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ABSTRACT:- The purpose of the study was to assess the influence of marketing strategies of ACPCU’s 

coffee cooperatives in Sheema District on their performance. It was guided by three objectives which included: 

to examine the influence of effectiveness of promotion of marketing activities of the primary coffee 

cooperatives constituting ACPCU on their performance, to analyze the influence of promotion of marketing 

information of the primary coffee cooperatives constituting ACPCU on their performance and to examine 

promotion of marketing infrastructure development of the primary coffee cooperatives constituting ACPCU on 

their performance. The study adopted a cross-sectional research design. Using Krejcie & Morgan’s (1970) table 

for determining the sample size for the quantitative data, which is focused at measuring performance of ACPCU 

in this study, was 104 respondents. Given the nature of the research objectives and research questions, 

inferential statistics were used. The results indicated that effectiveness of promotion of marketing activities of 

the primary coffee cooperatives constituting ACPCU, promotion of marketing information of the primary coffee 

cooperatives constituting ACPCU and promotion of marketing infrastructure development of the primary coffee 

cooperatives constituting ACPCU have a significant positive relationship with their performance. Implying that 

a positive change in any of the independent variables is associated with a positive change in performance. 

Finally the regression results indicate that 75.7% (Adjusted R Square=.757) of the variations in performance is 

explained by independent variables under the study. To capitalize on the relationship between promotion of 

marketing infrastructure development and the performance of the primary coffee cooperatives constituting 

ACPCU, ACPCU should prioritize investments in upgrading and optimizing its marketing infrastructure 

including technology platforms, communication channels, and collaboration tools. By fostering a seamless and 

efficient marketing environment, the organization can streamline processes, reduce operational bottlenecks, and 

enhance overall performance of the primary coffee cooperatives constituting ACPCU. 

 

I. INTRODUCTION 
 Since 1996, Uganda has experienced steady growth in the number of members joining new cooperative 

societies (Ministry of Trade, Industry and Cooperatives, 2011). Currently, there are over 10,746 registered 

cooperative societies with approximately 4 million members. These cooperatives are predominantly involved in 

agricultural marketing and play a crucial role in mobilizing financial resources, agro-processing, marketing 

agricultural products, and providing services such as transport and employment. Agriculture remains the 

backbone of Uganda’s economy, with coffee being the leading export and foreign exchange earner. Over 50% 

of Ugandans are engaged in the coffee sector, which serves as a major income source for farming households 

and the government (Nahanga et al., 2015). In the fiscal year 2021/22, Uganda's coffee exports reached 6.26 

million bags, generating US$ 862.28 million (Business Focus, 2022). 

 

II. BACKGROUND 
 Agriculture is a crucial sector in Uganda, significantly contributing to the country's GDP, with coffee 

production being the top domestic and foreign exchange earner. This success has been driven by a strategic 

approach to enhancing access to extension services, agricultural inputs, marketing services, and other 

appropriate technologies in coffee farming. These efforts target smallholder farmers, processors, and middlemen 

through partnerships between the public and private sectors and producers (Uganda Coffee Development 

Authority [UCDA], 2015). The strategy focuses on improving the performance and positioning of the coffee 
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market by leveraging comparative advantages. It comprises four pillars, one of which is market development 

and intelligence. Many existing analyses identify the coffee sector's issues as quality deterioration and a weak 

marketing position in the global market (Baffes, 2006), with cooperatives managing some of the marketing 

functions for coffee farmers. 

 People join agricultural cooperatives to achieve goals that would be more difficult to accomplish 

individually. One key benefit of cooperatives is their role as a marketing channel, facilitating the buying and 

selling of produce and necessities (Okello, 2013). Cooperatives offer a range of services, including providing 

inputs, educating farmers, and handling the storage and marketing of produce. 

 Marketing strategies help cooperatives focus their limited resources on the best opportunities to boost 

sales and gain a sustainable competitive edge over rivals (Katchova & Woods, 2011). With a clear 

understanding of the available product quantity, cooperatives can better plan their marketing strategies (USDA, 

2000). They also employ "pooling" in their marketing efforts and use various strategies to promote local 

products, such as farmer photos and stories, food sampling, newsletters, and social media. 

 Creating a marketing plan for a cooperative is crucial (FSCLAF, 2006). It shares many components 

with an individual farmer's marketing plan, including knowledge of local production and marketing activities, 

production and promotional strategies, product objectives and strategies (e.g., crop types, value-added 

components), pricing, sales and profit projections, and evaluations and reviews. FSCLAF further categorizes 

marketing strategies into finance marketing strategy, strategic cooperation, value addition, promotional and 

advertising strategies, product differentiation, and various pricing strategies like competitive pricing, predatory 

pricing, and cost-oriented pricing. 

 Producer organizations or growers’ cooperatives are established to minimize the number of 

intermediaries in the agricultural supply chain (Md Abdullah and Hossain, 2013). These cooperatives serve as a 

marketing strategy for local farmers. According to cooperative members, the primary purpose of forming 

cooperatives is to improve their ability to secure assistance in producing and marketing their products. 

 In the context of the African continent, Fon (2019) noted that in Cameroon, prior to market 

liberalization, agricultural marketing cooperatives used to integrate both agricultural input supply and output 

marketing services. This comprehensive approach was essential for meeting the production and marketing needs 

of small farmers. However, with the onset of liberalization policies and increased competition, agricultural 

cooperatives had to eliminate input supply from their services, which negatively impacted productivity in some 

cooperatives. 

 Lopoyetum et al. (2014) highlighted the significant contributions of farmers’ cooperatives to the urgent 

improvements needed in agricultural production in Ethiopia. In Ethiopia, where the majority of the population 

relies on subsistence-level agricultural output, marketing institutions play a crucial role in providing facilities for 

marketing at reasonable prices to ensure the sustainable livelihoods of farmers. 

 Lopoyetum et al. (2014) also pointed out that Ethiopian small-scale coffee farmers were receiving less 

than 1% of the coffee export price, while the top five coffee roasting companies, which control over 40% of the 

global coffee market, were making substantial profits. Given that the livelihood of the majority of the population 

depends on subsistence agriculture, the marketing function of cooperatives is vital for offering marketing 

facilities at fair prices, thereby supporting the sustainable livelihood of the farmers. 

 In Kenya, the liberalization of the coffee sector led to increased private sector involvement throughout 

the coffee value chain, exposing coffee marketing cooperatives to heightened competition. Consequently, 

cooperative performance improved (Lopoyetum et al., 2014). Kassanga and Jovin (2021), examining the 

situation in Tanzania, found that coffee marketing cooperatives have not been effective in stabilizing coffee 

price fluctuations, as their study did not identify a significant relationship between coffee price stability and the 

sustainability of agricultural marketing. The cooperative union failed to meet expectations in terms of seeking 

new markets and establishing enduring customer relationships. 

 In Uganda, Kwapong's (2013) analysis of the agricultural tripartite cooperative model revealed that 

structural changes and successful growth have been realized within the agricultural cooperative marketing 

system. This model emphasized promoting financially autonomous and viable cooperatives, as well as member 

participation and empowerment. It succeeded in connecting farmers to profitable markets and providing them 

access to financial services, although it faced challenges such as limited member participation in cooperative 

activities and issues with members side-selling. 

 The performance of cooperatives in Uganda is hindered by weak organizational structures, market 

failures, and policy weaknesses. An Integrated Cooperative Model (ICM) was introduced to enhance 

cooperative performance, but its impact on institutional performance has not yet been evaluated (Nimusiima et 

al., 2021). Many cooperatives in Uganda have stagnated or failed due to a lack of general knowledge in 

managing cooperatives and limited access to value addition technology, which impedes their development 

(Uganda Central Cooperative Financial Services, 2022). 
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Existing analyses have identified the main issues in the coffee sector as quality deterioration, poor marketing 

position in the global market, a weak regulatory framework, and inadequate infrastructure (Baffes, 2006). 

 

Historical background 

 The development of Uganda's cooperatives regulatory framework has its roots in colonial history, 

shaped by the proactive efforts of cooperators. In 1913, they sought to have cooperatives recognized as business 

entities involved in the trade and marketing of export crops (Okello, 2013). Despite the government's claim that 

it wanted market competition to prevail, the playing field was not leveled. The system favored unscrupulous 

trading speculators who sought quick profits. Middlemen bought produce directly from the farm-gate, paying 

desperate farmers instant cash without regard for coffee quality. Farmers were sometimes paid upfront for their 

green coffee beans or even flowers, which seemed less costly than the lengthy process of dealing with primary 

producer and marketing cooperative societies for exportation. 

 Coffee farmers hoped that a revitalized cooperative movement could help lower interest rates, provide 

credit with repayment periods aligned with the harvesting season, supply farm inputs, and assist with marketing 

produce by negotiating better prices and handling transportation. Farmers needed an incentive to overcome the 

initial costs of entry fees and first cultivation, and they could have pooled their labor to cultivate at a scale that 

would enable profitable cooperative marketing (Okello, 2013). However, cooperatives struggled with heavy 

debt, weak entrepreneurship, poor management, and uncommitted leadership. They were unable to compete 

with new investors who had superior organizational and managerial skills, access to cheaper capital, and better 

technologies for obtaining and marketing farmers' produce (Nannyonjo, 2013). 

 People form cooperatives to achieve goals more effectively than they could individually or through 

non-cooperative businesses (Tilahun, 2007). In the coffee industry, cooperative marketing has played a central 

role in developing the sector and addressing its challenges. By organizing as a cooperative, small-scale coffee 

producers aim to secure fair prices for their coffee and some protection from global price fluctuations (Irish Aid, 

2014). Ugandans began forming cooperatives in 1913 (UCDA, 2015). These cooperatives operated informally 

until 1946, when the first cooperative ordinance was enacted, leading to the establishment of the Cooperative 

Department and the modern cooperative movement. By the end of 1946, there were 75 cooperatives, mainly 

involved in agricultural commodities. 

 After several decades of complete state control, the coffee sector was fully liberalized between 1991 

and 1992, and it is now entirely controlled by the private sector (Nahanga et al., 2015). Many cooperatives saw a 

decline in performance following economic liberalization. However, there has been renewed government 

interest in re-establishing cooperatives. In the National Development Plan and the National Cooperative Policy, 

cooperatives are seen as crucial for mobilizing and organizing farm-level production, value addition, marketing, 

savings, financial intermediation, and improving commodity storage at household and community levels. 

Cooperatives are also viewed as having the potential to significantly streamline the marketing of agricultural 

commodities. 

 While collective marketing activities may seem typical for farmers in well-organized cooperatives, 

many farmers still operate individually or have only recently joined new groups. These farmers and new groups 

require significant support in the coming years to fully realize their potential (Kleih et al., 2006). 

 Access to market information is often unequal, with large buyers of agricultural products typically 

having better access than smallholders. This disparity in access to reliable market information can contribute to 

farmers' low bargaining power and the low prices they receive for their agricultural commodities (My.COOP, 

n.d.). 

 Factors such as information access, infrastructure, training and development, and customer 

relationships significantly impact the performance of coffee marketing cooperatives (Shiferaw, 2022). However, 

the contributions of these cooperatives in developing countries remain minimal (Mengistu, 2015). Vorlaufer et 

al. (2012) noted that smallholders in developing countries face numerous challenges due to widespread market 

imperfections. Increasing evidence indicates that smallholder cooperatives can reduce transaction costs for 

accessing input and output markets, adopt efficiency-enhancing and value-adding technologies, and enter high-

value markets through certification and labeling (Kersting and Wollni, 2012; Wollni and Zeller, 2007; Gruere et 

al., 2009; Devaux et al., 2009; Narrod et al., 2009). Cooperative marketing enhances bargaining power in 

negotiations with buyers and intermediaries (Markelova et al., 2009; Stockbridge et al., 2003). Given these 
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potential benefits, supporting cooperatives is a high priority on the policy agenda in developing countries 

(Bernard and Spielman, 2009). 

The Theoretical Framework. 

 Several theories can explain the marketing strategies and performance of cooperatives, such as the 

Resource-Based View theory, Contingency Leadership theory, and Human Capital theory. This study, however, 

will focus on the theory of agricultural cooperatives as outlined by Cobia (1989). This theory employs a 

neoclassical approach, including marginal analysis, to draw conclusions about the economic behavior of 

cooperatives. The neoclassical theory of cooperatives is valuable because it provides insights into the expected 

behavior of cooperatives in different market structures and highlights the differences between cooperatives and 

investor-owned firms (IOFs). By examining various assertions about cooperative objectives, the theory also 

elucidates the economic implications of a cooperative’s choice of objectives and aids in developing business 

strategies aligned with these objectives. 

 Draperi (2006) observed that cooperatives of all sizes and ages have begun to reassert their founding 

values and build their development on new cooperative practices. These innovations are closely tied to increased 

membership participation. For this participation to be sustainable, cooperatives must support it by establishing 

member training initiatives. Cobia and Navarro (1972) found that members' favorable attitudes towards 

cooperatives are positively related to the cooperative's financial performance. Members believe in the service 

orientation of cooperatives, local control, and that membership in numerous cooperatives tends to be associated 

with better-performing cooperatives. 

Conceptual background 

 The study focuses on three main concepts: cooperative, marketing strategies, and performance. The 

term "cooperative" can be interpreted in two ways, drawing from its origins in "cooperation." Economists and 

sociologists define cooperation broadly as the coordinated efforts of agents working towards common objectives 

and establishing shared rules. In contrast, the cooperative movement defines it more narrowly as the institutional 

practices of cooperative enterprises. To ensure the survival and growth of cooperative enterprises, it is argued 

that they must integrate both the broad and strict senses of cooperation. 

 An examination of cooperative evolution in the latter half of the twentieth century reveals that many 

cooperatives adopted conventional practices. However, a reversal occurred around the year 2000, with 

cooperatives of varying sizes and ages reasserting their founding principles and embracing new cooperative 

practices. These innovations are closely linked to increased membership participation. Sustainable increases in 

membership participation require support from cooperatives, particularly through the establishment of member 

training programs. Ultimately, cooperation fosters mutual learning, leading to innovations and democratic forms 

of control. 

 An organization's marketing strategy encompasses its long-term plans for development, which inform 

its tactical management, business process efficiency, and organizational capital, ultimately influencing the 

organization's performance (Išoraitė, 2009). It outlines the overall approach a business takes to attract 

prospective consumers and convert them into customers, including elements such as the company's value 

proposition, key brand messaging, and target customer demographics (Adam Barone, 2022). Marketing strategy 

involves establishing a company vision and implementing policies to realize or maintain that vision, 

encompassing various general strategies like price reduction for market share growth, product differentiation, 

and market segmentation, as well as specific strategies for different areas of marketing (Akramov, 2011). 

 Cooperative performance is a multifaceted and ambiguous concept subject to diverse interpretations 

(Grashius & Su, 2019; Soboh et al., 2009). Conventional financial performance measures, such as return on 

equity and return on assets, may yield debatable results for cooperatives due to their unique structure and lack of 

stock exchange prices for evaluation (USDA, 2007). The USDA suggests using the extra value method to 

measure agricultural performance, where a cooperative generates extra value if its net operating margin exceeds 

its operating costs, including the opportunity cost of operating capital (USDA, 1998). This extra-value measure 

can be standardized by operating capital to create an extra-value index (EVI), which provides an objective 

measure for comparing operating efficiency between cooperatives and investor-owned firms (IOFs). 

Additionally, cooperative performance should consider members' expectations regarding the types and quality of 

services provided, alongside financial measures (Tilahun, 2007). Beyond financial indicators, non-financial 
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indicators like staff profile, members' welfare, community investment, and environmental impact also reflect 

cooperative business operations (Beaubien & Rixon, 2012). 

 In Uganda, the performance of cooperatives is predominantly constrained by weak organizational 

structures, market failures, and policy weaknesses. Although an Integrated Cooperative Model (ICM) was 

introduced to enhance cooperative performance, its impact on institutional performance remains unevaluated 

(Nimusiima, 2021). 

Contextual Background 

 Cooperatives have the potential to significantly enhance production, productivity, value addition, and 

marketing, playing a crucial role in Uganda's transformation. To realize this potential, cooperatives would 

ideally manage the entire value chain from production to marketing. However, the establishment of Marketing 

Boards aimed at consolidating trade and managing foreign exchange on behalf of the government resulted in 

trade monopolization, ultimately weakening cooperative performance (National Planning Authority, 2018). 

While entities like the Coffee Marketing Board historically stabilized prices and improved farmers' incomes, 

their monopolistic tendencies led to inefficiencies. This created a void in coffee marketing, prompting the 

formation of coffee cooperatives to address these challenges. 

 The Ankole Coffee Producers Cooperative Union (ACPCU) is a tertiary producer cooperative society 

established in 2006 by 10 primary cooperative societies comprising 3,500 individual farmers, which has since 

grown to include 26 primary cooperative societies with over 12,000 members. ACPCU pursued a strategy of 

product differentiation through certifications to effectively add value and market its members' coffee. Despite 

acknowledging cooperatives as the appropriate mechanism to tackle marketing challenges and drive Uganda's 

socioeconomic transformation, there is ongoing debate on how best to achieve this goal. 

 

III. METHODOLOGY 
 This study was carried out among ACPCU’s coffee primary cooperatives in Sheema District because 

the District is the epicenter of ACPCU. It has seven primary cooperatives with the highest membership. They 

are: Kyangundu Growers Cooperative Society, Kigarama Growers Cooperative Society, Rushozi Kwefaho 

Growers Cooperative Society, Bwooma Growers Cooperative society, Karyango Twimukye Growers 

Cooperative Society, Kashekuro Growers Cooperative Society and Kyeibanga Growers Cooperative Society. 

 

 The study was carried out in Sheema District, Uganda.  Sheema District was curved out of Bushenyi 

District in 2010. Sheema District borders with Mbarara District in the East, Ntungamo and Mitooma Districts in 

the South, Bushenyi District in the West, and Buhweju District in the North.  

 The study employed a survey design with a quantitative data collection method to efficiently gather a 

large amount of data from a substantial population. The collected quantitative data was then analyzed using 

inferential statistics (Saunders et al., 2009). 

 According to the 2021 ACPCU records, in Sheema District there are seven coffee Growers Cooperative 

Societies (GCSs). Preliminary investigation established that    GCS has the following number of employees: 

Bwooma GCS – 2; Kashekuro GCS – 4; Kyangundu GCS - 4; Kyeibanga GCS - 3; Rushozi GCS – 4; Karyango 

GCS - 2; and Kigarama – 3. The total number of employees in the seven GCS’s is 22 people, to which will be 

added 8 people from Ankole Coffee Producers Cooperative Union marketing and management section plus 111 

farmer leaders. Thus the study population was 141 people. 

 

 The study leaned on primary quantitative data for carrying out parametric analysis. However, since 

performance that has already existed is being analysed, primary data was supplemented with secondary data in 

order to increase confidence in the study findings. Primary data is first hand data gathered by the researcher 

himself, while secondary data is already published data such as of a report. The primary data was collected from 

coffee Growers Cooperative Societies (GCSs) members, ACPCU and farmer leaders using questionnaire survey, 

while the secondary data – using rubric for grading or scoring the documents (Triad 3, 2016).  

 

 The study utilized a survey method with a questionnaire. A questionnaire is a collection of questions 

posed to individuals to gather statistically significant information on a particular topic (Roopa & Rani, 2012). 

This questionnaire consisted of closed-ended questions, where respondents selected their answers from a list of 

provided options. 
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The questionnaire that was used to collect quantitative data, it was structured as follows: respondents’ 

demographics then according to the study objectives. After they have been returned, they were cleaned to ensure 

legibility and accuracy. The respondents were grass root farmer leaders who double as the members of primary 

cooperative societies representing unit of inquiry (Sanjay, 2018). SPSS, which is one of the most popular 

computer data analysis software in social researches, was used to process data. Correlational analysis was 

carried out and the desired outputs generated, including: measures of central tendency, descriptive and scatter 

graphs, correlation matrix, and the like. Correlational analysis was used to analyse the relationship between 

Marketing strategies and performance of ACPCU in Sheema District. 

IV. RESULTS 
 The findings of this study reveal a significant relationship between the effectiveness of promotion of 

marketing activities within the primary coffee cooperatives constituting ACPCU and their overall performance. 

Through both quantitative and qualitative analyses, it became evident that cooperatives implementing more 

effective marketing activities experienced higher levels of performance in terms of sales volume, market share, 

and profitability. The effectiveness of promotional activities, such as advertising campaigns, participation in 

trade fairs, and distribution channels, positively influenced the visibility and brand recognition of Ankole coffee 

marketed by the cooperative union. 

 Moreover, qualitative insights from interviews with key informants within ACPCU highlighted the 

importance of strategic marketing initiatives in enhancing the competitiveness of the cooperative union in both 

domestic and international markets. For instance, ACPCU’s investment in targeted marketing campaigns 

tailored to specific consumer segments lead to capturing niche markets and command premium prices for their 

products. 

 Overall, these findings underscore the critical role of promoting marketing activities in enhancing the 

performance of coffee cooperatives within ACPCU. The results suggest that cooperative members and 

management should prioritize investments in marketing strategies that improve product visibility, brand 

recognition, and market penetration to sustainably improve their performance in the highly competitive coffee 

industry. These findings are agreement with Alemayehu (2019) who analysed role of Cooperatives in Marketing 

of Agricultural services offered a number of services they offered to members in Ethiopia and Nigeria, and 

found that they offered pivotal marketing services to the members’ produce.  The results are consistent with 

Shumeta & D’Haese (2016), who discovered that agricultural cooperatives were advocated as a viable tactic for 

addressing market imperfections. Furthermore, the findings align with Alemayehu (2019), who noted that 

farmer cooperatives are seen as instruments to enhance the marketing conditions for impoverished rural farmers 

grappling with restricted and unpredictable consumer demand for their products. 

V. CONCLUSION 
 This study set out to investigate the relationship between marketing strategies and the performance of 

Ankole Coffee Producers' Cooperative Union (ACPCU) in Sheema District, Uganda. Regarding the influence of 

the effectiveness of promotion of marketing activities, the quantitative analysis revealed a significant positive 

relationship between the level of effectiveness in promoting marketing activities and cooperative performance. 

This suggests that cooperatives that effectively promote their marketing activities tend to perform better in terms 

of sales, market share, and overall financial performance. The qualitative findings further underscored the 

importance of targeted and well-executed marketing campaigns in enhancing the visibility and competitiveness 

of coffee cooperatives. 

Recommendation 

 Based on the research findings, it is recommended that ACPCU and its primary coffee cooperatives 

focus on enhancing the effectiveness of their marketing activities as these strategies have a noticeable positive 

impact on the performance of coffee cooperatives in Uganda.  
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