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ABSTRACT 

The study aimed at crafting evaluation on whether the roadside markets are potential 

marketing options for agricultural product and practical    business venture that can 

contribute towards employment opportunity in the study area in particular. 

The specific objectives   were to examine the performance of the roadside markets in 

terms of quantity and profitability of the crops sold to scrutinize the degree to which 

roadside markets offers a markets channel for agricultural product in the study area, to 

examine crop sales in the interior market places and to find ways which seems suitable 

in improving the condition and performance of the roadside markets. 

The study adopted a case study research design as the best way of collecting data and 

assessing the roadside vending as business strategy and marketing option for agricultural 

products. The study comprised 180 respondents including roadside vendor‘s farmers and 

village leader on the Moshi- Arusha highway. Questionnaire, interview, observation and 

group discussion were used to collect data. Data were presented into tables, graphs and 

charts for easy analysis and discussion of findings. 

The study findings in dictated that roadside vending when well managed can be used as 

the business straggly and marketing option for agricultural products. However many 

roadside markets along the Moshi- Arusha Highway are not well functioning and 

supported by the government. The study recommended therefore an improvement of the 

roadside markets through creation of formal contracts between farmers and roadside 

vendors and obtaining insurance of the produced good/commodities and marketed 

production.
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CHAPTER ONE 

INTRODUCTION 

1.1 Background of the study 

For a very long time agriculture is the primary economic activity of Tanzania, which 

provides employment to 80 percent people in the country. Sixty percent GDP is 

contributed through agriculture in Tanzania economy. Three fourths of foreign 

exchange in is earned through agricultural activities.  

 

The country grows both food crops as well as cash crops. Food crops in Tanzania 

include rice, wheat, potatoes, sorghum, maize, beans and cassava. Among the vital 

cash crops of Tanzania are coffee, tea, tobacco, cashew nut, cloves, sisal, groundnuts, 

cardamoms, palm oil and many more. In this case agriculture is not only the source 

of employments for the majority of the country‘s citizens but also a source of 

consumer and producer goods needed for consumption to satisfy human want and for 

production to produce further goods needed in the economy. 

Agriculture is the foundation of the Tanzanian economy. It accounts for about half of 

the national income, three quarters of merchandise exports and is source of food and 

provides employment opportunities to about 80 percent of Tanzanians, mostly 

residing in the rural areas. Food crop production dominates the agricultural economy 

contributing about 36.5% of total GDP, and livestock accounting for 6.1%. 

Agriculture has linkages with the non-farm sector through forward linkages to agro 

processing, consumption and export; provides raw materials to industries and a 

market for manufactured goods. Maize is the most important food crop in Tanzania, 

accounting for over 20 percent of the total agricultural GDP, followed by rice/paddy, 

beans, cassava, sorghum and wheat. Haule, (2002) 

 The most important cash crops, ranked by export value, are coffee, cashew, cotton, 

tobacco and tea. The recent annual average growth rates of export crops, food crops 

and livestock have been estimated at about 6, 4, and 3 percent respectively.  

In 2004 the contribution of livestock to GDP was 4.1% and the contribution of 

livestock to the agriculture sector was estimated to be 8.9 percent. The main types of 
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livestock raised in Tanzania are cattle, goats, sheep, pigs and poultry. In urban and 

peri-urban areas urban agriculture is practiced as household – level coping strategies 

against economic hardships as a result of raising cost of living and/or simply to 

income. Urban agriculture is practiced in Tanzanian towns and cities and often 

consists of vegetable gardens and fruit trees and growing of selected field crops, 

particularly maize.  

Livestock keeping is also practiced quite widely in urban and peri-urban areas where 

dairy cattle, goats, layer, broiler and local chicken are raised. In this case agriculture 

is not only the source of employments for the majority of the country‘s citizens but 

also a source of consumer and producer goods needed for consumption to satisfy 

human want and for production to produce further goods needed in the economy. 

Captivating in to account the importance of agriculture, the Tanzanian government 

has manage to develop strategies, policies and initiatives all aimed at improving 

agricultural product in the country so that it can meet varying demand for agricultural 

product that exist inside and outside the country. Some of the of the initiatives 

include mobilization of the community to take farming as a business (agricultural 

entrepreneurship) so that those indulged in agricultural activities can profitably earn 

adequate income from agriculture so as to enhance their socio-economic well being. 

Such effort includes the improvement of the marketing process for agricultural 

services through regulations and controls aimed at protecting the small-scale farmer 

and consumer so that the process of exchange of agricultural product between 

producers and customers may go on smoothly. Elina (2005)  

Such initiatives include also the deliberate efforts to revamp the need infrastructures 

related to agricultural production including establishment of market structures and 

systems for agricultural products (e.g. establishment of GAPEX, cooperative 

unions/societies, crop authorities and other agricultural product marketing 

institutions at local, national and international levels). 
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Remarkably among the initiative and strategies is the deliberate effort of improving 

the transportation infrastructure in order product produced in one area can reach 

those in demand but who are away from the site (away from the production area).  

Button(225;1993) point out that traditionally it was urged that transportations exert a 

strong positive influence in economic development and that which increases 

production could be directly related to improved agriculture which might mean that 

the improvement of the roadways. Transportation is a factor input into agriculture 

and other production and consumption centers.   

Tanzania government started the construction of most of their highway in the 1980‘s 

though some of them where constructed much earlier. The construction of the 

highway opened up the avenue for the trade of both agriculture and non- agriculture 

products. The highway increase the marketing options of their product to facilitate 

greater possibilities for direct marketing which in essence require the farmer to focus 

production around their market. Roadside agriculture crop marketing is an alternative 

that eliminate the need for transportation because products are usually sold on the 

farm where they are produced as retailers come to purchase them and carry them all 

the way to the roadside where the customer will purchase them and take up the cost 

of transporting the product to the final destination of the consumer. 

Roadside market is a new marketing option for farmers who previously where selling 

their crops through cooperation. This statement is supported by the fact that almost 

all tarmac roads highway have roadside markets, and most large markets are in 

highway junction such as Chalinze junction in cost region and Segera in Tanga 

region. Other markets are located in areas which most of the fruits and vegetable are 

grown such as maili kumi in Handeni district and on roadside stop over hotel such as 

Mombo and Korogwe in Tanga.     
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1.2 Statement of the problem 

Tanzanian farmers are confronted by a number of chronic problems. These include 

markets for their agricultural products particularly after the failure of farmer‘s 

cooperation predominantly those dealing with agricultural crop marketing, lack of 

timely delivery of information on price and quality characteristics and alternative 

marketing channels (Poole et al., 2000). This in turn has lead to poor return to the 

production and marketing system as a whole. The poor performance of agricultural 

crop marketing cooperative made the farmers more susceptible to the middlemen 

who connect farmers during peak harvest periods to buy at low prices thus stingy the 

farmers the income they deserve from their agricultural production. 

 

The late development of the automobile highway system in the country has fuel the 

growth of roadside market in earlier era. The largest and busiest roadside market are 

located in heavily congested highways mainly those of Chalinze-Tanga, Chalinze- 

Arusha, Dodoma- Morogoro, Mbeya – Dar-es-salaam highway all covering the 

central, eastern and northern area of the country. 

Roadside market has played an important role as a market outlet for the agricultural 

product particularly seasonal fruit crops such as, pineapple and oranges from Tanga 

and Chalinze, other farmers who benefit from this type of market are cultivator of 

sweet and Irish potatoes from Gairo), tomatoes, carrots, green pepper, banana from 

Morogoro and Mbeya. 

 These roadside markets are very essential to the farmers since, they offer a market 

for their perishable food crops which some of the crops are seasonal for example 

oranges and water melon. On top of that roadside marketing also stimulate the 

growth of area around the market and also as a source of employment to the people 

of that area since they earn income from that market activity.  

Despite of the importance of the roadside market, the farmers luck proper 

information on how to manage the business in term of business size, customer 

satisfaction, quality and quantity of products, pricing and profitability and they lack 

incentives to increase the level of their production and productivity in order to 

alleviate poverty in which many live in. 
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In order to promote agricultural trade and poverty alleviation, it is crucial to 

understand the hindrances and limitations that stakeholders face today. The 

government of Tanzania has carried out a substantial programme of trade 

liberalization that started in the 1980‘s and by 1990 virtually all restrictions on the 

private trade in grains had been removed. During this time, Tanzania has undergone 

a large-scale renewal of macro policies to enhance the trading environment and the 

government has streamlined the legal framework to encourage trade and investment. 

Rapid removal of formal barriers to free trade has left the playing field open for new 

actors to enter, and old institutions that were previously dominant in the marketing of 

agricultural products have been forced to change form. However, the effect of the 

liberalization at the macro level has not led to significant liberalization taking place 

at the micro level. Many of the existing policies are yet to be implemented and even 

the ones that are in place, lack relevance in the environment in which the small-scale 

traders operate. The current situation presents prospects but also new difficulties for 

the market actors to exploit the opportunities that the liberalized markets have to 

offer. Even though the formal barriers at the national level have been removed, still 

various structural and informal barriers prevail at the regional and village level 

leading to ineffective marketing of the agricultural production. Government of 

Tanzania & Ministry of Cooperatives and Marketing (2005) 

Therefore this study will attempt to fill the knowledge gap by assessing the 

performance of roadside markets as an attempt to find a venue for formalizing 

roadside business and thus contribution towards expansion of employment 

opportunities and fight against poverty in the country and the study area in the 

particular. 

1.4 Objective of the study 

1.4.1General objective 

This study aims at crafting evaluation on whether the roadside markets are potential 

marketing options for agricultural product and practical business venture that can 

contribute toward employment opportunity in the study area in particular. 
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1.4.2 Specific Objectives 

i. To examine the performance of the roadside markets in terms of 

quantity and profitability of the crops sold. 

ii. To scrutinize the degree to which roadside markets offers a market 

channel for agricultural product in the study area. 

iii. To examine crop sales in the interior market places 

iv. To find ways which seems suitable in improving the condition and 

performance of the roadside markets 

1.5 Research Questions 

i. What is the performance of the roadside markets in terms of quantity 

and profitability of the crops sold? 

ii. To what degree do the roadside markets offer a market channel for 

agricultural product in the study area? 

iii. What are crop sales in the interior market places? 

iv. What ways seems suitable in improving the condition and 

performance of the roadside markets? 

1.6 Significance of the study 

1.6.1 This study was conducted in order to fill the knowledge gap that is 

distinguished in the subject of food crop marketing options in general and roadside 

marketing in particular. 

1.6.1 The study also generated more interest and commitment for scholars, policy 

makers and decision makers in formulating plans that link the current development 

of our road infrastructure with agricultural marketing and rural development. 
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1.7 Limitation of the study 

In the process of collect and analyze the needed data and information, the researcher 

faced the following obstacles such as shortage of time and resources which are 

common limitations in many researches, language barrier, the nature of the roadside 

market has a lot of interruption which hinders the quantity and quality of the 

information provided.  
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

This chapter aims at giving a general overview of varying literature with related 

theme of ―Roadside Food Crop Vending as a Business Strategy and Marketing 

Options for Agricultural Crops, it is an overview of what other researchers wrote on 

the related matter. 

 

2.2 Theoretical literature review 

2.2.1 The concept of Roadside Marketing 

According to Mzava J.A (2001), he defined Roadside crop marketing as an option for 

marketing agricultural crop developed as a way to fill in the gap for facilitating 

exchange which is the act of obtaining a desired product from someone by offering 

something on return. According to American Marketing Association [AMA], 2007; 

defines marketing as the activity, set of institutions, and processes for creating, 

communicating, delivering, and exchanging offerings that have value for customers, 

clients, partners, and society at large. Riley (2012) defines marketing as ―The 

management process that identifies, anticipates and supplies customer requirements 

efficiently and profitably‖. 

 

Marketing is not only much broader than selling; it is not a specialized activity at all. 

 It encompasses the entire business.  It is the whole business seen from the point of 

view of the final result, that is, from the customer‘s point of view.  Concern and 

responsibility for marketing must therefore permeate all areas of the enterprise 

(Drucker, 1976). Levinson J.C (2002) says marketing is any contact that business has 

with anyone who isn‘t a part of the business. He further says Marketing is the truth 

made fascinating.  

Marketing is the art of getting people to change their minds.  Marketing is an 

opportunity for the businessman to earn profits with the business, a chance to 

cooperate with other businesses in the community or the industry and a process of 

building lasting relationships. 
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According to Kotler (1997), marketing is typically seen as the task of creating, 

promoting and delivering goods and services to consumers and businesses; it is 

defined as a societal process by which individuals and groups obtain what they need 

and want through creating, offering and freely exchanging products and services of 

value with others. Kotler further defines marketing as ―the science and art of 

exploring, creating, and delivering value to satisfy the needs of a target market at a 

profit.  Marketing identifies unfulfilled needs and desires. It defines measures and 

quantifies the size of the identified market and the profit potential. It pinpoints which 

segments the company is capable of serving best and it designs and promotes the 

appropriate products and services.‖ 

 Levinson J.C (2002) says marketing is any contact that business has with anyone 

who isn‘t a part of the business. He further says Marketing is the truth made 

fascinating. Marketing is the art of getting people to change their minds.  Marketing 

is an opportunity for the businessman to earn profits with the business, a chance to 

cooperate with other businesses in the community or the industry and a process of 

building lasting relationships. 

Stanton (1975) explains roadside agricultural crops marketers should operate in the 

realization that the major factors that affect the marketing performance are the four 

element of the marketing mix namely: product, price, promotion and place. He adds; 

the product is anything that can be offered to someone to satisfy a need or want. 

Roadside marketers offer a wide range of products from water melons, sweet 

potatoes, fresh maize, beans, tomatoes and different types of fruits. He further 

pointed out price as value in monetary terms while, place or distribution is the 

process of making the product available at the right time in a convenient and 

accessible location. 

2.2.2 Importance of roadside markets 

The roadside markets can be a portable wagon, truck or just a cash box on table next 

to bushed of corn. At other extreme are year round or open air structure with 

refrigerated cases, shopping carts, multiple checkouts and wide array of products. 

These markets are labor intensive but can also be profitable if their operation 
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combine and promoted the variety and convenience of a typical grocer‘s produce 

section with the home grown and farm fresh  appeal of the traditional of the roadside 

stand. 

 

Roadside markets customers are usually live in or commute to the locality. Some 

roads stands attract many tourists depending on their proximity to parks resorts and 

other attractions. But the bulk of the business must come from local consumers in 

order for most stands to be successful. Typical roadside market customers are middle 

class, are more affluent, have higher than average education and are concerned about 

good nutrition. They are not necessarily loyal to one producer or another. Roadside 

sellers must be friendly and knowledgeable about product ripeness preparation and 

storage. They must stick to regular prices, days and hours. The stand or market must 

offer quality product free of dirt and pests. 

To the roadside marketers the issue is to make the product available to the customers 

particularly those who use the highway –drivers and their crew and their passengers.  

An attractive roadside market can supplement family income, but is usually not the 

only income source. A product can in an arrow sense be taken as a set of tangible 

physical attribute assembled in an identifiable form. However a product I asset of 

intangible and tangible attributes including , packaging, color, price, manufacturer‘s 

prestige, retail prestige and the manufacture and retailer services which the buyer 

may accept as offering want satisfaction(Stanton 1985) 

Roadside venders are involved in localization of packaging. Packaging is defined in 

the regulation as‖ all products, made of any material of any nature to be used for the 

containment protection, handling, delivery and preservation of goods from the 

producer to the user or consumer.‖ According to Richard, et al (1985), other reasons 

of packing are as follows;- to protect the product from damage, attracts consumers, 

promotes the product, facilitates purchase decision, differentiation of the product. 

Therefore; the purpose of product packaging can be stated as: to protect the product 

from damage protects the product during transit from the manufacturer to the retailer, 

but it also prevents damage while the product sits on retail shelves. Most products 

have some form of packaging. For example, soups must have a container and 
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package while apples may have packaging for transport but not to sell the product 

from the produce department of the local grocery store. 

 Furthermore, Richard ibid pointed out what the road side markets should do in order 

to make sales. He suggests the following steps to go through; prospecting which 

entail searching for and identifying potential buyers who have the need willingness 

ability and authority to buy; pre approaching; where the sales person collects more 

specific information on the prospect including his needs and interests. Approach 

where during the initial minutes of the sale the sales person personally contact the 

prospect for the first time so as to gain and hold the customers attention to the 

product or service. Similarly, sales presentation; where the sales person presents the 

product and demonstrates its features and benefit to the customers to show how the 

product meets the customers need. Finalize the sale in a manner that the customer 

and sales person are both satisfied. The last two steps are in most cases undertaken at 

a hurry particular to bus passengers because of the little stoppage time in these 

roadside mar 

2.3 Empirical Literature Review 

2.3.1 Types of roadside markets. 

An experience from Pacific Northwest Extension Publication [PNEP], (2008), 

Roadside Markets; Oregon State University. University of Idaho . Washington State 

University has revealed some clues on roadside markets. It explains that mostly the 

roadside markets vary from one place to another, there is no sameness, some has 

manage to build some shelves to put their crops even some small markets but others 

they don‘t have even those shelves or to mange to build a market. 

 

It further explain that roadside stands typically are on the farm. They sell the owner‘s 

products seasonally, coinciding with harvest schedules. Sometimes, a roadside stand 

also sells goods from other local farms. It‘s important to maintain good quality 

control when buying from other producers. A suitable location, safe access to the 

stand, plenty of parking, and knowledgeable and friendly sales personnel are 

essential for a successful roadside stand.   
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Roadside markets typically are open at least 7 months per year. They frequently 

stock a full line of produce, dairy products, and processed farm products. Thus, they 

rely heavily on wholesalers and brokers for out-of-season supplies. They may sell 

items other than produce, but successful roadside markets usually are identified with 

a rural environment and sale of ―home-grown‖ products. Roadside markets, like 

roadside stands, usually are on or near the grower‘s property, which clearly 

associates them with rural farming (PNEP, 2008). 

On the division of the roadside markets, literature shows that it may be divided into 

four more or less distinct types. (Gubuzo, 2007) has classified them into four 

categories. The first one is Permanent or year-around, markets, the second is Semi-

permanent, or summer markets, the third is Temporary markets and the last one is 

that of  a sign stating that produce is for sale at a nearby farm-house. However the 

fourth type may not be clearly differentiated from the other three and it is 

questionable whether it is a distinct type. 

Persons (1998); Roadside crops marketing, Oregon State University, he explains a 

permanent roadside market as the one that is housed in a permanent structure and is 

open for business the year around. There are probably not more than a half dozen 

such roadside markets located outside city limits. Further, Persons explain a semi 

permanent roadside market as the one which has a permanent building but is open for 

business only a part of the year. He says, there are many markets of this type, which 

are open for business from a few weeks in the summer to five or six months from 

June to December. In good crop years markets of the type are in operation from June 

to December. The investment in buildings of this type is limited. 

A temporary roadside market is one in which there are no fixed buildings or 

equipment. This type of market is unstable. It is here today and gone tomorrow. A 

dozen markets of this type may be in evidence along a few miles along a few miles 

of highway on certain; a week later they may be gone. This is the most frequent type 

of roadside market (Persons, 1998). 
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The sign market is the most informal of all. The signs indicate that at some distant 

place, usually a farm house, the customer will find certain products for sale. There is 

little time or expense involved in caring for a market of this type as the housewife 

usually takes time from her regular work to answer calls and inquiries. The turnover 

usually is not large but such operation is an effective way of reducing waste and of 

adding to the income of the farmer (Persons, 1998).  

2.3.2 Roadside Stand “Nuts And Bolts” 

There are lots to be said for direct farm marketing. Better prices for your goods, 

control over pricing and prompt, direct payment head the list. Stands create jobs for 

family and friends and small-scale ventures suit retired gardeners and craftspersons 

to a ―t.‖ Producer meets consumer head-on; feedback is instantaneous when solicited. 

And it costs little to break into roadside retailing when marketers are content to start 

small and gradually expand. 

However, depending on city, state and circumstances, roadside vendors must comply 

with zoning and licensing restrictions, fire and police ordinances, health and 

sanitation codes, and weights and measures specifications. Liability insurance is a 

must-have. And long hours, sometimes spent under a snapping canopy in chilly, high 

winds or in the open under a blazing sun, draw producers away from other farm 

chores. Is there a roadside market in your future? Think hard before you make up 

your mind. 

Location 

Studies concur that successful roadside stands are located on well-traveled highways 

within 10 to 15 miles of an urban center or tourist attraction. They‘re situated on the 

right-hand side of a straight, level stretch of highway. Easy access is a must. Setting 

up within easy driving distance of another stand is usually a boon for both. Buyers 

travel farther when they can shop at several markets in the same locale. It‘s wise to 

scope out the other guy‘s offerings before deciding what you‘ll grow. If he markets 

exclusively sweet corn, producing complimentary items such as tomatoes, lettuce 

and peppers could be an expedient move. 
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In 1994, Ohio State University published ―Ohio Consumer Opinions of Roadside 

Markets and Farmer‘s Markets‖ based on a random telephone survey of 500 Ohio 

households. Fifty-five percent of those surveyed shopped at a roadside market during 

the targeted 12 months (August 1992 through August 1993) and of that group, 64 

percent shopped at a roadside market at least four times. Stands adjacent to garden 

plots or orchards are considered more ―farm like,‖ thus better, because customers 

expect that country touch. Ninety percent of consumers interviewed as part of the 

Ohio survey believe they receive higher-quality produce directly from a farm, and 88 

percent prefer to buy fruit and vegetables from the producer. Locating your stand on 

or adjacent to a farm can be good for business. 

Making Your Stand 

Unless you have previous experience direct-marketing farm-grown edibles, it‘s wise 

to ease into roadside selling. Peddling sweet corn from the back of an SUV or 

melons from a pickup parked in the shade mark simple, successful beginnings, as do 

veggies displayed on picnic tables under a colorful canopy or sold from bare bones, 

homemade stands. Renovated barns, sheds, one-room schoolhouses or grange halls 

make fine roadside markets for larger-scale entrepreneurs. 

Whatever you choose, strive to present a rural image. Your stand‘s outward 

appearance and decor should shout ―country!‖ And make it stand out. Park a single 

impressive (not junky) antique farm implement outside, paint your building an 

unusual hue, swathe it in colorful murals, or affix a huge inflatable apple, pumpkin, 

or watermelon to its roof. Traveling at 50 mph, motorists have three scant seconds to 

size up a roadside attraction, so do what you can to make your market visible. 

If you build or renovate an indoor structure, allow for consumer comfort. Customers 

crammed into cramped, close quarters often flee without buying. Five foot or wider 

aisles are an absolute must. You‘ll need a readily identifiable, accessible checkout 

station and a cold storage area if your produce requires one. 
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How you display your goods will depend on what you‘re selling and where, but 

country containers such as half barrels or castoff milk pails for gourds and apples or 

an old wagon stacked high with melons adds to the country effect. 

An important and frequently overlooked element: simple, eye-catching signs. A 

University of Tennessee survey of roadside market shoppers indicates 74 percent 

learn of a stand‘s location by simply following signs (another 24 percent via word of 

mouth; only 2 percent responded to media ads). 

Primary signs should be placed one-half mile from the stand in both directions and 

erected following applicable municipal or state regulations. Be creative but spare 

with your design. Basic, large letters (nothing frilly, nothing complex) approximately 

one-fifth as wide as they are high work best; black on light backgrounds is easily 

seen. Fruit or veggie cut-outs capture the motorist‘s eye. Your business name and 

logo along with appropriate mileage are enough. Or simply: ―Sweet Corn, 1¼2 mile 

ahead.‖ 

In today‘s litigious society, substantial liability insurance is a dire necessity. But still, 

play safe. Dry, debris-free floors should be the norm. Keep produce up off the floors, 

too. Childproof all displays; toppling watermelons and shattered cider jugs spell 

―lawsuit.‖ If your entrance is a step-up, post a warning. And keep your stand 

meticulously vermin-free. Sending a hitchhiker (or its droppings) home with 

customers leads to dissension, especially if someone gets sick. 

Every Growing Thing 

What to sell? That depends. Some producers sell a single major product; others tend 

to go whole hog. The selling season for a single crop may span just a few short 

weeks; some sellers encompass the growing season and beyond by incorporating 

multiple products. Whatever you choose, be fairly certain you can produce enough of 

a product to make marketing it worthwhile. 
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According to the Ohio study, 70 percent of roadside shoppers purchased sweet corn. 

Other favorites were tomatoes (66 percent), melons (30 percent), apples (18 percent), 

beans (16 percent) and peaches (13 percent). 

A Vermont study divides purchases into categories: vegetables, fruits and 

miscellaneous. Sweet corn still heads the vegetables list (85.9 percent), followed by 

tomatoes (61.4 percent), peppers (46.3 percent) and cucumbers (44.3 percent). 

Apples top the fruit class at 90 percent, trailed by peaches (82.3 percent), cantaloupe 

(66.5 percent) and strawberries (58.2 percent). Cider (72.1 percent), pumpkins (49 

percent), honey (48 percent) and gourds (25.6 percent) lead the miscellaneous group. 

All major studies agree: sweet corn, tomatoes and melons are likely to sell. 

While they cite flavor as their prime requisite, customers expect to buy picture-

perfect produce, too. Whatever you offer must be sparkling clean and blemish free or 

plainly marked as ―seconds‖ and sold for considerably less. Produce that isn‘t 

pleasing to the eye but is an unexpected treat to the taste buds—some varieties of 

antique apples and pears—is best marketed by providing free samples. Displays must 

be constantly policed and bruised or spoiled items removed and discarded. Chipped 

ice displays and refrigeration best preserve produce quality, but simply keeping items 

out of the hot sun helps a lot. 

Keeping Time 

Truck farming and roadside selling requires a world of time and commitment. Are 

you game? Do you enjoy meeting the public—even after spending early morning 

hours in the garden before you do? Can you patiently answer what feels like endless, 

silly questions and field complaints? If you can‘t, can you find and hire reliable 

employees who will? 

 

Roadside stands are frequently crewed by family members. Are yours willing and 

able to report? The United States Department of Labor regulates how long kids under 

16 can work; while the rules are less stringent for your own kids, extended family 

such as underage nieces, nephews and cousins must hold valid work permits. The 

sort of employees who man your stand have a dramatic impact on sales. Customers 
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appreciate friendly, courteous cashiers who are attentive without being 

overwhelming and who politely field questions about your farm and the produce you 

sell. Clerks with cell phones attached to their ears, bored teenagers, and anyone 

conducting business with snarl or snit, chase away business—big time. 

On display 

While someone selling pumpkins under a shade tree needn‘t be as design-conscious 

as a year-round indoor marketer, presentation always counts. The pumpkin seller 

could erect a scarecrow and corn-shock display, and showcase his finer fruit at the 

scarecrow‘s feet. Or he might don the scarecrow outfit himself, or dress as a ―farm 

boy‖ with a picturesque straw hat, overalls and bare feet. ―Country‖ sells! To please 

the public and spur more sales, savvy stand marketers employ basic display 

techniques like these: 

Create eye appeal by factoring color contrast into arrangements. Flank deep green 

broccoli with white cauliflower and dusky red cabbage. Break up uniform masses of 

green produce with beds of red and orange using radishes, colored bell peppers, 

tomatoes or beets. Arrange blood-red Wine saps between Granny Smiths and Yellow 

Delicious apples. 

Group same-use items together: salad fixings, green beans with new potatoes, 

cilantro, tomatillos and chilies. 

Spread power items (the ones that draw consumers to your market, such as sweet 

corn, melons, apples and tomatoes) throughout your stand so customers shop the 

whole store. Place impulse goods (honey, cider, walnuts) near those items so buyers 

see them. Impulse purchases usually account for more than half of total sales. 

Stock attractive, inexpensive baskets and provide fluffy chopped straw or excelsior 

so consumers can create their own gift baskets on the spot. 

Provide handouts (inexpensive speed printing works fine) listing nutritional data, 

recipes and trivia relating to various fruits and vegetables, especially unfamiliar or 

popular items. 
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Encourage sampling. Keep nibbling displays scrupulously clean and stocked with 

your juiciest, rich fruit and crispiest, fresh snacking vegetables. 

Making bread 

While customers demand quality goods, they also expect prices to be somewhat less 

at a roadside stand. When setting your prices, consider quality (including higher 

charges for organically grown produce), competitors‘ prices (scoped out at other 

nearby stands and area supermarkets), supply and demand, location, customer 

income, and your own production costs and operating expenses. 

Clearly price every item. Consumers are often reluctant to ask. Provide appropriate 

signage or mark individual items. Shoppers abhor surprises at the checkout counter. 

Market researchers claim pricing in fives (45¢, 75¢, $1.25) is considered more farm 

like than standard pricing, thus especially appropriate for roadside stands. 

If you sell by weight, you must use state inspected, sealed scales and conform to 

weights and measures regulations. To avoid the hassle, consider unit selling (a dozen 

ears of corn, a half bushel of apples, and one turnip) instead. It‘s considered more 

farms like too. 

Invest in a cash register, or use quality calculators, and make certain your cashiers 

know how to count change; it‘s surprising how many of us don‘t. Keep only enough 

cash in the till to make change. Keep the drawer or cash box closed between 

transactions and remove it completely when you lock up at night. 

Taking Care of the Business 

And finally, before setting up shop—even if it‘s vending watermelons out of your 

pickup or strawberries from a card table, make certain you‘re legal and your 

insurance covers any activity you‘re likely to engage in. City and county planning 

commissions can advise regarding zoning and licensing requirements. To prevent 

unnecessary unpleasantness, mobile marketers should check with local police before 

they set up to sell. 
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You‘ll need a state retail license to collect sales tax. To find out how to apply for 

one, visit the Google search engine and type the following in the Search box, using 

quotation marks as shown (but substitute your state in place of Arkansas): ―sales tax‖ 

license Arkansas. You must also keep accurate records and pay state and federal 

income taxes. Ask a bookkeeper or tax accountant to advise you. 

In 1980, there were 15,000 roadside stands in the United States. By 1995, that figure 

almost doubled and it continues to grow.  

Payment and Security 

Payment systems for roadside stands range from the ―honor system‖ of cash payment 

for produce left at the end of a farm lane to the capability of processing electronic 

payments. Be sure to have a payment system in place, as well as a plan for obtaining 

additional change without leaving the stand unmanned, if needed. Finally, be aware 

that there may be some threat of theft of money and/or product when operating a 

roadside stand. 

 

Stand Structure and Appearance Many roadside stands are set up as temporary 

structures that can be moved easily. These range from selling off the tailgate of a 

pickup truck or a flat-bed trailer to setting up a tent along a roadside. Some roadside 

stands, especially when located on the seller‘s property, may be more permanent 

structures and even include access to electricity and refrigeration equipment. 

Regardless of whether a stand is temporary or more permanent, be sure that there are 

not elements of the construction that present a danger to you or your customers. 

Whether putting a tailgate down in a parking lot or erecting a roadside stand on your 

own property, the operator should be sure to obtain all permits and permissions 

needed. Many locales may require roadside stand operators to obtain a business or 

retail sales license. Kherallah et al (2000) 

2.3.3 Characteristics of roadside market 

Farming is more competitive today than ever. One popular marketing option which 

allows farmers to receive a higher return for their crops is direct marketing. Instead 

of paying packers, shippers, and brokers to market their crops, direct marketing 

allows farmers to sell directly to consumers. Some of the benefits include cash sales, 

immediate payment, and more control over prices. Barriers that farmers may 
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encounter include insurance liabilities and zoning restrictions. As follows are 

characteristics of roadside market; - Investment; the roadside vendor need to have a 

building or stands, parking, containers or packing material such as paper bags, signs, 

scale and coolers for better service. Vendor liabilities; since the location is along the 

roads, accidents become liable.  

 

Therefore the vendor needs liability insurance. Other cost; the roadside vendor need 

to calculate the sales labor costs, storage cost, packaging and handling cost and 

sometime may need to purchase additional produce. Pricing; fairly large sales per 

customer, limited ability to sell large volumes, no transportation costs, sales or 

brokers fees. Quality; the roadside vendor can classify and sell more than one grade, 

that can sell second grade and spoilage. Barriers to entry; Limited demand location, 

road access, marketing management and zoning prevent new vendors to join the 

market. Special advantage; Can be expanded to meet need of producer; can be 

tailored to customer‘s taste and preferences. Special disadvantage; Affected by 

weather and location may be critical (Deborah Young (1995) 

2.3.4 Roadside markets as direct marketing alternative 

Direct marketing means a channel free approach to distribution and/or marketing 

communications. So a company my have a strategy of dealing with its customers 

‗directly‘ for example farmers and consumers. There are no channel intermediaries 

i.e. distributors, retailsers or wholesalers. Therefore direct in the sence that the deal is 

done directly between the manufcturer and the customer. Roadside markets are one 

of the direct markets which others are picking your own, farmers‘ markets, 

subscription markets and home delivery. No mater which methods you choose 

experience sellers agree: sell only top quality, competitively priced goods and be 

friendly and cooperative with your customers. Today consumers‘ experts better 

quality at comparable prices from direct markets than they do from grocery stores. 

Most direct markets have alternative direct or wholesale marketing channels or other 

sources of income. Only a few are profitable enough to stick to one form of 

marketing for the entire growing season. 
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Farming is more competitive today than ever. One popular marketing option which 

allows farmers to receive a higher return for their crops is direct marketing. Instead 

of paying packers, shippers and brokers to market their crops, direct marketing 

allows farmers to sell directly to consumers. Some of the benefits include cash sales, 

immediate payment, and more control over prices. Barriers that farmers may 

encounter include insurance liabilities and zoning restrictions (Young, 1995). These 

markets are more labor intensive but can also combine and promote the variety and 

convenience of a typical procer‘s produce section with the ―home grown‖ and farm 

―fresh‖ appeal of the traditional roadside stand. Their operators frequently buy some 

product from other producers or wholesalers.  

Roadside market customers usually live in or commute to the locality. Some roadside 

stands attract many tourists, depending on their proximity to parks, resorts and other 

attractions. But the bulk of business must come from local consumers for most stands 

be successful. Typical roadside market customers are middle class or more affluent, 

have higher than average educations and are concerned about good nutrition . they 

are not necessarily loyal to one producer or another. 

 Ellerman (1996) pointed out that marketing does require a cange in focus by 

producers. They have to focus production around their market rather than produce a 

commodity the underlaying concept is that there is a difference between marketing 

and selling it is possible to add value to products by direct marketing when producers 

assume the marketing function done by others. 

Through direct marketing farmers can offer their customer something they want but 

cannot buy elsewhere. This is ni fact fascinating and something different in terms of 

Convenience, flavour and variety. Convenience since the consumer is ready to cat 

maize or charcoal grilled, boiled maize and boiled groundnuts ready for chewing 

immediately after the purchase.  

Customers often list tastes and freshness as the top reasons for buying directly from 

the farmers as they were purchasing the produce from the farmers the same day they 

are harvested hence the flavour is real. And on variety it is because roadside markets 
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are exposed to a variety of products displayed alongside the road for them to choose 

according to their preferences needs and taste. 

2.3.4.1 Types of direct marketing 

Direct marketing is often distinguished by aggressive tactics that attempt to reach 

new customers usually by means of unsolicitied direct communications. But it can 

reach out to existing or past customers. A key factor in direct marketing is a call to 

action. That is direct marketing campaigns should offer an incentive or enticing 

message to get consumers to respond. There are three types of direct marketing 

which are:- 

Telemarketing: direct marketing that involves calling people at home or work to ask 

for donations, an opinion, or for sale purposes 

Email direct marketing: this form of direct marketing targets consumers through 

their email accounts. Email addresses can be harvested from websites, forums, or 

purchased. Some companies requires you to receive announcements to use their 

websites. 

Direct mail marketing: advertising material sent directly to home and business 

addresses. 

2.5 Conceptual framework for the study 

The study considered performance of the roadside markets, crop sales in roadside 

markets, ways of improving roadside markets, and roadside markets as market 

channel for agricultural crops to be independent variables, and business strategy and 

marketing option for agricultural crops to be dependent variable. 

 

 

 

 

 



23 
 

Figure 1: Relationship of the study variables 
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Source: Researcher constructs 2013 

The conceptual framework above showes that existance of performance of the 

roadside markets, crop sales in roadside markets, ways of improving roadside 

markets, and roadside markets as market channel for agricultural crops results into 

business strategy and marketing option for agricultural crops. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction 

This chapter explains the procedures used in this research, including research design 

and approach, area of the study, population and sample size, research instruments, 

data collection and data analysis. 

 

3.2 Research Design 

This is the program that guides the investigator in the process of collecting, 

analyzing and interpreting observation.  It provides a systematic plan of procedure of 

the researcher to follow; a research design is the arrangement of conditions form in 

collecting and analyzing of data in a manner that aims to combine reliance to the 

research purpose with economy in procedure (Kothari 2004)  

 

Therefore according to the nature of research proposal topic the study used a case 

study method as it has the best ways of collecting data, and also the aim of this 

research design to assess whether the road side food crop vending in Moshi Arusha 

highway is a viable business venture and proper marketing option agricultural crops 

in the study area. In this study the Moshi Arusha highway was studied in detail to 

facilitate in depth understanding of the status of the roadside markets and their 

operations.  

Yin (1984:23) defines the case study research method ―as an empirical inquiry that 

investigates a contemporary phenomenon within its real-life context; when the 

boundaries between phenomenon and context are not clearly evident; and in which 

multiple sources of evidence are used.‖ 

 In other words, a case study is a unique way of observing any natural phenomenon 

which exists in a set of data (Yin, 1984). By unique it is meant that only a very small 

geographical area or numbers of subjects of interest are examined in detail. Unlike 

quantitative analysis which observes patterns in data at the macro level on the basis 

of the frequency of occurrence of the phenomena being observed, case studies 
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observe the data at the micro level. There are a number of advantages in using case 

studies. Mainly, the examination of the data is most often conducted within the 

context of its use (Yin, 1984), that is, within the situation in which the activity takes 

place. A case study might be interested, for example, in the process by which a 

subject comprehends an authentic text. 

 To explore the strategies the reader uses, the researcher must observe the subject 

within her environment, such as reading in classroom or reading for leisure. This 

would contrast with experiment, for instance, which deliberately isolates a 

phenomenon from its context, focusing on a limited number of variables (Zaidah, 

2003). 

3.3 Sample size 

To constitute sample size out of population of the study, simple random sampling 

technique was used to select 180 of roadside vendors, Farmers and village leaders on 

the Moshi Arusha highway. All of them was served with questionnaire even through 

the concept of simple random procedure allows unbiased sampling and accords the 

research work more scientific feature, thereby concretizing the validity of the 

research finding. 

 

3.4 Method of Data Collection 

In collecting data the researcher collected data using two techniques which are 

secondary and primary data collection techniques. Primary data collection consists of 

interviews, observation, group discussion and questionnaires. Secondary data were 

collected from research that has already been collected for another purpose, rather 

than directly by the researcher, secondary data vary and include public records, 

census data, newspapers and surveys. 

 

3.4.1 Primary data collection 

Questionnaire; According to (Leedy, 1984), questionnaires are appropriate 

instruments widely utilized by researchers to obtain facts about current conditions, 

practices and also to make inquiries concerning attitudes and opinions. Furthermore, 

they were used due to their ability to collect as much information as possible within a 
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short spell which will help the researcher to save time.  Mostly the questionnaire was 

distributed to inhabitants, agriculture extension officers, district leader and other key 

informants. This was particular to the roadside vendors. 

 

Interview; this is a two systematic communication or face to face communication 

between the researcher and the respondent intended to obtain information relevant to 

the specific study.  This enabled the researcher to get information from illiterate, less 

educated and also getting supplementary information. The advantage of this method 

is that, it allowed the research to pose all type of question and also elaborating them 

for more understanding. 

Observation; this is the systematic viewing of phenomenon in its natural setting for 

a specific purpose of getting data for particular study.  It involves seeing, testing, 

hearing, smelling touching and recording to require data based on natural 

environment.  Observation help the researcher to get the information that the 

members of the society or institutions are not willing to tell based on factors 

contributing to the conflict in management. 

Group discussion; this is a discussion between the researcher and different groups 

of respondents which the researcher intends to make discussion with. More 

information concerned with the study can be obtained from different groups of 

people engaged in discussion. 

 

3.4.2 Secondary data 

These are the data that have been already collected and readily available from other 

sources. Such data are cheaper and more quickly obtainable than the primary data 

and also may be available when primary data cannot be obtained at all. Secondary 

data helps to make primary data collection more specific since with the help of 

secondary data, we are able to make out what are the gaps and what additional 

information needs to be collected. 
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3.5 Population and sampling procedure 

The population of the study included all groups and individuals involved in the 

roadside crop marketing either the farmers or those who are actually involved in the 

vending business along the roadside sites in the Moshi Arusha highway. The areas 

involved to cover the study are Kwasadala, Boma mbuzi, chekereni, and Tengeru 

markets by which some of them operate twice a week. Simple random sampling 

technique was used to choose interviewee from the population to be studied and 

represent the all population since it is not possible to study the all population. Simple 

randomly sampling is usually considered adequate if chances of selection are equal at 

any stage in the sampling process (Bailey, 1998). The researcher used this method 

since all food crop vendors of Moshi Arusha highway has the equal chance to be 

selected as representative of the all food crops vendors. 

 

3.5.1 Purposive sampling 

Purposive sampling targets particular group of people. When the desired population 

for the study is rare or very difficult to locate and recruit for a study, purposive 

sampling may be the only option. Therefore; the researcher only selected the 

respondent who has useful and appropriate information for the study. 

 

3.6 Data analysis 

Data collected were transcribed and coded and then categorized.  The categorical 

data were then being organized into theme‘s that served as a tool for further analysis 

and drawing conclusions.  Narration was used to summarize the important points and 

whenever possible, frequency distributions and charts were used to present the data. 

Data to be obtained from interview and questionnaires were checked to ensure 

completeness. Regarding to edit and coded data the information of similar categories 

were transformed into tables and graphs for presentation of statistics. 

 

3.7 Location of the study 

The study was carried out at the roadside markets along Chalinze- Arusha highway. 

Purposefully has decided to select Kwasadala and Boma ng‘ombe which are in Hai 

district, chekereni in same district, and Tengeru markets in Tengeru district 
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CHAPTER FOUR 

PRESENTATION OF FINDINGS 

4.1 Introduction 

This chapter gives the presentation and analysis of the findings obtained under this 

research study. Presentation and analysis of findings are based on the study 

objectives which were to examine the performance of the road side markets in terms 

of quality and profitability of the crop sold, to scrutinize the degree to which road 

ride markets offers a market channel for agricultural product in the study area, to 

examine crop sales in the interior market places, and to find ways which seems 

suitable in improving the condition and performance of the road side markets. Data 

are presented in the graphs, figures and charts based on the aforesaid objectives so as 

to enable easy analysis and presentation. 

 

4.2 Questionnaires distribution and responses 

The study distributed 180 (100%) questionnaires to the study respondent. 80 (44.4%) 

questionnaires were distributed to road side vendors, 60 (33.3%) questionnaires were 

distributed to customers of the road side market, and 40 (22.2%) questionnaires were 

distributed to the village leaders and extension workers.  A total of 164 (91.1%) 

questionnaires were returned, 71 (43.3%) from the road side vendors, 57 (34.8%) 

from customers of the roadside market and 36 (22%) from village leaders and 

extension workers. During the data sorting, it was founded out that 4 questionnaires 

were incomplete, 2 (1.2%) from the customers of roadside markets and 2 (1.2%) 

from the village leaders and extension workers. Therefore, the analysis was made 

using 160 (88.9%) questionnaires distributed, returned and completely filled. The 

summary of this is as indicated in Table 1 below:-  
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Table 1: Questionnaires distribution and their responses  

Respondent Distributed 

questionnaire 

Returned 

Questionnaires 

Incomplete 

Questionnaire 

Effective 

sample 

Percentage 

(%) 

Roadside 

Vendors 

80 71 - 71 43.3 

Customers 

of the 

roadside 

market 

60 57 02 55 33.6 

Village 

leaders 

and 

extension 

Workers 

40 36 02 34 20.8 

Total 180 164 04 160 97.7 

Source: Field Data, 2013 

The summary in table 1 above shows that; a total of 164 (91.1%) questionnaires were 

returned, 71 (43.3%) from the road side vendors, 57 (34.8%) from customers of the 

roadside market and 36 (22%) from village leaders and extension workers. This 

response was enough to enable effective presentation and analysis of the collected 

data and provide the conclusion on it. 

4.3 Respondents basic information 

4.3.1Age of the respondents 

The study intended to determine the respondent‘s age as it determines the ability of 

person to be engaged in roadside vending. The old people are not effectively 

involved in roadside vending because of their incapacity to meet the hard conditions 

such as weather difficulties associated with roadside vending activities (Gubuzo, 

2007). The study indicated the following with respect to age of the respondents:- 
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Table 2: Age of the study respondents 

Age category No. of respondents Percentage (%) 

 

10 – 18 22 12.22 

 

19 – 30 60 33.33 

 

31 – 40 80 44.44 

 

41 – 50 11 6.11 

 

51 – 60 07 3.89 

 

61 and above - - 

 

Total 180 100 

 

Source:  Field Data 

Table 2 above shows that; many respondents are falling under the age category of 19 

– 30, and 31- 40. This indicates that roadside vending needs manpower that is very 

strong and that is why many of them are youth. Old people are rarely involved in the 

vending business because their age(s) do not permit them to do such business and 

hence unable to practice doing such business. This is supported by Stanton (1975) 

who explains that roadside agricultural crops marketers should operate in the 

realization that the major factors that affect the marketing performance are the four 

element of the marketing mix namely: product, price, promotion and place. Age is 

one of the limits of their ability to continue existing in the roadside marketing 

activities. 
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4.3.2 Gender 

The study also intended to determine the distribution of gender among the study 

respondents so as to determine which gender is involved more on the roadside 

vending as a business strategy and marketing option for agricultural crops, using 

Moshi – Arusha Highway as a case study.  

The results are indicated below:- 

 

Table 3: Gender distribution of the study respondents 

Gender No. of respondents Percentage (%) 

 

 Male 78 43 

 

Female 102 57 

 

Total 180 100 

 

Source:  Field Data, 2013 

 Data in Table 3 above shows that the number of female involved in roadside 

vending outweigh that of male. This is due to the fact that female are involved in day 

to activities of running their families, and therefore, they need to involved in small 

business such as roadside vending so as to generate some income to non their 

families. According to Persons (1998); a temporary roadside market is one in which 

there are no fixed buildings or equipment. 

 This type of market is unstable. It is here today and gone tomorrow. Women are 

more involved in roadside vending than men. This verifies that more women are 

involved in roadside vending activities so as to improve their well fare and their 

families as whole.  

4.3.3 Working Experience 

The study intended to determine the working experience of the study respondents in 

roadside vending activities. This involved determining the experience of vendors and 
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customers in roadside business, as well as the experience of village leaders and 

extension workers in managing roadside markets. The results are as shown in Table 4 

below:- 

Table 4: Working experience in roadside marketing activities 

Experience No. of respondents 

 

(in years) Roadside  

Vendors 

Customers of 

roadside market 

Village leaders and 

Extension Workers 

Below 1 year 

 

25 07 06 

2 – 5 

 

34 18 21 

6 – 7 years 

 

19 12 08 

8 – 10 years 

 

02 08 04 

10 years and above 

 

- 15 01 

Total 

 

80 60 40 

Source Field Data, 2013 

Data in table 4 above indicates that 59 of the total respondents involved in roadside 

vending have experience below than 5 years in road side vending activities. The 

more someone is involved in roadside vending, the more experience is obtained. This 

result into provision of information that is provided by them is not more reliable as 

compared to that information that is obtained from experienced personnel.  

This is due to the fact that many respondents involved in roadside vending are youth 

and hence can‘t have enough level of working knowledge. 
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4.3.4 Market occupation area 

The study indicated the following distribution of the respondents obtained from the 

markets that they served. The results are as indicated in Table 5 below:- 

Table 5: Marketing occupation area 

Name of the  

 Market 

Respondent‘s category 

Roadside 

 Vendors 

Roadside 

 market  

customers 

Village leaders  

And extension 

workers 

Kwasadala 

 

30 17 11 

Boma ng‘ombe 

 

20 15 10 

Chekereni 

 

20 10 10 

Tengeru 

 

10 18 09 

Total 

 

80 60 40 

Source: Field Data, 2013 

The summary in table 5 above shows that roadside markets customers usually live in 

or commute to the locality. Some roads stands attract many tourists depending on 

their proximity to parks resorts and other attractions. But the bulk of the business 

must come from local consumers in order for most stands to be successful. Typical 

roadside market customers are middle class, are more affluent, have higher than 

average education and are concerned about good nutrition. This situation influence 

roadside marketing activities. 
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4.4 Data presentation on farmers’ roadside vendors 

4.4.1 Location of the farm 

The study intended to determine whether the farms are located near the roads in 

order to facilitate easy transportation of crops from the market. The data from are not 

located far away from road sides as shown in Table 6 below:- 

 

Table 6: Distance from the road to the farm 

Farmers  

Road side 

 Vendors 

 

Responses on the farm location 

Very near 

 

Near Far away 

Kwasadala 

 

16 10 04 

Boma ng‘ombe 

 

14 05 01 

Chekereni 

 

12 03 02 

Tengeru 

 

   

Total 

 

47 24 09 

Source:  Field Data, 2013 

Table 6 above shows that many respondents show that the farms are located very 

near the roadside markets. This is a situation that is facilitating roadside vending 

along Moshi – Arusha Highway involving places like Kwasadala, Boma ng‘ombe, 

Chekereni and Tengeru markets. This is supported by Zaidah (2003), that the 

roadside marketers the issue is to make the product available to the customers 

particularly those who use the highway –drivers and their crew and their passengers.  

An attractive roadside market can supplement family income, but is usually not the 
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only income source. A product can in an arrow sense be taken as a set of tangible 

physical attribute assembled in an identifiable form. 

4.4.2 Major crops cultivated 

The study revealed that different crops area cultivated / grown in the different farms 

located near by the Moshi – Arusha Highway. The crops grown are as shown in 

Table 7 below:- 

 

Table 7: Major crops that are cultivated 

 

District 

Roadside 

Market 

Type of 

Crop 

Cultivated 

frequently 

Not cultivated 

frequently 

 

 

 

Hai 

 

 

 

Kwasadala  

And  

Boma ng‘ombe 

Sweet & Irish 

potatoes 

   

Green pepper 

 

   

Banana 

 

   

Carrots 

 

   

Onions 

 

   

Oranges 

 

   

Avocados 

 

   

 

 

 

 

Same 

 

 

 

 

Chekereni 

Sweet & Irish 

potatoes 

   

Green pepper 

 

   

Carrots 
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Onions and 

oranges 

   

Avocados 

 

   

 

 

 

 

Arumeru 

 

 

 

 

Tengeru 

Sweet & Irish 

potatoes 

   

Green pepper 

 

   

Carrots 

 

   

Onions and 

oranges 

   

Avocados 

 

   

Source:    researcher’s response, 2013 

It is Cleary shown by Table 7 above that most of the crops grown along farms near 

Moshi – Arusha Highway are so many. The crops that are not grown in the areas 

around the roadside markets, they are imported from the nearby markets. This 

enables existence of all such categories of crop. 

4.4.3 Involvement in road side vending 

The study intended to determine to what extent farms from the study area are 

involved in the roadside vending. Among 80 farmers roadside vendor‘s it was Cleary 

shown that 55 ( 67%) respondents reengaged in roadside vending to high extent, 20 

(25%) respondents are moderately involved and 5 (08) are lowly involved in 

roadside vending as shown in fig. 1 below:- 
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Fig 1: Extent of involvement in roadside vending 

 

Source: Field Data, 2013 

 

Figure 1 above shows that many farmers are involved in road side vending. Typical 

roadside market customers are middle class, are more affluent, have higher than 

average education and are not much concerned about good nutrition. They are not 

necessarily loyal to one producer or another. Roadside sellers must be friendly and 

knowledgeable about product ripeness preparation and storage. They must stick to 

regular prices, days and hours. The stand or market must offer quality product free of 

dirty and pests. This justifies the existence of these road side markets for quite so 

long. 

 

4.3.4. Amount and types of crops to roads side vendors. 

The study intended to understand the type and amount of crops farmers manage to 

sell to the road side vendors. The findings on sell to the road side vendors.  
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request, 1, 100
% request, 2, 90%

request, 3, 80%
request, 4, 70%

request
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The findings on this aspect as indicated in table 8 below: 

Table 8: Amount and type of crops produced and sold. 

Type of crop Amount 

Produced per 

month 

Amount  

Sold per month 

Percentage of sales 

Carrot 6tons 4.5 tons 75% 

 

Green Pepper 2tons 1.7tons 85% 

 

Banana 15tons 14.2tons 94% 

 

Fruits 15tons 18tons 90% 

 

Potatoes 14tons 12tons 86% 

 

Total 57tons 50.4tons Out of   100% 

 

Source: Field Date, 2013. 

The findings in table 8 above shows that large percentage of produce made by the 

farmers is sold to the roads side vendors. Little amount of crops is left for 

consumption this justify the continuity of the business. Furthermore, the researcher 

went further asking the respondents to explain why some amount in not sold to the 

road side vendors and they replied that, they depend on their farms for day to day 

consumption and that is why the total produce is not sold to the road side market 

vendors. 

4.4.5 Road side market as an important market option for agricultural 

products. 

The study intended also to determine how the road side market is treated as an 

important market option for agricultural products by the farmers. The study therefore 

reveled that, 75 (94%) said that   it is very important for marketing agricultural 
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products, 3(4%) said that it is not an option  for  marketing agricultural product  and 

2 (2%) they could not reply on this question.  

 

Figure 2: Roadside markets as an option for agricultural products. 

   

 

Source: Research findings 2013. 

Figure above shows that many respondents who were the farmers agreed that road 

side markets are used as an important market option   for their agricultural crops. The 

study went further interviewing the respondents who replied that it is an option, to 

explain how road side are used as an option for marketing agricultural  crops. The 

responses are as show in table 9 above:- 

 

 

 

 

 

Sales

Interior sales

Highway sales
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Table 9: how roadside vending is used as market option for marketing of 

agricultural crops. 

Response No. of respondents 

 

Easy movement of crops 31 

 

Assuring customers and farmers 10 

 

Continuity     of the market 17 

 

Avoiding losses and detestation 22 

 

Source: Field data, 2013. 

The above reasons show that road side vending is used as a market option for 

agricultural products. The roadside markets can be a portable wagon, truck or just a 

cash box on table next to bushed of corn. At other extreme are year round or open air 

structure with refrigerated cases, shopping carts, multiple checkouts and wide array 

of products. These markets are labor intensive but can also be profitable if their 

operation combine and promoted the variety and convenience of a typical grocer‘s 

produce section with the home grown and farm fresh  appeal of the traditional of the 

roadside stand. Due to these benefits, they are considered as an option for market 

growth. 

4.4.6. Effects of highway construction in socio-economic status as a farmer. 

The study intended to determine the effect of highway construction in socio-

economic status of farmers. The study revealed that many constructions are taking 

place in Moshi- Arusha Highway and during this construction farmers are affected 

because there are crops that do not   get the market   as the vendors don‘t have the 

sight for carrying about such activities. 
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Table 10: Effect of highway construction in socio-economic status 

Response No. of  respondents Percentage (%) 

 

Yes 68 85% 

 

No 12 15% 

 

Total 80 100% 

 

Source: Research Findings, 2013. 

It can be revealed from the table above that many respondents agreed that 

construction of Moshi- Arusha highway affect the socio-Economic status of the 

farmer. However; when they were asked through the interview to give social effects 

of the highway construction they could not manage to reply anything. These increase 

poverty among many workers as they become unable to offer the services required to 

their families when the markets are not operating. 

4.4.7 Effectiveness of the road side markets 

The study intended to determine how effective and efficient the road side markets are 

in enhancing the socio-economic status of the farmers, customers and roads side 

vendors. The results on this aspects showed that most of these road side markets are 

not performing very these road side markets are not performing very well throughout 

the year. These are the periods of high season and the periods of the lower seasons. 

Due to this it is very difficult to obtain a road side market that is operating 

throughout the year effectively. Furthermore, the results of focus group discussion 

with some leaders of the farmers indicated that some road side markets operate twice 

a year. This situation creates a great challenge in enabling and ensuring the farmers 

on the availability of the markets for their produce. 
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4.5 Customers of the road side markets 

4.5.1 Customers accusation. 

The occupation of an individual in one way or another determines the uprising power 

of that particular person. The customer that is involved in formal employment with 

constant flow of income might be found to have different purchasing power from the 

one who has informal employment. 

 The results of this research study shows that many road side markets are the people 

of low income and also working in the informal sector.This is as shown in table 11 

below:- 

Table 11:- Occupation of the road side markets customers. 

Type of employment No. of respondents Percentage (%) 

 

Formal 18 30% 

 

Informal 42 70% 

 

Others (Specify) - - 

 

Total  60 100% 

 

Source: Road side customer’s responses, 2013. 

Table 11 above shows that most of the roads side markets customers are those found 

in the informal sector. The researcher went further finding out the reasons for such 

appearance and it was revealed out that it is because those people in formal sector 

have constant flow of income and therefore, they are able to bay from other formal 

market as compared to these road side markets. Lack of formal sector customers 

affect the roadside markets as little amount of sales are made time to time. 
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4.5.2 Crops that are routinely purchased 

The study   revealed that not all categories of crops found in the road side markets 

are purchased rottenly. Some are purchased many times while others not. This is 

summarized in fig. 3 below where by fruits such as oranges, mangoes, pawpaw and 

the like purchased more as compared to other categories of are purchased. 39 (65 %) 

respondents said that they purchased fruits from these road side markets, 12 (20 %) 

said that they purchased vegetables from the road side markets and only 9 (15%) said 

that they purchased both of the crops. This is as shown below:- 

 

Figure 3; Frequency of crops purchased from the road side markets 

 

Source: Field Data, 2013 

 

The figure 3 above shows that fruits which are more purchased in the roadside 

vending as compared to vegetables and other crops. 65% of the crops purchased is 

occupied by fruits, one of the factors which lead to this is that fruits has simple 

packages which doesn‘t require large space, sometimes customers eat those fruits 

through their journey, so even the demand for fruits is also very high. 25% is 

occupied by vegetables, most of the customers does not prefer vegetables because of 

their packages sometimes it needs high attention to make sure they still maintain its 

quality. And the other 15% is occupied by other crops (food crops). This situation 

65

20

15

Crops purchased

Fruits

Vegetables

Other crops
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shows that roadside markets supply fruits more than other categories of crops 

throughout the time. 

 

4.5.3. Quality of commodities purchased from road side markets. 

The study intended to determine the quality of commodities purchased from the road 

side markets from the customers. The customers re veal hat most of the crops 

purchased are of not the high quality they decide to paradise them because of 

poverty. 

 

Table 12: Quality of commodity from road side markets 

Response No. of respondents Percentage (%) 

 

High 09 15% 

 

Moderate 12 20% 

 

Low 31 52% 

 

Extremely poor 08 13% 

 

Total 60 100% 

 

Source: Field Date, 2013. 

Table 12 above shows that many respondents agree that the quality of the 

commodities purchased from the road side markets is poor and sometimes extremely 

poor. The study went further findings the reasons for such occurrences, one of the 

big reason was quality of the products are poor, sometimes this was because the 

customers do not care about the quality other than price of those crops, this means 

the concentration was highly on the quantity but not the quality.  
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The findings can further be presented in figure 4 below:- 

Figure 4: Quality of commodities purchased formal road side markets. 

    

Source: Field Date, 2013. 

 

Figure 3 above shows dearly that the quality of commodities purchased from these 

road side marketing are of low quality and therefore it is considered to be for the 

people of low income other than high income earners. And automatically those well 

income people will never buy low quality crops and those low income people it is 

difficult for them to buy high quality crops. This situation affects continuity of 

operations and existence of the market that is generating the desired level of income 

and development of the roadside markets sellers. 

 

4.5.4 Roadside market’s in terms of parking space for customer’s price  

promotion and advertising. 

The study revealed that road side markets have inadequate spaces for customers to 

park their transportation price promotion and advertising. This result is as shown in 

table 13 below:- 
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Table 13:- Facilities of roadside markets. 

Responses No. of respondents 

 

Available Unavailable 

 

Parking spaces for curtsies 14 46 

 

Price promotion 31 29 

 

Advertising 22 38 

 

Source: research findings, 2013. 

Table 13 above shows that many road side markets do not have  necessary facilities 

such as parking spaces, this  creates difficulty in enabling customers with 

transportation facilities  such as cars to do purchases from these markets as 

sometimes they find themselves to miss the parking areas but also price promotion 

and advertising are inadequate. 

4.6 Village leaders and Extension Workers. 

4.6.1 Experience on road side markets management 

Village leaders and extension workers are involved either directly or indirectly in 

management of the road side markets. Therefore, the study intended to determine the 

experience of a village leaders and extension works in managing road side markets.  

The results are indicated in table 14 below: 
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Table 14:- experience on road side markets. 

Level of experience No. of village leaders No. of Extension workers 

 

Below 1 year 07 04 

 

2-5 years 11 06 

 

6-8 years 02 05 

 

9-11 years - 04 

 

Above 11 years - 01 

 

Total  20 20 

 

Source: Field data, 2013. 

Table 14 shows that village leaders don‘t have enough experience in managing    

road side markets as compared to extension workers. The study intended to 

determine the reason behind this situation and the results of the study showed that 

many village works are appointed on short term basic and therefore not permanent 

hence hey     lack enough knowledge on roadside markets as compared to extension 

workers.  

4.5.2 Crops major source of income by farmers. 

The research study intended to determine whether the study respondents (Village 

leaders and extension workers) understand the major source of income of the farmers 

in their respective areas. The   results on this aspect show that village leaders and    

extension works understand the major source of income for the farmers that they 

lead. Furthermore, they were asked to mention shown in Table 15 below:- 
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Table 15: Major source of income of farmers 

Type of crops Major source of income 

Yes  No  

Vegetable 24 12 

 

Fruits 32 08 

 

Both categories 22 18 

 

Total 78 32 

 

Source: Field Data 2013 

 

Table 15 above shows that the major source of income among the crops grown by the 

farmer‘s fruits outweighs the other. This is due to the reason that fruits are easy to 

grow as compared to other type of crops, hence enables easy cultivation for the 

customer.  It is evidenced that 78 farmers agree to receive income from these markets 

and 32 respondents could not agree. This also affects their income and economic 

status. 

 

4.5.3. Effectiveness of road side markets 

The study aimed at determines from the village leaders and extension workers how 

effective the road side markets are. The findings indicated that road side markets are 

not effectively operating due to their location and poor infrastructure of the table 

below. 
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Table 16: effectiveness of road side markets operation. 

Response No. of respondents Percentage (%) 

 

Yes 07 17 

 

No 33 83 

 

Total 40 100 

 

Source: Research findings, 2013. 

It can be observed from table 16 above that many village leaders and extension 

workers (almost 83% of the total respondents) agreed that road side markets are not 

operating effectively. The researcher went further interviewing the leaders nod 

extension works to explain why the road side markets are not operating effectively 

and they only replied that it is because of the markers location and lack of enough 

support from the local and central governments. This situation affects the operations 

of the road market 

4.5.4 Volume of crop production before and after reconstruction of  

the highways. 

The study revealed that the volume of crop production before and after the 

construction of the highways differs. The data on crop production from the study 

area are as indicated in table 17 below. 
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Table 17: Volume of crop production before and after highway construction 

Farmers around Production before highway 

reconstruction 

Production after highway 

reconstruction 

Kwasadala 10 tons per month 15tons per month 

 

Bomang‘ombe 16 tons per month 19 tons per month 

 

Chekereni  16 tons per month 21 tons per month 

 

Tengeru  20 tons per month 23 tons per month 

 

Total  62 tons per month 78 tons per month 

 

Source: Village records 2013. 

The findings in table 17 above shows that volume of crops production has increased 

in bond markets. This is due to the fact that when there is demand, farmers are 

motivated to produce more that when the demand is limited. However; when the 

researcher asked the village leaders and extension workers to cleanly explain why the 

increase in production is not at the same rate in both markets and unfortunately they 

could not explain. This indicates impossibility of continuity of the road side markets 

along Moshi- Arusha Highway. 

4.5.5. Road side vender contracts with farmers 

The study intended to determine from the village leaders and extension works where 

there is counteracts between road side vendors and farmers in order to ensure 

continuity of road side markets and ensure availability of agricultural products 

markets. The study findings indicated that there are no formal contracts that are 

written. The contracts that are available are oral and based on trust between the road 

side vendors and the farmer. This situation makes it difficult for the new vender in 

these markets to be assured of the supply due to trusting him/ her. The study findings 

indicated that there are no formal contractors that are written. The contracts that are 
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available are oral and based on trust between the road side vendor and the farmer. 

This situation makes it difficult for the new vendor in these markets to be assured of 

the supply due to the fact that many farmers may be found not trusting him/her. The 

study further revealed that many village leaders and extension workers do not have 

adequate knowledge on the contracts involving farmers and road side vendors that is 

why they do not exist in the study area. 

 

4.5.6 Impact of roadside markets to village development. 

The study intended to determine the impact of the road side markets to village 

development.  The findings on the study indicated that many respondents agree that 

road side markets have an impact to the village development. This is evidenced from 

the table 18 below:- 

 

Table 18: impact of roadside markets to village development 

Response No. of respondents Percentage (%). 

 

Yes 30 75% 

 

No 10 25% 

 

Total 40 100 

 

Source: Field data, 2013. 

Table 18 above shows that many village leaders and extension workers agreed that 

road side markets have an impact to village development surrounding them. 

However, when they were asked on what type of development road side market has 

contributed, they only mentioned the individual socio-economic development. 

 

 

 



52 
 

CHAPTER FIVE 

DISCUSSION OF THE FINDINGS 

5.1 Introduction 

This chapter gives the discussion of the findings based on the specific objectives 

which were t examine the performance of the road side markets in terms of quantity 

and profitability of the crops sold, to scrutinize the degree to which roads side 

markets offers a market channel for agricultural product in the study areas t examine 

crops lees in the inter or market places and to find ways which seems suitable in 

improving the condition and performance of the roadside markets.  

With this refer the chapter is divided into four parts which are based on the aforesaid 

specific objectives. Date is discussed depending on the presentation and    analysis of 

the previous chapter. 

 

5.2 Performance of the roadside markets in terms of quantity and profitability 

of the crops sold 

5.2.1. Performance of roadside markets in terms of quantity of crops sold 

The findings of the    study in   4, 3, and 2 indicated that different   categories of 

crops are sold in the roadside markets along the Arusha, Moshi Highway. Also the 

findings in table 8 indicate the amount of crops produced and sold in the roadside 

markets. 

All of the findings indicated that a lot of commodities are produced and sold in the 

roads side markets. However, the findings indicated that in general the amount of 

crops produces and sold fulgurate from time to time. This is as indicated in the figure 

below:- 
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Figure. 5 Tend of the crops sold in roads side market along Moshi – Arusha 

highway. 

 

Source: roads side performance records, 2011/ 2012 

Figure five above shows that there are periods of high sales and the periods of low 

sales. The figure shows that the months of March and April are associated with low 

sales compared to the mouth of September up to December. The study respondents 

said that the mouth at the end of the years experience high sales because many 

people of Kilimanjaro and Arusha regions from different parts of the country are 

going home for holidays and therefore, this situation increases the population causing 

the sales within these roadside markets unlike other mouths‘ that are not 

experiencing a lot different holidays. 

5.2.2. Profitability resulting from crop sales in roadside markets. 

The study also examined the profitability resulting from crop sales in the roadside 

markets. This intended to determine the amount and perception towards profitability 

generated by farmers selling their crops to roadside markets and that profitability that 

is generated by the roadside vendors in making  sales of the crops in roadside 

markets the findings of the study indicated that profitability resulting  from crop sales 

in roadside markets are not continues and not well defined.  

There is a period of high profit and the period of low profit. This situation brings a 

challenge to roadside vendors and farmers in continuing with crop business. 
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Table 19 below indicates the extent of profit creation made in roadside vending. This 

is as shown below:- 

Table 19: Extent of profit creation in roadside vending 

Respondent Extent of profitability 

 

 

Farmers 

High Low Total 

 

62 18 80 

 

Road side Vendors 26 34 60 

 

Source: Field Data 2013. 

Table 19 above shows that many   formers agreed that road side markets enable them 

to high  extent to generate profit from crop sales and roadside vendors do it see high  

profit being generated  form  crops sales, a part form enabling them to continue 

living and caring their  families. Furthermore the research discussed the although 

there are many vendors in these roads side markets but these is no adequate profit 

that   is made in these roadside markets to enable these businessmen to undertake 

huge investment. This shows that performance of the roadside markets in terms of 

quantity and profitability of the crops sold is not adequate. 

 

5.3 Degree to which roadside markets offers 

5.3.1 Markets channel for agricultural product 

 The study intended to scrutinize the degree to which roadside markets offers a 

market channel for agricultural product in the study areas. The data presented and 

analyzed in 4.4.2 show that different category of crops are bought and sold in the 

roadside markets offers a great market channel for the agricultural products in Moshi 

and Arusha areas. This is indicated by the support shown below:- 
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Table 20: Market channel for agricultural products through roadside markets 

Type of market Degree of support 

 

 

Kwasadala 

High Moderate Low 

 

√ √ √ 

 

Boma ng‘ombe √ √ √ 

 

Chekereni √ √ √ 

 

Tengeru √   

 

Source: Research findings, 2013. 

Table 20 above shows that roadside markets to high extent offer a great markets 

channel for agricultural crops. Also the findings from the roadside markets vendors 

and customers revealed that existence of the roadside markets has  enabled   the 

growth of the crop production due to the fact that, farmers get to  produce what is 

actually need in the real market.  

In order to continuously  improve the performance of the roadside markets, increase 

the  ability of the roadside vendors  and  increase the ability of the formers to 

improve the performance of road  side  markets and provide a market channel for 

agricultural  product there must  be  a support from  local and national level in terms 

of the policies and  procedures to support the performance of these markets.  

Though the study indicated that roadside markets to a great extent offers a market 

channel for agricultural product still there are challenges facing these roadside 

marketing  such as continues construction of the highway which affect negatively 

their operation, and inadequate space for dismaying the products  offered in these 

roadside  markets hence affecting a markets channel for some agricultural products. 
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5.4 Crop sales in the interior market places. 

The study also intended to determine the amount of crop sales in the interior market 

places. In the examination of crop sales in the interior market places, the study 

revealed out that the amount of crop sales in the interior market places is low 

compared to those made along the Moshi- Arusha highway as indicated in Fig. 6. 

Below:- 

 

Fig 6 Crop sales in the interior market places 

 

Source: Field Data, 2013. 

The fig 6 above shows that 82% of the total produce made by farmers is sold along 

the Moshi- Arusha Highway and only 18% are sold in the interior market places. It is 

clearly shown by the figure above that sales made in interior market places are not 

higher that those made in highway. The researcher went further finding the reason is 

that the location affects the display of the crops and hence affecting amount of sales. 

5.4 Ways which seems suitable in improving the condition and performance of 

the road side markets. 

5.4.1 Forming contracts between farmers and road side vendors. 

The findings in 4.5.5 indicated that there are no formal contracts between farmers 

and roadside vendors, the only contracts available are oral and based on trust 

Percentage
High way   sales

18%

Percentage
Interrior sales

82%

Percentage

High way   sales

Interrior sales
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between the parties. This situation affects   the performance of the roadside markets 

due to the fact that the vendors are not sure about their flow of income and continuity 

of supply and forwards are not assured of the markets for their crops. This situation 

needs to be improved by forming formal contracts between farmers and vendors 

. 

5.4.2 Local government support. 

To suitably improve the performance of the roadside markets, there must be increase 

in the support of the government. This is evidenced by the responses given below: -  

 

Table 21: Need for local government support 

Response No. of respondents Percentage (%) 

 

Yes 169 94% 

 

No 10 05% 

 

Non-response 01 01% 

 

Total 180 100 

 

Source: Field Date, 2013. 

It can be evidenced from table 21 above that many respondents need a local 

government support so as to improve roadside markets. The    researcher went further 

finding the reasons for such need and it was revealed out that the roads are 

maintained by the local government and therefore the support of the local 

government can be through setting aside enough areas around the roads to enable 

roadside market vendors get enough spaces for exhibiting their products and 

customers to park their transport facilities. 
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5.4.3 Insurance facilities. 

Since location of the roadside markets is along the roads, accidents become liable 

and predominant to these roadside vendors. Therefore, the vendors need to have 

liability insurance.  

Lack of the insurance to  roadside vendor  business affect the effectiveness of the 

roadside vending, therefore ensuring that the vendors have the insurance of their   

business enables roadside vending as a business strategy and marketing option for 

agricultural crops, a case study of Moshi- Arusha Highway. Doing this will help to 

improve roadside markets and become the real business strategy and marketing 

option for agricultural crops. 
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CHAPTER SIX 

SUMMARY, CONCLUSIONS AND POLICY IMPLICATIONS 

6.1 Introduction 

This chapter is divided into three main parts. The first part gives the second part 

gives the summary of the research findings and discussions, the second part  gives  

conclusion based on the  results of the findings and discussion , and the last part 

provides recommendations or policy implications drawn from the research study. 

 

6.2 Summary 

The main aim of the study was to evaluate on whether the roadside markets are 

potential marketing option for    agricultural products and practical business venture 

that can contribute towards employment opportunity in the study area in particular. 

The results of this research study indicated that roadside market has played on 

important role as a market out let for the agricultural product particularly seasonal  

front crops such as pineapples and oranges from nearby regions. Cultivators of sweet 

and iris potatoes tomatoes, carrot, green paper, and banana from different places 

along the Moshi-Arusha highway also benefit from the roadside market.  

These roadside markets are very essential to the farmers since they offer a market for 

their perishable food crops which some of the crops are seasonal for example oranges 

and water melon. The study also indicated that the growth of the areas around the 

markets is stimulated and hence employment creation of the people surrounding the 

respective market areas. 

The study further indicated that, despite the importance of the   roadside provides to 

Moshi and Arusha areas, the framers providing crops to these roadside markets lack 

proper information and education on how to effectively manage quality the level of 

their production and productivity in their farms. The roadside customers not have 

adequate spaces along the roadside for parking their transport facilities and hence 

some divide not to purchase the products along the highway. 
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 Roadside vendors are not supported to do their business a lot of disturbances are 

experienced from the local government police, and displaying their commodities. 

These vendors are more subject to road accidents taking into consideration that they 

carry out their business   alongside the road. 

Therefore the study commented that in order to suitably improve performance of 

markets vendor‘s contracts with farmers and support from the government. 

6.3 Conclusion 

The conclusion made under this research study is based on the specific objectives of 

the study. Therefore the conclusion is as follows:- 

 

6.3.1 Performance of the roadside markets items of quantity and profitability of the 

crops sold. 

On the examination of the performance of the crops sold the study concluded that 

quantity sold in the roadside markets fluctuates from time to time. There are months 

of high sales and months of low sales in every year as indicated in figure 5 made 

under this research study. It further resealed that profitability generates also from 

time to time.  

There is a period when roadside vendors are generating high profit and there is a 

periods of low profit. All of these affect the performance of the roadside markets in 

terms of quantity and profitability of the crop sold. 

6.3.2 Degree to which roadside markets offers a market channel for agricultural 

product. 

The study concluded that to the highest level roadside markets offers a market 

channel for agricultural products in the study area. Though the road side markets has 

created a way forward for marketing agricultural products, there is still a need 

improving their operations and enable performance of the  roadside markets to be  

effective. Both local and national support must be made to these local roadside 

markets to be effective.   Both local and national support must be made to these 

roadside markets to improve their performance. 
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6.3.3 Crop sale in the interior market places 

The study revealed that crop sales in the interior market places are low compared to 

those made in the highway. The study concludes that there is in balance in sales in 

the interior market places and sales in the highway.  

The study indicated that the location of interior market places affect the performance 

of interior market places by in limiting display and exhibition of some of the crops, 

this reduces the amount of crops sales made in the interior market places. 

 

6.3.4 Ways which seems suitable in improving the condition and performance of the 

roadside markets. 

The study concluded that in order to suitably improve the condition and performance 

of the roadside markets. The study identified formation of the formal contracts 

between farmers and roadside vendor‘s local government support and insurance 

facilities.  

The study aimed at deterring the ways of improving the condition and performance 

of the roadside markets and therefore this is concluded that to effectively improve the 

condition and performance of the roadside markets those ways mentioned above 

need to be observed by all the interested stakeholders in the roadside markets. 

6.4 Policy implications 

Based on the study findings the study implies the following to policies related 

business management:-  

i. Improvement on insurance facilities –many types of insurances involved in 

business activities this implies that these policies need to be   changed and 

new policies supporting the roadside vendors is inserted.  

ii. This situation will help to improve the chance for these roadside vendors to 

obtain insurance of their businesses and therefore minimize accident 

liabilities. 
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iii. Registration of the business the study indicated that many roadside vending 

are not registered anywhere; lack of registration makes the business to lose 

the legal right of suing or to be sued in any case. Therefore the law that 

related to roadside vending business need to incorporate the issues of 

roadside business registration. 

iv. Infrastructure improvement the study findings indicated that the  business 

done on the roadside are   characterized by poor in fracture such as lack of 

places for customers parking and  areas for showing out their commodities . 

v. This implies that the policy that relate to these small vending business done 

along the small vending business be done along the roadside need to be 

improved so as to insert the necessity for improving infrastructure related to 

roadside vending. 

vi. Formation of contracts between the farmers and roadside vendors. The main 

purpose of roadside markets is to provide adequate and reliable market of 

support the socio-economic development of roadside vendors. To enhance 

these formal contracts   need to be made necessary on business policy so as to 

ensure continuity of the business. 

vii. Creation of special areas the study revealed that roadside vending is done 

almost in every area and therefore, the policy regarding to this aspect need to 

be rectified by setting special areas that can be used by the roadside vendors 

along Moshi- Arusha highway and other areas in Tanzania so as to make the 

roadside vending as a business strategy and marketing option for agricultural 

products. 
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                                                                                                                  Appendix 1                                              

QUESTIONNAIRE FOR FARMERS ROADSIDE VENDOR’S 

Dear sir/Madam 

Your are kindly requested to fill the following questionnaire to assist me in fulfilling 

my research study on the; 

ROADSIDE VENDING AS A BUSINESS STRATEGY AND MARKETING 

OPTION FOR AGRICULTURAL CROPS. 

The questionnaire intends to collect information(s) for academic purpose only and 

will not be used in any other way different from the targeted aims 

1. Name of the farmer……………………………. 

2. Village………………………………………….. 

3. Age……………………. Sex………………….. 

4. Location of the farm………………………………. 

5. What are the major crops you cultivate 

6. Where else do you sell your crops?............................................................. 

7. Are you also involved in roadside vending?............................................... 

8. If yes what crops do you sell at the roadside?............................................ 

9. What type, and how much of each crop do you sell to the roadside 

venders?.............. 

10. On your understanding is the roadside market an important market option for 

agriculture products? How?............................................... 

11. In general to what extent has the construction of the highway affected your 

socio-economic status as a farmer? 
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12. What general comment on the roadside crop markets? 

13. What is your general opinion on the marketability of the crops you product? 

14. What do you recommend to be done so as to improve the efficiency and 

effectiveness of the roadside markets? 

QUESTIONNAIRE FOR CUSTOMERS OF ROADSIDE MARKET 

1. Name of the farmer……………………………. 

2. Age……………………. Sex………………….. 

3. Occupation……………………………………. 

4. What type of crops do you often purchase…… 

5. Which roadside market do you usually purchase agricultural crops?......... 

6. Why you in favor of purchasing food commodities at roadside markets? 

7. What problem have you encountered during the process of purchasing from 

roadside markets? 

8. Are you satisfied with the quality of the commodity you have purchase? 

9. What type of crop do you prefer to purchase in roadside markets highways? 

10. What is your comment on roadside markets in terms of parking space for 

customers, price promotion and advertising and others?.............. 

11. What do you recommend as a way of improving the performance of roadside 

markets? 
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QUESTIONNAIRE FOR VILLAGE LEADERS AND EXTENSION 

WORKERS 

1. Name of the farmer……………………………. 

2. Age……………………. Sex………………….. 

3. Designation……………………………………. 

4. Place of work 

5. Work experience 

6. What are the major food crop are cultivated in your area? 

7. What crops are mainly taken as major source of income by farmers? 

8. What are your comments of the roadside markets? 

9. For the crops sold in the roadside markets can you comment on the level 

or volume of production before and after the construction of the 

highways? 

10. Can you mention the factors that enhance effectiveness of these markets? 

11. How are the roadside vendors operating and organized? 

12. In what way do the roadside vendors contract with the farmers? 

13. What are the impacts of these roadside markets to the villages in the area? 

14. What recommendations can you advance so as to improve the 

performance of the roadside markets? 
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Appendix 2 

Table 7: Major crops that are cultivated 

 

District 

Roadside 

Market 

Type of 

Crop 

Cultivated 

frequently 

Not cultivated 

frequently 

 

 

 

Hai 

 

 

 

Kwasadala  

And  

Boma ng‘ombe 

Sweet & Irish 

potatoes 

   

Green pepper 

 

   

Banana 

 

   

Carrots 

 

   

Onions 

 

   

Oranges 

 

   

Avocados 

 

   

 

 

 

 

Same 

 

 

 

 

Chekereni 

Sweet & Irish 

potatoes 

   

Green pepper 

 

   

Carrots 

 

   

Onions and 

oranges 

 

 

 

  

Avocados 

 

   

 

 

 

 

Arumeru 

 

 

 

 

Tengeru 

Sweet & Irish 

potatoes 

   

Green pepper 

 

   

Carrots 

 

   

Onions and 

oranges 

   

Avocados 

 

   

 

Source:  Field Data, 2013 

 


