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I.  Introduction and Background 

Among the important oil crops grown in Ethiopia, sesame seed commands a unique position 

chiefly on account of the fact that it is highly adapted to arid and semi-arid low land environment 

and yields fairly well. The country’s main sesame production areas are located in the semi-arid 

lowlands of North-West Ethiopia that included mainly Humera, Tsegede and Wolkayit in Tigray 

and Metema, Quara and Tach Armachiho in Amhara Regional State. These production zones 

account for more than 70% of the national production (Abera, 2009)1 

As a major producer of sesame, Ethiopia stands fourth in the global sesame market following 

China, India, and Burma, respectively and national sesame production has more than doubled in 

the past 5 years. Ethiopia exports almost all of its produce and is poised to become one of the top 

two leading sesame-exporting countries in the world, with a rapidly growing export performance 

in recent years, destined for markets in China, Japan, Korea, Israel and Turkey. Sesame is the 

major oil seed in terms of exports in Ethiopia, accounting for over 90% of the values of oil seeds 

exports. 

The Ethiopian sesame has a market prospect in the world market because the sesame has high 

quality seed varieties that are suitable for a wide range of applications. Humera, Gondar and 

Wollega type sesame seeds are among the different varieties of sesame seeds produced in 

Ethiopia that are well known in the world market. These varieties have their own respective 

features, which make them suitable for different use. Humera and Gondar type sesame seeds are 

mainly suitable for bakery and confectionary purposes, while Wollega type sesame seed has a 

major competitive advantage for edible oil production because of its high oil content. The 

Humera variety originates from Humera and Metema areas of NW of Ethiopia which constitute 

about 70% of the country’s annual sesame seed production and the total area under cultivation is 

380,000ha involving both commercial and smallholder farmers. (ATA, 2014)2 

The Humera type being top quality sesame seed worldwide for its uniform white seeds, sweet 

aroma and pleasant taste, usually earns highest price on the international market.  Hence, these 

factors will be an asset for the sustained future market prospect for the Ethiopian sesame. 

Between 2007 and 2011, Ethiopia exported 1.1 million tons of sesame for a total value of 1.3 

                                                           
1 Haile Abera, Analysis of Sesame Production, Supply, Demand and Marketing Issues, 2009  
2 Agricultural Transformation Agency (ATA), 2014, Sesame Sector Strategy. 
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billion USD. Sesame production currently exceeds 300,000 tons per year. It accounts for 90% of 

the value of exported oilseeds, estimated at 379 million USD. Sesame production and marketing 

is an important agribusiness sector in Ethiopia. The crop is selected as one of the six priority 

crops in the Agricultural Growth Program (AGP). Although it already has a significant turnover, 

the sector has substantial potential for further growth and development. 3 

The smallholder farmers mainly growing sesame seeds in NW of Ethiopia organized themselves 

to primary cooperatives, which in turn established Farmers’ Cooperative Unions (FCUs) to 

collectively address their socio-economic challenges. Since the agricultural sector in Ethiopia is 

dominated by smallholder farmers, agricultural cooperatives are believed to have a key role to 

play in increasing smallholder farmers’ yields and income through commercialization of 

agriculture.  

Sesame is of strategic importance to Ethiopia as it is the country’s top performing export crops 

with an annual growth of 16% in output and 27% in value between 2007-2011. In the same 

years, production of sesame has increased by 22% primarily driven by area. Ethiopia is a major 

player in the global sesame trade which grew between 2007-2011 at an annual rate of 7% and 

18% in terms of output and value respectively. Despite a wide range of opportunities in higher 

value raw sesame markets and value addition, Ethiopia is supplying a significant share of its 

sesame in its raw form to a few lower value markets (Precise Consult, 2013)4 

Despite the fact that there is immense potential for cooperative unions to have competitive 

advantage in sesame seed export in terms of low cost and differentiation (traceability and better 

quality) over other traders, they are not performing to the best of their potential. Only few FCUs 

are doing it with very limited annual export volume as compared to that of their large 

membership and annual sesame supply base. Therefore, careful study of the prevailing marketing 

functions of the FCUs as well as the opportunities & challenges across the sesame value chain 

would be vital to propose appropriate marketing modality scenarios customized to their nature 

and structure. To this end, a marketing study is required; the target FCUs for such a study being 

Setit Humera, Dansha Aurora & Lemlem Wolkite Unions from Tigray Region and Metema, 

Tsehay and Selam Unions from Amhara Region. 

                                                           
3 ibid 
4 Precise Consult, 2013, Desk Study Report on Ethiopian Sesame Value Chain  
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II. Objective of the study 

2.1 General Objective 

The general objective of the study is to gain clearer understanding of the marketing chains of 

sesame in NW-Ethiopia through conducting an assessment in six farmers’ cooperatives unions 

(FCUs) and 18 primary cooperatives (3 from each union) and other stakeholders to understand 

on their success, limitations and constraints as well as proposing a workable marketing modality 

to better perform in the sesame business. 

2.2 Specific Objectives 

The specific objectives of the study are the following:  
i. To better understand the existing marketing channels (ECX, local and export 

markets) in terms of challenges faced and lessons learnt and financial implications. 

ii.  To assess the level of access to finance available to cooperatives in terms types of 

available financial products by lending institutions, requirements to get access to 

these products and key challenges and prospects of cooperatives in this regard. 

iii.  To understand the experiences of the cooperatives and unions in sesame marketing 

both on local and export market. 

iv. To assess the financial, technical and organizational capabilities of the FCUs and 

member cooperatives and evaluate their level of competency to do the sesame 

business successfully. 

v. To understanding the roles and significance of supporting organizations across the 

chain.  

2.3 Scope of the study 

The scope of the study on the marketing chains in sesame – NW Ethiopia is to gain clearer 

understanding form the various stakeholders. 

The study focused on six cooperatives unions in NW Ethiopia that are engaged in marketing of 

sesame. The Unions are: Setit, Dansha, Lemlem Wolkite in Tigray and Selam, Tsehay and 

Metema in Amhara Region. As explained above three primary cooperatives were selected from 

each union and a total of 17 primary cooperatives were visited to better understand the marketing 
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dynamics. In addition the Tigray Marketing Federation (TMF) was also included in the study as 

it is highly involved in the sesame marketing. Other relevant institutions included in the study 

were: federal and regional cooperative promotion agencies, banks, MFI’s and Ethiopian 

Commodity Exchange (ECX) Sesame Business Network (SBN) Agricultural Transformation 

Agency (ATA), Ethiopian Producers Oil Seed & Pulses Export Association (EPOSPEA) and 

private sector and AGP-AMDe. 

2.4 Significance of the Study 

Since 1994, a pillar of Ethiopia’s rural development strategy has been the active promotion of 

marketing cooperatives as a means of commercializing smallholder farmers. According to the 

cooperative development strategy of the government, each Kebele was expected to have a 

cooperative by 2010, through which 90% of the agricultural inputs and 60% of the agricultural 

outputs will be marketed.  

As of 2005, only 10% of inputs and surplus production are marketed through cooperatives, 

suggesting the need for further analysis to meet strategic expectations (IFPRI, 2012).  In the face 

of imperfect markets and high transaction costs, many smallholders are rarely able to exploit the 

potential gains from the commercialization. It is in this context that this study is designed to 

make a detailed assessment of the supply chain of the target Farmers’ Cooperative Unions 

(FCUs) starting from the individual smallholders through cooperative up to end market  and get a 

clear understanding of the cooperatives supply chain, understand the transaction cost 

implications of the different marketing options, gain an insight on the current pricing 

mechanisms, how this is able to facilitate purchase and sales of sesame in the marketing chain 

and recommend appropriate marketing modality for improvement. 

III.  Methodology of the Study 

As clearly stated in the terms of reference the study focused in six farmers, cooperative unions 

and 17 primary cooperatives in Amhara and Tigray Region. The assessment was made in 

selected Woredas and primary cooperatives in Tigray and Amhara regions.  In Tigray Region 

unions are organized at Woreda level, hence Kafta-Humera, Dansha and Wolkayit Woredas that 

are known for their sesame production and nine member primary cooperatives were selected  for 
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the study. Where as in Amhara unions are formed from primary cooperatives drawn from more 

than one Woreda. Six Woredas with relatively different agro ecology, level of production, and 

distance from the main markets were considered in selection of the Woredas. Categorization of 

cooperatives, in both regions, was made on their level of performance, accordingly; strong, 

medium and weak cooperatives were identified that allowed the team to have a broader insight. 

Nine primary cooperatives were selected from six Woredas in North Gondar Zone that included:  

West Armachiho, Tach Armachiho, Metema, Quara, Chilga and Alfa. The selection of primary 

cooperatives was made in consultation with unions’ managers and technical staff from the 

cooperative promotion offices. The details of distribution of primary cooperatives are seen in 

annex 1. 
3.1 Data Source and Methods of Data Collection 

The study method was more of qualitative method with emphasis on conducting focus group 

discussion (FGD) and key informant interview (KII).   Initially the study team made a detailed 

review of documents, reports, guidelines and literatures on sesame marketing with emphasis on 

cooperatives sesame marketing.   

Five types of checklists have been prepared to guide the information gathering process. The 

checklist was prepared for cooperatives at different levels (primary, union and federation), 

cooperative promotion offices at zonal and Woreda level, financial service providers 

(commercial banks and MFIs), processors (Selit Hulling, Dipassa) and support organization: 

AGP-AMDe, ATA, Federal Cooperative Agency (FCA), and ECX. 

3.2 Data Collection Tools 

The major tools that were put in use for the qualitative data collection are described below: 

(i)  Document Review  

The study team made an in-depth review of relevant documents such as study report in sesame 

marketing in Ethiopia and other reports prepared by Ministry of Agriculture (MoA) - ATA, 

AGP-made, SBN and other stakeholders involved in sesame marketing. Government 
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proclamation and guidelines specific to oil seeds/sesame marketing business, ECX policies and 

operational manuals and reports on sesame marketing were also consulted. 

The document review also helped to collect numerical data on sesame cultivated/potential land 

areas in the study Woredas; sesame production trend in the Woredas; amount of sesame sold by 

primary cooperatives (PCs), unions, traders, exporters and ECX; amount of loan grants received 

by PCs and unions; capacity of PCs/unions (number and qualification of key staf, major 

assets/infrastructure owned by PCs/unions); major cost structure and benefit flow of the sesame 

business etc. 

(ii) Key Informant Interviews (KIIs) 

Sixty eight key informants selected from the variois sesame value chain actors who are well-

acquainted about the sesame marketing that inculded representatives from ECX headquarters and 

regional offices (Humera, Metema and Gondar), Federal, Regional and Woreda cooperative 

agencies and /agricultural development offices, ATA, AGP-AMDe, Commercial Bank of 

Oromia (CBO), Commercial Bank of Ethiopia (CBE), Micro Finance Institutions (MFI) 

processors were interviewed and sufficient data generated. 

(iii) Focus Group Discussions /FGDs/ 

Twenty four FGDs was held with relevant groups of individuals and persons that included 

farmers, primary and union level cooperative management committees based on predesigned 

checklists that were endorsed by the client. Issues of discussions for the focus groups included: 

organizational structure and capacity, membership and capital, purchase and supply of sesame, 

pricing issues, working capital, storage, marketing channel, bottlenecks in sesame marketing and 

recommendations.   

(iv) Observations 

During the assessment the team had the opportunity to observe the capacity of cooperative   

management bodies and cooperative marketing channels, bookkeeping and recording practices, 

office and warehouse and related infrastructures.  
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3.3  Data Processing and Analysis 

The data (field notes) gathered through FGDs, KIIs, and observation was categorized according 

to the major study objectives and questions. Information organized under relevant themes or 

categories were utilized to carryout analysis and draw lessons and recommendation. 
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IV. Results and Discussions 

4.1  Government policy and the sesame business 

Agriculture is Ethiopia’s most important sector. Agriculture is crucial for the country’s food 

security and the sector is the largest contributor to overall economic growth and poverty 

reduction. It accounts for about 47 percent of national GDP, almost 90 percent of the foreign 

exchange earnings, and 85 percent of employment. The livelihood of about 90 percent of the 

poor is fully or partly dependent on agriculture 

In the Growth and Transformation Plan (GTP) (201/11- 2014/15) of the government of Ethiopia 

states the following: 

‘’The agricultural strategy will direct on placing major effort to support the 

intensification of marketable firm products -both for domestic and export markets, 

and by small and large farmers.  Fundamentals of the strategy include the shift to 

produce high value crops, a special focus on high-potential areas, facilitating the 

commercialization of agriculture, supporting the development of large-scale 

commercial agriculture where it is feasible. The commercialization of smallholder 

farming will continue to be the major source of agricultural growth”. 

The shift to a higher growth path of agricultural diversification and commercialization of 

subsistence agriculture also requires effective marketing systems 

To realize the Growth and Transformation Program (GTP), the Ethiopian Government through 

the Agriculture Growth Program (AGP) has undertaken various program interventions that 

contributed to the transformation of Ethiopia’s agricultural sector through increased 

competitiveness in domestic, regional and international markets.  Targeted value- chains in the 

AGP are sesame, chickpeas, coffee, honey, wheat and maize. AGP uses a basis of the value 

chain approach to bring together relevant actors to work together to create and take advantage of 

market opportunities and to address shared constraints. This market-led approach builds 

cooperation between stakeholders with divergent interests and ensures the sustainably of results. 
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Sesame has been given due attention in all government agricultural development agenda as it is  

the country’s top performing export crops with an annual growth of 16% in output and 27% in 

value between 2007-2011. In the same years, production of sesame has increased by 22% 

primarily driven by area coverage.  

4.2 Capacity assessment of cooperatives 

4.2.1 Membership 

The purpose of agricultural cooperatives is to help farmers increase their yield and income by 

pooling their resources to support collective service provision and economic empowerment. 

According to the Ethiopian Cooperative Proclamation number 147/1991cooperative membership 

is voluntary as long as the member is a resident in the area and fulfills certain requirements 

outlined in the proclamation. 

The cooperatives included in the study are multipurpose cooperatives whose main services 

includes: agricultural input supply (sourcing and distributing fertilizers, pesticides, herbicides, 

agricultural implements, and related inputs), output marketing, credit provision, storage service 

to members and capacity building- mainly in collaboration with government and development 

partners. The six cooperatives unions covered under this study have a membership base of 184 

primary cooperatives which in turn represent 118, 828 household farmers (M86, 539, 72.83%), 

(F32, 289, 27.17%). The following table depicts the membership size of unions and member 

primary cooperatives both at startup and current. 
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Table 1. Membership size of FCUs 

 

 

No 

 

 

Name of FCU  

Primary 

coops Number of Member Household Farmers under PCs 

S
ta

rt
 

C
ur

re
nt

  Start Current 

M F T M F T 

1 Setit Humera 4 19 NA  NA  2,222 11,185 3,697 14,882 

2 Dansha Aurora  4 12 1,667 390  2,057 6,767 2,423 9,190 

3 Lemlem Wolkite 5 14 67  36  103 8,536 2,565 11,101 

  Sub Total-Tigray 13 45 1,734 426 4,382 26,488 8,685 35,173 

4 Selam 12 28 3,927  838  4,765 7,021 1,662 8,683 

5 Tsehay 5 80   NA  2,500 49,665 8,942 58,607 

6 Metema 4 31 1,247 193 1,440 3,365 13,000 16,365 

  Sub Total-Amhara 21 139 5,174 1,031 8,705 60,051 23,604 83,655 

  Grand Total 34 184 6,908 1,457 13,087 86,539 32,289 118,828 

 

The organizing modality of cooperatives in Tigray and Amhara region has got certain 

differences. In Tigray region primary cooperatives are established at kebele and cooperative 

unions at Woreda level; whereas, in Amhara region primary cooperatives are established at 

Kebele level and unions embraces primary cooperatives from more than one Woreda in a zone. 

As a result, the collective membership base of the three unions in Amhara, both in terms of 

primary cooperatives and household members is by far larger than the three unions in Tigray this 

holds true also in individual farmer membership. If we look at the trend there is significant 

increase in the number of primary cooperatives and farmer members in primary cooperative in 

both Regions. Looking at the average membership more farmers are members in primary 

cooperatives in Tigray (781) than in Amhara (601). However, membership of farmers in 

cooperatives in both regions is still low that it calls for attracting more farmers to be a member in 

primary cooperatives. 
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In this regard, it is logical to infer that for cooperatives to be efficient, geographic proximity 

between cooperatives & their members as well as compatibility between membership size and 

cooperative capacity are vital. The three cooperative unions in Tigray region are founding 

members of Tigray federation (TMF) which is a third-tier organization of cooperatives 

established at regional level.  

4.2.2 Governance Structure 

The governance structure of cooperatives is basically defined by the Ethiopian cooperative 

proclamation number 147/1998. The following diagram depicts the governance structure of the 

unions.  

Diagram 1- The governance structure of Unions 

 

The overall governance structure of the primary cooperatives and unions covered by the study is 

more-or-less similar with slight difference when it comes to higher staff and how the general 

Paid Staff  

Elected by the general assembly 

General Assembly  

Control Committee  

General Manager 

Board of Directors 

Other Committees 

(Available in some FCUs Such 

as EducationandGender 

Purchasing Committee 

Credit Committee 

Finance: Finance Head, 

Accountant, cashier  

Other Staff: Store man, purchaser, 

machine operator, guards  

Marketing: marketing 

manager, marketing officer  

Representatives of 

PCs 
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assembly is formed. The following diagram (Diagram-2) depicts the governance structure of the 

primary cooperatives. 

Diagram 2 - Governance structure of PCUs 

 

The General Assembly is the highest decision-making body, which elects executive board 

members, purchasing committee, credit committee, education& training and gender committee.  

The board members and the different committee members are elected by, and are directly 

accountable to, the general assembly. General assembly meeting is conducted at least once a year 

to hear audit and performance reports, approve annual plan & budget, elect and/or replace 

members of the executive board and committee members. The general assembly of primary 

cooperatives constitutes all individual member farmers whereas the assembly of the union 

constitutes five representatives from each member primary cooperative.  

The number and composition of executive board members in primary cooperatives and unions is 

slightly different in Tigray and Amhara regions. The executive board operating in Tigray 

consists of seven members (five active and two reserves) that includes: chairperson, vice 

chairperson, secretary, treasure and a cashier. In case of Amhara region, the number of executive 

board members   is seven that includes a chairperson, vice chairperson (also acts as a secretary), 

Elected by the general assembly 

General Assembly  

Control Committee  

Board of Directors 

Other Committees 

(Available in some FCUs Such 

as EducationandGender 

Purchasing Committee 

Credit Committee 

Paid Staff: store man, 

purchaser, shopkeeper, guards 
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cashier and the remaining four are ordinary members, all with literacy and numeracy educational 

level.  

The control committee is accountable to the general assembly and responsible to ensure the 

financial & physical resources are safeguarded and the executive board, committees, 

management and staff of the cooperative/union is operating within the framework of the laws 

and regulations stipulated in the bylaw and policy & procedure manuals. The board members 

hire the manager, and with the approval of the board members, the manager can hire his/her staff 

members. The bylaws govern the duties and responsibilities of all office bearers. 

The purchasing, credit and other committees are accountable to the executive board. The 

purchasing committee is responsible for  inspecting the incoming sesame seed to ensure quality 

supply whereas the credit committee is evaluate the credit worthiness of members, propose on 

the amount of credit to be granted and ensure the credit is collected timely.  

The day- to-day activities of the unions are mostly run by an employed managers and staff under 

the direction of the executive board. However, unlike the unions, the executive board and 

committees of the primary cooperatives are mostly responsible for the day-to-day running of the 

cooperatives business which is identified as one of the source of inefficiency in the management 

of primary cooperatives.  

4.2.3 Human Resource Capacity 

The six unions and 17 primary cooperatives created employment opportunity for 202 people. Out 

of them only 28 (nearly 14%) are first degree holders and 21 (about 10%) are diploma graduates 

the remaining 76% of the staff of the unions and cooperatives are with no or little relevant formal 

education. If we further look at the degree and diploma holders of the employees most of them 

(27 out of the 28 degree holders and 14 out of the 21 diploma holders) are union staff. Therefore, 

the human resource capacity of the primary cooperative in terms of number and qualification is 

very weak. In some cases, the employees, in some of the PCs, do not possess the required 

technical skills to efficiently manage the record-keeping and documentation of the various 

financial transactions. Records of transactions are sometimes kept in the hands of the executive 

board and other committee members and the closing of accounts and auditing is made by the 

auditor appointed by the cooperative promotion offices. 
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The staff number of unions and PCs covered by the study is depicted in the following table:  

Table 2- Staff number and profile of FCU 

No Name of FCU  Number and Profile of Staff 

Number of 

Employees Number of Key Staff 

M F T BA Diploma Below Dip Total 

1 Setit Humera 8 2 10 4 3 0 7 

2 Dansha Aurora  15 5 20 3 3 5 11 

3 Lemlem Wolkite 9 3 12 2 2 2 6 

  Sub Total-Tigray 32 10 42 9 8 7 24 

4 Selam 4 10 14 4 2 4 10 

5 Tsehay 19 13 32 11 NA  NA  11 

6 Metema 8 4 12 4 4   8 

  

Sub Total-

Amhara 31 27 58 19 6 4 29 

  Grand Total 63 37 100 28 14 11 53 

 

As can be seen in the above table unions with higher level business transactions and 

diversification like Tsehay Union employed significant number of degree holders while Lemlem 

Wolkite has the least number of degree holders that is directly related to the level of performance 

that is a reflection of the agro ecology and infrastructure accessibility as well. 
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Table 3- Staff number and profile of PCs 

No  

Name of Coop  

Number and Profile of Staff 

No. of Employees Number of Key Staff 

M F T BA Dip HSLC Total 

1 Miebale 7 3 10   2 2 4 

2 Fana-Limat 7 4 11 1 1 4 6 

3 Lemlem 2 1 3     2 2 

4 Hadinet Fire-siuat 5 3 8     6 6 

5 Mydele 4 1 5     4 4 

6 Fre-qalsi 3 9 12   2 5 7 

7 Tekeze     0       0 

8 Waldiba 9 1 10     1 1 

9 Negachere 1 1 2     2 2 

  Sub-Total Tigray 38 23 61 1 5 26 32 

10 Fana-Soroqa 2 3 5   1 3 4 

11 Berta Asherie     0       0 

12 Godebe 4 2 6     4 4 

13 Negadie-Bahir 2 4 6   1 4 5 

14 Shahura 1 4 5     4 4 

15 Gelego 2 1 3     2 2 

16 Kokit 7 3 10     4 4 

17 Shinfa Shekuria 6   6     4 4 

  Sub-Total Amhara 24 17 41 0 2 25 27 

  Grand Total  62 40 102 1 7 51 59 
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The above table depicts that there is only one degree holder (Fana Limat PC in Tigray) and only 

7 diploma holders from the 17 primary cooperatives that were covered by the study. The 

management capacity of the cooperatives, by and large, is directly related to the level of 

education of the employees. Professional management of cooperatives requires trained and 

skilled staff members in various disciplines that is obviously lacking in most of the primary 

cooperatives.   Hence, it is crucial to improve the management capacity of primary cooperatives 

through recruiting and training of staff members holding key positions. This task could be 

supported by cooperatives unions, cooperative promotion offices and NGOs that are closely 

working with the cooperatives.  

4.2.4.  Technical Capacity 

Assessment of the technical capacity of 17 primary cooperatives and 6 unions was made that 

included availability of infrastructure such as offices, warehouse, sesame cleaning machine and 

transport trucks etc. The main findings are the following: 

(i) Warehouse  

Five out of the six cooperative unions own a relatively adequate storage with carrying capacity 

ranging from 54,000 up to 115,000 quintals. Lemlem Wolkite Union has a relatively small store 

with a carrying capacity of 15,000 quintals. Out of the six unions, four unions (Setit, Dansha, 

Selam and Metema) received grant from ACDI/VOCA AGP-AMDe project for the construction 

of 50,000 quintal capacity. The cost of construction of the warehouses is made on a cost share 

basis where 70% was a grant and the remaining 30% was covered by the respective Unions.  

Similarly Tsehay Union is also in the process of warehouse construction in the same arrangement 

but with no clarity about the proportion of cost sharing. Given their current level of performance, 

the existing storage capacity of the unions is adequate. The following table depicts the capacity 

of warehouse of the six unions. 
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Table 4- Warehouse capacity of unions 

No. Name of FCU  Warehouse Capacity (qt) 

1 Setit-Humera 54,000.00  

2 Dansha Aurora  75,000.00  

3 Lemlem Wolkite 15,000.00  

  Sub Total-Tigray 144,000.00  

4 Selam 80,000.00  

5 Tsehay 115,000.00  

6 Metema 60,000.00  

  Sub Total-Amhara 255,000.00  

  Grand Total 399,000.00  

 

As can be seen from the above table except Lemlem Wolkite Union,  all Unions own a 

warehouse with a capacity that exceeds 50,000qt; the biggest warehouse is owned by Tsehay 

Union (115,000 qt ) in Amhara  and  Dansha Aurora (75,000 qt) in Tigray Region. 

Apart from the smaller size, most of the warehouse owned  by the primary cooperatives are  

constructed with wooden wall and mud floor and are in poor condition that are far below the 

standard of banks’ requirement for a loan. Out of the studied 17 primary cooperatives six of them 

do not own a warehouse. Three of the primary cooperatives in Amhara region are temporarily 

using the food security warehouse (Fana-Soroqua-20,000 quintals and Gelego & Shinfa (10,000 

quintals each) as depicted in the following table: 
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Table 5- Warehouse capacity of PCs 

 

No. 

 

Name of Cooperatives  
Warehouse Capacity (Qt) Remark 

1 Miebale 6,000    

2 Fana-Limat 4,000    

3 Lemlem 400    

4 Hadinet Fire-Siuat 10,000    

5 Mydele 1,300    

6 Fre-qalsi 1,300    

7 Tekeze NA 

8 Waldiba - - 

9 Negachere - - 

  Sub-Total Tigray 23,000    

10 Fana-Soroqa 

- 

belonging to food security 

(20,000.00) 

11 Asherie - - 

12 Gode 2,500    

13 Negadie-Bahir     1,600    

14 Shahura 7,000  can be used as a collateral  

15 Gelego 

1,000  

10000 quintal capacity of 

food security  

16 Kokit 10,000    

17 Shinfa Shekuria 

- 

10,000.00 owned by food 

security  

  Sub-Total Amhara 22,100    

  Grand Total 45,100    
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The collective carrying capacity of the warehouses owned by 11 primary cooperatives is only 

45,100 quintals which is less than the warehouses owned by each of the above unions, except 

Lemlem Wolkite.  

4.2.5 Financial Capacity 

(i)  Own Capital 

The source of capital of the primary cooperatives and the unions is the paid up share capital by 

member and the accumulated retained earnings from the business.  .   

The capital level of the unions is illustrated in the table below: 

Table 6- Start-up and current capital of FCUs 

 

No. 

 

Name of FCU  

Year of 

Establishment  

Capital 

Start  Current 

1 Setit Humera Union 2002 100,000            18,057,696.03  

2 Dansha Aurora Union 2002       140,000              15,740,655.80  

3 Lemlem Wolkite Union 2005   812,500     8,532,632.80  

  Sub Total -Tigray     1,052,500          42,330,984.63  

4 Selam Union 2008       12,000.     12,000,000  

5 Tsehay Union 2000   36,000             22,890,734  

6 Metema Union  2003       49,896          13,000,000  

  Sub Total -Amhara        97,896             35,890,734  

  Grand Total  1,150,396       78,221,718  

 

As depicted in the above table the capital level of all the unions has witnessed an increase 

through the operation period and with higher rate of growth for the unions in Tigray. The capital 
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of the six unions has drastically increased from Birr 1,150,396 during the start toBirr78, 221,718 

at present. 

During the study it was revealed that most cooperatives are not able to finance the sesame 

marketing and a pre harvest loan requirement of member farmers. At the primary cooperative 

level the minimum working capital requirement was in the range of 5-10 million Birr whereas 

for the unions it was between Birr 30- 50 million that is hardly made available. 

Similarly, the capital level of primary cooperative has also exhibited an increase from a total of 

Birr155, 478 during stat up to Birr 12,716,057 at present. The total current capital of the 13 

primary cooperatives (Birr 12,716,059.68) is less than the capital of all the individual unions 

except Lemlem Wolkite and Selam. 

Table7 below illustrates the startup and current capital of the 17 union affiliated primary 

cooperatives.  

Table 7- Start-up and current capital of PCs 

 

No. 

 

Name of 

Primary 

Cooperatives  

 

Year of 

Establishment 

Capital 

Start  Current 

1 Miebale 1997         4,000  847,325 

2 Fana-Limat 2005         3,500  2,170,676  

3 Lemlem 2005    13,650  30,000  

4 Hadinet Fire-

siuat 

1997 

          450  836,000.00  

5 Mydele 2001      20,530.00  72,750.00  

6 Fre-qalsi 1998       10,250.00  1,678,466.68  

7 Tekeze 2004 NA NA 

8 Waldiba 2005  37,000.00  4,700,000.00  

9 Negachere 2007       15,000.00 

  Sub-Total    104,380.00  10,335,217.72  
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Tigray 

10 Fana-Soroqa 2005     29,400.00  129,000.00  

11 Berta Asherie 2005 NA NA 

12 Godebe 

Primary 

Cooperative  

1997 

   3,328.00  1,000,000.00  

13 Negadie-Bahir 

Primary 

Cooperative  

1998 

  4,000.00  264,316.99  

14 Shahura 1978 250,000.00  

15 Gelego 2001        8,250.00  712,807.24  

16 Kokit 2003 NA NA 

17 Shinfa 

Shekuria PC  

2006 

6,120.00  24,715.73  

  

Sub-Total  

Amhara 

 

51,098.00  2,380,839.96  

Grand Total   155,478.00  12,716,057.68  

 

From the abovediscussions it can be concluded that the capital level of the primary cooperatives 

and the unions is directly related to the manpower and technical capacity of unions and the PCs. 

(ii) Other financial sources  

In an attempt to assess the readily available financial products & service, bank requirements to 

get access to these products, the extent these products are accessible to farmers, cooperatives & 

unions and understand the challenges and prospects to the smallholder farmer an interview was 

held with three commercial banks operating in Humera and one credit and saving institute that 

included the following:  Commercial Bank of Ethiopia (CBE), Oromia International Bank (OIB), 

Cooperative Bank of Oromia (CBO) and Dedebit Credit & Saving Institute (DECSI)  that are 

operating in Humera. 

From the discussions the following issues were revealed: 
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The Commercial Banks  

The Commercial Bank of Ethiopia is mainly focusing on big companies and projects as target 

clients in granting credit. The main credit facilities available at CBE to clients are agricultural, 

manufacturing and export financing. Agricultural financing through Humera branch is most 

granted to commercial farmers against fixed collateral which is mostly used for weeding and 

harvesting. Export financing deemed to be relatively easily accessible for exporter since the bank 

wants to attract foreign currency. The export credit is given as a working capital against 

collateral, pre-shipment loan against irrevocable letter of credit and pre-shipment loan against 

valid export sales contract for exporters trading through the ECX. Both agricultural and export 

credits are given for a one year period whereas the manufacturing loan is a long-term one. It was 

reported that in an attempt to control inflation, a directive from a higher management body of the 

bank was issued dictating not to give Domestic Trade Loan (DTL) except fertilizer credit and 

credit given to cooperative/unions against regional government guarantee.  

The credit facilities available for clients by CBO and OIB includes: -merchandise loan, domestic 

trade service, pre-shipment loan for non-China markets, export term loan against collateral for 

non-China markets, loan against guarantee, warehouse receipt financing. The credit facilities 

available in particular for sesame business range from short-term loan sesame business and long-

term loan for project financing such as acquisition and installation agro-processing technologies, 

sesame cleaning machine and warehouse construction etc.  

The conditions set as a requirement for getting credit by the three banks are fairly similar 

involving collateral of fixed assets, merchandise as a collateral, third party guarantee (including 

Government), irrevocable letter of credit (LC), valid export sales contract (not commonly used), 

and good credit track record as a requirement for clean loan. CBO has experience of granting 

credit against loan guarantee from international organizations, like Agriterra and international 

banks (Rabo Bank) which was successful. 

The HumerabranchofCooperative Bank of Oromia, received credit application from three 

farmers’ cooperative unions that included:Setit and Dansha from Tigray and Tsehay union from 
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Amhara region. The request of the first two unions was partly approved and fully approved for 

Tsehay. Birr 7 million out of Birr 22 million requested was granted to Setit Birr 2 million pre-

finance against 50% loan guarantee from Agriterra& 50% risk sharing by the bank and the 

remaining Birr 5 million was marketing loan granted against fixed collateral.Dansha union was 

initially granted Birr 5 million which they have paid back before the due date and took another 

Birr 6 million pre-finance for the 2014 crop season. Birr 3 million requested by Tsehay union 

was taken from CBOHumera branch and it was purely clean loan (no collateral requirement).   

CBE is giving credit for fertilizer purchase and output marketing to farmers’ cooperative union 

against regional Government guarantee where the term of loan is one year. It was reported that 

there is more than Birr 120 million outstanding loans taken by cooperatives against government 

guarantee, which is not paid on or before the due date. Out of the cooperatives which took credit 

against government guarantee, 17 of them defaulted and after a long time the loan was settled 

from government budget.   

Dedebit Credit and Saving Institute (DECSI)  

Unlike the aforementioned commercial banks, DECSI is targeting the smallholder farmers as 

clients. Among others it is operating in three Woredas of western zone of Tigray region opening 

12 branches (9 branches in Kafta-Humera and 3 branches each in Tsegede & Wolkite Woredas). 

The most commonly granted credit in this zone is agricultural financing used for land 

preparation, weeding, harvesting, animal fattening and dairy farm at an annual interest rate of 

15%. Such credit could be given to an individual 18 years of old or more subject to bringing a 

letter of support from kebele and a proof of resident and repaying capacity. Credit is also granted 

to clients on group collateral basis (a group involving a minimum of three individuals) in which 

all members are collectively liable for any default by member of the group.    

It was declared by the branch manager that a credit application by a client fulfilling all the 

requirements has never been declined and the level of default DECSI experienced was very 

negligible. It was also disclosed that if a client is able to pay on time due to various reasons the 

institute has a procedure in place to closely discuss with client to sort out the problem.  
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Setting credit limits is the mandate of the head office level management of DECSI which is 

reported to be increasing through time; now reaching a maximum of Birr 60,000.00 per client. 

The fact that DECSI’s target clients are smallholder farmers, there is no practice of extending 

loan to primary cooperatives and unions. Such being the condition in access to finance, however 

for the reason listed below cooperative had limited access to loan able fund. 

The following points were reported to be limitations of the cooperatives/unions:  

i. Cooperatives are not taking initiatives to ask loan from the bank. They are coming 

through other development partners like Agriterra.  

ii.  Lack of knowledge of cooperatives/unions about all the financial products available 

and bank requirements to get access to available credit facilities. 

iii.  Presentation of incomplete documents while applying for credit. 

iv. Delay/reluctance of cooperative/union managers to present their TIN number  

v. Once fullest document is presented, cooperatives/union do not follow-up or make 

close communication with the bank). 

vi. Professional and competent managers are lacking in PCs. 

During the assessment it was emphasized by the bank that cooperative should be able to repay 

the outstandingloanso that they can apply for new loan. The issue of inefficiency in cooperatives 

needs to be addressed through hiring professional staff that will have the capacity to do proper 

financial records and documentationof transactions. Enhancing the management capacity of 

primary cooperatives will also help the banks to disseminate the product madeavailable the 

process and requirement to access the loan products.This will be discussed in detail in the 

recommendation section. 

4.3 The sesame business 

4.3.1 Sesame Production 

An attempt was made to understand the trends in area coverage, production volume and yield per 

hectare of sesame seeds both in North-GondarofAmhara region and Kafta-

HumeraWoredaofTigray region separately.  

 

(i) North GondarZone 
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The following table (Table-8) depicts trends in area coverage, production and productivity of 

sesame seed in North-Gondar Zone. 

Table 8- Area coverage, production and per hectare yield of sesame seeds North Gondar 
Zone 

Year 

Cultivated 
Area for 
Sesame  (ha) 

Percentage 
Increase   

Production 
Volume (Qt) 

Percentage 
Increase   

Yield/Hectare 
(Qt) 

2008/09        174,111       1,173,247              6.74  

2009/10        184,968  6%    1,270,082  8%           6.87  

2010/11        196,927  6%    1,143,574  -10%           5.81  

2011/12        195,402  -1%    1,172,869  3%           6.00  

2012/13        235,251  20%    1,311,831  12%           5.58  

2013/14        250,579  7%    1,606,882  22%           6.41  

Average 6%    1,096,926  6%           5.34  

 

Accordingly, the cultivated area of sesame has shown a continuous increase in both North-

GondarZone during the period 2008/09-2013/14with the exception of the year 2011, which has 

demonstrated a 1% decrease. The average increase in cultivated area for sesame seed for the 

period is 6%. The cultivated area has dramatically increased by 20% in 2012/13 followed by 7% 

increase in 2013/14.  The increase in cultivated land area is attributed to higher prices of sesame 

both in local and international market. The following chart (Chart-1) depicts the trend in area 

cultivated in North-Gondar.  
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Chart 2. Trend in cultivated area North Gondar 

 

 

Similar to cultivatedarea, the production volume of sesame in North-Gondarhas increased by an 

annual average growth of 6% for the period 2008/09-2013/14. Through the cultivated area in 

2010/11 has increased by 5%, production volume in the same year has decreased by 10%, mainly 

because of decline in per hectare yield. It has declined from 6.09 quintals/ha in 2009/10 to 5.81 

quintal/ha in 2010/11. On the other hand, through the cultivated area in 2011/12 has declined by 

1%, the production volume has increased by 3% as a result of increase in yield per hectare by 

nearly 3.27%. The production of sesame hascontinuouslydeclined by7 and 24% in the years 

2011/12& 2012/13respectively. The following chart (Chart-2) depicts the trend in production 

volume of sesame. 
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Chart 3. Trend in production of sesame - North Gondar 

 

 

As far as the yield per hectare of sesame is concerned, it has demonstrated fluctuationwith 

average annual productivity per hectare of 5.34 quintals/ha. The following chart (Chart-3) shows 

the trend in yield per hectare of sesame in North-Gondarzone.  

Chart 4. Trend in yield per hectare North Gondar 
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(ii)  Kafta-HumeraWoreda 

To understand the trends of cultivated area, production volume and yield per hectare of sesame 

in western zone of Tigray, relevant data from Kafta-Humera Woreda was collected as shown in 

the following table (Table-9).   

Table 9- Trend in cultivated area of sesame, Kafta-Humera Zone 

Year 

Cultivated 

Area for (ha) 

Percentage 

Increase 

Production 

Volume (Qt) 

Percentage 

Increase 

Yield/hectare 

(Qt) 

2006/07           203,170                998,071     4.91 

2007/08           223,918   10%         1,403,548   41% 6.27 

2008/09           226,788   1%         1,428,956   2% 6.30 

2009/10           260,562   15%         1,584,478   11% 6.08 

2010/11           253,100   -3%         1,469,415   -7% 5.81 

2011/12           248,687   -2%         1,123,352   -24% 4.52 

2012/13           222,575   6%         1,168,115   6% 5.25 

Average             1,310,848              5.59    

 

The cultivated area of sesame in Kafta-HumeraWoreda increased from 203,170 hectares in 

2006/07 to 223,918 hectares in 2007/08; that is a 10% increase. In the following years increase 

was fluctuation in the range of 1% and 15% in 2008/09 and 2009/10 respectively. The cultivated 

land declinedby 3% and 2% in 2010/11 and 2011/12 respectively and again exhibited increase   

by 6% in 2012/13.The cultivated area of sesame has generally increased as compared to the 

cultivated land in 2007/08. The fluctuation in the size of cultivated land was mainly due toerratic 

nature of rainfall. Whenever rain starts late or there is excessive rain, farmers tend to saw 

sorghum instead of sesame resulting in decline in sesame acreage.  

The above data is presented in the following chart to clearly exhibit the trend of land cultivated 

for sesame over the years.  
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Chart 5. Trend in cultivated area sesame in Kafta-Humera 

 

In 2007/08 the increase in cultivated area of sesame has increased by 10%whereas the increase in 

production was 41%.The difference was mainlyattributedtoincreaseyield per hectare that was 

nearly 28%. The trend of production level over the years is depicted in the following chart: 

Chart 6. Sesame production Kafta-Humera 
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As can be seen from the above table, production volume continued to increase by 2% and 11% in 

2008/09 and 2009/10 respectively followed by a decline in 7% in 2010/11, which is associated 

with a 3% decline in cultivated area and 4.5% decline in yield per hectare. The decline in 

production continued in 2011/12to24% that was corresponding to a3% decline in cultivated area 

and a 22% decline in production per hectare. The following chart depicts the trend: 

In 2008/09therewas a 28% increase in yield of sesame and followed by a decrease until 2012/13 

and an increase in 2013/14. The yield per hectare has declined by nearly 22% in 2012/13, which 

was mainly because of the late start of rain and the sesame affected by disease.  

Chart-6: Trend in Per Hectare Yield of Sesame- Kafta-Humera Woreda
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4.4 Sesame Marketing 

4.4.1 Existing Marketing Channels 

The sesame marketing initial destination is the spot markets that are organized and regulated by 

the Trade and Transport Office of Amhara and Tigray Region. As Sesame is categorized as one 

of the strategic crop, marketing of sesame is highly regulated andtransaction is done only at spot 

markets where primary cooperatives are also assigned a place in the spot market to collect 

sesame from their patron members. During the study it was indicated by most primary 

cooperative that they are seriously challenged by the local private traders by offering nominal 

higher price to farmers that is not actually received as the result of uninspected/ improper 

weighing scale. 

Farmers are willing to supply to primary cooperatives for the following main reasons:- 

• PCs buy at a relatively higher price than traders (in real terms). 

• PCs weighing scale is reliable. 

• PCs pay dividends participation basis for access to credit and dividend. 

 

 

 

 



 

As can be  seen in the above chart

produce to primary cooperatives or local

sometimes influenced by the broker

Price of sesame is issued by the Woreda Trade and Transport branch offices based on the price 

information of ECX. The market players can also access price information through sending SMS 

(934) text orcalling at 929 on a cell phone, 

cooperativepromotion and agriculture also disseminates price information.

Primary cooperativesin Tigray ha

Tigray PC can sell their lot directly

mandatory tosellonly to unions. 

controlled by the despatch ticket that is issued by the Trade and Transport offices assigned in the 

spot markets. A supplier must hold a trading licence and supply amounting at least fifty quintals 

is the other requirement to access the despatch

reported that primary cooperatives couldn't receive a dispatch letter if they are not willing to 

deliver their product to the respective cooperatives Unions. 

no option except to sell to the union and the profitability of their 

performance of the Union.  
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As can be  seen in the above chart, farmers both in Amhara  and Tigray Region  sell their 

produce to primary cooperatives or local traders depending on variation of prices offered and 

by the brokers /delalas/ that are deployed by the local traders.

Price of sesame is issued by the Woreda Trade and Transport branch offices based on the price 

e market players can also access price information through sending SMS 

929 on a cell phone, a radio and in rare cases the 

agriculture also disseminates price information. 

havegot alternative market outlets unlike the PCs 

lot directly to ECX, processors, thefederation where as 

mandatory tosellonly to unions. In Amhara, transporting sesame to the higher market is 

ed by the despatch ticket that is issued by the Trade and Transport offices assigned in the 

spot markets. A supplier must hold a trading licence and supply amounting at least fifty quintals 

is the other requirement to access the despatch letter. In some places of the visited areas, it was 

reported that primary cooperatives couldn't receive a dispatch letter if they are not willing to 

deliver their product to the respective cooperatives Unions. Hence, cooperatives

he union and the profitability of their business depends

in Amhara  and Tigray Region  sell their 

traders depending on variation of prices offered and 

/ that are deployed by the local traders. 

Price of sesame is issued by the Woreda Trade and Transport branch offices based on the price 

e market players can also access price information through sending SMS 

and in rare cases the office 

market outlets unlike the PCs in Amhara. In 

as inAmhara it is 

In Amhara, transporting sesame to the higher market is 

ed by the despatch ticket that is issued by the Trade and Transport offices assigned in the 

spot markets. A supplier must hold a trading licence and supply amounting at least fifty quintals 

aces of the visited areas, it was 

reported that primary cooperatives couldn't receive a dispatch letter if they are not willing to 

, cooperatives in Amhara have 

business depends on the 
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Primary cooperatives in Amhara Region are selling on a fixed margin of Birr 120-150 /quintal   

(Metema and Selam Cooperatives Union). However, with Tsehay Union the practice of 

collection from PCs is based on a variable margin modality. In the margin based modality the 

union reimburse to PCs the purchasing cost, loading and unloading and other miscellaneous costs 

as reported by the PC. However, there were observed inflating of the operation cost by the PCs, 

which have been a point of misunderstanding between the PCs and the Union.Though the margin 

based market transfers all risks to the Union, however; most of the primary cooperatives in 

Amhara are discontented by the marketing modality that is imposed on PCs.The 

AmharaRegional Cooperative Promotion Agency is also in support of the margin based 

marketing modality realizing the fact that the existing financial and institutional capacity of the 

PCs and the unions  and lack of clear guidelines of the commission based marketing(CBM) 

procedures will be a challenging task. However, in Tigray Regions Dansha, LemlemWolkayit 

and SetitCooperativeUnionswerepracticing the commission based marketing (CMB) on mutual 

thrust and PCs accommodating inefficiencies encountered by Unions i.e. inability to pay for the 

sesame collected on a credit basis to PCs on time. 

In commission based marketing, all the marketing costs and transporting up to the union 

warehouse were covered by product owners/primary cooperatives except unloading cost. The 

union will look into possible market and will sell the product based on the permit from product 

owner and pays to the PC after deducting agreed upon commission and related costs. 

The malfunction of the CBM in the unions in Tigray holds the argument of ACPB i.e. lack of 

guideline principles of CBM holds true. 

 

 

 

 

 

 

  



 

4.4.2 Actors across the Sesame Value Chain with special emphasis to farmer cooperatives

Actors in the sesame value chain include

processors, exporters and consumers.

commodity, given the present level of operation, it is evidenced 

was traded by private traders (suppliers) at spot market level.

providing services to individual farmers that 

sesame, provision of inputs etc. th

The following marketing channels were identified during the study:

(i) Sesame direct export marketing through cooperatives

As depicted in the above chart farmers

unions on the various marketing arrangements. Framers pref

believe the weighing scale is reliable and also expects dividend on patronage. However due to 

limited capacity of cooperatives to avail credit at the various level

weeding  and harvesting) to their members and 

they collect from members on installment basis.

The regional government supported loan

of working capital in unions and primary

Unions is by less than their working capital requirement and is untimely in addition to 

bureaucraticconsequences faced by the unions (Metema Union)

The study team learned from this situation that, if the finan

competency to manage export market could be solved, this marketing channel can benefit 

farmers by rewarding a lion share of Free 

 

Producers/Fa
rmers

Primary 
Cooperatives
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Actors across the Sesame Value Chain with special emphasis to farmer cooperatives

Actors in the sesame value chain include input suppliers, producers, cooperatives, 

rocessors, exporters and consumers. As sesame is a cash crop and internationally traded 

commodity, given the present level of operation, it is evidenced that the majority of the product 

suppliers) at spot market level. This is becauseprivate

providing services to individual farmers that include advance payment for fut

etc. that cannot be provided by primary cooperatives

rketing channels were identified during the study: 

Sesame direct export marketing through cooperatives 

As depicted in the above chart farmers deliver their produce to cooperatives and supplied to 

unions on the various marketing arrangements. Framers prefer to sell to cooperatives as they 

believe the weighing scale is reliable and also expects dividend on patronage. However due to 

limited capacity of cooperatives to avail credit at the various levels of production (cultivation, 

their members and inability to effect timely payment for produce 

on installment basis. 

supported loan guarantee scheme was intended to address the shortage 

and primary cooperatives. However, the amount disbursed to the 

Unions is by less than their working capital requirement and is untimely in addition to 

faced by the unions (Metema Union). 

The study team learned from this situation that, if the financial problem and managerial 

competency to manage export market could be solved, this marketing channel can benefit 

farmers by rewarding a lion share of Free on Board (FOB) price of sesame. 

Primary 
Cooperatives

Unions Direct Export

Actors across the Sesame Value Chain with special emphasis to farmer cooperatives 

ooperatives, traders, 

esame is a cash crop and internationally traded 

majority of the product 

private traders are 

for future supply of 

primary cooperatives 

 

cooperatives and supplied to 

er to sell to cooperatives as they 

believe the weighing scale is reliable and also expects dividend on patronage. However due to 

of production (cultivation, 

to effect timely payment for produce 

guarantee scheme was intended to address the shortage 

ves. However, the amount disbursed to the 

Unions is by less than their working capital requirement and is untimely in addition to the 

cial problem and managerial 

competency to manage export market could be solved, this marketing channel can benefit 

Direct Export



 

(ii)  Sesame cooperative marketing via ECX

This Sesame marketing channel

aggregated by primary cooperatives

ECX in which exporters as final domestic market buyers clean and export to the final consumers 

through overseas importers. In this case, the cooperatives can 

turnover that could partially alleviate the working capital shortage. 

Here the opportunity cost of losing the FOB 

compensated by the increased transaction turnover

typical Sesame marketing channels represent only less than 10% of the total Sesame export.

(iii)  Non cooperative Sesame marketing channel

The majority of sesame is channeled

involvement of cooperatives. Suppliers/traders, though they are few

producers/cooperatives, they took the 

that they have got relatively sufficient working 

of strong client base. Pre-financing to farmers is what spot market suppliers/traders do to ensure 

farmers selltheir produce to them. The pre

activities i.e. peak time that farmersbadly 

strategy and get sesame even with lower price at the start of the marketing season.
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Sesame cooperative marketing via ECX

This Sesame marketing channel exhibits the flow of sesame seed from member 

by primary cooperatives, delivered to the union, and the unionsells to

as final domestic market buyers clean and export to the final consumers 

rseas importers. In this case, the cooperatives can benefit from increased transaction

that could partially alleviate the working capital shortage.  

Here the opportunity cost of losing the FOB price and export marketing experience 

transaction turnover, at least in the short run. The above two 

typical Sesame marketing channels represent only less than 10% of the total Sesame export.

Non cooperative Sesame marketing channel 

is channeled through the above marketing channel 

Suppliers/traders, though they are few in numberas compared to the 

took the bigger share of the value of their product, 

got relatively sufficient working capital and ability to attract farmers and creation 

financing to farmers is what spot market suppliers/traders do to ensure 

them. The pre-financing is mostlyused for weeding and harvesting 

time that farmersbadly in need ofcash.Usually traders succeed with this 

strategy and get sesame even with lower price at the start of the marketing season.

Primary 
Cooperati

ves
Unions

Exporters 
via ECX

Traders/Suppli
ers

Exporters via 
ECX

 

member farmers 

sells to exporters via 

as final domestic market buyers clean and export to the final consumers 

increased transaction 

export marketing experience will be 

in the short run. The above two 

typical Sesame marketing channels represent only less than 10% of the total Sesame export..  

 

channel without the 

in numberas compared to the 

the value of their product, due to the fact 

ability to attract farmers and creation 

financing to farmers is what spot market suppliers/traders do to ensure 

weeding and harvesting 

Usually traders succeed with this 

strategy and get sesame even with lower price at the start of the marketing season. 

Exporters 
Importers
/consume

rs

Importers/

consumers



 

(iv) Large scale farmers and Investor farmers primary co

marketing 

The above two sesame marketing channel

that produces more than 50quintals delivering to exporters via ECX

havealso the capacity to export directly t

chain, the higher the market efficiency attained that realize privileged benefit from FOB price 

share and other export market promotion schemes, like additional pre

admittance. 

Generally, the Sesame marketing channels operates at low level of efficiency that 

great deal of effort to change the existing situations. 

towards their business management and bankability.

The existing sesame value cha

cooperatives/traders, processors, exporters, final consumers, supporters, enablers

the diagram below. 

 

 

Producers/Investor 
farmers

Producers/Investor 
farmers

40 

Large scale farmers and Investor farmers primary cooperative Sesame 

esame marketing channeldepicts the possibility of large scale farmers/producers 

more than 50quintals delivering to exporters via ECX. Primary

the capacity to export directly to the international market.The shorter the marketing 

chain, the higher the market efficiency attained that realize privileged benefit from FOB price 

share and other export market promotion schemes, like additional pre-

the Sesame marketing channels operates at low level of efficiency that 

great deal of effort to change the existing situations. Cooperatives needs relook especially 

towards their business management and bankability. 

The existing sesame value chain includes input providers, producers/

cooperatives/traders, processors, exporters, final consumers, supporters, enablers

 

 

 

 

 

 

Exporters via ECX Importers/Consumers

Investor Farmers 
primary Cooperatives

Importers/Consumers

operative Sesame 

 

 

the possibility of large scale farmers/producers 

rimarycooperatives 

The shorter the marketing 

chain, the higher the market efficiency attained that realize privileged benefit from FOB price 

-shipment credit 

the Sesame marketing channels operates at low level of efficiency that requires a 

needs relook especially 

roducers/farmers, 

cooperatives/traders, processors, exporters, final consumers, supporters, enablers as depicted in 

Importers/Consumers

Importers/Consumers



 

4.4.3  
Sesame Supplied to ECX in 20010/11 
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Sesame Value chain 

Sesame Supplied to ECX in 20010/11 - 2013/14  
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Table 10. Sesame Supplied To Humera ECX 

Year  

Total Sesame 

Supplied  

Sesame Supplied by Cooperatives  

QTY Share 

2010/11 923,603 - 0% 

2011/12 966,355 24,218 2.5% 

2012/13 913,173 9,594 1% 

2013/14 877,932 17,576 2% 

Total  3,681,063 51,388 Aver. 1.8 

 

As can be seen in the above table the share of cooperatives in supply of sesame to HumeraECX 

center on an average is less than 2% which is significantly low as compare to private commercial 

suppliers. 

Table 11. Trade volume of cooperatives in Tigray (Less Union) 

Year Federation Selit Hulling Dipassa ECX Total 

2010/11 64,838.14  64,838.14  

2011/12 50,795.00  24,017.00  24,218.00 99,030.00  

2012/13 17,157.11  15,489.00  9,595.00  9,594.00 51,835.11  

2013/14 20,979.66  12,234.00  7,057.00  17,576.75 57,847.41  

Total 153,770 51,740 16,652 51,389 273.551 

% 56 19 6 19 100 
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Table 12. Sesame Supplies to ECX in North Gondar 

Year  Traders Cooperatives Investors  Total 

2010/11    811,884.00            8,318.00     131,146.00         951,348.00  

2011/12    846,591.00          10,820.00     173,330.00     1,030,741.00  

2012/13    648,091.00          25,455.00     132,628.00         806,174.00  

2013/14    860,845.00          35,184.00     177,578.00     1,073,607.00  

Total 3,167,411 78,777 614,682 3,861,870 

% 82 2 16 100 

 

As indicated, in the above table, traders supplied 82% of sesame to Gondar ECX branch office 

followed bycommercial farmers/investors 16%, while the share of cooperatives is limited to only 

2%.This is clearly exhibited in the Chart below: 

Sesame Supplied to ECX Warehouse-North Gondar Zone  
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78,777
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Traders

Cooperatives

Investors 
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4.5 Existing Marketing Modality 

The marketing modalities that were practiced in the two regions as mentioned earlier exhibited 

major differences. In Amhara Region, Selam and Metema Unions were using margin based 

marketing on 150 Birr /quintal and 120 Birr/quintal margin respectively. WhereasTsehay Union 

has been working on a credit arrangement with primary cooperatives that imply asmooth relation 

and enhanced management capacity of the Union.  During the assessment it wasunderstood that 

Selam and Metema Unions were forced by the ACPA to operate in a margin based marketing 

modality and this has resulted in inefficiency in the marketing of sesame collected from primary 

cooperatives anddelay to pay back to primary cooperatives.  

However the unions in Tigray were using a mix of marketingmodalitywherecommission based 

marketinghas been widely practiced. The other marketing arrangement that was put in place was 

payment of cash on delivery depending on the availability of working capital and the interest of 

the primary cooperatives. 

A detail of the marketing modalities is depicted in the table below: 

Table 13. Marketing modalities in the Union 

Name of FCU Adopted Marketing Modality  Limitations  

Setit - Commission based for sesame 

seed traded through ECX (0.3%) 

- Conventional- Cash on delivery  

-  Sesame purchased when 

the price is high 

- High risk 

Dansha - Mixed: Cash on delivery and 

commission based (1% of gross 

sales) for both export & ECX 

markets  

- PCs not happy with 1%  

commission 

- The commission based 

marketing not clearly 

communicated 

Lemlem Wolkite - Commission based (1% 

commission on gross sales) 

- PCs  not interested  

- PCs complaining on  

double bank service 



45 

 

charge  

Selam - Margin based marketing (Birr 

150/quintal) 

-  Delay in payment 

- Contract not clearly 

documented  

Tsehay - Credit  - No complaint  

Metema - Margin based marketing (Birr 

120/quintal) 

- Delay in payment 

- Contract not clearly 

documented  

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Aggregation, Pricing and Marketing

 

 

 

 

 

 

Marketing 
Decision 

•In all PCs and FCUs marketing decision is the responsibility of BoD

Price Setting 
Mechanism 

•In Amhara region, FCUs collect purchase price and relevant costs incurred by PC as a basis for 
setting selling price; on top of which cost  incurred at FCU level are added to set the final selling 
price of the FCU (Cost plus pricing)

•In Tigray the approach is mixed

Point of 
Delivery

•The point of delivery by the PC in Tigray region is the union and/or ECX's warehouse 
•The point of delivery by the PC in Amhara region is PC 's warehouse 

Costs 

•All costs until delivery of the sesame seed to PC weighing scale is  farmers's cost
•Costs of unloading from the weighing scale, re
the cost of the PC. 
•All cost until delivery of the  sesame to the union and/or ECX warehouse is covered by the PC  
in Tigray

•All cost  of transporting the sesame from the PC warehouse and other relevant is covered by 
the  union in Amhara.

Aggregation

•Cash on delivery and on open price basis for future sales
•Farmers monitor price trends and say “I want to sell at this price“ and deal is closed accordingly 
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Aggregation, Pricing and Marketing 

In all PCs and FCUs marketing decision is the responsibility of BoD

In Amhara region, FCUs collect purchase price and relevant costs incurred by PC as a basis for 
setting selling price; on top of which cost  incurred at FCU level are added to set the final selling 
price of the FCU (Cost plus pricing)
In Tigray the approach is mixed

The point of delivery by the PC in Tigray region is the union and/or ECX's warehouse 
The point of delivery by the PC in Amhara region is PC 's warehouse 

All costs until delivery of the sesame seed to PC weighing scale is  farmers's cost
Costs of unloading from the weighing scale, re-bagging and transporting to the PC warehouse is 
the cost of the PC. 
All cost until delivery of the  sesame to the union and/or ECX warehouse is covered by the PC  

All cost  of transporting the sesame from the PC warehouse and other relevant is covered by 
the  union in Amhara.

Cash on delivery and on open price basis for future sales
Farmers monitor price trends and say “I want to sell at this price“ and deal is closed accordingly 

 

In Amhara region, FCUs collect purchase price and relevant costs incurred by PC as a basis for 
setting selling price; on top of which cost  incurred at FCU level are added to set the final selling 

The point of delivery by the PC in Tigray region is the union and/or ECX's warehouse 

All costs until delivery of the sesame seed to PC weighing scale is  farmers's cost
bagging and transporting to the PC warehouse is 

All cost until delivery of the  sesame to the union and/or ECX warehouse is covered by the PC  

All cost  of transporting the sesame from the PC warehouse and other relevant is covered by 

Farmers monitor price trends and say “I want to sell at this price“ and deal is closed accordingly 
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4.6 Analysis of the Marketing Modalities 

4.6.1 Commission Based Marketing Modality 

Payment 

Terms 

Benefits Risks Success factors 

P
ar

tia
l p

ay
m

en
t o

n 
D

el
iv

er
y 

or
 c

re
di

t s
al

es
  

• Less risk to FCUs 

• Greater benefit or 

risk at PC level  

• Better working 

capital  

• PC or Farmers may 

sustain loss because of 

inefficiencies of the FCU 

• Delay decision making, 

sales and delivery contract 

may risk farmers’ or PC’s 

benefit 

• Lack of access to pre-

finance may result in 

farmer side commitment 

thereby eroded trust and 

linkage across the chain 

• High level trust across the 

chain is required  

• Strong farmer-PC-FCU linkage  

• Access to continuous  timely 

and relevant marketing 

information  

• Clear understanding of 

farmers, PCs & FCUs about 

the modality and commitment  

• Transparency on the cost 

buildup across the chain  

• Access to adequate & timely 

pre and output finance to avoid 

side commitment of farmers  

• Well documented and clearly 

understood procedure manual  

• Skill and experience in the 

export business: Export 

documentation, Logistic 

management and Contract 

delivery  

• Timely decision making to 

quickly react to market trends  
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4.6.2 Margin Based Marketing Modality 

Payment 

Terms 

Benefits Risks Success factors 
C

as
h 

on
 D

el
iv

er
y,

 P
ar

tia
l P

ay
m

en
t o

n 
D

el
iv

er
y 

or
 c

red
it 

sa
le

s 

•  Secured profit to 

PC regardless of 

the amount  

• PCs Inflate 

price 

• High risk to 

FCU 

• Delay decision 

making, sales 

and delivery 

contract may 

result in loss to 

FCU, tide up 

capital and high 

interest & other 

costs  

•  High level trust across the 

chain is required  

• Strong farmer-PC-FCU linkage  

• Access to continuous  timely 

and relevant marketing 

information  

• Clear understanding of 

farmers, PCs & FCUs about 

the modality and commitment  

• Transparency on PC purchase 

prices & cost buildup 

• Access to adequate & timely 

pre and output finance to avoid 

side commitment of farmers  

• Skill and experience in the 

export business: Export 

documentation, Logistic 

management and Contract 

delivery  

• Timely decision making to 

quickly react to market trends  

• PC could benefit from high 

turnover  

 

 

 



49 

 

4.6.3 Conventional Marketing Modality 

 

Payment 

Terms 

 

Benefits 

 

Risks 

 

Success factors 

C
as

h 
on

 D
el

iv
er

y,
 P

ar
tia

l P
ay

m
en

t o
n 

D
el

iv
er

y 
or

 c
red

it 
sa

le
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•  Secured profit 

to PC regardless 

of the amount  

• High risk to FCU 

• Large amount of 

finance required 

• Delay decision 

making, sales and 

delivery contract 

may result in loss to 

FCU, tide up capital 

and high interest & 

other costs  

• High level trust across the 

chain is required  

• Strong farmer-PC-FCU 

linkage  

• Access to continuous  

timely and relevant 

marketing information  

• Access to adequate & 

timely pre and output 

finance to avoid side 

commitment of farmers  

• Skill and experience in 

the export business: 

Export documentation, 

Logistic management and 

Contract delivery  

• Timely decision making 

to quickly react to market 

trends  

 

4.7 Sources of Finance 
In an attempt to assess the readily available financial products & service, bank requirements to 

get access to these, the extent these products are accessible to farmers, cooperatives & unions 

and understand the challenges and prospects to the smallholder farmer an interview was held 

with three commercial banks operating in Humera and one credit and saving institute. These are 

Commercial Bank of Ethiopia (CBE), Oromia International Bank (OIB), Cooperative Bank of 



50 

 

Oromia (CBO) and Dedebit Credit & Saving Institute. Accordingly, the following points were 

grasped.  

(i) The Commercial Banks  

The Commercial Bank of Ethiopia is mainly focusing on big companies and projects as target 

clients in granting credit. The main credit facilities available at the CBE is agricultural, 

manufacturingand export financing. Agricultural financing through Humera branch is mostly 

granted to commercial farmers against fixed collateral, which isused to cover costs related to 

weeding and harvesting. Export financing is easily accessible for exporters as it ensures the flow 

of foreign currency to the bank. The export credit is given as a working capital against collateral, 

pre-shipment loan against irrevocable letter of credit and pre-shipment loan against valid export 

sales contract for exporters trading through the ECX. Both agricultural and export credits are 

given for a one year period whereas the manufacturing loan isa long-term loan.  During the study 

it was made clear that the national bank has issued a directive not to give domestic trade loan 

except fertilizer credit and credit given to cooperative/unions against regional government 

guarantee with the motive of controlling inflation. 

The credit facilities available for clients by CBO and OIB, among others included:  merchandise 

loan, domestic trade service, pre-shipment loan for non-China markets, and export term loan 

against collateral for non-China markets, loan against guarantee andwarehouse receipt financing.  

The credit facilities available in particular for sesame business range from short term to long-

term, the medium and long term loans meant for project financing such as acquisition and 

installation agro-processing technologies for value addition of sesame seeds, sesame cleaning 

machine and warehouse construction, etc. Only CBO and OIB are giving short term working 

capital for domestic trade service.  

Though the merchandise loan and warehouse financing exist as a financial product they are 

hardly used credit facilities by clients. Regardless of the size and number of the clients of all of 

the above three banks have commercial farmers, primary cooperatives, unions, federations and 

private exporters in the sesame seed business.  

The conditions set as a requirement for getting credit by the three banks are fairly similar 

involving collateral of fixed assets, merchandise as a collateral, third party guarantee (including 
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Government), irrevocable LC, valid export sales contract (not commonly used), and good credit 

track record as a requirement for clean loan. CBE is giving credit for fertilizer purchase and 

output marketing to farmers’ cooperative union against regional Government guarantee the term 

of loan being one year. It was reported that there is more than Birr 120 million outstanding loans 

taken by cooperatives against government guarantee, which is not paid on or before the due date. 

Out of the cooperatives which took credit against government guarantee, 17 of them defaulted 

and after a long time the loan was settled from government budget.   

CBO has experience of granting credit against loan guarantee from international organizations, 

like Agriterra and international banks (Rabo bank) where the loan repayment rate was so 

encouraging that the Banks are willing to work with cooperatives in the future. Accordingly, the 

Humera branch of Cooperative Bank of Oromiareceived credit application from three farmers’ 

cooperative unions, namely Setit and Dansha unions from Tigray region and Tsehay union from 

Amhara region. The request of the first two unions was partly approved whereas the loan request 

of Tsehay union was fully approved. Setit union received Birr 7 million of which Birr 2 million 

is through a loan guarantee agreement entered with Agriterra and the remaining Birr 5 million 

was a marketing loan granted against fixed collateral. Danshaunion was granted Birr 5 million,  

which they have paid it back before the due date and took Birr 6 million pre-finance for the 2014 

crop season. Tsehay union received Birr 3 million from CBO-Humera without any collateral or 

guarantee.  

(ii)  Dedebit Credit and Saving Institute (DECSI)  

Unlike the aforementioned commercial banks, Dedebit Credit and Saving Institution (DECSI) in 

Tigray is targeting the smallholder farmers as clients. In the western zone of Tigray region it is 

operating in three Woredas of opening 12 branches (9 branches in Kafta-Humera and 3 branches 

each in Tsegede & Wolkite). The most commonly granted credit in this zone is agricultural 

financing used for land preparation, weeding, harvesting, animal fattening and dairy farm at an 

annual interest rate of 15%. Such credit could be given to an individual subject to bringing a 

letter of support from kebele and a proof of resident and repaying capacity. Credit is also granted 

to clients on group collateral basis (a group involving a minimum of three individuals) in which 

all members are collectively liable for any default by member of the group.    
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It was made clear by the branch manager that a credit application by a client fulfilling the 

requirements has never been declined and the level of default DECSI experienced was very 

negligible. It was also disclosed thatif farmers are encountered by unfavorable weather condition 

and marketing problem, the institute has a procedure in place to closely discuss with client to sort 

out the problem and reschedule the loan repayment. 

According to the information gathered from the Humera branch office the level of loan has been 

increasing through time and has reached to a level of Birr 60,000 per applicant. The level of level 

is determined at the headquarters in Mekele and DECSI’s loan is not accessible for c PC s and 

Unions. 

V. Conclusions and Recommendations 

5.1 Conclusions 
The Ethiopian sesame has a prospect in the world market because the sesame has high quality 

seed varieties that are suitable for a wide range of applications.Humeraand Gondar type sesame 

seeds are among the different varieties of sesame seeds produced in Ethiopia that are well known 

in the world market. These varieties have their own respective features, which make them 

suitable for different use. Humera and Gondar type sesame seeds are mainly suitable for bakery 

and confectionary purposes. 

The smallholder farmers mainly growing sesame seeds in NW of Ethiopia organized themselves 

to primary cooperatives, which in turn established Farmers’ Cooperative Unions (FCUs) to 

collectively address their socio-economic challenges. Since the agricultural sector in Ethiopia is 

dominated by smallholder farmers, agricultural cooperatives are believed to have a key role to 

play in increasing smallholder farmers’ yields and income through commercialization of 

agriculture. 

Despite the fact that there is immense potential for cooperative unions to have competitive 

advantage in sesame seed export in terms of low cost and differentiation (trace ability and better 

quality) over other traders, they are not performing to the best of their potential. Only few FCUs 

are doing it with very limited annual export volume as compared to that of their large 

membership and annual sesame supply base. 
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A profound study of the prevailing marketing functions of the FCUs as well as the opportunities 

& challenges across the sesame value chain has beenmade in the two regions. The details of the 

study have been explained elsewhere in the preceding chapters.This chapter summarizes 

concluding remark as follows: 

5.1.1 Marketing 
Despite the fact that cooperatives have a wider supply and membership based and confidence of 

farmers on the primary cooperatives that they buy at a relatively higher price than traders,  a 

reliable weighing scale and dividendpaid to farmers,  their role in the sesame business (both local 

and export) is very small. Primary cooperatives as explained elsewhere in the report have limited 

capacity in terms of finance, warehouse and management capacity to collect sesame that could 

be supplied by members. 

The unions are adapting various marketing modalities without clear understanding of the benefits 

and challenges that are attached to each marketing modalities.Enabling organization like FCA 

and the Regional Cooperative Promotion Agency (RCPAs) were not in a position to provide a 

clear guideline and advice to cooperatives on the appropriateness of specific working modalities. 

In some instances the enabling organizations were trying   to influence cooperative unions to 

adaptingthe working modalitieswithout their consent. This has resulted in creating 

misunderstandings and a source of inefficiency of the marketing process. For instance the margin 

based marketing in Amhara region has not been supported by most primary cooperatives as it 

was favoring the Unions in retaining a significant proportion of the profit. 

The price information that has been disseminated by ECX has been a basis for cooperatives to 

decide on selling price at spot markets. Similarly cooperative unions involved in export markets 

were also making use of the price information from ECX.  However, the market information is 

mainly limited to price where the forecasting validity of the prices from ECX is so low that a 

significant number of cooperativeswere speculating for higher prices and end up in falling prices 

in 2014.The market information doesn’t provide aclue of the possible and dependable 

internationalbuyers andinformation related to terms of condition of the lot with regard to 

quantity, quality and terms of business. This situation has been highly felt with cooperative 

unions that are with limited skill in documentation, logistics management and delivery as 

contracts made with international buyers.  
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For reasons, sometimes beyond the reach of the unions and in some instances due to incomplete 

expenditure settlement reports received from primary cooperatives there are complaints from 

many primary cooperatives of untimely and delayed payment by Unions. The primary 

cooperatives that are collecting sesame from patron member farmers as a result couldn’t pay to 

farmers on time.Given the private traders paying advance to farmersthough it is extremelyhigh 

interestrate andcoupled with delayed in payment by unions have resulted in aloss of confidence 

from thepart of farmers on delivery to Unions and resorted to selling totraderswhatever the 

advance they received involves a soaring interest on advances. 

A typicalcharacteristic of most primary cooperatives in Ethiopia is that day- to- day management 

of the cooperatives is carried out by elected executive/board members.Given the fast and 

informed decision making required by cooperativesand fast changing international prices,the 

time lost for action by committee based decision has been identified as one of the major setback 

in cooperative business which calls for the introduction of professional management in 

cooperatives through a hired professional managers in primary cooperatives.The hiring of the 

manager alsoneeds to be accompanied by delegation of duties and responsibilities to the manager 

without losing the control of the executive board members. 

In most primary cooperatives supply of sesame is made without looking into the quality of the 

sesamewhich has to be the major role and responsibility of cooperative to supply quality produce 

to buyers locally.There is no such standard set in primary cooperatives with regard to quality and 

incentives for quality supply. Lack of standards in quality in primary cooperatives will directly 

affect the income that goes to primary cooperatives and hence to farmers as the Unions will be 

forced to pay higher prices for cleaning of sesame.There is a good start in some primary 

cooperative ofSetit Union that has already started cleaning manually before delivery to the 

Union. These have to be encouraged up until primary cooperatives are able to acquire their own 

cleaning machines.  

As experience suggests in most developing countries the role of cooperative federations is to 

handle issues that are beyond the capacity of individual unions that mainly includes: advocacy, 

capacity building, market research, networking etc. However, in the case of the Tigray 

Marketing Federation which is engaged in export of sesame that are similarly handled by 

member union like Setit is a duplication of effort and competition in some instances. Hence, 
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formation of federation needs to consider roles in service provision that is beyond the capacity of 

unions to bring about a healthy and efficient business environment in cooperatives. 

5.1.2 Access to Finance 
The financial base of cooperatives isvery thin such hat itinhibit them to do the sesame business 

given the potential supply by member farmers. A primary cooperative in Tigray that is a member 

of the Setit Union has the capacity to purchase sesame to the tune of Birr50 million. However, 

due to shortage of working capital the cooperative managed to do business to a limit of Birr 10 

million only. This is the experience in most primary cooperatives both in Amhara and Tigray 

Region. 

The reliable source of finance, though not timely (in the case of Tigray) and not sufficient is the 

Regional Governments loan guarantees scheme. Given the huge potential of sesame supply to 

primary cooperatives the money supplied through the guarantee scheme is totally not sufficient. 

One way of addressing the financial bottleneck is through increasing the turnover the guarantee 

scheme both by primary cooperatives and Unions. However, as most unions are struggling to 

enter the export market the chance of increasing the turnover of the fund is limited due to delay 

in transfer of payments from foreign buyers and also due to inefficiency in settlement of 

accounts by the Union and the primary cooperatives.  In the case of ECX cooperatives can 

collect payments within twenty four hours after agreement is made between the buyer and the 

cooperative/union. Hence, doing business with ECX can minimize the financialscarcity of 

working capital at least in the short-run. 

The cash need of sesame farmers can be divided into three stages: cultivation, weeding and 

harvesting. The loan guarantee scheme is availableonlyduringthe output marketing phase where 

farmers are forced to approach informal lenders with estimated an annual rate of interestof 400% 

during the other three cash requirement period. Hence, while addressing the financial need of 

sesame farmers it is very crucial to understand the cash need of farmers at the different phase of 

production. 

As sesame is becoming an international traded commodity, commercial banks in both regions are 

realizing the importance of working with cooperatives specifically in sesame business providing 

cooperatives fulfill the basic requirement set by commercial banks. However, cooperatives are 

not sufficiently aware about the requirement and opportunities that are opening up by banks. 
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This is mainly true with most primary cooperatives.  As mentioned in the preceding chapters, the 

capacity of primary cooperatives to organize their book keeping and accounting systems is so 

low to meet the requirement of banks. Lack of professional and competent managers to attract 

lending institutions, lack of  audit report and  absence of track records of doing a profitable 

business with a modest and acceptable office organization are the major barriers for primary 

cooperatives to approach commercial banks which calls for a targeted intervention by enablers 

and support institution to curve the problem.. 

5.1.3 Cooperative Governance 
Most primary cooperatives are managed by committees (board /executive committee) members 

that have completed numeracy and literacy level education and serve the cooperatives on specific 

days of the week.  During the study, it was revealed that out of the observed 18 primary 

cooperatives only two of them are managed by professional managers. Similarly in the studied 

17 primary cooperatives and six unions, it was found that, out of 202 employees only 28 and 21 

are degreeand diploma holders respectively.The accounting and book-keeping systems and 

practices in cooperatives is crucial to increase transparency and build confidence of member 

farmers,  it is also a source of assessment  to exhibit the performance level of cooperative by 

financial service providers.In this regard the experience with most primary cooperatives is so 

weak that the book-keeping and accounting is done by inexperienced hired staffs which in most 

cases is a sourceofmalfunctioning, dishonest and finally embezzlement.Theselimitations by and 

large are the causes of poor performance of cooperative sin both regions which call for s serious 

attention cooperative promotion agencies at all levels. 

5.2 Recommendations 

5.2.1 Marketing Modality: 

• The marketing modality tobe adapted by the cooperatives is subject to various 

conditions and as such each cooperative could be able to decide the type of 

modality to pursue without putting pressure from the enablers. 

• A commission based marketing(CBM) modality is advantageous as it guarantees  

primary cooperative to receive higher market share as opposed to the margin 

based modality,which most primary cooperative in Amhara are complaining to 

adopt the marginal based marketing modality.The commission based marketing 
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also ensures the trickle down of benefit tofarmers which is the objectives of the 

cooperative business. It could be also argued that the increase in investment at the 

Union level will enhance agro processing at the Union level, which again will in 

turn improve the share of primary cooperatives in the long run. 

• For effective application of the CBM,  a clear guideline need to be put in placeby 

the enabling government institutions with regard contracting procedure between 

primary cooperatives and unions, mode of payment, warehouse,  risk 

sharing/aversion issues etc. 

• The other most important aspect of the marketing channel is the possibility of 

cooperative unions to selling through ECX or directly exporting to international 

buyers. Given the limited experience of cooperatives in export business in 

identifying and selection of a reliable buyer, preparation of export documents and 

logistical issues; hence, sesame marketing through ECX is the better option for 

Unions, a least in the short run. In the ECX itself inefficiency in inspection of lots 

and issuance of good receiving note takes longer time at times of peak season 

which increases the cost of cooperatives in paying for demurrage cost of trucks. 

• The experience that has been put in place by ATA and FCA to support the export 

business by Unions has been helpful but could not sustain when the consultancy 

service at ATA is discontinued. Hence, to capacitate the Union,  a private service 

provider  need to be identified that will work together with the unions,  with a 

close  follow up of the enabling institutions,  with a pre-

determinedfullhandoverofthe task to the Unions when Unions are enabled  to do 

the business by their own. The private technical service provider could be 

contracted by bringing Union in groups to minimize costs.  Along withthese effort 

National and Regional task force in supporting sesame marketingis of paramount 

importance where the task will also include improve market information system 

that includes identification of reliable buyers in the international market. 

• The decision makingprocess in sesame marketing at both primary and union level 

is not supportive to facilitate the process. The limited decision making authority 

of managers do not allow them to make quick decision that is crucial for the 
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export market. In this regard the enabling institutions in consultation with union 

board members need to review  the existing guidelines 

• Private sector processors  like Dipassa working with Maebele PC andSelitHulling 

with FanaLimatand Shewit  primary cooperatives working in Tigray have been 

supporting farmers to access credit for working capital  during the high time of 

cash need that is mainly during  cultivation and weeding season and also ensured 

reliable market  to primary cooperatives. SelitHulling also support farmers 

through assigning extension workers in the improvement of production for 

organic certification.  Cooperatives should go for full traceability and organic 

certification for better access to high value and market, in this regard support 

institutions and  research centers  has  can closely work in line with these efforts. 

5.2.2   Capacity Building 
The primary cooperatives which are the basis of the Union in most visited area are found to be in 

a very weak position in terms of low level understanding of the principle and working modality 

of cooperatives by the managing body (board members), accounting and book-keeping, 

warehouse record-keepingetc. As indicated in the capacity building assessment most primary 

cooperative managing body’s level of education is limited to literacy and numeracy level which 

is a seriousshortcoming to improve the management system in cooperatives.The management 

practices in all primary cooperatives isdoneby the managing committee, which is inefficient in 

doing the cooperative business the following points are recommended. 

(a) Awareness Raising 

Cooperative members at grass root level had little opportunity to learn about the concept 

of cooperatives, how it operates, the difference with other private business organization 

and the role of a cooperative memberetc.  Therefore to revitalize cooperative and 

encourage members to be actively involved in the cooperative business,   a wide coverage 

Cooperative education to members in various training topics/modules is essential. As 

members of primary cooperative are the source of supply for sesame and other products, 

enhancing the awareness level of members is of critical importance to increase the level 

of transaction with primary cooperatives. 
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(b) Revitalize cooperative leadership 

Leadership in most primary cooperatives is held by farmers whose education level is 

limited to mere literacy and numeracy. With the emerging role of cooperatives to involve 

in modern marketing systems, the existing leaderships couldn’t be able to support the 

new endeavors. Hence, cooperative leadership has to undergo closer assessment and 

replacement by educated farmers that are widely available in the rural areas to improve 

management in primary cooperatives. 

(c) Introduction of Professional Management 

One of the setbacks in primary cooperatives is that day- to - day management of the 

cooperatives is done by a managements committee that couldnot avail their full time to 

manage the cooperatives on top of lacking the basic skill in cooperative management. 

Hence, the respective regional, zonal enabling office (CPAs) in collaboration with 

support institutions need to look for piloting introduction of professional management by 

recruiting and assigning experienced managers in primary cooperatives. 

(iv) Unions support to primary cooperatives 

As it is the case in most Unions in the country, cooperative unions in Amhara and Tigray 

are growing bigger in terms of infrastructure  and capitalwhereas most of their 

constituencies (primary cooperatives) are still in poor infrastructure (office, warehouse, 

record keeping) that results in unbalanced growth and the resultant effects. Hence, the 

study team proposes:  (a) unions to look into possible ways of augmenting primary 

cooperatives in their business relations (ii) In most primary cooperative the book of 

accounts are poorly managed and rarely audited. This is the major source of lack of 

confidence of patron members and a loop-hole for possible embezzlement and corruption. 

Hence, unions in collaboration with enabling office should take the lead to improve the 

book- keeping and annual inspection and auditing of book of accounts of primary 

cooperatives.  Looking into the limited number and rate of turnover of cooperative 

auditors, private audit firms can be brought in to the service. 

The type and size of warehouse owned and managed by primary cooperatives is also 

identified as one of the limiting factor for efficient sesame marketing.Improving the 
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warehouse condition in primary cooperatives need to be given of priority importance to 

improve the size and quality of sesame marketing.  Supporting institutions could also 

give due attention to primary cooperatives as they are doing to Unions. 

Sizable warehousesconstructed under the food security programs (PSNP) are temporarily 

owned by Kebele administrations and are kept idle in some place like Shinfa in Metema 

area. The ownership of these warehouses couldbe transferred to primary cooperatives as a 

means of transitional solution to the problem. 

 5.2.3 Access to Finance 

Shortage of working capital in both primary cooperatives and unions is a chronic problem that 

limited the size and profitability of sesame marketing by cooperatives.Major financial need with 

framers arises at three stages: cultivation, weeding and harvesting season. As there is limited 

loan able fund available at pc level, farmers are obliged to enter into contract with illegal lenders 

(‘shell’ in Tigray and ‘shi–be –shi’ in Amhara) with an estimated annual interest rate of 400 %.  

The working capital loan disbursed through the loan guarantee scheme of Regional Governments 

is not timely, in the case of Tigrayandinsufficient to meet the sizable demand of cooperatives in 

both Regions. 

Looking at the various sources that were identified during the assessment the team proposes the 

following options as ameans to address the working capital shortage: 

(a)  It should be noted that it is the cooperative that should be the primary source of the 

working capital demanded for sesame business.  As cash crop producers, primary 

cooperatives should emphasize on internal capitalization through applying the various 

approaches for raising capital from within- in kind contribution is one of the possible 

means of raising capital for sesame producers in the long run. 

(b)   Private commercial banks in the two regions are prepared and willing to advance 

working capital loan to cooperatives providing they do business with the banks and come 

up with feasible business plan.  Cooperative Bank of Oromia have already advanced 

limited loan to Unions in Amhara and Tigray. 
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This effort need to be further build up by supporting unions through guarantying loan by 

support organizations, preparation of a feasible business plan, facilitation of the export 

market that is more attractive to banks, etc. 

(c)  The regional governments’ loan guarantee scheme that has been practiced during the 

preceding yearsis a good start. However, the size and timeliness of the loan able fund is 

to be improved. In TigrayRegion the loan guarantee is approved  when the  Regional 

Council  meets in October and disbursement will be effective after  two or three months 

when the peak season of sesame marketing is  near to be over.Therefore, the schedule of 

loan guarantee  scheme need to be improved so that cooperative s are able to receive the 

fund on the right time. The interest rate charged by CBE on the loan guarantee scheme is 

on average 9.5%. However, the interest rate increasesup to 15-18 % when it reaches 

individual farmer level. The high level of interest level at farmers and PC level has to be 

revised and adjusted in such a way that it supports the expansion of the sesame business. 

(d) Small loan that are required during the weeding season has to be addressed through 

aspecial scheme that need to be worked out by regional CPAs, MFIs and RUSACCOs. 

(e) Primary cooperatives are far from accessing loan from banks and MFIs. This is due to 

lack of information from the part  of the cooperatives and the other reason is that primary 

cooperatives are not prepared in such a way to qualify the record keeping and 

documentation requirements by the banks. Though this requires a comprehensive 

revitalization process in primary cooperatives, however, strong primary cooperative 

could be piloted and supported to access finance from commercial banks and MFIs 

As payments to delivery is very fast with ECX, that will allow a high turnover of capital 

to Unions to address the working capital bottlenecks. Whereas with international buyers 

payment to shipment takes longer time that has created resentment between primary 

cooperatives and unions. 
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ANNEXES 

Annex 1, Cooperatives covered by the Study in Amhara and Tigray 

No. Region Zone Woreda Union Name of Primary 
Cooperatives 

Town/Kebeles 

1 Tigray Western 
Tigray 

Kafta-Humera Setit Mebale 
multipurpose 

Adebay 

     Maycadra Maycadra 
       
   Tsegede Dansha 

Awrora 
Handnet Dansha Zuria 

     Frekalsi 05 
     Maydelay Maydelay 
   Wolkayit Lemlem 

Wolkayit 
Tekezie Maygaba 

     Waldba Waldiba 
     Negacheree Mogue 
2 Amhara North 

Gondar 
West 

Armachiho 
Selam Godebe Abderafi  01 

   Tsegede  Soroka Soroka 
   Tach 

Armachiho 
 Ashere Ashere 

   Metema Metema Kokit Kokit 
     Shinfa Shinfa 
     Gelego Gelego 
   Chilga Tsehay Negadebahir Negadebahir 
   Alefa  Shahura Shahura 
   Belesa  Hamusit Hamusit 
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Annex 2. Interview guide cooperatives 

PART-I: Organizational Capacity   

1.1. Name and Address of 
PC/Union: 

Name   

Address 
Region Zone Woreda Town/District 

    

1.2. Year Established   

1.3. Startup Capital (Birr)   

  

1.4. Membership Size 

 

 Primary Cooperatives  

Household Farmers under the 
cooperatives 

Male Female 
Total 

At Start up      

Current       

1.5. Number of Staff Total    Male   Female    

Key Staff profile  
Positions   Sex Level of Education Remark  

     
     
     

1.6. Profile of Board of Directors & Purchase Committee 

Board of Directors 
Gender (M=Male, 
F=Female)  

Educational 
Background 
(Grade) Age 

Service 
year 

(tenure) in 
the 

PC/union  Remark  
Chairperson           

Vice Chairperson           

Secretary           

Treasurer           

Cashier           

Purchase Committee   
Chairperson           

Vice Chairperson           

Member            
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1.7. What are the main activities (Functions) the PC/ union is engaged in? (Please put “x” as 
appropriate) 

Description  Put “x” Remarks  
Fertilizer Distribution   
Improved seeds Supply   
Provision of Credit   
Supplying Agro-Chemicals   
Supplying Agricultural 
implements 

  

Supplying merchandises    
Output marketing   

Capacity building   
Others (Please specify)   

 

1.8. Infrastructure/equipment at the disposal of the PC/Union  (Please put “x” as appropriate) 

No Type of 
infrastructure/equipment  

Ownership Status  Capacity  

Owned  Rented   

1.  Warehouse    
2.  Cleaning Machine    
3.  Heavy Load Truck    
4.  Others, specify    

     
1.9. Checklist for Assessing the Financial Management System of the PC/union 

No. Indicator Yes No Remark  

1.  
The PC/union follows accounting practices which conform to 
accepted standards. 

   

2.  

The PC/union prepares timely financial statements including the 
Balance Sheet [or statement of financial position) and Statement of 
Revenue and Expenses [or statement of financial activities!] which 
are clearly stated and useful for the board and staff. 

   

3.  
The PC/union prepares financial statements on a budget versus actual 
and/or comparative basis to achieve a better understanding of their 
finances. 

   

4.  
The PC/union develops an annual comprehensive operating budget 
which includes costs for all activities and all sources of financing. 
This budget is reviewed and approved by the Board of Directors. 

   

5.  The PC/union monitors costs and makes comparison against budget.    
6.  The PC/union makes bank reconciliation monthly.    
7.  The PC/union takes periodic inventories to monitor the inventory    
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against theft, to reconcile general ledger inventory information and to 
maintain an adequate inventory level. 

8.  
The PC/union has a written financial policy and procedures manual 
and follows it strictly. 

   

9.  
The PC/union has documented a set of internal controls, including 
the handling of cash and deposits, approval over spending and 
disbursements. 

   

10.  
The PC/union has a policy identifying authorized check signers and 
the number of signatures required on checks in excess of specified 
Birr amounts. 

   

11.  All expenses of the PC/union are approved by a designated person 
before payment is made. 

   

12.  
The PC/union has annual, independent audit financial statements 
regularly, as per the cooperative proclamation. 

   

 
1.10. Working Documents 

 
Policy/procedure/guideline Availability Status 

Yes No Remark  
Written business plan     
Marketing 
procedure/guideline 

   

Others, specify     

 
1.11. Do you have any intention/plan to start agro-processing / value addition/ in the sesame 

business? Please explain 
 
________________________________________________________________________
________________________________________________________________________ 
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PART-II:  Sesame Business 
 
2.1 Purchase of sesame from members/farmers /PC/Union 
 
Year Purchase in 

quintal 
Price of Purchase Remark  

2008/09    

2009/10    

2010/11    

2011/12    

2012/13    

Total    
 
2.2. How do you rate the supply of sesame from your members/ cooperatives/ in terms of the 

factors given below? 
 

Very high = 5, High = 4; Average = 3; Low= 2; and Very low =1 
Factors  Rate (please put “X” below as 

appropriate) 
5 4 3 2 1 

Timely supply      
Good quality      
Required quantity      
Consistency        

 
2.3. In your opinion, is the supply of sesame from your members/ cooperatives/to the level 

required/expected?  Yes �  No  � 
 
2.4. If no to Q. 2.2, what are the challenges? (Side selling, breaking contract, poor quality, 

low trade participation…) 
 ________________________________________________________________________ 
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2.5 Sesame Marketing (Sales Performance) 
Five Years Sales Performance 

  
Year 

  

Total annual sales of sesame seeds  Capital in the 
Year (in Birr) 

  
  
  

Domestic Sales Exports   

QTY (in 
Quintals)  

Value (in Birr) QTY (in 
Quintals) 

Value (in Birr) 

2008/09         

2009/10         

2010/11         

2011/12      

2012/13      

 

2.6 What is your source of market information on sesame business? 
   
Website   � 
Mobile phone   � 
TV/Radio    � 
Buyers    � 
Government   � 
Cooperative (specify)   � 
Others (please Specify)        
 ____________________________________________________________ 
 

2.7 To whom do you sell your sesame seeds? (Please mark “X” as appropriate. Multiple 
responses are possible) 

 
Primary Markets   � 
Union     � 
Federation    � 
ECX     � 
Local Processors /traders  � 
International Buyers (Export)  � 
Spot Markets    � 
Others (please specify)   ___________________________
 ____________________________________________________________
__________________________________________________________________ 
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2.8 What percentage of sesame seed sales goes to these buyers? 
 
Buyers  Percentage of sales. Please mark “X” as appropriate 

Above 75% 50-75% 25-50% Less than 
25% 

Primary Markets     
Union     
Federation     
ECX     
Local Processors      
International Buyers (Export)     
Spot Markets      
Others     

 
 

2.9 Would you please explain the respective benefits of selling your sesame to the above 
buyers? Please rank them in terms of their importance?  
            
    ________________________________________________ 

 
2.10 Which marketing modality is more beneficial to the famer, selling through ECX or 

selling for private traders? Please explain. 
            
           ______ 
 

2.11 Do you give consideration or pay incentives for quality sesame supplied? Please 
Explain_________________________________________________________________
________________________________________________________________________ 

2.12 How do you determine price of sesame? 
Price information from ECX � 
Price information from Federation � 
Price information from Union  � 
Buyer price/local/abroad  � 
Other /specify/   � 
 

2.13 How do you calculate costs related to sesame marketing/Transaction costs/. Please 
explain 

______________________________________________________________________________ 
 
2.14 What is your cost in the sesame business? (warehouse, transport, cost of money, 

others, Please explain 
            
      ____________________________________ 
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2.15 Do you sell  sesame  on marketing contractual agreement (that includes price, 
quantity, quality , payment modality) Please explain 
            
      ____________________________________ 

 
2.16 How is payment effected for sales? 

 
 Partial payment on delivery  � 
 Full payment on delivery  � 
 Credit sales    � 
 Others /specify   � 
 

_______________________________________________________________________ 
____________________________________________ 
 

2.17 Have you exercised voucher system /inventory credit/ sales practice with members, 
cooperatives, ECX and or Federation?  Please 
explain_________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 

 
2.18 Do you exercise Commission Based Marketing in sesame, if yes please explain how it 

works? Any suggestion in this regard? 
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 
 

2.19 If your PC/union is in sesame seed export/planning to export, which countries are 
targeted for export sales development? (Please mark “X” as appropriate-multiple 
responses are possible) 

China   � 
Europe  � 
Israel  � 
Japan  � 
Jordan   � 
Others (specify)       
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PART-III: Partners in the Sesame Marketing  

3.1 Please list the key stakeholder closely working with your PC/union in sesame marketing  

Name of stakeholder 

Role(s):  please put "X" on the box below the options 
provided (it is possible to mark multiple roles for a given 

stakeholder 

How important 
is their role (s) 
in influencing 
the PC/union 

performance?  

A
gr
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u
t  
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E
xt
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 T
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rt 
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C
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ity
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g Others  (please 
specify below) 

V
er

y 
H
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h

 

H
ig

h
 

A
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ra
ge

 

Lo
w

 

V
er

y 
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w
 

    

                                    

                                      
 

                                      

                                      
 

                                      
 

3.2 Can you please briefly explain the key impacts of the support/partnership your PC 
/union had with the above-mentioned stakeholders? 

            
            
             
 

3.3  Please explain how your PC/Union is working with local processors? What are the 
benefits of working with these processors? 

            
            
           

PART-IV: Finance  

4.1 Does your PC/Union have sufficient finance to run your business successfully? 

                                                       No � Yes  � 
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4.2 What are your possible sources of finance? 
            
             

 
4.3 Do you have access to bank loan?  

                                                       No � Yes  � 

4.4 If yes to q. 5.3, what type of loan do you have access to? 
 
Marketing finance � 
Export finance � 
Working capital � 
Bonded warehouse � 
Others (specify)       

 
4.5 If you succeed to access loan, was it adequate and timely? Please explain? 

            
          ____________ 

 
4.6 Any challenge for bank collateral, please explain? 

            
             

4.7 Is there any loan guarantee scheme meant for sesame business? If yes was the available 
fund through the scheme timely and adequate? 

            
             

PART-V: General Questions 

5.1 What do you consider as your achievements in sesame marketing? (what are the lessons 
learnt) 

            
             
 

5.2 What marketing challenges do you see for the smallholder farmer, cooperative and 
union? Please explain? 
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5.3 Please suggest intervention/ measures to address the challenges mentioned above? 
            
            
          

5.4 What opportunities do you see with sesame marketing? 
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Annex 3. Interview guide office of Agriculture/Cooperative Promotion 

I.  Background Information:  
Name:-       
Position:       
Interviewed by:      
Date / Time:        

II.  Data required   
1. Population Size  

Population Size 
of: 

 Total  
Kafta -
Humera 

Tsegede Wolkite 

Male     
Female      
Total     
Number of HH      
HH in Sesame 
Seed Production  

    

*HH= Households 
2. Land Size (in Hectares) 

Description   Total  
Kafta-Humera Tsegede Wolkite 

Total Land Size     
Total Arable 
Land 

    

Total Cultivated 
Land   

    

Non- Cultivated 
Land   

    

Non-Arable 
Land  

    

Area covered by 
Sesame 

    

Actual     
Potential     
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3. Land Ownership  

Owned by:  Woreda 

Kafta-Humera Tsegede Wolkite 

Male  Female  Total Male  Female  Total Male  Female  Total 
Smallholder  
Farmers  

                  

Commercial 
Farmers  

                  

Total                     

 
4. Area  covered by sesame (in hectares) 

Year Woreda 

K/ Humera Tsegede   Wolkite 
Total  Area   Sesame Area  Total  Area   Sesame Area  Total  Area   Sesame Area  

2007             

2008             

2009             

2010             

2011             

2012             

2013             

5. Sesame Seed Production (in Quintals) 

Year K/ Humera Tsegede Wolkite Total 
2007         

2008         

2009         

2010         

2011         

2012         

2013         
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6. Per hectare Yield of Sesame (in Quintals)  

Year K/ Humera Tsegede Wolkite 
2007       
2008       
2009       
2010       
2011       
2012       
2013       
7. Cooperatives and Unions  

7.1. Number of Unions 
Type of Unions  Woreda Total  

Kafta-Humera Tsegede Wolkite 
Multipurpose     
Saving and Credit     
Dairy      
Others     
Total      

7.2. Number of Primary Cooperatives in each Woreda 

Type Woreda 
Kafta-Humera Tsegede Wolkite 

Union 
Memb
ers  

Non 
Memb
ers  

Total  Union 
Memb
ers  

Non 
Memb
ers  

Total  Union 
Memb
ers  

Non 
Memb
ers  

Total  

Multipurpose                   
Saving and Credit                   
Dairy                    

Others                   

Total                    

 

8. Number of Assemblers (Suppliers) to ECX, Primary Markets (Collection Centers) 
and Processors  

Description   Woreda Total  
Kafta-Humera Tsegede Wolkite 

Number of Assemblers      
Number of Primary 
Markets  

    

Number of Processors of 
sesame seeds  
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9.  Have you or another organization or firm ever carried out a value chain analysis of 
sesame in the Woreda? 

                  Yes   �        No     � 

10.   If yes so what were the major finding of the study. List three:  
a. .----------------------------------------- 
b. .---------------------------------------- 
c. .--------------------------------------- 

11. If yes who are the major value chain actors  
a.  ------------------------------------------------   
b. ---------------------------------------------- 
c. -------------------------------------------------- 

12. If yes who do you think is the lead in the sesame value chain? Specify 
________________________________________________________________________
________________________________________________________________________
____________________________________________________________________ 

13.         How is sesame marketed in the Woreda? Please explain -
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 

14. Who are the major buyers? Please explain 
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 
 

15. How do you access international market price of sesame. Please 
explain_________________________________________________________________
________________________________________________________________________
________________________________________________________________________
_ 
 

16. Do you think that farmers’ are properly paid to their produce? Please 
explain_________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 

17.  Could you briefly explain how cooperatives are involved in the sesame value chain? 
Any comment in this regard ( farmers  primary cooperatives, union, federation ) 

___________________________________________________________________________
___________________________________________________________________________ 

18. Have you known about the commission based marketing experienced? If yes how 
does it work?  Please comment/suggest your opinion in this regard 
________________________________________________________________________
________________________________________________________________________ 
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19. What are the major problems identified in sesame marketing? Please 
explain_________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 

20. What is the best sesame marketing strategy and marketing channel you would 
suggest? why? Please explain, 
________________________________________________________________________
________________________________________________________________________
_______________________________________________________________________ 

21. What opportunities do you see across the sesame seed value chain? 
            
            
             
 

22. What possible threats do you see across the sesame seed value chain? 
            
            
           
 What are the challenges faced by the smallholder farmers? 
            
           
 What measures do you think should be taken to address these challenges?  

Annex4. - Interview guide financial institutions  

I. Background Information: 

Name of the Bank:-        
Branch:           
Contact information:         
Name of Respondent:         
Position/title:          
Interviewed by:         
Date / Time:           

II. Bank Products and Services 

1. What are the credit facilities available for clients by your bank? 
________________________________________________________________________
________________________________________________________________________
_______________________________________________________________________ 

2. What are the credit facilities available in particular for sesame business : 
Short term working capital  � 
Long Term investment loan  � 
Medium term loan   � 
Other (specify)   � 
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3. Which of the following are your clients in the sesame business  (please indicate the 
number of clients  

Smallholder farmers  � 
Commercial Farmers  � 
Primary Cooperative  � 
Cooperatives’ Unions  � 
Cooperative Federations � 
Others (specify) 
__________________________________________________________________
_________________________________________________________________ 

4. What are condition requires by the bank for sesame business / collateral 
issues/__________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 

5. Does the bank works in loan guarantee schemes? Please explain the time and availability 
of the scheme and the results it has brought about. 

______________________________________________________________________________
______________________________________________________________________________
_____________________________________________________________________________- 
 

6. If you have worked with the loan guarantee scheme, any problem in managing the fund? 
Please explain 

______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
 

7. Have you ever received loan application from cooperatives and unions? If yes, 
a. Was it approved or declined?  
b. What type of credit facility was it?  
c. Was it given against collateral or government guarantee? 
d. How do you see cooperatives and unions in terms of their credit worthiness?  
e. Have you ever experience difficulties working with cooperatives? Please explain.  
f. Please suggest some measures that should be done for cooperatives to get access 

to credit?  
8. It has been mostly said that banks are unwilling to serve cooperatives and unions because 

they consider them as not credit worthy; do you agree with this statement? Please 
explain.    
________________________________________________________________________
________________________________________________________________________
_______________________________________________________________________ 
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9. Do you work in voucher system/inventory credit with sesame producers? Please explain 
including you future intention.  
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
_______________________________________________________________________ 

 
10. What do you advise cooperatives to meet bank requirement for loan. Please specify 

conditions set by the bank to access loan for sesame business.   
___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________ 
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Annex 5. Interview Guide Processors 

I. Background Information: 

Name of the Organization:-        
Type of company:         
How long in business:        

Location:           
Contact information:         
Name of Respondent:         
Position/title:          
Number of employees:        
Interviewed by:         
Date / Time:           

II. Service Provision 

1. What type of  service do you provide in sesame biasness 

 Ware house  � 
 Processing  �(Explain -grading, cleaning, other Specify) 
     ________________________________ 

             Technical service � 

2. Are you engaged in processing/value addition? Please explain 
___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
_________________________________________________________________________ 

 
3. Where are you source of sesame? Please list your suppliers of sesame  in their 

degree of importance 
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 

4. What is the production capacity of your plant  
________________________________________________________________________
________________________________________________________________________
_______________________________________________________________________ 
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5. Would you please explain about the capacity utilization of your plant for the last 
three years?  

______________________________________________________________________________

What are the major market destinations for your product? 

______________________________________________________________________________

Do you provide service to cooperatives in sesame business? Please 

explain_______________________________________________________________________

______________________________________________________________________________

___________________________________________________________________ 

6. What are the terms of condition of your service?  

________________________________________________________________________

________________________________________________________________________ 

7. When (which months) do you buy relatively big quantity of sesame seeds to meet 
yourrequirements?_______________________________________________________
________________________________________________________________________
________________________________________________________________________
_______________ 

 
8. Do you buy sesame directly from cooperative? In what arrangement are you 

sourcing sesame seeds from the 
cooperatives?____________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
____________ 

9. With how many cooperative (name) are you working? 
___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________ 
 
10. What incentives do you have for purchasing directly from/through 

cooperatives?____________________________________________________________
________________________________________________________________________
________________________________________________________________________
___________ 

 



82 

 

11. Do cooperatives meet your requirement in terms of quality, volume, price, delivery 
time and other requirements? Please explain? 
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 
 

12. How do you compare sourcing from cooperatives and ECX in terms of your 
requirements? Please 
explain._________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 

13. What are the risks/constraints (if any) you face as a result of working with the 
cooperatives? What support do you need to reduce the risk or develop capacity to 
address these challenges and from whom? 
________________________________________________________________________
________________________________________________________________________
_______________________________________________________________________ 

14. Please suggest what should be done to further strengthen your relationship with 
cooperatives?-
________________________________________________________________________
_______________________________________________________________________ 

15. If you haven’t started working with cooperative, are you interested to start working 

with cooperative in sesame business? 

_______________________________________________________________________ 

16. In what area of business relation do you like to start working with cooperatives?  

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________  

III.  Value Chain Development 

17. Do you have an idea of a value chain development in the sesame business? If yes 

where do you expect your place in the value chain and you role?  

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________ 

18. Did you think you have made the proper role as a value chain 
actor?__________________________________________________________________
_____ 
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19. If yes what was your major role?  
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 

20. Do you realize that you can benefit through improving or leveraging constraints 
observed in the value chain? 
________________________________________________________________________
_______________________________________________________________________ 

21. What are the major challenges in promoting the sesame marketing business? 
________________________________________________________________________
_______________________________________________________________ 

 
22. What do you suggest for 

improvement____________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
____________ 
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Annex 5.  List of contacted  persons 

No. Name 

 
Organization 

 Responsibility Tel Remark 
  Mebale PC     

1 Tewolde Wakane   Secretary    914773083   

2 YaredKiros   Accountant  -   

3 GirmayAregawi     cashier   914772769   

4 EmbaayeGebre     chair person 914773515   

5 Hadush G/Hiwot   D/chair person  914573278   

Setit Union 

1 Teklay  G/Selase   V/Chairman 9147409   

2 Tadesse G/Kidan   Chairperson 91477069   

3 ZemichalTesfahun   cashier 914741613   

4 SisayEbrahim   Secretary 914772880   

  Fana Limat    
1 W/ berhane Asged   D/chair person  932162417   

2 Berhane G/ Medhin   control committee 914253890   

  Selit Hullng    

1 Hagen Lampardu     93498   

2 Aregaw G/ Kidan   Agronomist 914056761   

  Lemlem PC    

1 SisayEbrahim   chairperson  914774069   

2 Comiis Belay   accountant  925307787   

3 G/Medihin  W/Tensaye 
  
  Treasurer   934207679   

4 Frewoine  Chagle 
 
  Secretary 914191642   

Office of Woreda 
Agriculture and    
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Cooperatives 

 1  Gebrekidan  W/gebrel Woreda  Coop. Head 914740670   

  
Humera Dedebit 
branch    

1 Sisay Alehegn         914741803   

  Dansha Union    
1 Medihane Beyene   Financial Head  914770490   

2 Abebe Ahemed     Marketing Head 914786956   

  Dansha Handenet  PC    

1 Ahemed Mohamed Nur     chairperson 931812014   

2 Aleka Gebrewahid Takle     Treasurer   914249049   

3 Tesfahun Sebsibe     Accountant  918622287   

4 Kiflom Ekbdsilsee     Purchaser 914223798   

5 Terfe Alene     Secretary   931829691   

  
Zonal  Cooperatives 
office of Humera    

1 BerhanuHailemariam     team leader 914122671   

2 G/GeorgsAsbiha     marketing expert 932061368   

3 Tesfaye G/meskel   credit and input 914741089   

  Humera ECX    

1 AtakiltiAmare   coordinator 921861183   

2 G/HiwotKidana   supervisor 922823382   

  Madele PC    
1 MekonenMebratu   accountant  927961457   

2 Teje Kassa   board member 923415156   

3 Jemanesh Mohamed   store keeper 918620760   

  Dansha Union    

1 Teshome Tesga   C/person 914772015   

2 Belaynesh  G/georgis   accountant  914202377   
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3 Fitsum  G/Selasse   store keeper 914269906   

4 Shewit Mengest   Treasurer 934206296   

5 Gebrealef Woldu   Cashier  914575646   

6 Mamo Alemyehu   Secretary 927823055   

7 Niguse  Kidane   V/Chairman 914575649   

8 Atside Tsehaye   Secretary/ass     

9 Hagos Meles     control   39224824   

  Lemlem Wolkayit    

1 Ayenew  Teju   Chairperson 934187206   

2 Taeme Hagos     Purchaser 914221811   

3 Senidu Fantahun     Accountant  91438977   

  Tekeze PC    

1 Girmay Yemaneberehan     accountant  914446860   

2 Asmamaw Andarge   SACW expert 928461275   

Wolkayit union 

      

1 Abrehalu Bereh   chairperson 914447451   

2 Azeb Haile     accountant  942274036   

3 Negasi Gidey     Secretary   925451259   

  Godebe PC    

1 Girma Legesse   Sec   918137758   

2 Emebet Getaneh     Accountant 918256014   

1 Fitalew Belay  Berta Ashere PC   Chair person 918740496   

2 Yonas Asrese     Purchaser 918173652   

3 Tamyalew Awoke     Member   918224042   

4 Chalacew  Derso     DoAHead     

  Selam  Union    
1 Tegene Tebikew     Chair person 918225220   

2 Telahun  Achenef     manager   -   

3 Eshetu Simegn     CPA head   918099161   
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4 Mantegebosh  Haile     Secretary   918740116   

5 Endalkchew Zemenu     marketing  933549476   

6 Bera Burara     Act. head 918740378   

  Zonal cooperative    
1 Abeba  G/Hiwot   Planning head 918738069   

  Tsehay union    
1 Endalkachew  Abe   manger   918098824   

  Metema  Union    
1 Tadesse Gelaw     cashier   927687589   

2 Ayalenech  Nega   case collector 932272749   

3 Tayech Tigabe     Secretary   918409171   

4 Tekalegn Yiblet     manager   918737407   
 


