kenya, they all 
work in similar ways. Members of each group contribute cash, food and time to 
help families affected by AIDS. They earn money from trading. Some run merry-
go-round savings schemes, where each member puts a small amount into a kitty 
each month; the pooled kitty is given to a different member in turn.

The three groups’ biggest problem has been to make enough money to support 
their own needs, make sure that HIV/AIDS sufferers get enough nutritious food, 
and to take care of the families of the AIDS victims. They have been looking for 
business ideas to earn money. 

One approach they have tried is to buy grain and sell it to people in the commu-
nity. But they can handle only small amounts and the costs are high. The groups 
are still not well organized and have not established strong marketing links, so 
they cannot compete with local traders. 

So the groups plan to expand their marketing operations and start grinding the 
grain to make fortified flour. They hope this will not only earn them money; it 
should also improve access to cheap, nutritious food. That should benefit the 
members’ families, as well as people affected by HIV/AIDS.

Through GROOTS, the groups asked FAO to help them assess whether their 
ideas were feasible, profitable and sustainable, and to determine how they could 
develop viable grain marketing and flour processing activities. An agribusiness 
specialist helped each group:
•	 Review their options for businesses to engage in, focusing on areas where 

they already had some basic knowledge.
•	 Identify appropriate business strategies and targets, in terms of specific prod-
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ucts and services, pricing structure, capital investment needs and cash flow 
projections.

•	 Identify technical and managerial skills they would need to run the busi-
ness.

Each group has developed its own business plan. The Tei wa w’o group plans 
to establish a grain consolidation centre by buying grain (maize, sorghum, mil-
let, beans, cowpeas, pigeonpeas, lablab, greens grams, etc.) at the beginning of 
the harvesting season. The group will then store the grain in a warehouse where 
economies of scale mean they can fumigate it more cheaply and effectively than 
if individual members were to do this. The group will then sell the grain in the 
local market when the prices are higher.

Tei wa w’o will try to sell the grain at low, stable prices so the poor can afford it. 
They hope to stay profitable and competitive by attracting a lot of demand, so 
maintain a high volume. 

The Mathare Mothers plan to buy a posho mill (a hammer mill) to produce dif-
ferent nutritious product lines based on fortified flour (mixtures of maize and 
sorghum, plus grain legumes such as beans, pigeonpeas, green gram, cowpeas, 
etc.). Though there are already many posho mills in Mathare, most of them produce 
ordinary maize flour. The group’s business edge is in packaging nutritious flour 
and pricing it for a niche market. They plan to sell to their members and families 

A posho mill can make flour to sell, as well as nutritious food for the group members’ 
families
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affected by HIV/AIDS at a price that covers their costs plus risks; they want to 
retail to the larger community at competitive prices. 

The Mwihoko wa Rironi group will buy high-quality maize at harvest time from 
the main growing areas, especially the Rift Valley. They will then resell the grain or 
mill it to make fortified flour, which they will sell locally at competitive prices.

The three groups plan to set up strategic alliances with other groups. The group 
that buys and consolidates grain (Tei wa w’o) will sell the grain at wholesale 
prices for milling. The Mathare and Mwihoko groups will be able to sell flour to 
groups that have no mill of their own.

Chain	management
The groups need to improve their managerial skills to operate their proposed 
businesses. Their business plans set out their capacity building requirements, 
focusing on developing their skills for running business as a group. A training 
programme was designed with the assistance of the agribusiness specialist and 
in collaboration with the group members. This programme is an adaptation of 
existing curriculum and materials. The modules cover the following topics:
•	 Action learning  This is a learning-by-doing approach. It provides the group 

members with the skills they need to explore and clarify their problems, and 
helps them develop strategies they can put into action. 

•	 Leadership, management and group governance  This aims to strengthen 
group leadership, management and decision making. It also aims to ensure 
that the business is run professionally and democratically, is accountable to 
members, and with well-defined partnership principles. 

•	 Business management  This part of the training programme takes the group 
through different aspects of business planning, resource mobilization and 
implementation strategies. It also includes tailor-made management modules 
depending on the business, such as:
o	 Marketing business development (grain marketing and warehousing) 
o	 Farming as a business
o	 Developing agro-processing business (e.g., posho milling) 
o	 Savings and credit mobilization
o	 Contracts, arbitration and legal entities 
o	 Post-harvest handling and value addition
o	 Transport and logistics management
o	 Pesticide management.

The group members have already attended training on some of these topics. They 
will cover the remaining topics in the next few months.
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Chain movements
The business group approach provides entry points for the 
group members into the value chain �. The Tei wa w’o group 
has started trading in addition to farming. Mwihoko wa Rironi 
has added trading and milling. The Mathare women are not 
involved in farming, but have also started trading and process-
ing grain �.

As they gain in experience, the groups could evolve towards 
co-ownership of the value chain. They will gradually establish 
business partnerships with other local actors as they are 
targeting the market in their communities. They are close to 
their final consumers, so be able to develop products that their 
customers demand �.

�

�

�

Outcomes
The groups have been able to identify the different upstream and downstream 
linkages – for example, their main sources of grain, transport providers, manage-
ment requirements in processing, packaging and distribution arrangements, and 
so on. Each group will negotiate long-term agreements with its upstream and 
downstream partners.

The intervention is still in its early stages. But the group members have already 
gained confidence; they have realized that they can set up viable businesses 
and do not have to wait for handouts. Going through the business planning 
process has also allowed them to develop an entrepreneurial attitude, and they 
now appreciate that expanding slowly, in steps, will ensure social and economic 
sustainability.

Challenges
The groups are entering a business area which is dominated by well-established 
traders. The business plans had to take competition and sustainability into ac-
count. The intended strategic alliances between the groups should give them an 
edge as they compete with other traders. 

The main challenge is in accessing the initial capital to buy the mills, warehouses 
and other equipment, as well as in purchasing grain. 

Establishing a commercial milling and packaging facility is particularly challeng-
ing given that these are low income people with a weak socio-economic base. 

More information: contact Susan Minae, susan.minae@fao.org
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Honey	and	beeswax	value	chain	
development	in	Same,	Tanzania

four thousanD beekeepers, 35,000 hives, and a potential of over a million litres of 
honey and 20 tons of beeswax a year – impressive statistics for Same District, 

in the Kilimanjaro Region of northern Tanzania. 

But in fact, Same – the largest and poorest district in the region – produces less than 
200,000 litres of honey and only about 400 kg of the high-value wax. The district 
does not even appear on the national map of honey producers in Tanzania.

Understanding	the	honey	sector
Why the poor performance? How can Same’s farmers benefit from this promis-
ing but neglected opportunity? Two development organizations in the district 
– the Evangelical Lutheran Church of Tanzania (ELCT) and VECO Tanzania 
(Vredeseilanden Country Office of Tanzania, a Belgian NGO) have been grap-
pling with these questions. 

The two organizations have supported the development of beekeeping in Same 
since 2003. As a result of their work, the district’s beekeepers realized they needed 
to organize themselves into an association. They founded SABEA, the Same Bee-
keepers Association, in June 2004.

ELCT and VECO Tanzania conducted studies with the beekeepers and other play-
ers in the sector in order to understand the sector. They found that beekeeping is 
dominated by elderly men. They build hives, site them, and harvest the honey. 
Young people are seldom involved: sons inherit hives only when their fathers 
die. Owners of many hives may hire other men (and sometimes women) to help 
site the hives and harvest the honey. 

Women are involved mainly in selling honey from their homes or at the local 
market. They sometimes also attend meetings, prepare and clean equipment, and 
help carry equipment and the honey that has been collected. A few women own 
their own hives and do most of the work themselves, but the distance to many 
hives and the need to climb trees limits the involvement of women. Since honey 
is often used for medical and religious ceremonies it has to be pure. Women are 
traditionally seen as “impure”, further limiting their involvement.

Much of the crude honey is sold to local brewers. Distribution is dominated by 
middlemen who buy directly from the farm or at local markets.
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Few beekeepers add value to the honey by processing or packaging it. They say 
such processing is not needed because buyers are willing to buy the crude prod-
uct at a reasonable price. But they are missing an opportunity: an unprocessed 
mix of combs and honey fetches only about TSh 1000 (€0.71) per litre, while the 
same amount of purified honey would bring more than three times this amount 
at the local market. Beeswax is also a valuable product, fetching almost as much 
as purified honey.

Chain	management
Honey production in Same is constrained by various problems: 
•	 Production problems  Farm chemicals can harm the bees and reduce honey 

output. Production methods restrict output, and traditional harvesting meth-
ods using smoke reduce the quality, since they leave unpleasant off-flavours 
in the honey. 

•	 Processing techniques  Beekeepers do not process their crude honey. They 
could earn much more by removing the high-value beeswax and selling it 
separately.

•	 Low volumes  Honey volumes are currently too small to interest buyers. 
Improved beehives would make it easier to boost production, and individual 
beekeepers could bulk their honey and sell it collectively.

•	 Unpredictable markets  There are no reliable honey buyers in Same. Few 
producers understand the market: the ELCT/VECO Tanzania study found 
that around 78% were uncertain about the market and complained of lack of 
transparency. On the other hand, traders and consumers do not know where 
to get a reliable supply of honey. This points to a clear gap between supply 
and demand, and so a huge potential for a successful intervention. 

Building	a	consortium	to	promote	honey
Two other organizations, Faida MaLi and SNV Tanzania, also have an interest 
in developing beekeeping in Same. In January 2005, they joined ELCT, VECO 
Tanzania and SABEA in signing a memorandum of understanding to support the 
development of a sustainable value chain for honey and beeswax. The roles and 
responsibilities of each organization were defined right from the beginning:
•	 SABEA (Same Beekeepers Association) is the main organizer of producers. 

It aims to coordinate the buying and selling of honey to markets outside the 
region; this includes processing, packaging, storing and wholesaling.

•	 ELCT (Evangelical Lutheran Church in Tanzania, Pare Diocese) provides 
group strengthening and organization support to the primary producer groups 
and to SABEA. It also provides extension on beekeeping in close collaboration 
with the local authority staff. 

•	 VECO Tanzania provides financial, capacity building and advisory support 
to producer groups and to SABEA in partnership with ELCT.
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•	 Faida MaLi  (Faida Market Link Company Ltd.)  trains trainers on farmer 
economic empowerment, subsector mapping and market linkages. It is devel-
oping special training materials for farmer groups on how to adhere to Fair 
Trade standards.

•	 SNV (Netherlands Development Organization) provides advice and facilita-
tion to all actors involved in the consortium. It also facilitates collaboration 
with partners and acts as an “honest broker” with external parties such as 
trading companies.

The consortium holds regular monthly meetings to monitor progress and assign 
tasks to each partner.

The partners decided to implement the following activities jointly:
•	 Analyse the honey and beeswax subsector in Same and other related markets, 

as a start towards developing a value chain.
•	 Assess the capabilities of producer groups and SABEA, in order to plan how 

to strengthen these organizations and assess their ability to comply with “fair 
trade” standards.

•	 Improve the quality and quantity of honey produced.
•	 Investigate and design ways to link honey producers with potential long-term, 

reliable buyers.
•	 Build relationships with service providers who are not yet collaborators (such 

as microfinance institutions and local government).

Each member of the consortium offers its own expertise
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Improving	the	position	of	producers	
The consortium’s ultimate goal is to help the honey producers become owners 
of their product value chain. It should be possible to empower SABEA to make 
informed decisions and control the whole process, from production to sale in 
local markets. 

The partnership is still in its infancy, but progress is already being made. Beekeep-
ers are acquiring improved hives and other equipment on a cost-sharing basis. 
They are also strengthening the association and its component groups through 
frequent meetings, writing a constitution, and collecting contributions and data 
from members.

First	lessons	leading	to	more	focused	actions
The consortium partners have drawn some lessons from their work so far:
•	 Women and young people  These currently play only a limited role in honey 

production and marketing. However, some communities are increasingly 
welcoming them into the business. The partners plan to discuss these issues 
with community members and introduce appropriate technology to encour-
age more women and young people to take up honey production.

Facilitators such as NGOs and the government can play a key role in bringing farmers 
and other partners in the value chain together
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•	 Production skills  The lack of skilled management and harvesting techniques 
affects the honey quality. The partners are seeking ways to work with local 
artisans and other service providers, as well as a socially responsible trading 
firm that is willing to invest in quality assurance. 

•	 Spraying  Spraying close to beehives harms the quality of the honey. The 
partners are lobbying government agencies responsible for land and forestry 
to give beekeepers permits so they can access forest reserves. This should help 
solve the recurring conflicts between beekeepers and other farmers.

•	 Processing  The Same beekeepers process very little of the honey they pro-
duce. They are not aware of the money they are losing because they do not 
separate the honey and beeswax and sell them separately. The partners hope 
to introduce modern harvesting and processing techniques (such as bee smok-
ers and centrifuges). They also envisage that honey and beeswax exports will 
bring in more money than the current markets.

•	 Improved hives  Introducing improved beehives aims to improve both the 
volume and quality of honey. But technical setbacks (such as using the wrong 
type of wood to make hives) have led to fewer swarms colonizing the hives. 
It is necessary to revise the design and monitor colonization closely.

Finding	a	reliable	partner
Two of the consortium members, SNV and Faida MaLi, identified a potential buyer 
for the Same producers’ honey and beeswax. This buyer, Honey Care Africa, has 
operations in Kenya (see page 75), and has recently opened a branch in Dar es 
Salaam. Honey Care staff have visited Same and met SABEA and its partners, and 
the firm has indicated its interest in buying honey from SABEA producers, and in 
developing a long-term business relationship. It has taken samples of honey and 
beeswax, and has made detailed suggestions on how to improve quality.

According to the plan of collaboration, SABEA will provide bulk table honey 
to Honey Care, while the firm will help survey the location of hives, provide 
harvesting equipment, and train beekeepers on harvesting methods. The firm 
plans to buy honey and beeswax at collection centres, and would like to work 
with a micro-finance institution to provide credit. The parties are now reviewing 
a draft contract.

However, Honey Care has raised two concerns:
•	 SABEA’s organization is still weak, and its base in the producer groups needs 

to be strengthened.
•	 Many hives are too close to sprayed areas. Honey Care would like to see them 

at least 5 km away, preferably close to the district’s forest reserves.
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Chain empowerment 

Sustainability	
The consortium partners have different roles to play if they are to enable farmers 
to improve their incomes from honey in the long term. Key for this will be efforts 
to access export and “fair trade” markets. 

Another crucial factor is developing a long-term relationship with the buyer with 
a price that producers will accept.

Ownership by the farmers themselves is important: the consortium members 
must not work on behalf of the farmers, but together with them.

Challenges
•	 Regional and international market prices for honey and beeswax are not neces-

sarily better than local prices – even for “fair trade” and organic products.
•	 Exploiting other markets is likely to involve new costs (such as certification) 

that beekeepers have not so far had to consider.
•	 Some extension workers who are part of the consortium are also involved in 

honey trading. This is a conflict of interest: they may provide farmers with 
incomplete or distorted information about the market.

•	 The volume of honey currently available is not attractive to bulk buyers. Honey 
Care, for example, wants to buy at least 10 tonnes, while current production 
is less than 4 tonnes.

•	 Building trust within an organization and with partners is a long-term proc-
ess. SABEA is a young organization, and information sharing (an indicator 
of trust) is still limited. There is a risk that SABEA may become dependent 
on other partners in the consortium.

•	 Despite the memorandum of understanding, the running of the consortium 
has not been smooth. The five partners have now recognized the need for one 
of them to take the lead. 

Ambitions
•	 SABEA and its partners aim to work with 250 farmers initially, and expand 

membership to about 1000 beekeepers within 3 years. At the same time, the 
consortium aims to forge unity with other beekeeping associations in northern 
Tanzania so they can take advantage of economies of scale. 

•	 The consortium plans to develop a framework for collaboration with service 
providers (such as quality control and input supply services). This is necessary 
so producers and other actors in the chain can develop sustainable markets.

•	 Long-term, reliable buyers are vital if Same’s beekeepers are to prosper. The 
consortium is investigating potential buyers, and will seek ways to link them 
to producers.
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5 Chain activity integrators

•	 Further investments are needed to help the beekeepers control product qual-
ity, introduce innovations, develop their communication skills, obtain market 
intelligence and make informed decisions.

More information: www.vredeseilanden.org/emc.asp?pageId=1034, or contact Jeroen De 
Wilde, jeroen@cats-net.com, or Nsanya Ndanshau, nndanshau@snvworld.org

Chain movements
The consortium aims to help SABEA first strengthen its forward 
and backward linkages, for example by processing honey to 
improve product quality and gain a better price for the products. 
This is represented by a move from � to �. 

It also aims to improve SABEA’s management, knowledge of 
the market and ability to control the chain – moving it into the 
chain ownership quadrant �.

�

�

�
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Chain empowerment 


