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needed to assist in undertaking the study. However, with limited finance and not having easy 

access to transport, it was impossible to conduct the research in both provinces. The option of 

a postal survey was not possible due to the low literacy rate. Most of the respondents‘ levels 

of education were assumed to be low, and as such, it might have been difficult for them to 

read and fully comprehend the questionnaire. In addition, there were no postal services, 

making it impossible to use this method. Therefore, it was necessary to conduct the study 

using personal interviews. 

 

Although the researcher came from Western Highlands Province, providing an advantage for 

that research site, tribal conflicts involving the researcher‘s clan made it quite unsafe to 

conduct interviews there. In addition, the researcher was assisted by a former employer with 

logistical support and provided staff members to conduct the study that made the survey run 

smoothly. As a result of this support, the project was conducted in the EHP. Thankfully, the 

province was a safer environment
6 

within which to conduct the research. 

 

EHP is made up of eight districts covering an area of 11200 square kilometres and has a total 

population of 432,972 (PNG Census, 2000). Like every other highlands province in PNG, 

most parts of the EHP are inhospitable and have little human habitation. With rugged 

mountains and poor physical infrastructure, survival is a real challenge for the people in these 

areas. The only sealed road in the province is the Highlands Highway that links the highlands 

to the Morobe and Madang Provinces. Most rural roads are in very bad condition. Despite 

this, the production and marketing of fresh produce has become an important component of 

generating cash income and is widespread in the province. Although traditional cash crops 

like coffee have been grown for many years, the commercial orientation of fresh produce 

production is on the rise in the province. 

                                                 
6
 Tribal conflicts and the general civil unrest were on-going in the PNG Highlands at the time of data collection. 





http://upload.wikimedia.org/wikipedia/commons/2/24/Ehpdistricts.svg
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size, and products having little or no mechanical injury. These are common product features 

used by marketers and their buyers in determining whether a product meets the quality 

standard. It is possible that, over time, these quality attributes will change and tighten. 

 

Most marketers are based in their villages working with their own extended family members 

and friends. This aspect of their strategy addresses the potential unreliability and opportunism 

that could prevail among smallholders. As most marketers and their smallholder suppliers 

have close working and social working relationships, customer requirements and the 

importance of meeting these requirements can be addressed at the farm level by the individual 

smallholders. The marketers‘ strategy of supplying to a number of markets further addresses 

issues in meeting market requirements. The smallholder (household) suppliers aim to supply 

products that have the standard quality product attributes mentioned above. Marketers, after 

consolidating procured products with their own, do the final sorting, grading and packing of 

the produce according to various buyer requirements. The products are then supplied to those 

various buyers, with the higher quality products supplied to the top-end markets and moderate 

quality to the low-end markets. This system is likely to change and evolve over time as 

quality attributes in the markets change. 

 

Smallholders also play an important role in servicing the informal and urban market 

segments, where a large proportion of lower income consumers buy. Although there is strong 

focus on formal markets, and how they might be serviced, most people in the country are in 

the lower income bracket. Despite their low incomes, an increasing preference for quality is 

seen in these informal markets, as evidenced by the display of produce in these urban and 

other informal markets. Smallholders know that having quality products gives them the basis 

to negotiate for better prices.  
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If the economy continues to grow as forecasted, more consumers will increase their standard 

of living, and will demand higher quality products. It is already a problem moving quality 

produce from production areas to major consuming areas such as mining sites and major 

towns in PNG (McGregor et al., 2003; Spriggs and Chambers, 2007; Wilson, 2008). This will 

become an even bigger problem if the current state of the fresh produce marketing system in 

the country is not upgraded (Spriggs and Chambers, 2007). 

 

The importance of supplying customer requirements has been addressed by many scholars. 

Suppliers of fresh produce realise that finding out customer requirements and supplying them 

accordingly keeps them in business. This is the essence of the marketing concept. Kotler and 

Zaltman (1971) and Pride et al (2007), noted that marketers need to identify the needs and 

wants of customers and strive to deliver the right product to the right consumer at the right 

time at a profit. Thus, the marketing approach implies increased efficiency over traditional 

spot marketing.  

 

In fresh produce marketing, it is imperative for suppliers to make sure that the produce arrives 

at its destination with its attributes intact, since fresh produce, unlike other products, can 

change form, colour, taste and even go bad when in transit. Produce that could tick all the 

quality attributes at the farm level may not be the same product when it reaches the buyer. 

Therefore, marketers and smallholders supplying produce to their customers have to 

determine how best the produce can be delivered to them in the most convenient way possible 

and at a profit, which is the essence of the marketing approach (Armstrong and Kotler, 2005; 

Pride et al., 2007). 

 

As customers‘ preference for quality fresh produce increases, market-oriented suppliers will 

be in a better position to supply these markets and still remain in business. In this study, 



 130 

marketers are seen to be customer-oriented, and so are able to sell to bigger markets. They are 

likely to become important players as the economy grows and demand for quality produce 

increases. 

 

6.4  Customer Satisfaction Issues 

 

This section addresses the fourth research question. This research question addresses how 

satisfied fresh produce buyers are in meeting the requirements of their own customers. 

 

In a business relationship, customer satisfaction sustains the bond between the trading 

partners. Without continued customer satisfaction, the chance of a relationship continuing is 

highly unlikely. Therefore, to ensure customer satisfaction, trading partners must make sure 

that the products and services supplied and the way it is delivered meet or surpass customer 

expectation. Customer satisfaction was broadly looked at in two areas in this study. It was 

based on the relationship aspects of trading partners as well as how the trading partners met 

the product requirements of their customers. 

 

With respect to relationship aspects, smallholders themselves have difficulty accessing and 

establishing sustainable relationships with the formal markets. However, they are able to 

supply produce to the marketers who operate in the wards. The smallholders needed the 

marketers to buy their produce, but the marketers also needed the smallholders to supply them 

produce they could not grow themselves. Given that marketers can only produce a limited 

amount of vegetables due to their own production constraints, smallholders‘ production fills 

the missing volume. This works well for both the smallholders and the marketers. 

Smallholders who find it difficult to access formal markets can sell to the marketers, and 

marketers who have problems meeting buyers‘ product requirements get the missing volume 
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and different types of produce from the smallholders. This partnership, which has key 

strategic elements on both sides works well this context, and enables both parties to deliver 

customers their product requirements.  

 

In a relationship context, therefore, smallholders and marketers work well together. Marketers 

are satisfied with their relationships with their (household) smallholders because they depend 

on them to meet their buyers‘ product requirements and household suppliers are satisfied 

trading with the marketers because marketers are conveniently located and are willing to 

procure from them regularly. Therefore, as long as every trading partner along the chain is 

satisfied, the chances that the final consumer receives what they want is highly likely. 

  

However, most marketers were not entirely satisfied with their overall relationships with most 

of the formal markets. This was so because formal markets have access to many marketers 

who try to sell to them. In the current marketing environment, formal market buyers have 

bargaining power in this relationship. Because of this situation, even though buyers may not 

meet their expectations, marketers are prepared to continue trading with them.  

 

Supermarkets are the only formal market that marketers concluded treated them fairly in their 

relationships. Supermarkets are not opportunistic and when marketers have some issues, the 

supermarkets are quick to handle these complaints. Of all the formal markets that marketers 

sell produce to, supermarkets provided a better choice for marketers among the formal 

markets. Because supermarkets need a consistent supply of quality fresh produce to sell to 

their customers, they built good customer relationships with their suppliers. The suppliers 

being satisfied in their relationship with the supermarkets then made it their business to 

supply supermarkets quality produce consistently.  
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Product requirements generally were met by the suppliers. Although there were variations in 

the perceived quality of produce supplied by each supplier, quality checks were done before 

products were supplied to the next level customer. This had to be done as their relationship 

was dependent on them supplying quality products to their own buyers. Having a number of 

markets with differing quality requirements is an effective way to deal with variable quality. 

Other relationship issues were built around making the quality product available to the 

customer at the time they want it. Hence, from a general perspective, customers‘ product 

requirements were met.  

 

Meeting perceived quality of products leads to customer satisfaction. Anderson et al (1994) 

reported that there is a direct relationship between quality, customer satisfaction and 

economic returns. Smallholders and marketers producing and marketing fresh produce for a 

living have come to realise the importance of forming what might be termed as a loose 

strategic alliance. Although, relationships are slowly becoming closer, this may be a way to 

coordinate production and marketing in the future. Because smallholders cannot easily access 

formal markets, a robust strategy for them is to supply quality produce to the marketers, who 

then can sell to the formal markets. This is so because retailers demand higher quality and 

fresher vegetables, as it plays a key role in sustaining consumer demand and also contributes 

to being competitive in retail market (Damianos and Demoussis, 1992; Shukor et al., 2001; 

Nicola and Fontana, 2010).  

 

6.5  Policy Implications 

 

This section addresses the fifth research question which was to provide recommendations for 

policy makers on improving the procurement of fresh produce to meet current and future 

market requirements. 
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Production and marketing of fresh produce offers potential for economic growth and poverty 

alleviation in developing countries. However, it is argued that access to markets by 

smallholders has been undermined by the increasing complexity of value chains in 

agribusiness (Humphrey, 2006). Increasing vertical coordination in the fresh produce supply 

chain also imposes new requirements on smallholders. These often deter smallholders from 

participating meaningfully in such chains in developing countries. Policies aimed at 

encouraging smallholder farmers to be active participants need to be realistic and exhibit an 

understanding of their situation, and the situation of their trading partners and those further 

along the chain. This study contributes to that understanding by suggesting that to improve 

the production and marketing of fresh produce to meet increasing quality demands, a holistic 

view of the supply chain must be addressed. 

 

Studies conducted in PNG on improving the livelihoods of the rural population show that 

85% of the population in PNG relies on the informal sector (National Agriculture Department 

of Livestock, 2007; Spriggs and Chambers, 2007; Bourke and Harwood, 2009), and of that 

population, more than 90% relies on fresh produce farming (Allen et al., 2009). Given this 

situation, one can conclude that policy attention needs to be given to the rural informal sector. 

Hence, it is imperative that the government and its development partners should aim at 

improving the fresh produce sector in PNG. Much has been recommended by internal and 

external research consultants on improving the rural agriculture sector (National Agriculture 

Department of Livestock, 2007; Spriggs and Chambers, 2007; Allen et al., 2009; Bourke and 

Harwood, 2009), but as in many other developing countries, difficulties with implementation 

can occur. This study supports the need for a focus on this sector. 

 

Studies (McGregor et al., 2003; Martin and Jagadish, 2006; Spriggs and Chambers, 2007; 

Wilson, 2008) show that demand for quality produce has increased significantly. That is, 
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retailers and large customers demand quality produce from their suppliers so they can then 

supply quality products to their own customers. It was highlighted in this study that 

smallholders need to improve the quality of their products if they are to become better linked 

to the formal markets. Hence, a key policy outcome of this study is that a focus on quality 

improvement by smallholder farmers will be very beneficial, particularly as the PNG 

economy continues to grow and the demand for quality fresh produce increases. 
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Chapter Seven 

Conclusion 

 

In the concluding chapter, the study is summarised (Section 7.1). Limitations of the study are 

then identified (Section 7.2) and recommendations for further research made (Section 7.3). 

Finally, some concluding remarks are made (Section 7.4). 

 

7.1  Summary 

 

The focus of this study was to to identify desired requirements of buyers of fresh produce in 

the PNG Highlands, and to evaluate how prepared those supplying and procuring fresh 

produce for the current PNG markets are to meet likely future trends. Five research questions 

were formulated to address this issue. These were (1) to determine buyers‘ perceptions of the 

current and future market needs of their own customers, (2) to identify what procurement and 

marketing relationship strategies are used by buyers to meet the current requirements of their 

own customers, (3) to determine smallholders‘ perceptions of the current and future market 

requirements of their buyers, (4) to determine how satisfied fresh produce buyers are in 

meeting the requirements of their own customers, and (5) to provide recommendations for 

policy makers on improving the procurement of fresh produce to meet current and future 

market requirements. 

 

With respect to the study context, production of fresh produce plays an important part in the 

informal sector in PNG. More than 90% of the population in the informal sector are involved 

in the production and marketing of fresh produce to derive their incomes. The PNG Highlands 

in particular, is the key area for the production and marketing of fresh produce and is 

characterised by the entrepreneurial drive of the producers and the favourable climate and 
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high soil fertility of the region. It is believed that there could be sufficient fresh produce 

grown in the highlands to meet PNG‘s domestic fresh produce needs and even supply 

offshore markets. However, it is argued that this fails to occur due to the declining and 

insufficient marketing infrastructure. Despite these constraints, marketers of fresh produce 

have been involved in the marketing of fresh produce, both locally and to the distant markets 

in PNG for some time.  

 

Demand for fresh produce has been growing rapidly in the country due to rapid growth in the 

population. This population drives growth in the demand for food, including fresh produce, 

and is compounded by steady economic growth in the country. With the increasing population 

and rapid economic growth, the situation now is one of increasing demand for fresh fruits and 

vegetables of higher quality that domestic supply will find a challenge to meet.  

 

This study used a mixed method approach. A purposive sampling technique was used as there 

was no sampling frame to sample from. Sixty smallholders and seven marketers from wards 

one and two in the Daulo District were interviewed, using questionnaires based on a 

framework of customer satisfaction derived from the marketing literature. Results were 

analysed descriptively using frequency and cross tabulations were possible. 

 

The results confirmed that buyers in the formal markets are shifting towards more relationship 

type marketing arrangements with suppliers, where buyers expect suppliers to meet their 

requirements. Most formal markets prefer procuring fresh produce from marketers, rather than 

smallholders, because they are able to meet their requirements. The marketers are able to meet 

their customers‘ requirements because they plant and procure enough produce, especially 

vegetables that buyers want and sell to them consistently. 
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Not only do marketers provide a reliable supply source for the retailers and large buyers, they 

also play an important role in providing a stable market for smallholders in the wards they 

operate from. Formal markets require a constant supply of produce from the marketers, but 

marketers are unable to grow all produce required by their buyers. Therefore, they rely on 

smallholders. In doing so, they prefer to build relationships with individual household 

suppliers, but if these suppliers cannot produce enough, they turn to the extended family 

suppliers to supply shortfalls in produce. Hence marketers‘ role in the marketing of fresh 

produce is becoming important to both the smallholders and formal markets in the country.  

 

The changes happening in the procurement systems are driven by customer requirements. 

There is a general rise in the demand for quality fresh produce in the country. More and more 

people appear are turning to eating more introduced fresh produce than traditional food. In 

this study, two broad areas were identified to address customer requirements. They are 

product requirements and relationship requirements. Product requirements relates to the 

quality attributes of the product that customers want and relationship issues relate to the way 

suppliers are able to meet their buyer‘s needs. 

 

The general product quality requirements buyers look for in a product were fresh and clean, 

well graded, good in appearance, right colour and size, and having little or no mechanical 

injury. These are common fresh produce attributes used by marketers and their buyers in 

deciding whether a product meets the quality standard. It is likely that, over time, these 

quality attributes will change and tighten. 

 

Though marketers tried their best to ensure customers‘ requirements were met, they were not 

entirely satisfied with their overall relationships with most of them. This was because formal 

markets have access to many marketers. Because of their accessibility to a wide range of 
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marketers, the formal markets do not have an incentive to invest heavily in their relationship 

with marketers. Supermarkets on the other hand treat them fairly in their relationships and 

were a preferred choice for marketers than the formal markets. 

 

A major result of the changes in the procurement systems is the increasing vertical 

coordination in the fresh produce supply chain. This imposes new requirements from 

smallholders. This study suggests that to improve the production and marketing of fresh 

produce to meet increasing quality demands, a holistic view of the supply chain is required. 

 

7.2  Limitations of this Research 

 

Results of this study are limited to the smallholder-marketer dyad of the fresh produce chain 

and are restricted to two wards in Daulo district. This was because of security and funding and 

time constraint issues for the researcher. Because only seven marketers in one area were able 

to be interviewed, the results must be considered fragile. Therefore, care must be exercised in 

generalising from these results, even though they seem theoretically plausible. It is also 

important to note that results of the marketer-buyer dyad are from the marketers‘ side only 

and represent their views and not those of the buyers. It is possible that buyers have differing 

perceptions to those reported for the marketers. 

 

7.3  Recommendations for Future research 

 

The findings of this study only relate to the smallholders and marketers in a limited region, 

and customer requirements of retailers and large buyers of fresh produce may differ from the 

marketers‘ views that were expressed. Therefore, it is recommended that future studies should 

consider a whole chain approach and focus as well on the buyer part of the marketer-buyer 
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dyad. Also, future studies should interview a larger number of marketers and smallholders 

from a large number of areas in order to gain a more representative understanding of the 

issues addressed in this study. 

 

7.4  Concluding Remarks 

 

This study contributes to the pool of literature on the production and marketing of fresh 

produce in PNG. The study highlights the importance of meeting customer requirements. 

Results showed that marketers aim to meet product requirements of buyers and tend to have 

reasonably good working relationship with their buyers.  

 

Smallholders form an important part of the supply base for these marketers. Marketers who 

are closer to the many atomistic smallholder suppliers procure and consolidate produce to sell 

to their buyers. Retailers and large buyers rely on reliable marketers to procure produce from 

them. This relationship between each trading partners works well in sustaining the marketing 

of fresh produce. 

 

To conclude, this study suggests that policies aimed at actively engaging smallholders to 

participate in fresh produce chains need to be genuine, and to show an understanding of the 

smallholders‘ situation, as well as the situation of their buyers, and those further along the 

chain. This research contributes to that understanding by its focus on the smallholder-

marketer dyad, though it is acknowledged that a comprehensive view of the supply chain must 

be addressed to gain a more complete understanding. It also suggests that a focus on quality 

improvements by smallholders would be beneficial, given the PNG economy continues to 

grow and demand for quality produce increases. 
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Appendix: Questionnaire 

 

A: Marketer-buyer questionnaire 

 

Fresh Produce Marketers’ Questionnaire 

 

DATE: _______________           INTERVIEWEE No: ________________________ 

Hello, I am John Lark. I am conducting this survey for a Masters degree at Lincoln University, New 

Zealand. I am investigating the way we sell and distribute fresh produce here in the highlands.  The 

information I collect will also help FPDAs work on addressing fresh produce supply chain issues. 

Your help is very much appreciated. Your participation in this research is voluntary. You will not be 

identified, and will remain anonymous in the actual report I write.   You can withdraw from 

participating at any time. 

 

Section A 

1. Demographic Information 

a. Marketer’s gender Male or Female  

b. What is your marital status? ____________ 

c. Is the marketer also the household head?  Circle Yes/No 

d. How long have you lived this district?  Years __________ 

e. How many years did you receive any formal education? Years___________ 

f. How many live in your household? __________ 

 

2. Resources 

 Production resources 

a. How much land do you own (in pieces)? _____________________ 

b. If you own a number of small plots of land, fit the number of each into from the list below? 

I. Small sizes (approx. less than 0.25 ha)__________ 

II. Medium sizes(approx. 0.25 ha to 0.5 ha)_________ 

III. Large sizes(approx. 0.5ha to 0.75 ha)___________ 
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IV. Very large (more than 0.75 ha)____________ 

c. Do you have enough land to grow the produce you would like to sell? Circle Yes/No 

d. If you don’t have enough land, would you hire land or purchase more if the opportunity 

arises? Tick where appropriate. 

I. Yes, hire__________ 

II. Yes, purchase______ 

III. Yes, hire and purchase 

IV. No, stay the same__________ 

e. What tools do you own and use on your farm? 

___________________________________________________________________________ 

f. Are these tools adequate for your operations, or do you need more? Tick. 

I. Adequate__________ 

II. Need more___________ 

III. What tools would you like to buy? 

_______________________________________________________________________ 

g. Do you employ people to work your farm for wages or other payments? Circle Yes/No 

If Yes, how many? 

 Fulltime_____________ Parttime___________Seasonal______________ 

 

 Marketing resources 

a. Do you have a storage facility? Circle Yes/No 

b. If yes, do you own it or are you renting? Circle Rent/Own 

c. Do you have a chill container to store fresh produce? Circle Yes/No 

d. Do you have water connected to the storage facility? Circle Yes/No 

e. Do you access electricity to your property? Circle Yes/No 

f. Do you have a phone (landline/mobile)? Tick where appropriate 

I. Mobile__________ 
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II. Landline_________ 

III. Both____________ 

IV. None at all___________ 

g. Do you own a truck for work? Circle Yes/No 

h. Do you employ others for wages and other forms of payments to assist you do your 

marketing? Circle Yes/No 

i. If Yes, how many? 

I.  Fulltime_____________  Parttime___________Seasonal______________ 

 

3. Business Operations 

a. Do you grow as well as buy from others to sell? Tick where appropriate. 

I. Grow as well as buy to sell______________ 

II. Just buy to sell______________ 

b. If you grow as well as buy from others, what proportion of the quantity is growing and what 

proportion of the quantity is buying from others?  

I. Growing (%) _________ 

II. Buying from others (%) ______________ 
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c. What crops do you grow for sale and what is the proportion of the quantity of each crop 

grown? 

 Food crops grown Quantity of each crop 

grown (%) 

1   

2   

3   

4   

5   

6   

7   

8   

9   

10   

 

d. What crops do you buy from others and what is the proportion of the quantity of each crop 

bought? 

 Food crops purchased from others Quantity of each crop 

(%) 

1   

2   

3   

4   

5   

6   

7   

8   

9   

 

 

 

 

e. List the crops that you make most revenue from in order with the highest at the top of the list? 

 All food crops sold(both grown and bought) 
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1  

2  

3  

4  

5  

6  

7  

8  

9  

 

f. Do you grow all the top revenue earning crops all by yourself? Circle Yes/No 

g. What are the reasons for not growing them yourself? Tick where possible 

I. Seeds and input shortages_______ 

II. Land shortage________ 

III. Labour shortage___________ 

IV. Capital (including equipment and finance)shortage_______ 

V. Crops do not grow well on my land_________ 

VI. Crops do not grow well in my local area__________ 

VII. Others_________ 

h. Do you sell all the produce you have (grown and bought) when doing your marketing? Circle 

Yes/No  

i. If your sales vary over the year, rank in order of importance at least three major causes of this. 

I. _______________________________________________________________________ 

II. _______________________________________________________________________ 

III. _______________________________________________________________________ 

j. What happens to any produce not sold? 

I. Taken back for household use Circle Yes/No 

II. Given to others. Circle Yes/No 
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III. Thrown into waste bins. Circle Yes/No 

 

k. List the markets you sell to and what quantity (%) of your produce is sold there? 

No. Types of markets Yes/No % sold 

there 

1 Wholesalers (W)   

2 Institutions( Universities, hospitals, colleges etc.) (I)   

3 Hotels (H)   

4 Supermarkets (S)   

5 Mining sites (M)   

6 Fast food restaurants and Restaurants (F)   

7 Town open markets (T)   

8 Village markets (V)   

9 Roadside markets (R)   

10 Others (O)   

 

l. In terms of price, list the markets in order of prices paid, with the highest as No.1. 

1 6 

2 7 

3 8 

4 9 

5 10 

W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast food & Restaurants, 

T=Town open markets 

 

 

 

m. In terms of quality, list the markets in order of quality required, with the highest as No.1. 

1 6 

2 7 

3 8 

4 9 

5 10 
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W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast food & Restaurants, 

T=Town open markets 

 

n. Do you sell regularly to these markets listed above? Circle Yes/No 

o. List the markets you sell regularly to: 

1 6 

2 7 

3 8 

4 9 

5 10 

W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast food & Restaurants, 

T=Town open markets 

 

p. What is the procurement arrangement with your buyers that you sell to on a regular basis?  

Tick where appropriate. 

Markets you sell regularly to: W I H S M F 

1.I have a fixed order of a variety of produce where I 
supply regularly 

      

2.I sell to from them regularly but quantity and 
variety of produce depends on their needs 

      

3.I sell to them what they need and if I don’t have it 
they go elsewhere 

      

4. What other arrangements you have? List.       

       

       

W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast food & Restaurants 

 

q. How did you come to find out about these markets that you sell regularly to? Tick where 

appropriate. 

Markets you sell regularly to: W I H S M F 

I went looking for the buyers       

2. Buyers came looking for me       

3. Friends connected me to the buyers       

4. Through farmers marketing cooperatives       

5. Assistance from government agencies(e.g. FPDA)       
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If others, name them below       

6.       

7.       

W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast food & Restaurants 

 

Section B: 

Procurement patterns with the buyers (If they do sell to formal markets). 

a. Have procurement arrangements with your buyers changed over the years you have been 

selling to these formal markets? Tick if Yes 

W I H S M F 

      

W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast food & Restaurants. 

b. If yes, list four major factors that have caused the changes to happen? 

1. 

2. 

3. 

4. 

c. Are the changes in the procurement systems of benefit to you? Circle Yes/No 

d. If Yes, give reasons how you benefit 

__________________________________________________________________________ 

e. If No, give reasons why you don’t benefit. 

__________________________________________________________________________ 

 

 

 

 

Section C: 

Procurement patterns with the buyers (If they sell to informal markets). 

a. Have procurement arrangements in the informal markets with your buyers changed over the 

years you have been selling? Tick if Yes 

T V R 

   

T=Town open markets, V=Village markets, R=Roadside 
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b. If yes, what are the factors that have caused the changes to happen? 

Factors that have caused the changes to happen T V R 

1 Quality of product issues have caused the changes    

2 Continuity of supply issues have caused the changes    

3 Fluctuation of volume supplied issues have caused the changes    

4 Reliability of supplier issues have caused this to happen    

 Others List below:    

5     

T=Town open markets, V=Village markets, R=Roadside 

c. Are the changes in the procurement systems of benefit to you? Circle Yes/No 

d. If Yes, give reasons how you benefit 

__________________________________________________________________________ 

e. If No, give reasons why you don’t benefit. 

__________________________________________________________________________ 

 

 

 

 

 

 

 

 

 

 

 

Section D: 

Product Issues  

List all important markets that you sell to and rate them accordingly. 

Scale: 1 = Always  2 = Neutral  3 = Hardly Meet It 

a. Perceived quality of produce supplied to markets 

 

Perceived quality of produce supplied 

Markets you sell to: 

      

1 Have always been able to supply products free from pests and disease       
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2 Have you always been able to supply products that are fresh and clean       

3 Have you always been able to supply products that are free from chemical residue       

4 Have you always been able to supply products that have long shelf life       

5 Have you always been able to supply products that are well graded       

6 Have you always been able to supply products good in appearance       

7 Have you always been able to supply products have the right colour and size       

8 Have you always been able to supply products have no or little mechanical injury       

W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast food & Restaurants. 

 

Scale: 1 = Always  2 = Neutral  3 = Hardly Meet It 

b. Consistency in quantity and quality of produce 

 

Consistency in quantity and quality of produce 

Markets you sell to: 

      

1 Have you always been able to meet delivery and schedule times of your customers       

2 Have you always been able to supply quality products to my customers       

3 Have you always been able to supply sufficient quantity to my customers       

4 Have you always been able to supply customers desired variety       

5 Have you always been able to supply  a wide range of fresh produce       

6 Have you always been able to supply fresh produce appropriately packed       

W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast food & Restaurants. 

 

 

 

 

 

 

Section E: 

a. Relationships with buyers 

On a scale of 1 to 3, rate your relationship with your preferred trading partner where; 

1= Agree (A) 2= Neither agree nor disagree (N) 3= Disagree (D)  

 

Relationships with buyers 

Markets you sell to: 

       

1 Your preferred trading  partner poses less risk        

2 There is good cooperation with preferred trading partner        

3 You expect to continue to trade with your trading partner        
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4 Your preferred trading partner meets expectations        

5 Your trading partner treats you fairly and equitably        

6 Your trading partner is quick to handle your complaints        

7 You don’t have much conflict with preferred trading partner        

8 Your trading partner always keeps promises        

9 Believe information provided by trading partner        

10 Close personal friendship with trading partner        

11 Trading partner has best offer relative to alternatives        

12 Trading partner has all the power        

13 Trading partner controls all the information        

14 Trading partner often acts opportunistically        

15 More dependent on trading partner        

W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast food & Restaurants. 

 

b. What do you (marketer) see as the (1) current and (2) future requirements of your buyers? 

(1) Current market requirement requirements 

__________________________________________________________________________ 

(2) Future market requirements 

_________________________________________________________________________ 

 

 

 

 

 

 

On a scale of 1 to 3, rate your satisfaction where; 

1= Satisfied (S) 2= Neither satisfied nor dissatisfied (N) 3= Dissatisfied (D) 

1. Supplier Satisfaction (how satisfied are you with your buyers’ ability to meet your needs?) 

 

Rate your satisfaction 

Markets you sell regularly 

to: 

      

1 I am satisfied with the responsiveness of the buyers in dealing with me       

2 I am satisfied with their commitment to meet my expectations       

3 I am satisfied that the buyers are reliable       

4 I am satisfied that buyers will continue to buy from me       
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5 I am satisfied with the overall relationship with my buyers       

A=Agents/Traders, W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast 

food & Restaurants, O=Town open markets 

 

*Customer Loyalty. 1= Satisfied (S) 2= Neither satisfied nor dissatisfied (N) 3= Dissatisfied (D) 

 
Customer Loyalty 

Markets you sell regularly to: 

     

1 I am satisfied and likely to do repeat business with my buyers      

2 I am satisfied and unlikely to seek out other buyers      

3 I am satisfied and likely to tell others people about my buyers      

A=Agents/Traders, W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast 

food & Restaurants, O=Town open markets 

 

 

 

 

 

 

 

 

 

 

 

Section F: 

Relationship with Suppliers.  

a. Do you have different groups of suppliers? Circle Yes/No. 

b. If so, tick the supplier who supplies you. 

Different types of suppliers  

1. Individual Farmer(Just wife or husband) (I)  

2. Household (wife, husband and children) (H)  

3. Extended Family(Extended families growing separately but for the same markets) (E)  

4. The whole village or community(All people in that village) (W)  

5. Farmer cooperatives(One or two communities combined to grow for a market) (F)  

I=Individual farmer, H=Household, E=Extended family, W=Whole village or community, F=Farmer 

cooperatives. 
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c. Do you have any formal arrangement with your suppliers? Circle Yes/No 

d. If yes, what is the arrangement with your suppliers? Tick where appropriate. 

 

Relationship with Suppliers.  

Suppliers 

      

1.I have a fixed order of a variety of produce where they supply regularly       

2.I buy from them regularly but quantity and variety of produce depends on my needs       

3.I buy from them what I need and if they don’t have it I go elsewhere       

4. I buy from  them when I can’t get produce from my regular suppliers       

5. What other arrangements you have? List.       

       

       

I=Individual farmer, H=Household, E=Extended family, W=Whole village or community, F=Farmer 

cooperatives. 

 

 

 

 

 

 

 

e. How did you come to find out about these suppliers? 

 

How you connect with them 

Suppliers  

      

2. I went looking for the suppliers       

2. They came looking for me       

3. Through friends       

4. Through farmers marketing cooperatives       

5. Assistance from government agencies(e.g. FPDA)       

6. If others, name them below 1.    2.  3.  4.  

       

       

I=Individual farmer, H=Household, E=Extended family, W=Whole village or community, 

F=Farmer cooperatives. 
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f. Do you grade all the produce yourself? 

__________________________________________________________________________________ 

 

Section G: 

Procurement Patterns with your suppliers 

a. Have procurement arrangements with your suppliers changed over the years you have been 

buying from these suppliers? Tick. 

Suppliers I H E W F 

Tick ans.      

I=Individual farmer, H=Household, E=Extended family, W=Whole village or community, 

F=Farmer cooperatives. 

 

 

 

 

 

 

 

 

 

b. If yes, what are the factors that have caused the changes to happen? Tick where appropriate. 

 

Factors that have caused the changes to happen 

Suppliers 

    

1 Quality of product issues have caused the changes     

2 Continuity of supply issues have caused the changes     

3 Fluctuation of volume supplied issues have caused the changes     

4 Reliability of supplier issues have caused this to happen     

5 Others List below:     

I=Individual farmer, H=Household, E=Extended family, W=Whole village or community, F=Farmer 

cooperatives. 

c. Are the changes in the procurement systems of benefit to you? Circle Yes/No 

d. If Yes, give reasons how you benefit 

__________________________________________________________________________ 
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If No, give reasons why you don’t benefit 

_________________________________________________________________________ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Section H: 

Product Issues  

a. For each of your supplier group, rate the perceived quality and consistency in quantity and 

quality of products supplied by suppliers; on a scale of;   

1. Perceived quality of produce 

1= Always (A) 2= Neutral (N) 3= Hardly Meet It (H) 

 

Perceived quality of produce 

Suppliers 

    

1 Suppliers always supply products that are free from pests and disease     

2 Suppliers always supply products that are fresh and clean     

3 Suppliers always supply products that are free from chemical residue     

4 Suppliers always supply products that can have long shelf life     

5 Suppliers always supply products that are well graded     

6 Suppliers always supply products that are good in appearance     
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7 Suppliers always supply products that are right in colour, shape, and weight     

8 Suppliers always supply products that have none or little mechanical injury     

I=Individual farmer, H=Household, E=Extended family, W=Whole village or community, F=Farmer 

cooperatives. 

2. Consistency in quantity and quality of produce 

1= Always (A) 2= Neutral (N) 3= Hardly Meet It (H) 

 

Consistency in quantity and quality of produce 

Suppliers 

     

1 Suppliers always meet delivery and schedule times      

2 Suppliers always supply quality products      

3 Suppliers always supply sufficient quantity      

4 Suppliers always supply my desired variety      

5 Suppliers always supply  a wide range of fresh produce      

6 Suppliers always supply fresh produce appropriately packed      

I=Individual farmer, H=Household, E=Extended family, W=Whole village or community, F=Farmer 

cooperatives. 

 

 

 

 

Section I: 

a. Relationship variables with suppliers 

On a scale of 1 to 3, rate your relationship with your preferred trading partner where; 

1= Agree (A) 2= Neither agree nor disagree (N) 3= Disagree (D)   

 

Relationship with suppliers 

Suppliers 

     

1 Your preferred trading  partner poses less risk      

2 There is good cooperation with preferred trading partner      

3 You expect to continue to trade with your trading partner      

4 Your preferred trading partner meets expectations      

5 Your trading partner treats you fairly and equitably      

6 Your trading partner is quick to handle your complaints      

7 You don’t have much conflict with preferred trading partner      

8 Your trading partner always keeps promises      

9 Believe information provided by trading partner      
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10 Close personal friendship with trading partner      

11 Trading partner has best offer relative to alternatives      

12 Trading partner has all the power      

13 Trading partner controls all the information      

14 Trading partner often acts opportunistically      

15 More dependent on trading partner      

I=Individual farmer, H=Household, E=Extended family, W=Whole village or community, F=Farmer 

cooperatives. 

 

 

 

 

 

 

 

 

 

 

 

Section J:  

On a scale of 1 to 3, rate your satisfaction where; 

1= Satisfied (S) 2= Neither satisfied nor dissatisfied (N) 3= Dissatisfied (D) 

 

Rate your satisfaction 

Suppliers 

     

1 Am satisfied with the responsiveness of the suppliers in dealing with me      

2 Am satisfied with their commitment to meet my expectations      

3 Am satisfied that the suppliers are reliable      

4 Am satisfied that suppliers will continue to supply produce to me      

5 Am satisfied with the overall relationship with my suppliers      

I=Individual farmer, H=Household, E=Extended family, W=Whole village or community, F=Farmer 

cooperatives. 

 

*Customer Loyalty. 1= Satisfied (S) 2= Neither satisfied nor dissatisfied (N) 3= Dissatisfied (D) 

 
Customer Loyalty 

Suppliers 
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1 I am satisfied and likely to do repeat business with my suppliers      

2 I am satisfied and unlikely to seek out other suppliers      

3 I am satisfied and likely to tell others people about my suppliers      

I=Individual farmer, H=Household, E=Extended family, W=Whole village or community, F=Farmer 

cooperatives. 

 

Thank you for your time. 
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B: Smallholder-marketer questionnaire 

 

 

Fresh Produce Suppliers’ Questionnaire 

 

DATE: _______________           INTERVIEWEE No: ________________________ 

Hello, I am John Lark. I am conducting this survey for a Masters degree at Lincoln University, New 

Zealand. I am investigating the way we sell and distribute fresh produce here in the highlands.  The 

information I collect will also help FPDAs work on addressing fresh produce supply chain issues. 

Your help is very much appreciated. Your participation in this research is voluntary. You will not be 

identified, and will remain anonymous in the actual report I write.   You can withdraw from 

participating at any time. 

 

Section A 

1. Demographic Information 

a. Ward (1 or 2)             ______________________________ 

b. Supplier’s gender Male or Female  

c. What is your marital status? ____________ 

d. Is the supplier also the household head?  Yes or No  

e. How long have you lived here?  Years __________ 

f. How many years did you receive any formal education? Years___________ 

g. How many members are there in the household? __________ 

 

2. Resources 

 Production resources 

a. How much land do you own (in pieces)? _____________________ 

b. If you own a number of small plots of land, fit the number of each into from the list below? 

V. Small sizes (approx. less than 0.25 ha)__________ 

VI. Medium sizes(approx. 0.25 ha to 0.5 ha)_________ 

VII. Large sizes(approx. 0.5ha to 0.75 ha)___________ 

VIII. Very large (more than 0.75 ha)____________ 
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c. Do you have enough land to grow the produce you would like to sell? Circle Yes/No 

d. If you don’t have enough land, would you hire land or purchase more if the opportunity 

arises? Tick where appropriate. 

V. Yes, hire__________ 

VI. Yes, purchase______ 

VII. Yes, hire and purchase 

VIII. No, stay the same__________ 

e. What is the reason for increasing land size? Tick where appropriate. 

I. Increase production of all crops grown to sell_____________ 

II. To plant other food crops_______________ 

III. For other reasons_____________ 

f. What tools do you own and use on your farm? 

___________________________________________________________________________A

re these tools enough for your operations, or do you need more?  

IV. Enough__________ 

V. Need more___________ 

VI. What tools would you like to buy? 

___________________________________________________________________________ 

g. Do you employ people to work your farm? Circle Yes/No 

h. If Yes, how many? 

I.  Fulltime_____________ Parttime___________Seasonal______________ 

 

 Marketing resources 

I. Do you have a storage facility? Circle Yes/No 

II. If yes, do you own it or are you renting? 

_________________________________________ 
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III. Do you have a chill container to store fresh produce? Circle Yes/No 

IV. Do you have water connected to the storage facility? Circle Yes/No 

V. Do you access electricity to your property? Circle Yes/No 

VI. Do you have a phone (landline/mobile)? Tick where appropriate 

V. Mobile__________ 

VI. Landline_________ 

VII. Both____________ 

VIII. None at all___________ 

VII. Do you own a truck for work? Circle Yes/No 

VIII. Do you employ others to assist you do your marketing? Circle Yes/No 

IX. If Yes, how many? 

II.  Fulltime_____________  Parttime___________Seasonal______________ 

3. Business Operations 

a. List all food crops you grow for sale in order from high revenue earner to least revenue 

earner and in what quantity is each grown  

 All food crops grown for sale Quantity of each of 

these crops grown (%) 

1   

2   

3   

4   

5   

6   

7   

8   

9   

10   

b. Do you encounter any problems growing the crops? Circle Yes/No 

c. If yes, what are the problems? Tick where possible 
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VIII. Seeds and input shortages_______ 

IX. Land shortage________ 

X. Labour shortage___________ 

XI. Capital (including equipment and finance)shortage_______ 

XII. Crops do not grow well on my land_________ 

XIII. Others_________ 

d. Do you sell all the produce when doing your marketing? Circle Yes/No 

e. If your sales vary over the year, rank in order of importance at least three major causes of this. 

IV. ________________________________________________________________________ 

V. ________________________________________________________________________ 

VI. ________________________________________________________________________ 

f. What happens to any produce not sold? 

IV. Taken back for household use Circle Yes/No 

V. Given to others. Circle Yes/No 

VI. Thrown into waste bins. Circle Yes/No 

 

 

 

 

 

 

 

g. List the markets you sell to and what quantity (%) of the produce is sold there? 

No. Types of markets  Yes/No % sold there 
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1 Agents/Traders(A)   

2 Wholesalers (W)   

3 Institutions( Universities, hospitals, colleges etc) (I)   

4 Hotels (H)   

5 Supermarkets (S)   

6 Mining sites (M)   

7 Fast food restaurants and Restaurants (F)   

8 Town open markets (T)   

9 Village markets (V)   

10 Roadside markets (R)   

11 Others (O)   

A=Agents/Traders, W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast 

food & Restaurants, T=Town open markets 

 

h. In terms of price, list the markets in order of prices paid, with the highest as No.1. 

1 6 

2 7 

3 8 

4 9 

5 10 

A=Agents/Traders, W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast 

food & Restaurants, O=Town open markets 

 

 

 

 

 

 

 

 

 

i. In terms of quality, list the markets in order of quality demanded, with the highest as No.1. 

1 6 

2 7 



 173 

3 8 

4 9 

5 10 

j. Do you sell regularly to these markets listed above? Circle Yes/No 

k. If Yes, List the markets 

1 4 

2 5 

3 6 

A=Agents/Traders, W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast 

food & Restaurants, O=Town open markets 

 

l. Do you have any formal arrangement with your buyers? Circle Yes/No 

m. If yes, what is the procurement arrangement with your buyers? Tick where appropriate. 

 

How you connect with them 

Markets you sell regularly to: 

      

1.I have a fixed order of a variety of produce where I supply regularly       

2.I sell to them regularly but quantity and variety of produce depends on 
their needs 

      

3.I sell to them what they need and if I don’t have it they go elsewhere       

4. What other arrangements you have? List.       

A=Agents/Traders, W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast 

food & Restaurants, O=Town open markets 

 

 

 

 

 

 

 

n. How did you come to find out about these markets that you sell regularly to? Tick where 

appropriate. 

How you connect with them Markets you sell regularly to: 

A W I H S M F 

I went looking for the buyers        
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2. Buyers came looking for me        

3. Friends connected me to the buyers        

4. Through farmers marketing cooperatives        

5. Assistance from government agencies(e.g. FPDA)        

If others, name them below        

6.        

7.        

A=Agents/Traders, W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast 

food & Restaurants, O=Town open markets 

 

Section B: 

Procurement Patterns with your buyers 

a. Have procurement arrangements with your buyers changed over the years you have been 

selling to these buyers? Tick. 

Suppliers A W I H S M F 

Tick ans.        

A=Agents/Traders, W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast 

food & Restaurants 

 

b. If yes, list four major factors that have caused the changes to happen? 

1. 

2. 

3. 

4. 

 

c. Are the changes in the procurement systems of benefit to you? Circle Yes/No 

1. If Yes, give reasons how you benefit 

___________________________________________________________________________ 

2. If No, give reasons why you don’t benefit. 

___________________________________________________________________________ 

 

Section C: 

Product Issues  

List all important markets that you sell to and rate them accordingly. 

Scale: 1 = Always  2 = Neutral  3 = Hardly Meet It 
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a. Perceived quality of produce supplied to markets 

 

Perceived quality of produce 

Markets you sell 

to: 

    

1 Have always been able to supply products free from pests and disease     

2 Have you always been able to supply products that are fresh and clean     

3 Have you always been able to supply products that are free from chemical residue     

4 Have you always been able to supply products that have long shelf life     

5 Have you always been able to supply products that are well graded     

6 Have you always been able to supply products that are good in appearance     

7 Have you always been able to supply products that have the right colour and size     

8 Have you always been able to supply products that have no or little mechanical injury     

A=Agents/Traders, W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast 

food & Restaurants 

Scale: 1 = Always  2 = Neutral  3 = Hardly Meet It 

b. Consistency in quantity and quality of produce 

 

Consistency in quantity and quality of produce 

Markets you sell 

to: 

    

1 Have you always been able to meet delivery and schedule times of your customers     

2 Have you always been able to supply quality products to your customers     

3 Have you always been able to supply sufficient quantity to your customers     

4 Have you always been able to supply customers desired variety     

5 Have you always been able to supply  a wide range of fresh produce     

6 Have you always been able to supply fresh produce appropriately packed     

A=Agents/Traders, W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast 

food & Restaurants 

Section D: 

a. Relationship with buyers 

On a scale of 1 to 3, rate your relationship with your preferred trading partner where; 

b. 1= Agree (A) 2= Neither agree nor disagree (N) 3= Disagree (D) 

 

Relationship with buyers 

Markets you sell to: 

     

1 Your preferred trading  partner poses less risk      
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2 There is good cooperation with preferred trading partner      

3 You expect to continue to trade with your trading partner      

4 Your preferred trading partner meets expectations      

5 Your trading partner treats you fairly and equitably      

6 Your trading partner is quick to handle your complaints      

7 You don’t have much conflict with preferred trading partner      

8 Your trading partner always keeps promises      

9 Believe information provided by trading partner      

10 Close personal friendship with trading partner      

11 Trading partner has best offer relative to alternatives      

12 Trading partner has all the power      

13 Trading partner controls all the information      

14 Trading partner often acts opportunistically      

15 More dependent on trading partner      

A=Agents/Traders, W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast 

food & Restaurants 

 

Section F: 

a. What do you (supplier) see as the current and future requirements of your own customers? 

__________________________________________________________________________________ 

 

 

 

 

 

 

Section E:  

On a scale of 1 to 3, rate your satisfaction where; 

1= Satisfied (S) 2= Neither satisfied nor dissatisfied (N) 3= Dissatisfied (D) 

3. Supplier Satisfaction (how satisfied are you with your buyers’ ability to meet your needs?) 

 

Rate your satisfaction 

Markets you sell 

regularly to: 

A W I H S 

1 I am satisfied with the responsiveness of the buyers in dealing with me      

2 I am satisfied with their commitment to meet my expectations      
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3 I am satisfied that the buyers are reliable      

4 I am satisfied that buyers will continue to buy from me      

5 I am satisfied with the overall relationship with my buyers      

A=Agents/Traders, W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast 

food & Restaurants, O=Town open markets 

 

*Customer Loyalty. 1= Satisfied (S) 2= Neither satisfied nor dissatisfied (N) 3= Dissatisfied (D) 

 
Customer Loyalty 

Markets you sell regularly 

to: 

     

1 I am satisfied and likely to do repeat business with my buyers      

2 I am satisfied and unlikely to seek out other buyers      

3 I am satisfied and likely to tell others people about my buyers      

A=Agents/Traders, W=W/salers, I=Institutional buyers, H=Hotels, S=Supermarkets, M=Mines, F=Fast 

food & Restaurants, O=Town open markets 

 

Thank you for your time. 
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