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ABSTRACT

Much work has been done to improve smallholder farmers’ adoption of new agricultural technology
packages in Uganda; however, little commensurate effort has been made to improve their access to formal
market information channels like mobile telephony, FM radio stations, Internet, and other information
centers. This study is based on data obtained in 2006 from farmers affiliated to Uganda Cooperative
Alliance and those who are not; however, both cohorts are located in the districts of Mukono and
Masaka. Findings show that households in more remote locations are less likely to use formal channels,
and conversely, perception of reliability of the information, membership in a farmers’ group and com-
mercial orientation of the farmer, all increase the likelihood of their use. The authors’ findings indicate
that farmers who have access to information from formal channels consistently obtain higher farm-gate
prices than those who obtain information from informal channels.
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INTRODUCTION

Alotof work has been done toimprove smallholder
farmers’ adoption of new agricultural technology
packages in Uganda. However, little commensu-
rate effort has been made to improve farmers’
access to formal market information services.
Therefore, farmers do not only need advice on
how to grow new high-yielding or drought resis-
tant crops, but also need market information on
when, where and which quantities to supply and
at what prices. Thus the need to improve farmers’
access to formal market information services is
very important. Low incomes for farmers, higher
costs to consumers, greater risk for traders, high
transaction costs, high wastage and low competi-
tiveness inmost commodity markets in Uganda are
in partattributed to the lack of market information
(MFPED, 2002).

Market information must have value to make it
worth seeking by farmers. It is only when market
information is of value that smallholder farmers
will seek it and use it, and even try new media
like the internet to access it. The first objective of
this study is therefore to examine the factors that
contribute to the likelihood of a smallholder farm
household participating in formal market informa-
tion services in the case of Uganda. In other words,
the study seeks to determine the major factors that
may hinder or facilitate the adoption of ICT-based
services in a developing country setting. To the
best of our knowledge there are no known studies
in Sub-Saharan Africathatexplicitly determine the
factors that affect the probability of smallholder
farm household participation in the use of ICT-
based formal market information services. These
services include those provided by farmer groups
or marketinformation centers through media such
as radio, mobile phones, internet facilities, etc.
This study then examines the impact of adoption
of ICT-based market information services on the
welfare of smallholder farmers. Thus the second
objective of this study is to determine the impact
ofthe access to formal marketinformation services
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on the level of farm-gate prices received and gross
returns realized by smallholder farmers in Uganda.
Several studies in the literature as indicated
below show that access to market information
improves the prices received by smallholder
farmers. However, these studies do not attempt to
determine the drivers of adoption of ICT-based
market information by the farmers. These studies
also do not take into account the fact that the ac-
cess to market information variable, used in their
outcome models, is endogenous which is not ad-
dressed in their estimations. In our study we take
care of this endogeneity problem in a two stage
estimation and also address sample selection bias
in our outcome models. In addition, the media or
channel of market information used in most of the
studies below is either radio or telephone alone,
whereas our study examines access to formal mar-
ket information through several channels, that is,
mobile phones, radio and internet services from
a telecentre. This study contributes to the exist-
ing literature in developing countries, especially,
Sub-Saharan Africa. In the next section below
we review some of the literature that examines
the impact of access to market information on
economic development in general. This is then
followed by a simple exposition of the empirical
model used in our study and thereafter a discus-
sion of the results and finally the conclusions.

The Literature

Eggleston et al. (2001) indicate that farmers need
price information for several main reasons. First,
relative prices inform the farmer on what mixture
of crops to produce or the price of a given crop tells
them how much to produce if it is a single crop.
Second, prices enable the farmer to purchase inputs
when and where they are cheapest or alert them to
the existence of inputs that would profitably boost
their production. Third, price information allows
the farmer to know where to sell their output and
the appropriate price to accept, thus avoiding
exploitation by traders, brokers or middlemen.



15 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/effect-access-formal-market-information/75591

Related Content

Work-Related Musculoskeletal Disorders and Ergonomic Intervention in Marble and Granite
Industries: A Review

Neelkanth Revansiddappa Kodle, Santosh P. Bhosleand Vivek B. Pansare (2022). International Journal of
Social Ecology and Sustainable Development (pp. 1-12).
www.irma-international.org/article/work-related-musculoskeletal-disorders-and-ergonomic-intervention-in-marble-and-
granite-industries/292038

Why Do Companies Engage in Green Marketing?: Alternative Green Marketing Strategies and
the Motivations for the Green Marketing Approach

Ozge Kirezliand Melis Kaytaz Yiit (2019). Green Business: Concepts, Methodologies, Tools, and
Applications (pp. 797-820).

www.irma-international.org/chapter/why-do-companies-engage-in-green-marketing/221079

Mathematical Model to Evaluate the Sustainability Score of Resource Consumption for Buildings
(SSRCB)

Manish Sakhlecha, Samir Bajpaiand Rajesh Kumar Singh (2022). International Journal of Social Ecology
and Sustainable Development (pp. 1-17).
www.irma-international.org/article/mathematical-model-to-evaluate-the-sustainability-score-of-resource-consumption-for-
buildings-ssrch/290005

Positions of Mobile Phone Brands on University Students' Mind
Tamer Baran (2016). International Journal of Sustainable Economies Management (pp. 18-28).
www.irma-international.org/article/positions-of-mobile-phone-brands-on-university-students-mind/16 1629

Verifying the Effects of Homa Therapy With Herbal Woods on Air Quality in the Indian Festive
Season: Prediction and Analytical Approach Amidst Unlocking the Society in Pandemic
Challenges

Rohit Rastogi, Mamta Saxena, Devendra K. Chaturvedi, Sheelu Sagar, Bhavna Singh, T. Rajeshwari, Neeti
Tandon, Priyanshi Garg, Madhulika Singh, Komal Singh, Luv Dhamija, Mayank Sharmaand Pranav
Sharma (2022). International Journal of Social Ecology and Sustainable Development (pp. 1-16).
www.irma-international.org/article/verifying-the-effects-of-homa-therapy-with-herbal-woods-on-air-quality-in-the-indian-

festive-season/292071



http://www.igi-global.com/chapter/effect-access-formal-market-information/75591
http://www.irma-international.org/article/work-related-musculoskeletal-disorders-and-ergonomic-intervention-in-marble-and-granite-industries/292038
http://www.irma-international.org/article/work-related-musculoskeletal-disorders-and-ergonomic-intervention-in-marble-and-granite-industries/292038
http://www.irma-international.org/chapter/why-do-companies-engage-in-green-marketing/221079
http://www.irma-international.org/article/mathematical-model-to-evaluate-the-sustainability-score-of-resource-consumption-for-buildings-ssrcb/290005
http://www.irma-international.org/article/mathematical-model-to-evaluate-the-sustainability-score-of-resource-consumption-for-buildings-ssrcb/290005
http://www.irma-international.org/article/positions-of-mobile-phone-brands-on-university-students-mind/161629
http://www.irma-international.org/article/verifying-the-effects-of-homa-therapy-with-herbal-woods-on-air-quality-in-the-indian-festive-season/292071
http://www.irma-international.org/article/verifying-the-effects-of-homa-therapy-with-herbal-woods-on-air-quality-in-the-indian-festive-season/292071

