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utmost importance for Invigorating farmers to Increase output and for promotion of low
cost supplies of foodstuffs and raw material to agro-

based industries Therefore there is a
need to ensure an efficient '

The importance of agriculture in Africa including Ghana needs

not be overemphasised.
Agriculture is the prime mover

The agricultural sector, which

€ total GNP and is the main

of the population (Ghana Visjon 2020,1997). The
government of Ghana recognises that agriculture will continue to be an important vehicle

of the Ghanaian economy.
includes fishing and forestry contributes 40 percent of th

source of income for about 60 percent



an inefficient marketing system. This is a reality that stems from poor roads, unreliable and

costly transportation, poor storage facilities, Inadequate marketing facilities and

perishability of most of the products as well as unfavourable prices.



and costly transportation. °In

addition, the women are faced with a problem of 1nadequ

ate market facilities as well as

The overall objective is to analyse problems of marketing of agricultural produce by

women in the Kumasi central market. The specific objectives are stated as follows:

of agricultural produce.

1.3 Justification of the Study






1.5 Description of the Study area

1.5.1 Location and Climate

, Bosomtwe Atwima Kwanwoma (south) Atwima
Ejisu Juabeng (east) districts in the Ashant;

Kejetia parking and central market area. The floods

, specially those of women trading in the market






stalls and is situated 2 5 kilometres away from the

- The Bantama market has 241 temporary stalls. However, these divisional

Is; These markets are Aboabo, Amakon, Asawasi

Ahensan, Antonsu-Agogo, Bomso, Breman, Kwadaso,
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1.6 Scope of the Study

itself

1.7 Limitations of the Study
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CHAPTER TWO
WOMEN IN DEVELOPMENT

2.0 Introduction

the more African economies, societies and
environments decline, the more “invisible” she gets to the decision makers.




Aﬁ'icmwmmnoomime;to ﬂmwefwhasoday',
L ible in this endeavour (Suliman M. 199])










Women in Ghana, also dominate agricultural activities However, the bi
In access to land and j
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eéconomic power. Ghanaian women handle both village and urban trade (ibid.).

“But the
I€ason women enter the market economy

s not generally to enrich themselves. In virtually
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The American Marketing Association has defined marketing as the performance of
business activities
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There is no universally accepted definition of marketing. However, whichever definition 1S

taken into consideration, it is apparent that marketing is primarily concerned with

production and consumption related activities

3.2 The Four Utilities of Marketing

of marketing are time, place, form, and possession utilities. Time utility

involves storing the product within the time desired by the consumers. This 1S particularly

3.3 Marketing Approaches

3.3.1 Functional Approach

One mode of categorizing the activities that take place in the marketing process is to break

them down into functions. A marketing function is defined as a major specialized activity

performed in completing the marketing process (Kohls,

1968). A fairly accepted
classification of marketing functions is as follows:;

3.3.1 Exchange functions

Exchange functions are comprised of buying (assembling) and selling. These are activities

concerned with the transfer of title of goods. They include consumers looking for supplies

of products and sellers for buyers. Here the main objective is for the exchange to occur

under the most favourable terms possible.
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3.3.2 Physical Functions

Physical functions entaj Storage, transportation, processing.

These functions involve
handling,

movement, and physical exchange of the actual commodity itself. They add time,
place and form utility to a product.

3.3.3 Facilitating Functions

impossible without them

3.4 The Institutional Approach

The institutional approach examines the various activities of business organisations

people involved in marketing, It considers the nature and character of the various

middlemen and related agencies

marketing machinery (ibid.). Great emphasis is placed on the human component. Those

involved can be referred to as middlemen of marketing and can be classified as follows:

(i) Merchant middlemen

a. retailers
b. wholesalers
(1) Agent middlemen

a. commission men

b. brokers

(iii) Speculative middlemen
(iv)Processors and manufacturers

(v) Facilitating organizations



. 1nsignificant quantities

Agent middlemen buy produce as representatives of merchant wholesalers or retailers and
€arn a fee or commission '

as possible, they look out for and specialise in taking risks. They normally

do a minimum
of handling and merchandising. Various

names are given to these rrﬁddlemen, such as
traders, scalpers and spreaders (ibid.).

Processors and manufacturers

addition to their main processing activities, food processors actively participate in other
Institutional elements of marketing

but also perform the task of buying in the producing areas. In addition, they carry out
wholesaling of finished products to retailers.

3.5 The Marketing Channels
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producer to the ultimate consumer. They define the path that food products follow from
the farm gate to the consumers (J. G. Beierleinetal, 1991).

In developing countries the marketing channels are usually long. Traders ﬁ'équently have

little capital and are unabje to buy directly from many
consumers. So they

performance. Improved efficiency is a
common goal of farmers, food marketing firms, consumers and soc;

An efficient marketing sector does not merely i



1s concerned with the capability of the

allocate resources and Co-ordinate the entire food
production and marketing process in accordance with consu

creditability of this measure of efficiency i
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The pricing system blays a number of important functions. Due to limite

d resources; time
money, land, labour and so on ;

the
System as a mobilise of resource ( Anthonio in Audrey, 1996). It has

been argued that, due to an inefficient marketing system. The distributio
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3.8 Types and Functions of Markets

3.8.1 The Concept of Market Places

than being sources of revenue for district/metropolitan assemblies, market places
perform three basic functions; (i) the import

distribution; (ii) bulking and export of good
goods within the local region.

of goods to the local region and their retail

‘ilfl-r-"= =

s from the local region; (iii)the exchange of
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Wholesale markets provide a convenient point of gathering large quantities of produce
from different sources and for its divisions into small assortments to meet the needs of the
retailers. In developing countries Incoming produce is ordimnarily owned by a trader or
maybe consigned by a large farmer or Co-operative, whereas in developed countries it is

consigned by farmers. The influence of a wholesale market extends beyond its location. It

supplies produce to surrounding districts and to other wholesalers in more distant places.

Public markets have varying degrees of importance ranging from being the major sources
of produce for consumers to being a minor supplement to its sale in shops. Prices are

usually low in these markets reflecting low overhead and operational costs, however the

attracting customers, concentration on shop. decoration, presentation of produce and

personal contact between staff and customers. Such shops are likely to be situated in or

near neighbourhoods.

Supermarkets can quickly and efficiently turn over large quantities of produce. With their
greater -financial resources, supermarkets can move into produce selling at a relatively
small increase in overhead costs. They tend to negotiate directly with the producers of
fresh produce thus eliminating the middlemen cost entirely and selling produce at prices

comparable to those of farmers. In developing countries, however produce is generally







3.9.1 Von Thunen’s “Isolated State Theory”
The isolated

state theory attempts to assess the effect of distance on systems of production

and distribution. The underlying assumption of the theory is the existence of an isolated
state where there is

, N0 price fixing , no labour immobility
no farmer irrationality, and so forth (C. A Smith, 1976).










4.1 Demographic Characteristics of the Traders

4.1.1 Place of Origin

accordance with the different regions of the country, namely Ashanti, Brong-Ahafo,
Western, Central . Greater Accra, Volta, Northern, Upper, Eastern, and Upper West

stand on its own so as to see clearly how many women engaged in agricultural marketing
in the central market actually come from the Kumasi Metropolis. This is necessary for
establishing whether or not agricultural marketing provides employment for the new

entrants in the labour market coming from outside the metropolis.
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establishing whether or not agricultural marketing provides employment for the new

entrants in the labour market coming from outside the metropolis.

Only 20 percent of the respondents comes from the Kumasi metropolis. The remainder
comes from the rest

Northern Region

EasteraRogion ~ | 37 v fremmege o
(Upper West Region | 1 1
LSRRI IS TR s ST
BurkinaFaso | 4 | 3 ]
§ ™ N S | D T

Source: Author’s Field Survey, May 1998

The figures support the argument that agricultural marketing provides livelihood for the
immigrants who come to Kumasi looking for jobs and fail to get them in the other sectors
of the economy. This exhibits the strong linkage that exists between the Kumasi

metropolitan area and other sectors of the Ghanaian economy and those of other countries

in the sub-region.



4.1.2 Age Distribution

The respondents are either single, married

activities supplement these incomes. All the women who have children reported that they

are working to feed and educate their children. These arguments tie well with those of

—

35



Forty percent of the traders who have children have small children aged 5 yéars and

below, and they all reported leaving them with relatives or going to work with them



4.2 Educational Levels of the Women

According to Ghana vision 2020, 49.8 percent of Ghanaian females have never attended

school. However, the situation in the central market is slightly better because only 30

percent of the women have never been to school. Notwithstanding, their educational levels

are very low. Most of them did not manage to go beyond primary level and basic trading
skills like book-keeping, stock management and time management have never been

acquired systematically. Table 4.5 indicates the educational levels of the respondents by
age.

Table 4.5 Educational levels by age

Source: Author’s field survey, May 1998



4.3.1 Ownership

it mostly for
relatives who are willing to afford them a chance of setting up own businesses as well as

everyday or after school for those who went to school.

4.3.2 Start-up Capital

Even though trading is characterised by ease of entry, this cannot be achieved without
capital. The study revealed that most of the enterprises (80 percent) were started with
individual savings by the women. The women’s ability to save implies that they have a
high potential of repaying loans if given access to loans. Notwithstanding, there is a need
to carry out an assessment study on women’s credit worthiness before giving them loans

For the rest of the women the start up capital came from money lenders. their children,
husbands or and other relatives.






;

+0

Aboabo and Asawasi (wholesale markets) are

retail outlets offering goods and services
whose demand can be satisfied by their

iImmediate environs

JMIGURE 4.1. CENTRAL PLACES IN KUMA

—— Sphere ot'. influence for Kumas; Central Market
----- Sphere of influence of Bantama and Asafo Markets

— Sphere of influence for Satelljte Markets (SM)

The market gets commodities from all over the country and from other countries. Table

4.6 indicates the origins of the five commodities under investigation. The spatial

distribution of these areas as shown in figure 4.7.

Table 4.6: Origins of Commodities
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Asafo- Western Region

Thechimantia, Gaosa - Brong Ahafo Region

* | Mpasaso, Abesoa, Tepa, Nyinahin and Pechi- Ashanti Region

Yams o | Tamale, Zabzugu and Salaga- Northern Region
e | Atebubu, Kintampo, Nkoranza- Brong Ahafo Region

Kwaman, Akomadan, Phechi, Nkawie, Offinso- Ashanti Region
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Source: Author’s Field Survey May, 1998
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Techiman market. The central market performs these functions daily whereas Techiman
performs them periodically (from Wednesday to Friday). Nkoranza market is at the

bulking point for produce acquired from the surrounding areas and performs retail of

toodstuffs for its environs. It 1S at the lowest level of the hierarchy. The hierarchical levelg

of these markets based on their functions are as shown in table 4.7

Table 4.7 market Hierarchies based on Functions

* _ Kumasi | Techiman | Nkoranza Dromankese

Wholesale of manufactured good -—__
Retail of manufactured goods _-—_

B M U et | Lashg f e bl martle Yol 45
SEPCHGIE 0 o | Nt Lo o St - R

e PRI 0 {8 vl b v chllnis o ey

author’'s Construct, May, 199§

4.5 Marketing Channels

The marketing channel depicts the path through which a commodity moves from the point
of initial production until it reaches the final consumer. The study brought to the fore that
30 percent of the traders are farmer-traders. These are engaged 1 both retail and
wholesale activities. It was interesting that seven women out of the proportion of farmer-
traders are not directly involved in the actual farming themselves. They reportéd that their

husbands are the ones responsible for it and they are responsible for marketing the output.



A classification of the traders involved in the movement of commodities destined in
Kumasi is as follows:

with small quantities of produce. They rarely travel to the producing areas to procure the
commodities themselves. They normally get them from the central market or other
markets around the metropolis; (ii) Agent middlemen, these are the people who buy the
produce from the villages for the wholesalers (1v) Processors and manufacturers (Small
scale industries). These are traders who operate chop bars and those involved in
processing cassava into gari They get their supplies from both the retailers and the
wholesalers. There are no speculative middlemen in the central market Figure 4.6
illustrates the many different paths by which agricultural produce destined in Kumasi
travels from producer to consumer. The illustration traces major channels for distributing

agricultural produce from the hinterland to the Kumasi metropolitan. Due to lack of data

on prices of commodities, it was not possible to determine the influence of the marketing

chains on the commodity price.
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agent middleman

" 1

Source: field survey 1998
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The fact that women pre-finance farmer’s production activities is probably one of the

factors responsible for farmer's dependence on traders. Strong interdependence between
farmers and traders leaves room for exploitation. As a result, there is need to alleviate

causes of farmer’s over dependence on traders so as to enhance their bargaining power.

Discussions with farmers in Nkawie ascertained that the over dependence of farmer on
traders is due to this pre-financing. The farmers reported that getting credit from the
traders ties them to these traders. They are forced to sell to the traders after harvesting. As
a result, even if the traders are not offering them good prices they have no choice but to
sell to them. When asked whether there is any price difference between selling their
produce in Nkawie and bringing it to Kumasi they reported that there is but they cannot

benefit from it because of the following reasons;



of need as illness or death.
4.8 Marketing Functions

4.8.1 Exchange Functions

These refer to activities concerned with buying and selling. Here sellers and buyers have to

agree on a price before title of the goods is transferred to the buyer. The pricing system at

the central market is such that prices are set unilaterally by traders through their various

commodity associations.

However, the prices paid when a transaction is carried out rest on an individual trader’s
own discretion on the basis of cost of purchase, expected profit and general condition of
supply and demand. The consumers also influence the actual exchange price by bargaining

with the traders.



the commodities back home or selling at very low prices to avoid double transportation
costsmdorlossesreadﬁng&omhckofaﬁubknm&dﬁﬁaforﬁshlypum
commodities. This tremendously reduces their profit and majority of them reported that
theyattimesrunataloss.Asareadtthcymuﬁmforcedtopnppﬁuonaadit.
Getting stock on credit increases their losses because the wholesalers charge them a higher
price. This is also a problem to the wholesalers because they mentioned that at times the
' retailers fail to pay them on time




to bring products to the right place to make them accessible to the consumers. It is critical
for the smooth running of the marketing machinery

The traders use various modes of transportation when bringing the produce to the market
Thcyuseuucks,uoms,wds,headportmandpu.shwudependingontheoﬁginofthe
supplies. They reported that taxis are very expensive but they are forced to use them
wherethetemnouou'oﬁnkstomnsaﬂm.msprobﬁmmmuﬁomdbyym
traders who get their supplies from Nkoranza Plantain traders mentioned that they are at
times forced to“ask timber truck drivers to bring their wares from highly inaccessible areas
This is because plantain is very heavy and difficult to transport




Additionally, the vehicles are at times involved in accidents. At the time of the survey, one
of the yam sellers had just met with an accident. She was so depressed that she was even
reluctant to be interviewed because her yams were destroyed when a lorry carrying her
wares overturned on the way from Nkoranza. As a result, the yams were broken into small

pieces and the lady was left with a consignment worth VU'tua.lly nothing. However, nobody
sustained any serious injuries.



essential for prolonging product life of perishables as well as adjust supply to demand for

eason
seasonal products. The women do not undertake any processing activities. The

Processing is essentia] because the traders basically sell agricultural commodities without
processing them. This makes them bulky and susceptible to deterioration. Processing 1s
likely to improve storage and handling and reduce losses, thereby reducing marketing

costs. To cut on the losses brought about by absence of storage the women can engage in

4.9 Facilitating Functions

4.9.1 Standardisation

Standardisation is fundamental for an efficient pricing system. It refers to activities

concerned with maintenance of uniform weights and measures. Commodity trade in the
market lacks uniform grades and standards. The study revealed that the women use no
scales. They perform a grading of some sort whereby they put different quality of produce
in different heaps and price it accordingly. This supports the present haggling pricing
system whereby the produce is examined with the eye and a lot of bargaining goes on
before transactions are made. It allows for cheating, for instance, onions are sold in bags
and are priced according to size. The retailers reported that at times the onion wholesalers
cheat them. They said they put big onions at the bottom, small ones in the middle and big
ones at the top of the bag. Then they sell them at the price of big onions only for the
retailers to find they are mixed. They reported that the associations have not been able to

eliminate this problem because the wholesalers always claim they buy the onions when
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the absence of standards also
ata very difficult.

lack of access to formal credit
S
occurs when the traders iry to expand their businesses. The quantities bought and sold,

the amounts stored and transported and the ability to exploit econo

mies of scale are all
restricted by poor access to credit. I

4.9.3 Risk bearing

As 1t 1s the case in developing countries, entrepreneurs bear the risks involved in the

marketing by themselves. The women traders have no insurance and bear the risks without

any security for times of trouble. The yam seller whose yams were destroyed in an

accident had no insurance. As a result she lost all the money she had invested in the yams

and had to start from scratch. This is a big problem because it means when something like

that happens that might mean the end of the trading occupation of the woman concerned.

As a result there is a need to evolve strategies for coping with such emergencies.

4.9.4 Market information

Market information is an important instrument for enhancing market performance. It
equips market participants with knowledge on parameters relevant to their marketing
decisions. Thus it is indispensable for production, marketing and consumption decisions.
The women have no access to public market information on prices in other markets as

well as information on government policies. Regarding information on prices in other

markets they have adopted a coping strategy of visiting nearby markets to gather this

information themselves. They said “if we don’t g0 out and study prices in e.g. Asafo



inadequate covered stalls. Seventy percent of the respondents has no stalls. Those who
have lock up stores constitute 18 percent and the rest operates from temporary structures
(uncovered). This contributes to rapid deterioration of the commodities as well as Serous
discomfort for buyers and sellers. During the rainy season, commodities are soaked
leading to heavy losses as well as suspension of economic activities, thereby increasing
losses. Additionally, there is bad flooring and drainage in the market, insufficient garbage
disposal and no toilet facilities, no water supply, and limited space for trading. The
absence of proper drainage, water supply, toilets and garbage disposal renders the market
an extremely unhygienic place to be. It exposes all market participants (customers and
traders alike) to the health hazards that normally are a result of such conditions. Especially

endangered are the children taken to the market by their mothers.

Just like the rest of the country, the market suffers from regular hydro-electric power cut.

Thus results in high losses for the cassava traders whose main customers are the small scale

industries. The women reported that the gari processors buy larger quantities of cassava
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outside the country. Only 50 percent of the respondents comes from the Ashanti Region
The rest come from other parts of Ghana and countries like Burkina Faso, Togo and
Mali. The traders are aged between 20 and 80 years. Women aged 20-29 years dominate
trading activities. They are mostly concentrated in retail trading, while the large scale

wholesale traders are older women at the age of 40 and above.

5.1.2 Marital Status

Fifty nine percent of the women are married and the rest are either single (25 percent),

widowed (9 percent) or separated (15 percent). The husbands of 33 percent of the married

women are not working and their wives are the sole income earners for their families.

5.1.3 Number of Children

The women (90 percent) have one child to twelve children. Forty percent have small
children aged 5 years and below. Only 2 percent of them can afford to send their children

to a nursery school. The rest either leave them in the care of relatives or takes them along

to work.

5.1.4 Women’s Education
Thurty percent of the respondents have no formal education. However, most of the literate
ones have not gone beyond primary level and basic trading skills like accounting and cash

management, the notion of interest rates, stock management and time management have

never been acquired systematically.




retailers, and small scale industries.
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S.5 Trader’s Associations

The women are orgamsed into trade associations for different commodities. Each
commodity has a “market queen."

season because wholesalers only sell to those who offer best price.
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5.6.2 Physical Functions

(1) Storage; the central market has deficient storage facilities for commodities (in terms of

size and quality). The traders especially the retailers incur high losses because of lack of

(1) Transportation; the traders use various modes of transportation as trucks, trotros,

taxis, head porters and push carts depending on the origin of the supplies. Though taxis

5.6.3 Facilitating Functions

(1) Standardisation; the women use no scales. The produce is graded by putting different
qualities in different heaps to be priced accordingly. This perpetuates the present pricing

system of haggling as well as encourages cheating among market actors.

(11) Financing; the women in the central market have no access to formal credit. They rely

on informal credit markets (money lenders) which charge exorbitant interests. However,
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most of them borrow from family members or get stocks from their suppliers on credit.

Poor access to credit deters them from exploiting economies of scale in business.

, the traders have no insurance cover. They carry out the marketing

functions at their own risk. For instance the yam seller whose yams were destroyed in an

accident lost all the money she invested because of having no insurance cover.

(1v) Market Information; the women have no access to public market information ‘on

L

prices in

markets to gather the information themselves or get it from other traders, especially from

those involved in bringing the commodities from the producing areas.

3.6.4 Condition of the Market

The market has inadequate covered stalls. Seventy percent of the respondents has no stalls
The women who have lock up stores constitute 18 percent and the rest operates from

temporary structures (uncovered). This contributes to rapid deterioration of the
commodities as well as serious This contributes to rapid deterioration of the commodities
and causes serious discomfort for buyers and sel]efs. During the rainy season,
commodities are soaked leading to heavy losses as well as suspension of economic
activities. There is bad flooring and drainage in the market, insufficient garbage disposal

and no toilet facilities, no water supply, irregular power supply, limited space for trading,
loading and unloading activities.

3.7 RECOMMENDATIONS

>.7.1 Introduction

Tapping into women’s knowledge is a prerequisite for a meaningful change. This avoids
undermining women’s endogenous knowledge and experience. Efforts have to be made to

discover instead of assume the aspirations and goals of the women. Meaning, plans will



programmes to tackle specific problems and constraints of women

Solving some of the problems facing women traders requires some huge capital
Investment. As a result the Assembly cannot afford to undertake this exercise alone.
Consequently, there is a need for other development actors to come together in this

endeavour (e.g., the Assembly, Central Government, NGOs, and the community).

5.7.2 Transport

working tools as pick axes, shovels and wheelbarrows.
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- Processing is likely to improve storage and handling
of commodities as well as reduce losses The co-operatives will be useful in organising
training courses for members and this can be done in collaboration with the existi

vocational training institutions in the Ashanti region.

5.7.6 Market facilities

congestion in the market can be addressed by building multi- storey stores for non-food
commodities. This can be useful in freeing space for the sale of foodstuffs It will also

allow for the expansion of the lorry parks as well as leave room for the construction of the

daycare centre.

Markets contribute 36.42 percent of KMA’s revenue and the central market is considered
to be a major revenue earner in the metropolis (Development plan for KMA, 1996). The

_..--"""-——_—_—_-__
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To address the problem of lack of affordable child care facilities near the market, the
assembly should build one at

construct the day care centre. The women can be linked up with organisations such as the

Ghana Council for Women in Development and the 31% December Women’s Movement.

Linking up these women with the above mentioned organisations can help in setting up

the day-care centre. The organisations can provide financial support and training of pre-

school teachers. The National service personnel can also be asked to help attend to the
nursery.

5.7.8 Improvement of the market system

To improve the whole marketing system in the Ghana, there is a need for functions of

markets to be studied in order to identify factors that inhibit their efficient performance as

well as develop strategies for improving the situation.
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- How many children do you have?
" Do you have children below five years? Cyes [Uno=0Q.9

If yes, how many?
Who takes care of them for you while you are trading? [ myself [ a relative Ll an elder

child [ others, please specify
What is your level of Education [ Primary School [ JSS [ Others, please specify

®© N o W

lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll

10. Why do you trade?

_ to supplement family income

_ there are no other jobs

| others, specify
11. Which year did you start your operations in this market?....................
12. Did you produce or purchase the foodstuffs you are selling”

| Purchased _ Produced =Q.15



14 Who decades the price of the produce where you buy 7 _ myself _ the person selling the

D b.ppn*’
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16. How do you travel to the market?

(I TroTro [ Onfoot Otractor [0 Others, please specify.....................ooiiiin

- 17. What problems do you face with regard to the following;
Trading

Financing
Transport
Market infrastructure

Others, please spebify

18. Do you know prices of the produce you are selling in other markets n and outside Kumasi?

YES: [ (Kumasi only) [ Kumasi and outside [lno

19. How do you get this information? [] Newspaper [ Traders’ Association [ Radio

(] Others, please specify
20. Do these prices influence your own prices? L yes [J no

21. Have you ever considered processing the foodstuffs you are selling? [ yes [Ino = Q.24

22. If yes, what prevents you from doing it?
(] finances

O lack of skalls
(] others, please specify

23. Do you carry out the retail/wholesale activities for yourself or for somebody else?
[J myself [] somebody = Q.27
24. 1f for yourself, how do you organise your business?

[ together with family [J on your own L co-operative
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25. SOURCE OF START-UP CAPITAL
L] own capital
[ relatives
[] friends
[J cooperative
Ll money lender
L' bank
[J supplier
L] others

26. In the case of credit, were you able to repay it on time? [ yes [ no

277. Where do you store the produce in the evenings?.....................ocoovn.... e,
28. If you use storage facilities in the market are they suitable for your needs? [] yes [ no

29. Do you belong to any association in the market ? [] yes [ no

30. If so, please give the name and of the aSSOCIALION. ................coevveereeeeeeeee e oo ees oo e oo,

31. What are the two main functions of the assoCIatiONT........ooeeeeeeeeeeeeeeeeeeeeeeeeee

33. Do you have banking facilities at the market? [ yes Uno

34. If yes, do you make use of these facilities? [] yes [ no
35. If no, why is it that you are not utilizing these facilities?...................covvviveieeeeeeesinrnnnn,
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