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Success Determinants in Coffee Farmers’ Organizatics in Tanzania

ABSTRACT

This study aims at examining determinants of Sscoesoffee Farmer Organisations (CFOSs) in
Mbeya and Kilimanjaro region. Based on FO memberd axpert informants interviews, the study
was conducted in two FOs and outlined the impomanf marketing system, transparence, FO
opportunities and member commitment in influendi@ps success, it revealed that well performing
FOs have several linkages including marketing, tnpnd finance; have transparent business
transactions. Descriptive statistic analysis wagdiso analyze the influence of (marketing system,
transparence, FO opportunities and member commitjriadependent variables (IVs) while MLRA
methods were used to determine the significant¢keo§ame Vs on the sustaining FOs. The findings
recommends that FO facilitators and producers strim using strategies that encourage member
commitment, opens several opportunities within @ and enhance transparence in the
organization’s operations. Transparence servic&diges in FOs should be enhanced while marketing
and member commitments engineer the overall sudidity of the organisation.

Key Words: Farmer Organisation, Producer Groups, FOs sucaess Smallholders

Background information

Coffee among other global cash crops is one ofctbps produced largely by smallholder farmers.
The crop has shown a more resilience in terms oh@uwic fluctuations. Coffee has become the
primary source of income for domestic and exporeneies for more than 10 million households in 25
African coffee-growing countries (International @ud Council, 2015). Coffee is of major economic
importance to most of these countries, generatimgign exchange, tax revenues and employment
creation. It is generally grown by smallholdersless than 2.5 acres of land in developing countries
(Mmari, 2012). According to the Centre for Develaarinnovation (2012), coffee ranks high among
the most important agricultural commodities tradeéhternational markets, in terms of both volume
and value. Coffee production and agriculture inegahgenerates more than 30% of GDP and employs

more than 60% of the global population through di$ferent segments including Farmers’

Organizations (FOs) mobilization and managemenA8AD 2009: 2).
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In Tanzania coffee is mostly grown in Kilimanjarblbeya, Kagera and Ruvuma predominantly
smallholders with unreliable capital and manageighnizational skills hence the need for sustginin

FO for proper management, organization and systemadrketing (CFAT, 2012). FOs establishes a
mechanism that eliminate the exploitation of rugkleniddlemen by running fair business and earning

better prices for members; thus, increasing timeiomes.

Theoretical review on FOs success factors

Success theories in literature are based on mdimkahce and management aspect of the organisation.
According to Grunert, (1992), the theory of sucdess$ors can be used in four different ways: aa as
necessary ingredient in a management informatistesy, b) as a unique characteristic of a company,
c) as a heuristic tool for managers to sharpem thiiking, d) as a description of the major skdlsd
resources required to be successful in a given eharlowever, there is no one theoretical model or
set of key success factors for successful orgaairt development, but success depends on
‘organisational fit' (Korten, D. C. 1980). ‘Fit’ im concept widely recognised in the management
literature. ‘Organisational fit’ in rural developmteis the extent to which program design, benaficia
needs and the capacities of the assisting orgamsate productively aligned. ‘Fit’ can be concelve
as a function of the organisation membership (FAM,0). Therefore, FOs designs and management

strategies to address members’ felt needs in amoewcal manner qualifies the Fit concept.

Empirical literature review

Empirical literature on factors that influence FOscess shows that member commitment; coffee
marketing systems and high coffee production wimber access to finance, inputs and marketing
are necessary for the success of the organisafacording to Stockbridge, et al., (2003),

understanding of the causes of failure helps glaatipes for success. Good communication, a sense
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of common purpose and cohesion, social-economicogemeity, autonomy and freedom from the
outside interference are factors cited by Stocldajcet al., (2003) as contributors of FO success. A
transparent process of governing tools establishnsecardinal for the success of the organisation.
Mutunga (2008) describes that an important aspleah @rganisation’s decision-making process is to
encourage member participation. When these twiameled wrongly, the FO is likely to plunge into
a costly experience, which in most cases resutganisation disintegration. Governing tools that a
established by members are highly valued compareithd imposed by the government and those

established by coffee traders for marketing, creddperational reasons.

Research Methodology

Research design

The design was a mixed research strategy, whichiogmegh the use of surveys through structured
interviews using questionnaire, FGDs, case studyusstructured interviews, plus document reviews
in data collection in which both qualitative, qugative, primary and secondary data were collected.
The combination of methods and tools facilitatednigulation of data collected and ensured the
provision of more pragmatic results (Yin, 2003).mixture of methods helped the researchers to
include the use of induction, deduction, and alduaciogic of inquiry (Johnson and Onwuegbuzie,

2006). This strategy was used because researchedead better evaluate the extent to which the
research findings will be trusted and inferencesleniaom the same (Tashakkori and Teddlie, 2003).
In order to collect a lot of information throughffdrent means and be able to validate the findings
from these different data collection categories,résearchers used a combination of FGDs, intesview

and case studies.
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Sampling, data type and collection methods

The sampling frame included 2 regions and 2 FOR thieir 10 PGs, which were purposely selected.
An additional of 62 farmer respondents with a bmmfy background at FO level in both regions

were selected at an average of 6 members per Rmo@roup, 8 board members as solicitors of FO
and PG essential services were purposively selestddl7 key expert informants with an operational
background at FO and district level (i.e. agrictdtand CDOs), an implementing background on local
level (i.e. NGO staff - HRNS), and a business-daedrbackground (i.e. private sector representgtives

were selected using a snowball method.

Data processing

Given that FO success is most frequently definederms of group objectives, strong leadership,
group cohesion and services offered by FOs, theegutool is designed to capture this multi-
dimensional aspect. Indicators of agreeing, disagge or neutrality to FO success factors (i.e.
frequency of: group objectives, strong leadersbipup cohesion and services), were estimated using
proxies and used to construct FO success indiasctimstitute independent variables and factors

determining FO success as dependent variable \atrelated.

MLRM was used to determine the effect of Marketsygtem, transparence, FO opportunities and
member commitment (independent variables) on FQc&asc(dependent variable). The basic LRM

used to analyze factors, which determine FO sugctedsnoted as follows.

FSc = (2) =Bo + B1Sk + B2SK + B3Sk + B4SH+ e Q)
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FSc = when FOs and their members are aware andvelgarketing system, transparence, take
advantage of opportunities and ensure member comentit

Dependent Variable

Z = FO success factors (Marketing system, transigate FO opportunities and member
commitment)

Independent variables

Bo=factors keeping people in FOs (regression intejcept

SFi-group objectives (SDA, DS, Neutral, Agree, SA)

SF,= strong leadership (SDA, DS, Neutral, Agree, SA)

SF3= group cohesion (SDA, DS, Neutral, Agree, SA)

SF,= services offered (SDA, DS, Neutral, Agree, SA)

B 1-4= Parameter estimates

Z = Farmer organisation success

e = error term

Research Results: Determinants of FOs success

There are several factors FO success of whichyélsisarch has neither exhausted nor mentioned half
of them. It is prudent to note that success chg#erare not enclosed to a unique case but maasest
a universal phenomenon that needs a combinaticappfoaches and means in mitigating (Rivera,

2004).

1.6% of respondents did not have formal educaB@r8% went up to primary level while 16.1% went
up to secondary level. Except for the FOs officarbes, the majority of participants were standard
seven leavers with a few exceptions who had secgndehool certificates; hence this study
establishes that most coffee producers in the shoelys are mainly standard seven school leaveys, fe
have gone up to form four while the minority do hawve any formal education. Respondents have an
average household size dfi both areas with an average farm size of 1.3dhhe south (Mbeya)

and 0.58ha in the northern (Kilimanjaro) with axggagroductivity of 340kgs and 273kgs respectively.

! Considering father, mother and children. This dabked at a monogamy perception in both areas

5
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All producers interviewed were working with HRNSdahave an average gross margin of US$1,027

south and US$461 north per hectare.

In addition, selected factors contributing to FQEcess including Leadership Type; Process of
Decision Making; Process of Governing Tools Essdisient and Access and Frequency of
Information Sharing are discussed in details beldwe discussion in the following sections
aggregates the findings from the survey, intervigw@Ds and case studies in order to establishha ric
understanding of the success determinants. Embiiitdings show that several facets need to be

addressed in order for sustainability to be atthind=Os as presented in figure 1.

Individual producer success directly contributesthe FO success. However, for individuals to
succeed the FO should solicit essential serviceshim such as finance and marketing which will

enhance their increased production and commitments.

—l |

Mcmber access to finance ——
— | | |

Member commitments T
= Percent
—l | |
Better coffee marketing R e | “ Frequency
system

High coffee production

o 5 10 15 20 25 30 35

Figure 1 Factors Influencing Success in FOs
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Figure 1 reveals that member commitment is vitaF@ success with a rate of 32.3% followed by
better coffee marketing systems at 25.8% with ltgtiee production at third position (24.2%) while

member access to finance and inputs was the leagt&o.

Member commitments

These findings reveal that producers understandkaod exactly factors that influence their FO’s
success. Taking reference from figure 1, reseasckhtims that increasing coffee production is
imperative for FO success. FOs should aim at is@aging their members to increase production, as
this will serve them well during market fluctuatgonThis is because only volumes and quality will

keep them running as a viable FO.

High coffee production and access to services

Essential services such as linkages to financeytsnpmarketing and extension play vital roles in
increasing coffee production by giving incentive gooducers and sustaining their organisations.
Formation of PGs add strength, increase manageanenmarketing efficiency plus production due to
the increase in the number of extension and orgtois development trainings given to members.
Youths and women patrticipation in coffee productam perhaps in total agricultural production was
also seen as a contributing factor in sustaining B@ageningen, 2012). Lack of youth participation
in coffee production activities has been largelgléd by rural-urban migration. This is a worrying
situation as the percentage of the elderly abovgeals is higher as opposed to the youth a situatio
that is greatly depriving the coffee industry mudeded labor and succession rendering CFOs a slim
future. Continuation of coffee production by thexhgeneration is therefore at stake and posing

several unanswered questions for the CFOs success.

Better marketing systems
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Better marketing systems are vital for the suceddsOs as this is the ultimate goal of every coffee
farmer. It is through marketing of farm produceattfarmers generate income for the household and
when markets are not favorable, production increasgets will be defeated. Access to financial
services, as discussed under the Isuto case,dmahim contributing to yield increase and members
wellbeing. Without this linkage, farm investmentsliwiot be possible and CFOs will have a
challenging avenue to success.

Leadership Type in FOs

The success and importance of leadership in angn@ation is felt when their followers less need
their presence. This however, depends on how feltsvperceive the nature and characteristic of the
leader. A well performing leader is generally asstec with better descriptions than the oppositee T

table below depicts producers’ opinions of theaders.

Table 1: Leadership types in FOs

Frequency Percent
Democratic 53 85.5
Autocratic 6 9.7
Dictatorship 3 4.8
Total 62 100.0

The findings in table 1 revealed that producersehdifferent perceptions and opinions on the type of
leaders they have in their groups. The findingsasdtba higher percentage on democratic leadership
with 85.5%, followed by autocratic type of leadepsat 9.7%. The lowest was for the dictatorship at

4.8%.

It was noted that some FO leaders performing aedwing their own decisions with minimum public
involvements hence were said to be having dicthiprselated approaches. Some of them were
mentioned to have exceeded their terms of offiakwaeare unwilling to relinquish power. Leadership

contributes to saving on internal transaction aadrdination costs and thus is expected to have a

8
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positive impact on the likelihood of the formatioh successful FO. It plays a significant role in
influencing the direction of FOs. Leaders are mdanhitiate, promote and defend the policies, by
which the organisation operates (Fulton, 2001js the drive in motivating members to act towards
achieving a common goal (Banaszak and Beckmanr§; 268 Yukl and Yukl, 2002). It involves a
process of reaching consensus and following thromigih the group’s decisions. It is crucial in the
implementation of policies and activities, whichntauously enhance the operations of the FO.
Asibey-Bonsu (2012) discovered that, the succe$0sf in West and Central Africa had been greatly

contributed by strong leadership.

During the study it was revealed that the predontitgpe of leadership is the democratic type, which
involves the redistribution of power and authoditgtween followers and leaders to provide them
ample involvement in decision-making. This typeates a culture that influences the group and its
performance. However, leaders reserve the righinéke final decisions but encourage feedback,
ideas, and suggestions from all members. Partigcgadeaders generally have a more content

workforce, since each individual has input into deeision-making.

Fulton (2001) stated that leadership problems owdwen the group fails to select the leader that has
proposed the most efficient policy for the FO. Cetent leadership will encourage members to make
decisions, based on their values and it shouldbleeta balance the internal and external tensimns,
order to create enduring groups. This calls for @wvgrment of members, in order to maintain the
transparency and accountability of their leaderea@on of strong FOs can be developed through the
building of interpersonal relationships, as a seuof strength (Bhuyan, 2007). Members will
participate in creating if they are involved and tiveted through efficient communication skills

(Borgen, 2001). Competent leadership engages thigpgn an efficient communication process to
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ensure members expresses their views. Strong doognaf leaders reduces the likelihood of FO
success.

Process of Decision-Making

If one works under instructions will always givesdit to the instructor and never develops a sehse 0
ownership but when the instructor involves the sgeeson, ownership is established. A sense of

ownership is vital in sustaining FO structures antdrventions.

Table 2 Process of decision-making

Frequency Percent
By the general meeting 43 69.4
By the executive members only 9 145
By a selected committee 10 16.1
Total 62 100.0

Table 2 shows that decisions made by the generatimgewere highly rated at 69.4% followed by
those made by a selected committee at 16.1% winilget that are made by the executive members
only are less considered with a low rate of 14.%5%e study discovered that FOs uses various methods
in coming up with various types of decisions sushm@nagement, marketing, operations, governance,
financial and production. Based on the data preskeint table 2 the following methods were found as

discussed below.

General meetings

The highest ranked method was through general nggein which, respondents revealed that they
have been attending decision meetings accordirtfeio constitutions to settle or decide on various
matters of the FO. They disclosed that, FOs haen hesing mostly general meetings to decide on
yearly financial budgets, membership fees and dsons on acceptance of new members and
elections of board executive leaders. Accordin@#oney, 1996, decision making at a lower level is

easier to coordinate hence general meetings becantestter public platform for relatively none

10
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complicated decisions. For instances, during FGDKVN, respondents noted that there are debates
during meetings regarding the possible misuse ohibse funds by union leaders. While some debts
accrued through crop purchases advances, moreagiotissof corruption were raised in respect to the

staggered coffee sales payments that were notg@addnany questions remain unanswered to date.

These kinds of decisions may require a certain cii@enand not the public due to their weight.
Discussing such matters in public may substitutelligence thinking to muscle application and fail
reach an agreement. FOs are advised to take suuasiso special member representative committees.
Discussing such issues in public may lower the ibiig of the FO and discourage ordinary

members.

Executive members and sel ected committees

Executive members were mentioned as involved insedodoors decision-making. Although
respondents who mentioned this occupied some lowepe(14.5%) among the responses, the experts
supported this fact by revealing some incidencesravlexecutive committees were taking decisions
without involving members. These include total baring amounts (bank loans), when and where to
sale their coffee and when to share the salesnstun other cases, results show that selected
committees among the FO members and leaders maasiots. For example Isuto DC, the
Monitoring Committee can decide on whether to summaon trusted member or leader to the ward
councilor or village council for further disciplinaactions, such powers were vested through all PGs
who are members of the DC. Members’ perceptionasfi@pating in the decision-making process
influences their active involvement and their cdafice in the board. The positive side is that the

board can count on support from members in thairsams, as long as members feel that they have

11
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had a good chance to influence the decisions thrabgir democratic control (Ainebyona and

Tiruhungwa, 2011).

Process of Governing Tools Establishment
Part of the success factors for FOs is the proaegsverning tools establishment. When producesgs ar

given opportunities to decide for them selves, slens are respected and plans implemented.

Table 3: Process of decision making in FOs

Frequency Percent
Imposed by the government 16 25.8
Established by coffee traders 5 8.1
Established by members 39 62.9
Others (please explain) 2 3.2
Total 62 100.0

Findings in table 3 revealed that governing toblst tare established by members are highly valued
with a rate of 62.9% followed by those imposed g government at 25.8% while those established
by coffee traders are at 8.1% and the least béiaget from different sources at 3.2%. These results

revealed a mixed perception on the establishmegbwérning tools.

I mposed by government

Through this study it has been noted that FOs Hsmen using management tools imposed by
government in controlling and running FO and PQGvaats. KVN for example was given a generic
constitution copy from which they were supposeaddapt one for their own use. Similarly Isuto DC
PGs acknowledged to have been getting variousiriggnand guidelines from both the private
(HRNS) and government tools guiding and directinghow they could deal with issues pertaining to
development of their FOs such as cropping calermarstitution formulation, legal registration and

board of trustees’ formulation requirements.

12
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These findings show that sources of governing tomlside Government, private sector, coffee traders
and FO members. The higher rate mentioned on tleeddithe Government implies that it has a great
chance of establishing generic governing toolsHOs and their PGs to use in order to condition all
groups within the country to abide by set ruleseréfore, the Government has to enforce its policies
to enable all FOs to abide by, as is the case thighCooperative movement. FOs use most of the
government established governing tools simply beedbey have no alternatives for legal support in
their business. However, according to Mhando, g{26113) the functions of the government so far
include issues of business license to coffee tedering and setting procedures for using extensio

officers, coffee business policies, determinatiod distribution of subsidies and controlling import

and export of coffee related items/commodities.

Coffeetraders
In some cases coffee traders were mentioned tosb®y wown independent governing tools in
managing FOs marketing systems such as pricingpagchent modalities making famers price takers

a situation that discourages coffee production.

Established by members and others

62.9% of the respondents revealed to have beerg usiols established by members such as
constitutions and member regulations (Codes of Goisgl, group financial regulations, meetings and
trainings procedures, Internal Control Systems {11 support of these tools Nyang et al, (2010)
revealed that, routine activities of the PG adtgtinclude such as weekly group meetings; hamvgsti
schedules; collection from individual farms, poglimnd delivery to markets, should be scheduled and

be followed by all members.
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Information is power (World Bank, 2014). The highbke frequency of empowering producers, the
better they become in comprehending vital FO snahality aspects. This is further expressed in the

following figure.

Access and Frequency of Information Sharing in FOs

Once aweclo

/e

Annually

Quarterly
319%

R

Figure 2: Access and Frequency of information shang in FOs

The results in figure 2 shows that the accessgbdind frequency of information sharing such as
marketing and financial reports is vital for FOsc&ess. Monthly dissemination was given a higher
rate at 44%, followed by quarterly at 34%, whilenaal reporting was at 16% and the least was a
weekly report system at 6%. This research has desed that the number and accessibility of FO

information varies with respect to respective FO.

Taking reference of the above statistics, it isdence that access to and frequency of information
sharing has been done through meetings, which@arducted in varying schedules such as weekly,
monthly, quarterly and annually. FOs being spreadr a vast area of land makes it difficult to

provide services to the scattered communities, ivmeans that rural people often have insufficient
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access to public services, electricity and inforaratlf a person cannot access information becatise
a disability, they are being denied their right@ccess hence a conducive meeting schedule for
everyone is appropriate and should be agreed updimebmembers to suit their farm activity schedule

well.

Coffee producers constitute a particular groupnédrimation users whose information needs are very
specific. It was revealed that 41% of farmers regjdiaily information for various agriculture works
including the need for yield increase and qualitypiovement plus avoiding costly decisions
(Bachhav, 2012). As such, FOs’ members expect iofbemed adequately on FO matters related but
not limited to production, marketing and organiaatl leadership. Traditionally, information access
and sharing was geared at ensuring members befiglie ethical values of honesty, openness, social
responsibility and caring for others. It was alstalvfor guaranteeing their adherence to codes of
conduct enshrined in their constitutions (Philip@808). It facilitates FO leadership trust building

objective achievements and success.

Information access points
Frequency of information sharing is vital but astletity for all producers is cardinal hence cehtra

points should be considered when information dissation is to be effective.

Table 4: FOs information access points

Frequency Percent
Very accessible anytime at the office 14 22.6
Through FO notice board 16 25.8
Through meetings 31 50.0
Other 1 1.6
Total 62 100.0
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Results in table 4 shows a variety of FO suitabfermation access point that were preferred by
respondents. These include meetings at 50% folldoyeBO notice board at 25.8% while accessing
information through FO office was rated at 22.6%l dne least accessed point was through other

sources at 1.6%.

Meetings, public notice boards and FO office

Producers have a year round calendar occupied tivin field and farm activities hence they feel
meetings are a better option for accessing updatednation. This was picked because they combine
trainings and sharing of information in one meetingorder to save on time and frequency of
meetings. Public notice boards such as those inods€hand dispensaries are easily accessible by
farmers, their children and wives hence they playta role in disseminating information. The FO
office was rated third since farmers do not usufiyguent their offices hence it is cardinal to use
places such as hospital, dispensaries and vill#ge® for urgent information. In this way, not gnl
producers but also all residents will be able te aed diffuse the information to intended targats i
time. Teachers help to disseminate the same thréaighers’ children to their parents in a swift

manner.

Others

In agriculture timely information is vital for farens to make appropriate and less cost decisiorsehen
further media were identified including use of fieand brochures; Need for farmer information pint
and; and the use of information technology suchmabile phones. The majority of respondents
pointed out the need for information points sucthoaal village offices, DC offices, local community

development offices, local secondary schools whkmlld be stocked up with production, marketing,
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financial, organisation development and climatenggamaterials that producers can access at any

given time.

Coffee production as a factor of FO success. A case study result

Most of KVN members have an average of quartenaae of coffee fields, which is affecting coffee
production to a larger extent. A few productivelages identified in KVN are Marua and Nduoni.
KVN members used to deliver coffee for marketinddN for sale via KNCU while production has
been going down for the past 5 seasons i.e. 270§ in 2011/2012 season to 7,000 MTs in
2014/2015 season. Isuto DC members have an avef&yacres with an average yield of 160 to 580
kilograms per acre. According to the Lead Farmeamntter, the DC prepared a total of 13, 000
seedlings during the 2014/15 seasons for field esipa and rejuvenation of old fields which will
enhance production in the next two years. Althoogimbers produce below the average production
per acre, production has been gradually incredsinthe past 5 seasons i.e. 10,812 MTs in 2011/2012
season to 46,667 MTs in 2014/2015 season. Thediaeend input linkages that the DCs solicit far it
member PGs have influenced the gradual increaseffae yields. The DC solicits inputs in bulk for
members from Yara and financial credit loans froRDB bank. These essential services play vital
roles in increasing coffee production by givingantive to producers. These production incentives
that are lacking in the north, are vital for maintag and increasing membership in FOs. They have

worked as an attraction factor in FOs such as IB@and its member PGs.

Determining FO Success: MLRA perspective
In identifying success factors for the FO, MLRA wesed to model nominal outcome variables and to
describe data and to explain the relationship betweO success (dependent variable) and Marketing

system, transparence, FO opportunities and membemim@ment (independent variables). The
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explanatory variables (similar objectives, stroegdership, group cohesion, and service portfobo) f
independent variables where used in the likelihdtatio Test (table 7). In this analysis, the
distribution reveals that the probability of the sebchi-square (33.919) was 0.001, less than tred le
of significance of 0.05 (i.e. p<0.05) as evidengedable 5. This suggested that the existence of a
relationship between the FO success and Marketystem, transparence, FO opportunities and

member commitment was statistically supported.

Bulking of products and services in FOs enhancésiezicy in performance. This is because with
increased volumes producers will be able to effetfi compete with commercial enterprises. FOs
member cohesion enriches its sustainability thrandtvidual member POs cooperation and improves
producers’ say in economic competitiveness. Thislifates cooperation competitiveness among
member producers hence FO leadership should préexeééplaying fields for all members in terms of

essential service provision.

Table 5 Model fitting for objective

Model Fitting Information

Model Fitting
Criteria Likelihood Ratio Tests
-2 Log
Model Likelihood Chi-Square df Sig.
Intercept Only 132.673
Final 98.753 33.919 12 .001

The variations of the variables analyzed were nreasthrough Pseudo R-Square (table 6), and
indicated that they were 0.421, 0.457 and 0.21#trans of the factors that determine success in FO

with respect to the respondent data collected. Wider the range of variables the more accuracy the
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results are hence out of the three (Cox and Sdatielkerke and McFadden) values of the Pseudo R-
Square, the range between Nagelkerke and McFadden wital in the analysis of the information.
They provided an indication of the amount of vaoiatin the dependent variable (FO success), which
are described as pseudo R-Square hence theibdistn in table 6 reveals that the values are 0.457
and 0.214 respectively, suggesting that betweeff2 percent and 45.7% percent of the variability is

explained by this set of variables used in the rhode

Table 6 Variables variation

Pseudo R-Square

Cox and Snell 421
Nagelkerke .457
McFadden 214

The likelihood ratio test (table 7) was used toleate the overall relationship between explanatory
variables (similar objectives, strong leadershippug cohesion, and service portfolio) for the
independent variables (Marketing system, transga,eRO opportunities and member commitment)
and FO success (dependent variable). The resultsabed that the Marketing system, transparence,
FO opportunities and member commitment were siedibt significant in determining FO Success.
Producers join because of their felt needs suckirsgdor a better product market hence when this
certain in a FO, they are bound to stay and camilio its success. Transparent as a suggested
crosscutting sedative in organisations commandgrafisant effect in the success of FOs. Hence
leaders and management should strive in operatzentdis factor in order to open several doors for
prospective FO opportunities. Members will only coittee themselves when these factors are

executed within the system.

Table 7 Objective 3 likelihood ratio test

Likelihood Ratio Tests
Effect | Model Fitting Criteria | Likelihood Ratio Tests
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-2 Log Likelihood of Chi-
Reduced Model Square df Sig.
Intercept 105.342 6.589 3 .086
Similar Objectives 110.314| 11.560 3 .009
Strong leadership 112.203| 13.450 3 .004
Group cohesion 111.552| 12.799 3 .005
Services 107.660 8.907 3 .031

These results suggests that there is a statidigalficant relationship between Marketing system,
transparence, FO opportunities and member commitiaeth FO Success given the significance of
similar objectives .009, strong leadership .004ugrcohesion .005, and service portfolio .031 which
are all less than the recommended significance.@5.0For each unit increase in confidence in
independent variables, the likelihoods of none E€cess decreases by 91.4% (0.086 — 1.0 = -0.914).
This implies how vital the explanatory variablesnitar objectives, strong leadership, group cohesio
and service portfolio) are in fostering FO succ@se effect of similar objective will only be feltith

the presence of strong leadership. This fulcrumedrthe enhancement of group cohesion and service
soliciting for members. These variables are nog¢pahdent hence there weight is felt when leadership

applies their sum significance.

FO Sustainability measures: A case studies synthesis

Both FOs are aware of the importance of maintainiregr business activities in a more sustainable
way. Below are some of the identified sustainabitiontributing factors for both FOs. KVN’s 21
years existence (1994 — 2015) is evidence enougthdéoFO to continue improving and consolidating
further developments given the nature and hardshipsred in managing individual producers and
test ahead of the new developments (independerma the union). The FO has established
infrastructures such as buildings and maintenariceoffiee fields, common marketing interest and

willingness to reorganize into PGs, which are resipf sustainability for FOs. It was notable that
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KVN is strategizing on increasing membership thfougroduction of several essential services such
as input and financial linkages, improving coffearketing by going direct to the coffee auction and

increasing transparency within the system.

The gradual production and membership increaststmo DC within the first 8 years of existence is a
credit for sustainability. Unlike in the north, D@embers have vast land suitable for coffee prodncti
and expansion of coffee fields, which could contt#) to production increase and commercialization
of coffee business. The use of mobile phones bylehd farmer promoters and the marketing
coordinators seems to be working well in faciltgtinformation dissemination. DC members are not
exposed to the coffee marketing pre-financing, Whitay affect coffee deliveries in preference of
cash advances like in the north. The willingnesmemmbers in establishing PGs and supporting their
FOs through the establishment and strengtheningewéral linkages such as financial, input and

market are some of the factors that hold the FG@ssagnability keys.

Conclusion

FO success has several contributing factors altinalig study narrowed them down to a) marketing
systems, b) transparence, c¢) FO opportunities ananeimber commitment. These factors are
irreplaceable elements of FO success. When thegnesing, at least the organisation is assured of a

rocky sailing towards it success and a recipe igintegration and in worst scenarios collapsing.

Marketing should be the result of the organizatia®elopment, which induces production increase

through linkage establishments and leadership neameagt capacity. FOs should work on improving
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coffee production this is because it was noted ¢wah with a poor market system, more volumes of

coffee cushions the producer’s financial risks kelivhen production is low.

No matter how vital and urgent decisions may badées should at least provide feedback to their
members in order to minimize incidences of suspicithis is because it was noted during the study
that leaders make certain urgent decisions on befdheir members especially when deciding on
when, where and how to sale their coffee with respe prevailing market prices. The same applies

for FO facilitators, to enhance their proposalsuoceed in FOs.

Producers should collectively take advantages @odpnities within their organisations and build
own capital and assets. Since members contributartts the development of their FOs, the same
upward benefit should be seen on the downward fgaithem to committee themselves to the success
of their organisations. If FO are using the collemtess of its members to gain assistance, members
should also do like wise. This is because wellld#istiaed membership will support success through
several means including financial contribution®duction increase and coffee bulking for marketing,

asset sharing and management advice.

Generally the study recommends that, academicidNSOs and policy makers include FO
development courses for CDOs and agriculture edanstudents in order to build well-found
capacity in FO establishment and support througbspective facilitators. Facilitators should
understand that FOs needs a constant hand holdpmpd throughout their formation, consolidation
and sustaining phases hence leadership skillangsrshould be offered at zonal or district levad f

identified poor performing FOs in order to capaeitthem with such skills, which will enhance their
management ability and facilitate their successarAfrom building extensive leadership skills, FO

members, who are actually the owners of the FOs/R&gsiire such skills as business planning and
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problem solving, membership recruitment and retentmarketing skills and financial control as well
as policy guidelines governing coffee productiord ats subsequent business processes. Such
empowerment can contribute to reducing costs amqaaung services identified and implemented in
the FO. Members’ empowerment contributes to sttegthe ability of members to, monitor fellow
members’ production, responding rapidly to managenmoduction and market problems as well as

input provision and usage (e.g., fertilizers) &ich contribute to FO Success.

Recommendations

This study highlighted FO success influencing fescio a mixed methodology research approach that
involved FO members, leaders and FO facilitatavsnftwo wide coffee growing regions in Tanzania.
Data collection tools were also mixed i.e. FGDsysys and interviews while MLRA was used due to
the research need of determining significance dépendent variables on FO success and descriptive
analysis employed for the qualitative part of treaddetermine FO success factors. The findings
alluded to the importance of CFOs in driving theremmy through agriculture contributions, which
calls for the need to intensify the search for pratic and participatory FO success factors. This
requires new thinking that could be revealed thhoaigother research for the same topic with differen
approaches or similar ones in a different areas ®udy emphasized on volume to quality for
membership (committed) in FOs compared to quarftitgh full of free riders), which could be

explored in another well-researched analysis.
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