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1. INTRODUCTION: 

 In Ethiopia fruit crops grown by the private peasant holders cover only a small token area and production. The 

number of holders practicing fruit farming is much less than that of grains or cereals. About 107,890.60 hectares of land 

is under fruit crops in Ethiopia. Bananas contributed about 58.59% of the fruit crop area followed by avocadoes that 

contributed 16.53% of the area. More than 7,923,665.02 quintals of fruits was produced in the country. Bananas, 

Mangoes Avocados, Papayas, and Oranges took up 67.94%, 13.21%, 8.20%, 6.36% and 2.61 % of the fruit production, 

respectively. Mango produced by 1,857,387.00 smallholder producer on 15,373.04 hectares of land with 14.72 % of 

land were allocated and 1,049,807.79 quintals of mango were produced and contributed by 13.5% to fruit production 

with productivity of 68.29 quintals in the country (CSA, 2017/2018).  

 The main actors along value chain of mango in Ethiopia were input suppliers, producers, wholesalers, retailers 

and consumers. The function of input supplier is providing different types of production inputs to mango producers. 

That of producer is to produce mango and sell to the next actor. That of wholesaler is to collect mango from farmers in 

bulk and then sell to other actors’ retailers or consumers. That of retailer is to purchase mango product from farmers 

directly or from wholesalers then distributes it to the end users.In a value chain, the actors include the value chain 

operators and the operational service providers. Those functionaries who are directly involved in the transactions or 

directly support the actors involved are the value chain actors (Leake et al., 2015).  

 Mango produced all over the region of Ethiopia. From regions of Ethiopia, in Gambella region mango produced 

by 6,267 smallholder farmers on 52.88 hectares of land. So the aim of this study is to conduct value chain aspect of 

mango in the case of Gambella and Itang districts of Gambella Regional State to understand the existing actors, benefit 

share, and structure, conduct and performance of mango market in those districts were studied. Agriculture is central to 

Africa’s agenda, and efforts have made to link production with agribusiness for better growth in the sector. Now days, 

it earns an average of 24 per cent of its annual growth from its farmers and their crops value chains reveal common and 

well known constraints, such as poor infrastructure; fragmented and risky markets; poorly functioning input markets; 

difficulties accessing land, water, and finance; and inadequate skills and technology. More revealing, however, is the 

big differences across value chains (World Bank, 2013). 

Abstract: The study was conducted in Gambella and Itang Special districts of Gambella Regional state of Ethiopia 

on Analysis of mango Value Chain with specific objectives of identifying actors and their respective role, 

identifying mango market channel and analyzing costs and margins along the channel, in study areas. Both 

qualitative and quantitative types of data were collected from both primary and secondary sources of data through 

semi structured questionnaire. Multistage sampling technique was employed to draw sample populations (195 

respondents) from 4192mango producers and by using convenience sampling 10 wholesalers, 12 local collectors, 

30 retailers and 3 processors and 20 consumers was interviewed. Both descriptive and econometric models were 

employed to analyze data’s. Direct actors of mango value chain are input suppliers (few in numbers), producers, 

traders such as rural local collectors, urban local collectors, Wholesalers, retailers and consumers. Indirect 

actors involving in mango value chain were office of agriculture, trade office, research institutions, NGOs and 

financial institutions. The  results  showed  that  mango  producers  market  profit  was  highest  when  they  direct  

sell  to retailers  in channel I which was  423.5 birr/qt  and  wholesalers, urban assemblers  in channel IV and III 

which  is 348.5 and 301.5 birr/qt while take lowest market profit when they  direct sell to local assemblers  which  

accounts,  256 birr/qt  respectively. Recommendations drawn from the study findings include the need to improve 

the input supply system, training farmers, increasing quality of market information, providing orientation on how 

to use appropriate market outlet to minimize cost and earn maximum margin and profit, improving productivity 

and volume sales of mango, constructing infrastructure, providing extension and credit services, strengthening 

the linkage among mango value chain actors and strengthening supportive institutions. 
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 Bezabih (2010) indicated that, agriculture continues to face a number of constraints and obstacles in Ethiopia. 

The major ones are adverse climatic conditions; lack of appropriate land use system resulting in soil and other natural 

resources degradation; limited use of improved agricultural technologies; the predominance of subsistence agriculture 

and lack and/or absence of business oriented agricultural production system; limited or no access to market facilities 

resulting in low participation of the smallholder farmers in value chain. In comparison to this, the study by Jifara and 

Amsalu (2017) indicates that, agricultural marketing is a very important factor in economic development and lack of a 

well market and marketing system severely hinders developing countries. The study area is known by production of 

mango mainly for market and family consumption and supply of mango in the study area is subjected to seasonal 

variation where surplus supply at harvest is the main feature. However, value chain aspects of mango were not 

undertaken in this district and undertaken in other areas by different authors did not address value chain aspects of 

mango in study area.  

 Yet there is no such study which tries to look into the whole spectrum of value chain of mango in the district 

and encouraged the researcher undertaking of value chain analysis of mango in these district is essential. Since mango 

is economically and socially crucial crop in Itang and Gambella districts, this study is designed to address the prevailing 

information gap on proper understanding actors involved in the chain and their respective role, market channels, cost 

and margin share of actors.  

 

2. METHODS: 

2.1 Description of study areas 
 The study will be conducted in Abobo and Itang districts Gambella Regional state, Ethiopia. Gambella region 

is one of nine regional states of Ethiopia found at the south western of the country and bounded by South Sudan to the 

west, Kellem Wollega Zone, Ilu Ababor Zone and Sheka Zone. 

2.2. Data Types, Sources and Methods of data collection 
 For this study both qualitative and quantitative data were collected from primary and secondary sources by 

using semi structured pre tested questionnaires. Primary data sources are smallholder mango producer farmers randomly 

interviewed and from purposively selected traders and consumers. Secondary data sources are districts agriculture and 

rural development offices, primary cooperatives, district trade and industry offices, data taken from CSA, published and 

unpublished materials either from internet and bulletins. 

2.3 Sampling techniques 
Farmers sampling 

 Multistage sampling technique was employed to select sample districts, kebele and producers. Two districts 

were selected purposively by potentiality of their mango production. At first stage two districts (Gambella and Itang) 

were selected purposively. At second stages using random sampling technique six kebeles were selected (three kebele 

from each district). At the third stage from 4192 mango producers (2240 from Itang Special district and 1952 from 

Gambella Zuria district) 195 (102 from Itang and 93 from Gambella) sample farmers was selected by using (PPS) and 

Yamane (1967) formula.  

𝑛 =
𝑁

1 + 𝑁(𝑒)2
                                                                                                        (1) 

  

 Where, n = sample size, N= Number of household heads of mango producer and e = level of precision assumed 

7%. Accordingly, the required sample size at 93% confidence level with level of precision equal to 7% was used to 

obtain a sample size required which represent a true population. Traders for this study were selected using convenience 

sampling technique. Around 10 wholesalers, 12 local collectors, 30 retailers and 3 processors and 20 consumers were 

interviewed. 

2.4. Methods of Data Analysis 

2.4.1. Descriptive statistics 
 It was employed in the process of analyzing and describing marketing functions, farm household characteristics, 

role of intermediaries, marketing margin and value share of actors. Value chain map is a standard tool of a value chain 

research and analysis (ILO, 2009).  

 It was used to identify and categorize the value chain actors, their roles, and relationships in the mango value 

chain of the study area. Descriptive statistics such as mean, frequencies and percentages in the process of examining 

and describing demographic outputs and marketing functions was applied. 
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2.4.2 Value chain analysis 
 The analysis of mango value chains was discussed for the need for enterprise development, achievement of 

product quality, and quantitative measurement of margin and cost distribution along the chain, promotion of coordinated 

linkages among producers and improvement of the competitive position of individual enterprises in the market place. 

The following steps of value chain analysis were applied in this study: 

 

Mapping the value chain: This helps to understand characteristics of the chain actors and the relationships among 

them, including all actors in the chain, the flow of mango through the chain, employment features, and the destination 

and volumes of domestic sales. This information was obtained by conducting surveys and interviews as well as by 

collecting secondary data from various sources. 

 

Identifying the distribution of actors’ and benefits in the chain: This involves analyzing the margins and profits 

within the chain and therefore will determine who benefits from participating in the chain and who  need support to 

improve performance and gains and where leverage point is needed? 

 

Marketing margin: According to Mendoza (1995), “marketing margins” should be understood as the gross marketing 

margins. He advises marketing researchers to emphasize on gross marketing margins in reporting their findings. In 

similar manner, in this study, gross marketing margin will considered instead of net marketing margin, as it was difficult 

to estimate the implicit costs incurred during transaction. The producers’ share is the commonly employed ratio 

calculated mathematically as, the ratio of producers’ price (ex-vessel) to consumers’ price (retail). The method of 

analysis of marketing margin is as follows, 

TGMM = End buyer price - First seller price X100                                                         (2) 

                               End buyer price 

 

Where, TGMM = Total gross marketing margin 

The TGMM was useful to calculate producer’s gross margin‟ (GMMp) which is the portion of the price paid by the 

consumer that goes to the producer. The producer’s margin is calculated as: 

 

GMMp = End buyer price - marketing gross margin X100                                       (3) 

                            End buyer price 

 

Where, GMMp = the producer's share in consumer 

 

NMM = Gross margin – Marketing costs X100                                                         (4) 

                          End buyer price 

Where, NMM = Net marketing margin 

 

3. RESULT AND DISCUSSION: 

3.1 Mango Value Chain Analysis 

3.1.1 Direct actors and their roles in mango value chain 

 Direct actors of mango value chain in study area means that those actors involved in mango input supply, 

producing, marketing and value adding for earning income as well as profit earning. Indirect actors involving in mango 

value chain are supporters or facilitators such as office of agriculture, trade office, research institutions, NGOs and 

financial institutions. So direct actors of mango value chain are input suppliers (few in numbers), producers, traders 

such as rural local collectors, urban local collectors, Wholesalers, retailers and consumers. 

 

Input supplier: This actor plays a crucial role in mango production and marketing in study area by participating in 

input production and marketing in study areas. They are also few in numbers when compared with numbers of other 

actors because of farmers are currently using older mango trees which counted more than 30 years. Before many years 

UNDP supplied mango nursery for farmers and also mango nursery produced locally were used. Therefore almost all 

farmers were using local mango variety for productions due to lack of improved variety supply. 

 

Producer (Farmer): This actor plays an essential role in mango production and marketing than other actors in study 

areas. Their number is also huge when it is compared with other value chain actors and earns minimum price for mango 

produce than other actors because of it is far from infrastructure, lacks transport facility , not business oriented 
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production system. No enough were supplied and gets little extension service concerning to mango production and 

marketing. So it purchases input from input supplier, produces, transport, prepares for sale, transports, stores until it 

matured and sell for traders (local collectors, wholesalers, retailers) and consumers either at production and market 

areas. Producer earns 402 birr per quintal average price from mango sale and which is small price earned than price 

earned by traders. 

 

Rural Local Collectors: It exists at local (village) market and links farmers with urban local collectors, wholesalers, 

retailers and consumers. So rural collectors collects mango from farmers and resale it for wholesaler, urban local 

collector, retailer and consumer at district market (Itang and Abol town). 

 

Urban local collectors: It collects mango produce from both producer and rural local collectors and resale for 

wholesaler (Gambella Town), retailers and consumers at town markets. So this actor connects farmers and rural local 

collectors with other traders by adding value through transporting, reselling, storing and washing to protect it from 

spoilage. 

Wholesalers: It plays an essential role by linking a producer, rural local collector and urban local collectors with retailers 

and consumers by moving produce from surplus area to where there is shortage of mango by transporting, washing, 

uploading/unloading and reselling at town markets such as moving mango produce from Itang and Abol town to 

Gambella Town by Bajaj and Car. Again it resells for retailers at Gambella at an average price of 4 birr per unit of 

mango produce. 

 

Retailers: It connects Producers, rural local collectors, urban local collectors, wholesalers and consumers by 

transporting, loading/unloading and retailing at market areas especially around Gambella Town square road, Jinina 

Recreation Center which is located near to Baro River which crosses the town by dividing it into two parts. It is not 

preferred by most of actors because of it charges lower price than other actors. 

 

Consumers: It found at the end of the chain and pays parts of its income for mango consumption and preferred by most 

of traders because of it pays fair price than other actors. It buys mango produces from producers and all traders for 

consumption purpose only i.e. not for reselling. 

 

3.1.2 Indirect actors of mango value chain 

District office of Agriculture: this office plays a crucial role in regulating and preparing operation plan on how to 

increase mango productivity in these districts and all over the region. It provides extension services for producers on 

how to increase mango productivity to improve livelihood of farmers. But as its plan this office is not actively providing 

services for farmers. As it is raised during key informant interview and focus group discussion the contribution of this 

office for mango production and marketing in study area is very weak. It has no secondary data concerning to farmers 

and traders background information. No input were supplied for the sector by this office as well as no training was 

provided for farmers concerning to how to plant mango as a recommended rate (between mango trees eight meter 

distance) is recommended, but in study area not applied, marketing, how to set price, search for   an efficient market. 

The other role of this actor is training experts and hiring professionals for agricultural sectors in the region as well as 

study areas. 

 

Research institutions: This institution is conducting a research to solve problem of mango production and marketing 

as well as to identify the leverage point or point of policy intervention required. Gambella Agricultural Research Center 

is undertaking different research topics to solve the headache of mango production and marketing. As well as Gambella 

University Research and Community Service Director Directorate is financing studies on Mango value chain and 

providing community service through giving training for both farmers and experts on how to increase mango 

productivity. 

Description of market outlet choice 

 In study areas there are four market outlets for mango marketing such as local collectors, wholesalers, retailers 

and consumers’ outlet. The study result indicated that 74.4% (145 producers) were not selected local collector outlet 

were 25.6 % (50 producers) sold for this outlet. Also 61% (119 mango producers sold for wholesalers and 39% (76 

mango producers) were not sold for wholesaler outlet, respectively (Table 1) 

 The study result indicated that only 17.4% (34 mango producers) sold for retailer outlet while 82.6 %( 161 

mango producers) were not sold for this outlet respectively. And also 82.6% (161 mango producers sold for consumer 

outlet and only 17.4 %(34 mango producers) not sold for this outlet (Table 1). The study result indicated that majority 
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of respondents (producers were sold for a consumer, wholesalers, local collectors and retailers, respectively and it is 

because of consumer pays fair price than other outlets. 

 

Table 1: Description of market outlet choice 

Frequency Response Frequency Percent 

Did you sell for local collectors No 145 74.4 

Yes 50 25.6 

Did you sell for wholesalers No 76 39.0 

Yes 119 61.0 

Did you sell for retailers No 161 82.6 

Yes 34 17.4 

Did you sell for consumers No 34 17.4 

Yes 161 82.6 

Source: Own data computations (2019) 

 

 Quantity of mango supplied to local collectors were 51.75 quintals with mean of  0.27 quintal and 0.562 standard 

deviation which shows that there were great variation in volume of mango supplied to the outlet between individuals. 

While quantity supplied to the wholesaler outlet were 322.15 quintal with mean of 1.65quintal and 3.05 standard 

deviation. Large volumes of mango were flowed along this outlet than other outlets (Table 2). 

 

Table 2: Quantity of mango sold for each outlet 

Outlets Minimum Maximum Sum Mean Std. Dev. 

Quantity of mango sold for local collector  .00 4.00 51.75 .2654 .562 

Quantity of mango sold for wholesaler  .00 25.00 322.15 1.652 3.046 

Quantity of mango sold for retailer outlet  .00 1.50 27.30 .1400 .337 

Quantity of mango sold to consumer  .00 10.00 239.00 1.226 1.473 

Source: Own data computation (2019) 

 

 Also volume of mango supplied to the retailer market outlet were also 27.3 quintals with mean value of 0.14 

quintal and standard deviation of 0.34 which shows there were great variation quantity of mango supplied to this outlet 

while 239 quintal supplied to consumer outlet with mean value of 1.23 quintal and standard deviation of 1.47 (Table 2). 

Mango Value Chain Map 

 Value chain map is depicting pictures which shows the actors (direct actors as well as indirect or supporters )  

involving in mango value chain, their respective function along the chain, information flow between actors or firms, 

product flow, input flow. Input flows from input suppliers to mango producers while mango product flows on different 

channels starting from producers up to consumers. All information’s used to draw the below value chain map (Figure 

2) is collected by using checklists for focus group discussions and key informant interview as well as structured 

questionnaires for producers and traders. Information flows in two sides, and not perfect information were not flowing 

between actors. 
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Figure 1: Mango Value Chain Map 
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3.2 Mango market Channel 

 As identified during field survey there were five mango market channel and channel shows the way mango 

flows to the market from producer to consumers. Mango supply channel starts from producer and ends at a consumer 

level because of consumer buys mango for consumption only. As raised during field survey all producers, key informants 

and focus group discussion, it is better for farmers if farmers sell their mango product directly for consumers because 

of consumers provides fair price than other actors.  

Channel lI: Producer-Rural Assembler-Urban Assembler-Wholesaler-Retailer-Consumer: 

Rural assemblers are buying mango from producers in the study area and they sell to wholesaler. It accounted for 21.3% 

of total mango marketed 137.79 quintals during the survey period. The Channel was found to be the second the second 

in terms of volume of mango supplied to the market.  

Channel II: Producer -Urban Assembler-Wholesaler-Retailer-Consumer: Urban assemblers were buying mango 

produce from producers and resells for wholesalers and through this channel 127.44 quintals (19.7%) of mango produced 

flowed and ranked third in terms of mango volume flowed through this channel. 

Channel III: Producer –Wholesaler-Retailer-Consumer: Wholesalers directly sold for wholesalers and wholesalers 

again resold for retailer and consumer and volume of mango marketed through this channel was 122.26 quintals (18.9%) 

of total sold. And also this channel was ranked as fourth in terms of volume of mango.  

Channel IV: Producer -Retailer -Consumer: Producer sold their mango product directly for retailer and volume of 

mango supplied through this channel were accounted 141.67 quintals which is 21.9% of mango marketed through all 

channels and ranked first in terms of volume of mango sold. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2: Mango market channel 

Source: Own sketch (2019) 

 

 

Channel V: Producer-Consumer: In this channel producers directly sold their mango produces for consumers and 

volume of mango marketed through this channel is accounted as 117.74 quintals which was 18.2% of mango sold 

through all channels and ranked fifth in terms of volume of mango sold. So as shown on  the above mango market 

channels 646.9 quintals of mango produce were marketed through five channels with mean of 3.32 quintals, standard 

deviation of 3.3 and, 0,25 quintals minimum and maximum value, respectively. By using the above result the below 

mango market channel was depicted and it shows routes of mango market. 

Producers (646.9 Quintals) 

Rural 
Assemblers 

Urban 
Assemblers 

Wholesalers 

Retailers 

Consumers 



INTERNATIONAL JOURNAL FOR INNOVATIVE RESEARCH IN MULTIDISCIPLINARY FIELD       ISSN:  2455-0620      Volume - 6, Issue - 2, Feb – 2020 

Monthly, Peer-Reviewed, Refereed, Indexed Journal with IC Value: 86.87                                                                             Impact Factor: 6.497 
Received Date: 17/12/2020                                                    Acceptance Date: 12/01/2020                                        Publication Date: 29/02/2020 

 

Available online on – WWW.IJIRMF.COM Page 67 

3.3 Mango market cost and margin analysis 

 It is better if Margin determination surveys   conducted parallel to channel surveys depending on price (payment) 

received or selling price to calculate the margin. A systematically recording of  prices  at  different  stages  of  marketing  

chain  during  a  two  to  three  week  period  is  sufficient  to  calculate  quite  accurately  the  relevant  marketing  

margins. Marketing costs are estimated to compute the share of profit captured by direct actors in all chain. 

 The  highest  marketing  cost  was  incurred  by  the  wholesalers  (185.5 birr/qt)  followed by producers (154 

birr/qt). This is because of producer hires labor for collecting produce from mango tree (especially they uses youngest 

labor because of mango tree in study areas were long).  Average production cost of producers was (51.5 birr/qt) when 

they sold to consumers and district retailers while 102.5 birr/qt when they sold to collectors because no transportation 

cost. And it followed by rural assemblers, urban assemblers, and retailers with 133 birr/qt, 117birr/qt and 87birr/qt, 

respectively (Table 3). 

Table 3: Average market cost of mango product for each actors 

Cost of marketing Producers Local Assemblers Urban Assemblers Wholesalers Retailer 

Production cost 51.5 - - - - 

Plastic sack 12.5 11.5 11 11 10.5 

Loading/unloading 0 5 10 10.5 10.5 

Labor for packing 0 0 0 5 0 

Transport cost 50 45 35 51 25 

Telephone cost 5 5 6 10 3 

Storage cost 0 5 5 3 0 

Wastage loss 0 50 35 50 38 

Personal expense 35 12 15 45 0 

Taxation 0 0 0 0 0 

Other costs      

Total Cost 154 133 117 85.5 87 

Source: Own data computation (2019), qt= quintal 

 

 Table below  clearly depicted differences between the total income from mango trading and the  costs incurred 

in the process of mango trading which gives the marketing profit of each actor  namely  producers,  rural  assemblers,  

urban assemblers,  wholesalers  and    retailers.  The  results  showed  that  mango  producers  market  profit  was  highest  

when  they  direct  sell  to retailers  in channel I which  423.5 birr/qt  and  wholesalers, urban assemblers  in channel IV 

and III which  is 348.5 and 301.5 birr/qt while take lowest market profit when they  direct sell to local assemblers  which  

accounts,  256 birr/qt  respectively.  This  implies  producers  were  more  profitable  if  they  sold  to  wholesalers  and  

retailers (Table 4).  

 

Table 4: Mango market margin for different channels (Birr/qt). 

Actors   Mango Marketing channel 

 I II III IV V 

Producers Purchase price  

Production cost 51.5 51.5 51.5 51.5 51.5 

Marketing cost 97.5 79 73 65  

Selling price 410 407 426 465 475 

Market profit 256 276.5 301.5 348.5 423.5 

GMMp (%) 37.56 32.06 29.23 25.05 10.94 

Rural assembler Purchase price 410 407    

Production cost 0     

Marketing cost 100 133    

Selling price 543 583    

Market profit 33 43    

GMMra (%) 2.5 29.67    

Urban Assemblers Purchase price   543 543 543 

Production cost   0 0 0 

Marketing cost   117 117 117 

Selling price   590 610 613 

Market profit   47 67 63 

GMMua (%)   7.97 10.98 11.42 
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Wholesalers Purchase price    610 613 

Production cost    0 0 

Marketing cost    85.5 85.5 

Selling price    660 663 

Market profit    50 55.5 

GMMws (%)     7.58 7.54 

Retailer Purchase price   651 660 663 

Production cost   0 0 0 

Marketing cost   87 87 87 

Selling price   780 769 773 

Market profit   42 22 23 

GMMrt (%)   16.54 14.17 14.23 

 TGMM (%) 47.44  45.39 39.53 39.85 

Source: Own data computation (2019) 
 

 From  traders  local assemblers shared a  profit of 33 and 43 birr/qt when they made direct purchase from  

producers  in  channel  I  and II  and  they  sold  to  Wholesalers and urban assemblers.  Urban assemblers earned 47, 67 

and 63 birr/qt by reselling for wholesalers, retailers and consumers in channel III, IV and V, respectively. So it obtained 

maximum profit by selling for retailer outlet. And also wholesaler earned profit by reselling for retailer and consumers 

in channel IV and V 50 and 55.5 birr/qt respectively. It earned maximum profit by reselling for consumer in channel V. 

Retailers also earned maximum profit in channel I by reselling for consumers and profit of 23 birr/qt (Table 4). 

 As indicated in Table below Total Gross Marketing Margin (TGMM) is highest in channel I and III which was 

47.44% and 45.39%, respectively and lowest in channel IV which was 39.53%. Producers share (GMMp %) was highest 

in channel I which accounted as 37.56% and 32.06%, 29.23%, 25.05% and 10.94% in channel II,III,IV and V 

respectively. Also Local assemblers market share (GMMrt) was 2.5% and 29.67% respectively through channel I and 

II respectively. The local assembler was earned a highest market in channel I (3.2) (Table 4). 

 The Gross marketing margin of urban assembler was 7.97%, 10.98% and 11.42% in channel III, IV and V, 

respectively while the highest gross market margin earned by urban assembler was in channel V. Also the study result 

showed that the highest gross market margin earned by wholesaler (GMMws) was 7.58% in channel IV and 7.54 in 

Channel V, respectively. And as well as the market share of retailer (GMMrt %) was 14.23% which shows that retailer 

earned the highest market in channel V (Table 4).  
 

4. CONCLUSION: 

 The study was conducted in Gambella and Itang Special district of Gambella Peoples National Regional State 

of Ethiopia on Analysis of Mango Value Chain with specific objectives of  to assess actors, their respective function, 

benefit share of actors in mango value chain in study area. Both qualitative and quantitative data types were collected 

from primary and secondary sources by using semi-structured questionnaire by employing well experienced and trained 

enumerators, checklists and field observations.  

 Multistage sampling technique was employed to select sample households. At first stage purposive sampling 

technique was used to select both districts and at second stage six representative mango producer kebeles were selected 

randomly and at third stage 195 mango producers were selected randomly (102 from Itang and 93 from Gambella) by 

using proportional probability to size (PPS).Descriptive statistics, inferential statistics, value chain approach and were 

employed to analyze collected data. Traders for this study were selected purposively. Around 10 wholesalers, 12 local 

collectors, 30 retailers and 3 processors and 20 consumers was interviewed. 

 Indirect actors involving in mango value chain are supporters or facilitators such as office of agriculture, trade 

office, research institutions, NGOs and financial institutions. So direct actors of mango value chain are input suppliers 

(few in numbers), producers, traders such as rural local collectors, urban local collectors, Wholesalers, retailers and 

consumers. As identified during field survey there are five mango market channel and channel shows the way mango 

flows to the market from producer to consumers. The  highest  marketing  cost  was  incurred  by  the  wholesalers  

(185.5 birr/qt)  followed by producers (154 birr/qt). Average  production  cost  of  producers  was  (51.5 birr/qt)  when 

they sold to consumers and district retailers while  102.5 birr/qt  when  they sold to collectors because no transportation 

cost. And it followed by rural assemblers, urban assemblers, and retailers with 133 birr/qt, 117birr/qt and 87birr/qt, 

respectively. 

 The  results  showed  that  to mango  producers  market  profit  was  highest  when  they  direct  sell  to retailers  

in channel I which is  423.5 birr/qt  and  wholesalers, urban assemblers  in channel IV and III which  is 348.5 and 301.5 

birr/qt while take lowest market profit when they  direct sell to local assemblers  which  accounts,  256 birr/qt  

respectively.  This  implies  producers  are  more  profitable  if  they  sold  to  wholesalers  and  retailers. 
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