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ABSTRACT 

The main objective of the study was to identify the problems in the marketing of 

fish by small scale fish traders and to identify the strategies used in coping or 

overcoming these problems. The population of interest was small-scale fish traders from 

the landing beaches in Kisumu District. The information needed was gathered using a 

questionnaire, completed by 40 fish traders. The questionnaire was in three parts. Section 

A was concerned with the current nature of fish marketing in Kisumu District. Section B 

looked at the problems traders face in marketing fish. Section C looked at personal details 

of the traders. The results of the study showed that fish traders faced many marketing 

problems. The major ones were deficiency in transport and communication, insufficient 

cold storage, heavy losses due to spoilage, lack of capital for investment, low prices of 

fish in the market, short-shelf life of fish, inadequate packaging, carcity of fi h, p r 

infrastructure (roads) and high prices of fish at the landing beaches. 

The research findings also discovered what fanners perceived as solutions to their 

marketing problems. These included selling at discount to avoid greater losse from 

perishability, trading in processed fi h, ensuring that dail purchases reach d the market 

the same day and selling on credit. 
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In conclusion, the marketing problems of fish traders in Kisumu District can be 

solved by the traders and the government. It's upon the traders to take initiative. They 

should pool their resources inorder to increase their competitive power. They will be able 

to stand up as one unit when looking for possible solutions to their marketing problems. 



1.1 Background 

CHAPTER ONE 

INTRODUCTION 

Fishing is one of man's oldest industries and trade in fishery products has been going on for 

centuries. Fishing in Kenya is an important economic activity. Fish harvesting, processing and 

marketing employ almost half the working age population in western Kenya. 

Lake Victoria is the major source offish in the country. It accounted for 85% of the total 

fish landings in 1997 . The land immediately following the Kenya sector of Lake Victoria is semi

arid . It has negligible agricultural production. The main cash crop in the area is fish . Fish trade 

is therefore an important economic activity. Economic prospects are very limited. Rainfall is low, 

the oil is poor, agriculture is mainly at the subsistence level and paying job are scarce (Jansen, 

1997). Efforts to increase employment in this area and to improve the standard of living mu ·t 

therefore focus on the fishing industry. 

Two types of traders sell fish in the local markets - mall- cale trader and larg ~- cale 

traders. The small- cale traders mclude those using bic_ cle to tran pan fi h to a radiu of 

between 50 and 75krn. In mo t ca es, the carry fre h fi h to th ir h me \l h r it i pr 

b ore b ing taken to the mark t. Ther r th u; m, II qu miti 

o minim I m rket ra iu , b 11 .. th 
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marketing fish in Africa, particularly in Kenya. Past accounts of fish trade around Lake Victoria 

. 
emphasise dependence on legions of small-scale entrepreneurs, most of whom are men (Ogutu, 

1992). 

The small-scale fish traders play a very crucial role in the fishing industry. They can not be 

ignored. This study therefore looks at what problems they face in marketing fish in the face of 

competition from their large-scale counterparts and what they are doing to encounter these 

problems. 

1.11 The Research Setting 

Kisumu District is situated in the Western part of Kenya. The District is one of the five 

administrative units that include Kisii, Rachuonyo, Homa Bay, Bondo and iaya which make up 

the Nyanza Province of Kenya. 

The annual rainfall in Kisumu District IS low, about 1134 nun wluch i' weH di tributed 

throughout the year. The vegetation found in the region is called the lakeshore sa anna which 

provides grazing ground for cattle, sheep and goats \llurna 198_ . The Luo · keep nrtle. sheep 

and goats . They also cultivate ca sava, potato groundnut mill t, orghurn and maize for 

con umption. The only ca~h crop grown b cotton i m inl b us the 

il i poor Ogutu . 1 ? 

m r th in lh I ak n 

mp l·i hi m r 
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it forms Kano Plains (Morgan, 1973). Kisumu District has very little arable land. These ecological 

and climatic conditions are inimical to progressive agricultural production . 

1.2 Research Problem 

Fish trade is an important economic activity providing income to many people who would 

otherwise be unemployed. The fishing industry is a big business for the Luo people. Fish 

harvesting, processing and marketing employ almost half the working age population. According 

to (Jansen ,1997), some 80% of fish traders derive their primary income from fish trade. It 

continues to provide some measure of livelihood for thousands of local people and their 

dependants. In the case ofKisumu District, most of the population depend on fish trade due to 

increased scarcity efland. Agriculture is mainly at the subsistence level and paying jobs are very 

scarce (Ogutu, 1992). 

Many people have been in the fish trade in Kisumu District. In the earl 1980 . the ti herie · 

of Lake Victoria was exploited solely by small-scale traders Jansen ,1 97). The traditional 

fisheries were almost totally occupied by small operators. The tr nd toda 1s han!:,ring. Large- ale 

traders have dominated this market. These traders are not pan of the I cal mmuru orne are 

K n a large wealthy entrepreneurs while other in lud c mp. ru lik(; Afr 

Cold tor gt ran - ti mon oth r b n pu~h out f 

bu in 
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Generally, most studies the researcher has come across on the fishing industry touch on 

marine fisheries (Okidi, 1978), supply function for fish (Oduor-Otieno et al.', 1978), socio

economics of Lake Victoria fisheries. (Jansen , 1997), clusters and dynamics of Lake Victoria 

fisheries (McCormick et al. , 1996 and Mitullah , 1996), artisanal fisheries of Lake Victoria, 

(Ogutu, 1992) and the role of middlemen in fish trade (Jansen 1997). 

Regarding the marketing side ofthe fishing industry, Abila (1995) undertook a study on 

the performance, structure and conduct of the Kisumu fish marketing system. He looked at the 

conduct of traders in terms of their attitudes to quality, efficiency in operations, pricing behaviour 

and profit margins. He also described the structure of the fish market. Whereas many studies have 

been done on other areas of the fishing industry, the researcher has not come across studies tackling 

problems of the small-scale traders. It is against this foregoing background that the research seeks 

answers to the following questions: 

What problems do smaU- cale fi h traders encounter in mark tin fi ·h? 

What strategies do they adopt to cope with the e probl m ? 

It is hoped that through identification of these problems, the small-scale traders will be able 

to tand the stiff competition they are current! facing from th larg trad rs Th ·mall trad r l a1 

income may be boosted by improving their mark tin op 

importance to th m. 

·1.3 Objectives of the Study 

• 

• 
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problems. 

1.4 Importance of this Study 

It is hoped that the results of this study will be of help to the following groups of people: 

1. Small-scale traders 

They would be able to overcome obstacles that stand in the way of fish marketing. 

2. Non Governmental Organizations, donor agencies and co-operative movements. 

They would be able to channel their effort to finding lasting solutions to the 

marketing problems of small-scale fish traders. 

3. The Government 

The findings of this study would guide policy makers in making relevant 

recommendations towards alleviating the marketing pitfalls of mall- cale fi h 

traders. 

1.5 Overview of the Report 

This report is divided into five chapters. The first chapter, the intr duction hapter, give 

the background of fish marketing. It how the re earch tting highlight th re ' ar h probl m 

nd th objectives of the tudy, import nc o th rud • fth rep rt. 

h liter tur r n in th ,\11 i m. in 

ob' ti 0 th li hill 



selection, data collection and data analysis techniques. 

The fourth chapter gives a summary of the data analysis and discussions of the findings . The 

analysis is entirely based on the objectives ofthe study. 

Chapter five presents conclusions of the findings, limitations of the study, recommendations 

based on the findings and suggested areas for further research. 



2.1 Background 

CHAPTER TWO 

LITERATURE REVIEW 

The fishing industry has played a major role in expanding the export base, and providing 

employment plus income to many rural families. 

The main fishes found in Lake Victoria (the main source offish in Kisumu District) are the 

lung fish, Nile perch, Tilapia, Elephant snout fish, the Butter fish, Cat-fish and Rastrineobola. 

These are shown in Appendix ill. 

2.2 Previous Research 
Previous research has focused on other areas but not on the problem hampering marketing 

of fish. 

Okidi (1978) studied Kenya's marine fisheries. He e. plored the amount and locati n of 

fishing in Kenya, the role of the fisheries department and commercial venture . He found that there 

was need for regulation to prevent depletion of variou tocks b reckle · fi 'hing e peciall b l ng 

distance fleets . 

Oduor-Otl no, et al ( 1975 carried out ppl fun ti n 1 ti h in the K n an 

w ter ot L k Victori istin t hnoln · 

n 



include storage, processing, and transportation. 

Moro ( 1985) studied the transport difficulties of selling fish in Nigeria. He contends that 

in spite of the existence of a big potential market, the efforts of the large fishing community are 

restricted to some extent by difficulties in reaching the markets . 

Abila (1995) analysed the structure, conduct, and performance ofKisumu fish marketing 

system with the aim of understanding the organization of the market, the role of middlemen, their 

capital outlay and how these relate to consumer price of fish. He found that Lake Victoria and 

Lake Turkana supplied the fish sold in Kisumu. There was product differentiation and very little 

formal vertical market differentiation was examined in terms of attitudes to quality, efficiency in 

operations, pricing behaviour and profit margin. 

Mwaura (1987) studied fish farming in Lake Naivasha. He found that fishermen in Lake 

Naivasha do not get maximum returns from their catch due to tran portation problems. He 

uggested that fishermen should pool resources and acquire refrigerated van that w uld enabl 

them to transport good quality fish to distant markets at lower costs 

2.3 The Fishing Industry In Kenya 
Fishing is one of man's oldest industries and trade in fi hery pr du ts ha been g ing on for 

centuries. The development ofKen a's fi herie and th tr diti n l mark ting of table item like 

cured fish has played a very ignificant rol in th hi t ur unt • nd 

r gi n. 
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compared to 11 kg of beans which provides the same amount of proteins. 

The fishing industry also provides fish meal, a protein-rich product used in the manufacture 

of animal feeds. Nile perch skin is sold to tanneries. 

2.32 Major Objectives 
The major objective of the fishing industry tends to be defined as maximization of 

production on a sustained yield basis but this maximization is merely a strategy to some other 

objectives, namely: 

1. Employment 

The fishing industry provides employment to fishermen and fish traders . Small-scale 

fisheries which is the mainstay of the Kenya sector is labour-intensive and erves the people 

well. Fish processing facilitates employment of more people in the industry 

2. Food 

Fish serves as human food . It provides protein of high quality. Th s vim bladd r can also 

be used directly as food . The fi h oil can be u d for pr paring oth r f d . It i al 

medicinal , for exampl , the cod li r il . 

Pr idin li 'th th . tri 
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2.4 The Status of the Fishing Industry in Lake Victoria 

{Kenya Sector) 
Lake Victoria is the second largest lake in the world and remains the single most important 

fishing area in Kenya today. The Kenyan part of the Lake, which has a surface area of 755 km2
, 

has for many years accounted for over half of the total fish production on the country. In 1981 and 

1982 the Lake accounted for 66.7% and 68.0% of the total national catch, respectively (Economic 

Survey, 1983). Since 1983, the Lake accounts for about 80% of the national catch. The 

contribution of the Lake can be seen from Table I below. 

T BLE t 

THE RELATIVE 01 TRIBUTION OF YE 

FI HINGGRO D % CO 

TOT . T B 

Lake Victoria 7 A 

Lake Turkana 1.4 
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Small-scale fisheries have been and continue to be the mainstay of fisheries development 

in the Kenya Sector of the Lake (Samaki, 1987).After landing, fish is bought by local fish traders 

and distributed. Prices on the major landing beaches today have increased beyond the capacity of 

the small fish traders that total catches are sold to the enterprising middlemen leaving local 

communities with no fish to eat. There are co-operative societies in Kisumu District. They are 

sandwitched between fishermen and fish dealers without big roles in the marketing of fish. They 

have remained as mere collectors of the commissions without economic contribution to traders 

(Samaki, 1987).There is over-fishing in Lake Victoria because the Lake is an open access fishery 

where anybody is free to be licensed. 

2.5 The Small-Scale Fish Traders In Kisumu District 

The majority (75%) of the small-scale traders are men (Kongere, 1979). Their ages range 

from 18-46 years with a mode of 37 years and a mean of 40 years The e men have family ize 

ranging from 3 tolO children. Their level of education is general! low The. are either illiterate 

or primary schoolleavers. They find entry into the fish trade eas_ becau ·e it require a minimal 

initial capital investment of about Kshs 1,000 or les, in addition to licen e fKsh . _oo plus a 

health certificate. The business is labour inten i and b mo~t of th m trade in fre h fi h, 

they move out of their homes to the b ch . 

rtl nt 1. n • f th m t 11 

their ti h I m inl l hl i1 nur 1t 1 r spl)nd 

p hi 
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or on bicycles or by public means to inland markets. Unlike the small-scale traders, many large-

scale traders have invested heavily in the business. They own their own fishing vessels and gear 

and have hired crewmen to fish in bulk (involving purchases ofup to Kshs. 10,000 or more). These 

are then transported to markets outside the region. Some companies also undertake large-scale 

business. They collect fresh or processed fish from various landing beaches mainly for marketing 

in the big towns around the country. 

Generally, the small-scale traders keep no records of their purchases, sales and operating 

costs. Consequently many of them are unaware of the losses they incur. Some get pushed out of 

business as a result of such undetected losses. The artisanal nature of the Lake Victoria fisheries 

is characterized by fluctuations in supply and consequently in incomes that accrue to the fishermen 

and fish traders. To ensure constant supply, the traders make arrangements with fishermen to 

upply them with fish on a regular basis. 

2.6 The Fish Market Structure/System In Kisumu District 

A marketing structure is defined as all feature that rna affect th beha iour and 

performance of firms in a market or the type of product that th • u 1p e and Chry ·tal. l995). 

The fi h marketing channel is made up offi h rm n prim nd third, fl urth 

nd fifth buyer whoop r te mbl r , be orne th 

cond, third urth th ' I h n i h \ t, I th t· r t 

in tu in Ki umu l i 11 i ·t is 



fishermen and the high prices received by consumers for the fish (Abila, 1995). 

Fish traders perform marketing roles. The marketing functions performed along the 

marketing channel include semi-processing, transporting, storage, risk-bearing, financing, 

wholesaling and retailing (Abila, 1995). The groups of traders are involved in the fish marketing 

process at two distinct levels of the marketing channel. The wholesale level of the marketing 

channel consists of groups of traders who buy fish from fishermen at the landing beaches and 

transport it to the local or distant rural and urban market where they sell it to retailers, or less often 

to consumers in those markets. Besides buying, transporting and selling, these groups of traders 

may semi-process the fish or store it under refrigerated conditions in case the amount they buy can 

not be immediately sold or consumed in the market (Nyanja , 1986). 

Fresh fish is more remunerative to fishermen and traders than semi-processed fish. In 1994, 

the average price for fresh fish on Lake Victoria beaches was Kshs. 2.47 /kg as compared to Kshs . 

1 44/kg for emi-processed fish (Abila, 1995). 

The econd level of the fi ·h-marketing channel con ist of small- cale fish trader wh 

perform retail function at the consumer markets . This group of trader link the whole aler and 

the retailers. They buy fish from the former group and ll to the latter. In , m mall con umer 

markets located clo e to fish landing beach a small group of tr der rna 'ufficicntl combine 

both who! ale nd retail function . th di tri uri n h nnd for fi h) . 

2.61 
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u Local open air markets where the fish is taken by the very small-scale fish traders mainly 

from markets within walking distance :from the landing beach. 

m Not too distant inland markets say 20 or 50 kilometres away :from the beach. These. 

markets are mainly supplied by cyclists who are normally men and the fish is presented 

:fresh. Any fish remaining unsold at the end of the day is taken horne for processing and can 

be sold to women who could take it the market the next day. 

tv Interior markets are too far for unpreserved fish because the spoilage is enhanced by the 

long time taken in transit hence fish in these markets are preserved . Most of these markets 

are either municipality or county council markets where fish is sold in racks built in open 

air or sheds. 

v The other marketing system comprise essentially an additional middleman, normally resident 

in an urban area and has some cold storage facilities . Small- cale traders collect fish from 

the beach and transport it to the urban area where other middlemen bu , and then ell t 

local residents or to his customers in other urban areas where he mav decide to take the 

urplus . 

vi The large-scale fish dealers own their refiigerated ehicle < nd cold torag, facilittes in 

urban areas. The traders end refrigerated hicl s to anou I nding be ch~ · around the 

lake to buy and collect fi h. Th i d fi h i tori 

2.62 
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fish trade calls for considerable funds to establish transport and storage facilities. In the marketing 

offish, many times there is no direct contact between the producer and consumer. Studies have 

been done on the role of middlemen in a marketing channel. Szcze Panik ( 1960) looked at the 

economic role of middlemen and cooperatives in Indo-Pacific fisheries. He argued that aid through 

these agents in the development of fisheries is necessary due to the poverty of fisheries of small-

scale traders and fishermen. Middlemen are financially powerful. They provide fishing capital plus 

consumer goods while insisting on the mortgage of fish catches. 

In India, middlemen are viewed. as parasites who exert a stronghold over fishermen. The 

elimination of such middlemen would therefore maximize benefits accruing to fishermen (Saha, 

1970). Stirrat (1973) in his study on the role of middlemen argues that inspite of their exploitative 

nature in appropriating surplus value, the advice given to fishermen by middlemen may occur to an 

outsider as an abiding factor for exploitation Middlemen enable fishermen to have a guaranteed 

long-term outlet for their product. The relation hip between fishermen and middlemen i both 

ocial and economic F AO has also observed the importance of middlemen They contend that 

their existence is often systematic of considerable under or concealed 
under employment and the social consequence of an dra tlc remo al of 
such people from the trading scene, apart from the political effect. could be 
profound as they are often from the rural are th m · I e · and comnbute 
to what little prospect that exi t . in e th · ar g n r, 11 · unorg. nized 
with mall capital re ,ource , it c n not b e ·pc t d th t th r , bl t 
make large 'nve tmem 0 ~ D/f 1977 u tt.:d in kidi 1 7 ). 
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of traders to venture into distant urban markets where higher prices may have been expected. After 

landing, the fish is taken over by the middleman who takes the risk of possible post- facilitate 

movement of fresh fish in areas where fishermen could totally be strangers. Because of the 

presence of middlemen, the primary producers have more time to perfect their trade. 

2.7 The Problems In The Marketing Of Fish 
These problems are the constraints that small-scale fish traders face or are faced with in 

their attempt to market fish. They include: 

a) . Lack of cold storage facilities. 

There are no cold-storage facilities on the landing beaches in Kisumu District to enable preservation 

of fish. Landed catch must therefore be sold off immediately. Trading flourishes when fishing 

canoes arrive in the morning hours. Lack of ice make preservation hard for individual traders. 

b) TransportatiOn 

Tran portation determines how much of the landed catch i old fre ·h. 

transportation from the landing beaches include head load . buse '. bic cles and pri ate v hicl~s . 

Traditionally, fish transportation from the beaches to the inland market ' ithin the Lake regi n has 

been dependent on women. Transport rna · b affect d b He r, in make 

ea onal road impa able. Thi ffect th m 

b· che bu br . dl ' n l 

11 · l t 
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form. Certain beaches are inaccessible during certain periods of the year. Poor roads link landing 

beaches to various market centres. Traders can not get the fish to the market centres as fast as is 

desirable. By the time they reach the market, some fish have started going bad. Traders then are 

forced to sell the fish at discounted rates partly to dispose of the stock quickly before heavier losses 

are incurred through fish spoilage. 

d) Packaging 

Rastrinoboela (Sardines) is packed in sacks, baskets and plastic troughs, while Nile perch and 

Tilapia are packed in cage like baskets plus sacks, mainly for local markets. For further national 

markets, insulated tracks are used both to carry and transport fish. For small-scale traders, 

packaging is a problem because fish goes bad very quickly on exposure to the sun in the course of 

transportation to the market either by public transport, bicycle or porting. 

e) Lack of trainmg and 1 or formal education 

There is a general lack of knowledge from fish trad rs on what their role and r 

in the trade. Mo t of them don't know what trading in a fragile and ea ·il contaminated c n ·umcr 

commodity means. They lack knowledge in basic accounting and bu ine management thu · a.r 

unable to manage their businesses effecti el or in\'e t imellig ntl . 

f) Competitwnfrom large-scale traders 

Th large- al trad r ha e d nt t t h i tr n b, 

I ciliti ' th I. I ' }ll ht 

kill 

tm 



Customer flow is seasonal, regular and irregular. They vary depending on the week of the month 

and season of the year. A trader who has no customers stands the risk of getting losses from · 

spoilage of fish due to lack of demand. 

h) Problems of segmenting markets 

Most small-scale fish traders don't know their target markets . They take their fish to any 

market regardless of the substantiality ofbuyers. They end up with low profit margins or losses 

because they don' t divide up their total market into groups of potential customers who are 

homogeneous with respect to wants and needs. 

i) Inaccessibility of some markets 

Some good markets are on routes that are hardly passable during rainy periods thus traders end 

up stranded with their fish . This enhances post harvest losses during the rainy seasons. 

J) Absence of a standardized pricmg :ystem 

Unlike the other sectors like meat, the government doe' not control fi h pric i h trader et 

their own prices. A problem occurs during the big harve t ea 'On when 'upp! i great r than 

demand. Traders also lack a strong negotiating power in respect of fi ·h pnce related to income 

prices achieved by middlemen Due to lack of control of price . threetbld difference· b t\J een 

wholesale and retail prices are very common. 

k) Unawareness of.wppon acti~·iries m tlah~ t 

c not war 01 
up led 

ith hi h t ' • th ir 

h 



m) Bureaucracies with the distribution system of fish. 

There are long channels, that is, the time taken by fish in moving from the producer to the 

consumer is too long. The commodity changes hands too many times. Price mark-ups at each 

stage becomes smaller. There is also networking that occurs. A trader will only be sold fish 

by a fisherman he/she knows. 

n) Lack of working capital. 

Small-scale traders generally lack the capital to invest in their businesses. This makes them buy 

fish in small quantities. They are not able to acquire proper packaging materials, cold storages 

among others. 



CHAPTER THREE 

METHODOLOGY 

This section looks at the population, sample, data collection and data analysis method. 

3.1 Population 

The population of interest in this study consisted of all small-scale fish traders in Kisumu 

District. According to Ogutu (1992), small-scale fish traders are those who buy small quantities 

of fish that can be carried to a minimal market radius, basically the neighbourhood. They use 

bicycles, public transport or head loads to transport fish to a radius of between 50 and 75 km. They 

invest upto Ksh 1,000 in their businesses. 

Presently there are no reliable statistics on the number of fish traders but The Department 

of ·isheries estimates that the ratio offishennen to fish trader operating along Lake Viet ria i 1:3 

meaning that here are about 24,000 fishennen and 72,000 trader (Department r i heric , . 

3.2 Sample 

In this study, multi - stage sampling was used to elect the mali-'cale fi h traders from 

whom data was collected. Kisumu Dtstrict has thineen major landing bea h ppendix 1). 

To elect the beaches, simple random ampling u The b number d ne to 

thincen on lips of paper The tirr d lll 

b · ch wer lh n 



3.3 Data Collection Method 

Primary data was collected through personal interviews using a questionnaire (see appendix 

II). For ease of communication, Dholuo the local language was used. The questionnaire had three 

parts. Section A collected data on the current nature of fish trading in Kisumu District, section B 

focused on the problems of marketing and strategies, and finally section C collected data on details 

of the respondents (fish traders). 

3.4 Data Analysis Method 

This is a simple descriptive study. Data was analysed using percentages, mean scores, 

tables and cross tabulations. 



CHAPTER FOUR 

DATA ANALYSIS AND FINDINGS 

Introduction:-

In this chapter, the data from the completed questionnaires is summarised and 

presented in tables, Percentages, mean scores and cross tabulations. 

A total of fourty small-scale traders were personally interviewed. This gave an 

overall response rate of I 00%. The analysis of the report is done in 3 areas. 

I . Analysis of the current nature of fish marketing and the traders personal 

characteristics. 

2. Problem analysis according to the fish traders 

3. An analysis of the fish traders solutions to their problems. 

4.1 £urrent Nature of Fish Trade and Personal Characteristics of Traders. 

Table 2: Sex Distribution of the Fish Traders 

SEX NO. OF PERCE ... T GE 

TRADERS 

MALE 25 6-.5 

FEMALE 15 
... -

.> I. 

TOTAL 401 1000 

I h table how that rno t fi h t n r m in th t1 d th.tn lh 

'W()m ·n b c tu 

t n in 



Table 3: Age Distribution of the Respondents 

r-

AGE (YEAR) NO. OF PERCENTAGE 

TRADERS 

r-UNnER 20 1 2.5 

~0-29 13 32.5 

30-39 10 25 

r---40 and over 16 40 

JOTAL 40 100 

Most of the fish traders are aged people. They are 40 and over. There was only l trader interviewed 

Who was under 20 years of age. This is probably because they enter the business around the age 

of20s or 30s and stay very long in it. The younger people are probably involved in other businesses 

in towns like the white collar jobs or other entrepreunial jobs like mechanics, carpentry among 

others 

Table 4: Marital Status of the Respondents 

r--

MARITAL STATUS NO. OF PER E T GE 

- TRADERS 

~E 
1 - 5 

~D 
30 75 

~IVORCED 
2 5 

~OWED 
7 l7.5 

~OTAL 
~0 I 100 

The survey also established the marital ~tatu o the re pond em . Thi ' , t tori 'ed a . 'ingle, 

married, divorced and widowed. go d pr ponion ;%) ot t • have 

larnilic to tak care The t bl 
h rn n 

onnat choolin to con 

... 



Table 5 Educational Level of the Respondents 

r-

EDUCATIONAL LEVEL NO. OF PERCENTAGE 

TRADERS 
1--

NO FORMAL SCHOOL 10 25 

STD 1-5 
1--

9 22.5 

STD 6-8 19 47.5 

,_ 
SECONDARY LEVEL 2 5 

1-

OTHERS 0 0 

1--

TOTAL 40 100 

....... 

70% of the respondents possess primary level education while 25% possess no formal education 

at ali. This is a major constraint in the fish marketing because they have no idea ofbookkeeping. 

Most of them have no business records. They probably don't attend school due to lack of school 

fees or parent dedication to education. 

Table 6 Attendance of a Formal Business Training 

Majority (87 5 of the tfader h e n 

how xplain th 

th ir 

r ur 

~O.OF 

TRADER 

s I 1.... .5 

100 

I hi. m ,. st nh:. 



Table 7 shows the traders views on profitability offish traders. 

Table 7: Profitability of Business 

PROFITABILITY NO. OF TRADERS PERCENTAGE 

VERY PROFITABLE 3 7.5 

PROFITABLE 34 85 

NOT PROFIT ABLE 3 7.5 

TOTAL 40 100 

85% of the respondents find fish trade profitable although its greatly affected by seasonality. There 

are some seasons unlike others that fish is widely consumed. Bearing in mind some of them only 

invest Kshs. 200 in the business, the profitability margin they are talking about range from Kshs. 

100 - 500. For a good business mind this is no profit. Infact when variables like their time is added 

on to the investment you find there is no profit they are making. 

Table 8: Length of time in Business 

~ 

TIME IN BUSINESS NO. OF TRADER PERCENTAGE 
i-.. 

AYIONTH 0 0 

MORE THAN 1 YEAR 39 7.5 
~ 

I YEAR 1 --· 
1-. 

TOTAL ~ 100 

one of the tr· d r h nm m m. ·lH it 

h lh 

,. 



Table 9· Types of fish Traded In: 

FISH TYPE NO. OF TRADERS · PERCENTAGE 

TIL APIA 32 80 

NILE PERCH 30 75 

RASTRINOBOELA 17 42.5 

OTHERS 

CAT FISH 2 5 

LUNGFISH 2 5 

From the table majority of the respondents trade in Tilapia, Nile perch and Sardines. These are 

the fishes easily found in the Lake. Note that some traders trade in more than one type offish. 

Table 10 shows the respondents capital position. 

Table 10: Current Capital Position of the Trader 

---
AMOUNT (KSHS) NO. OF TRADERS PERCENT~GE 

LESS THAN 500 12 30 

501-1000 23 I -7 . . 

1-

1001-2000 2 I 5 

MORE THAN 2000 3 I 7.5 

TOT L .t 
100 

rorn th t bl 87 S% o th 
' 

in t ir 

lo 



Table 11 presents the traders sources of capital. 

Table 11 : Sources of Capital 

SOURCE NO. OF TRADERS 

FRIENDS 2 

PERSONAL SAVINGS 38 

FAMILY l\1EMBERS 2 

LOA.i"\1 
1 

PERCENTAGE 

5 

95 

5 

2.5 

From this table it can be concluded that the major source of capital for traders is personal savings. 

Only one trader interviewed acquired a loan to start his/her business. The government should be 

called upon to extend loan facilities to the traders The traders hould be encouraged to cek 

awareness about these facilities . 

· Table 12 shows the markets where fish is sold . 

Table 12: Markets where fish is Normally Sold . 

MARKET 

KISUMU 

·r m th · t OlU 

. 0. OF TRADER . 

40 

0 

100 

0 

10 



don't spend a lot of money on transport to far away markets like Nairobi. Table 13 shows the 

number of traders receiving support services. 

Table 13: Support Services. 

RECEIVE SUPPORT SERVICES NO. OF PERCENTAGE 

TRADERS 

YES 
1 2.5 

NO 
39 97.5 

TOTAL 
40 100 

From the table, majority of the traders do not receive any support services. Most of them are never 

aware ofthe existence ofthese support services. Only one respondent has ever received support 

in form of money from an NGO from Norway. It is upon the Govemment to sensitize the traders 

on the existence of support services. 

Table 14 shows how much money in Kshs. the trader would comfortably enhanc their bu inc ' 

with. 

Table 14: Amount to Comfortably Trade 

AMOUNT 

LESS 10,000 

10,001 -50 000 

50 001 -90,001 

I )f) 

u 

u 



therefore a major constraint in fish business. A business can never take off without enough capital. 

They therefore not able to acquire cold-storages, appropriate packaging facilities among others. 

Cross Tabulations 

I used cross tabulations to study relationships among and between some of the variables in my 

study. 

Table 15 presents the traders by their status in the business (either full or part time trade) and the 

length of time spent in business. 

Table 15: Traders by their Status and Time Spent in Business 

STATUS TIME IN BUSINESS 

1 Month 1 Year More than 1 year Total 

Full time trader 0 0 39 39 

Partime trader l 0 0 l 

I 0 39 40 

From the above table, a full time fish trader is one who ha been in the bu ine ·- for more than 1 

year Being a fu ll or part trader depends on how long long one ha bee 1 in bu ine 

Most traders the researcher interviewed sa the ' an d bu in !) P n time trader ,lnd with 

time they became full time rraders. nee full tim ' · h 

in the bu ine hi could 

r m r . tin, 



Table 16: Traders by Age and Marital Status 

AGE 
MARITAL STATUS . 

Single Married Divorced Widowed Total 

Upto 29 
10 0 3 14 

Over 30 0 20 2 4 26 

1 30 2 7 40 

This table shows that the traders marital status depends on their ages. 10 respondents are 

married and are under 29 while 3 are divorced. However the majority who are married are over 

30. They marry when they are young and begin bringing up their families. 

The next table shows traders by their education levels and Business training. 

Table 17: Traders by their Educational Levels and Business Training. 

Business 
Education level 

No formal education std l-5 Std 6-8 econdary level Total 

Yes I 
0 1 ~ 0 5 

No 
lO 8 14 5 -

I 
10 9 IS 2 --

40 

Bu in training d pend on n upt 

lt mm It in u nth 



Table 18: Traders by their Educational Levels and Awareness of Support Services 

Awareness of Educational levels 

support 

Services 
No formal std 1-5 std 6-8 secondary level Total 

Schooling 

Yes 0 0 c I 1 

No 10 9 19 1 39 

10 9 19 2 40 

The table shows that the traders awareness of support services depends on their education 

levels. Only 1 trader interviewed was aware of the support services having attended secondary 

level of education. Its therefore upon the Government to provide education to the traders. Due 

to their illiteracy they are ignorant of existing support service . The fi h rie d partment can 

begin literacy classes on particular days They may give certificate f att ndanc 011 

completion. 

The next table shows the traders by the length of time they have n in bu in ss nnd th, 

business profitability levels. 

Table 19: raden by the Length of Tim~ th~ ha,·~ b n in Bu. in~ and Profit bilit 

L vel . 



The above table shows that the profit the traders receive depends on the length of time they 

have been in business. Over time, the traders learn tactics of marketing fish and how to cope 

with the marketing problems. With an exception of the problem of seasonality in the business 
' 

the traders say their profits have increased over the years. over time, most of the traders who 

began by carrying fish on their heads to markets have acquired bicycles and packaging facilities. 

4.2 Traders Marketing Problems 

The traders were asked whether these marketing problems were very serious, serious, not 

serious or not a problem. The results are summarised in Table 20 as either serious problems or 

not serious. 

From the table, it is seen that all the traders interviewed voiced problem including defici ncy in 

transport and communication, insufficient cold storages, heavy lo e due t poilagc, lack f 

capital for investment, short shelf life of fish, inadequate packaging, carcit of fi h and p 

infrastructure They had a response of 100%. 

r 

This shows that they have similar problems. 

Transport and communication ought to be impro ed th t c ntr II d. Th will 

be able to reach their upplic to th ir m rk t I h d t 

p ol their re urc and inv t to tit j, 

p >w r. I h y could n J !h I \\ith 

th t h I t l 



Table 20: Percentages of Farmers Mentioning the Problems. 

MARKETING PROBLEM SERIOUS NOT SERIOUS 
NO.OF PERCENTAGE NO. OF PERCENTAGE 
TRADERS TRADERS 

l . Deficiency in transport and 40 100 0 0 

communication 
2. Insufficient cold storage 40 100 0 0 
3. Heavy losses due to sQoilage 40 100 0 0 
4. Lack of capital for investment 40 100 0 0 

5. Low prices 40 100 0 0 

6. Inadequate promotion 0 0 40 100 
7. Inaccessibility of some markets 30 75 10 25 

8. Short shelf-life of fish 40 100 0 0 
9. Inaccessibility of some landing 35 87.5 5 12.5 

beaches 
1 0. Intense competition 37 92.5 3 7.5 
11 . Inadequate packaging 40 100 0 0 
12. Harassment from council 25 62.5 15 37.5 

offices 
13. Problems of segmenting the 10 25 0 75 

markets -
14. Losses from fluctuations in 36 9 4 l 

demand 
15 . Problem of identification of 21 52 s \Q 47 . 

customers 
16. Lack of formal education 34 85 15 

24 
-

17. Lack of market outlets 60 16 40 

18 Others 
a) Difficulty in ridin~ bicycles 30 75 l 25 

b) Scarcity of fish 
40 100 0 

c) Poor infrastructu~roads 40 100 0 
30 l~ Distance of landing beaches 75 10 25 
40 @. High prices of fish at the beaches 100 ~6 

20 50 f) Constant bribery to officers 20 0 
~ 

J h mnj rit o I I d I 11\ ill I h t I d ( l f l t t) 

t II 4.1 I hi in lu' tl 

n nin th 



4.3: Traders Solutions 

Table 21: Percentages of traders mentioning solutions. 
; ·. 

SOLUTIONS TO PROBLEMS NO. OF TRADERS PERCENTAGE 

1. Selling at discounts to avoid greater losses 35 87.5 

from perishability. 
2. Trading in processed fish 30 75 

3. Pooling resources to expand scale of 5 12.5 

operations 
4. Setting target market and segmenting 10 25 

according to accessibility and concentration of 

buyers. 
5. Attending book-keeping lessons extended 5 12.5 

~the fisheries . 
6. Ensuring daily purchases reach the market 40 100 

the same day. I 

Others I 

a) Use other means of transport 20 50 

b) Selling in credits 35 87.5 

c) Going to beaches ve early 

The table shows that 87.5% of the traders sell at discount to avoid greater 1 , 75% trad in 

processed fish to increase the shelf-life of fish, 12 5% were pooling re urce to expand th ir 

operation scales, 25% were segmenting and targeting markets ace rding to accessibilit and 

concentration of buyers and only 12.5% were attending b ok k eping I 

All the traders enured daily purcha r ch th m rk t th m d • ' hil h' If th tr dt:r . 

llin tn 

upJ li 



CHAPTER FIVE 

Conclusion 

This chapter concludes on the findings of the study that were entirely based on the objectives. It 

then presents recommendations, limitations of the study plus suggested for further research. 

The main objectives of this study was to determine the marketing problems of the small 

scale fish traders. The study also sought to assess the relative importance of the identified 

factors . 

5.1 CONCLUSION 

From the research funding presented in chapter four, several conclusions may be drawn. 

A large proportion small scale fish traders are men (62.5) This is because the men are more 

hardy. They are able to endure long di tanccs to the landing beadle . They ar a\ g d at 

riding bicycles onsidering their age distribution, majority are aged (ov r 40 ar ld) The 

enter the business at the early age of 20's and stay longer in it. The becom full time trad •r . 

AJI their life is spent ferrying fish from the landing beache to nearb market . 

Looking at the educational level of the re pond nt , 7m~ p prim 

They never went beyond primary education which i m. · r hindr n dropp d ut of 

nt. 

d dicati n to due tion . I h rn j t h m, in't 

tr inin ll \ ith th it 

. 
u ton r Ill 



The majority (85%) indicate that fish trade is profitable to them. Considering other 

v~luables like time and energy invested in this business, it can be concluded that small scale traders 

run their businesses at losses. The profit margin mentioned ranges from Kshs. 200/= which is very 

little. More than half the traders (97.5%) have been in business for more than 1 year and personally 

saved the capital they invested in. Most of the traders trade in Tilapia, Nileperch and rastrinoboela 

as they are the fishes most commonly found in Lake Victoria. Kisurnu is the most lucrative market 

for all the traders probably because of its distance. The distance is considered in terms of the fares 

paid. from the fish landing beaches, the traders ferry fish either on their heads or bicycles upto 

certain points. The fish then is loaded onto buses, lorries or matatus to their destined markets. The 

traders find fares to markets within Kisumu district more bearable. This is why most of them prefer 

selling fish in markets within the district. 

According to the summary statistic , all the traders mentioned the following marketing 

problems: 

i) Deficiency in transport and communication 

ii) Insufficient cold storages 

iii) Heavy losses due to spoilage 

iv) Lack of capital for inve tment 

v) Low price of fi . h in th mark 

vi) hort h I ti e o fi Tt 

vii) In d qu I P in 

iii) Sc tcil o fi h 

lli 



The marketing problems of traders in Kisumu district are therefore a result of poor road 

n~twork to the landing beaches. The roads are not tarmacked and are therefore impassable ,. 

during the rainy seasons. Because of the traders small capital base, they cannot afford cold 

storage facilities. Fish then gets spoilt very fast. They are therefore forced to fix low prices to 

dispose of stocks. 

They however indicated inadequate promotion as no problem. There are possible solutions to 

the mentioned problems by the traders. They are selling at discounts to avoid greater losses 

from perishability, trading in processed fish, ensuring daily purchases reach the market the 

same day and selling in credits. 

5.2 Recommendations 

From the conclusions made, the following recommendations can be made 

The government should improve roads and communication ervice t enhanc the pe d at 

which fish reaches the market from the landing eaches. The road I ading t th landing 

beaches should be tarmacked The traders should be encouraged top ol their re ource and 

acquire loans to purchase pick ups or trucks . This ' ill ea e the problem o difliculti . in 1 idin 

bicycles or porting. 

1 he governm nl hould d vel p a pricin m ot t h t hin intlustr sp 1. II 111 

Ki . umu district. Pric ar rn, inl · fi . d b 
# 

m. II s ;1l • tt dt: 1 s 1 

Ill jlt m 1 k tin 

h \ th 

" 
1\ th 

7 



accounting courses. The traders may learn new marketing techniques. This can be done by the fish 

landing beaches. Structures can be set up. Marketing and Accounting tutors may be posted to 

these centres. The fish traders can be asked to set specific days to attend these classes. With time 

their knowledge may be enhanced on how to market and keep records. 

Necessary checks should be put in place to avoid trade in spoilt fish . Because the shelf life 

of fresh fish is very short, traders at times sell spoilt fish . The government should post Council 

askaris in various markets to counter check the supplies before they are sold. The government 

ought to protect the small scale traders against harassment by the council askaris waiting for 

constant bribes. 

There should be cold storage facilities provided for these traders . The government together 

with other organizations can set up a cold room to avoid the problem of spoilage. All the ways 

mentioned above can only be possible by the eli trict council fund in l and capacity With p1 op 1 

upport fish marketing by mall scale trad ts in Ki umu i trict ma pr sper Un mplo m nt, ill 

definitely be curbed because the Kenyan population keep 1 i ing dail and man peopl ma opt 

to begin trading in fish . 

Small scale fi h traders hould come together. B p ling th 1r 1 Olllcr the \\Ould 

increase their bargaining power. 

' I h major limit ti( 11 1f thi tud llld ltll<llll ' I h 

IH h I th II onl Ill I 1111\\1 

U I t l II II II tit 



' . . : 

The current study was based mainly on small-scale traders. Future research should be 

extended to large scale traders to find out their marketing problems. 

A further research could be carried out to cover the landing beaches in the remaining 

districts in Kenya to investigate whether their marketing problems are the same. 

The reseacher mainly looked at fresh fish traders. Research could focus on processed fish 

traders to establish their marketing problems . 
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Dear Respondent, 

APPENDICES 

Appendix 1: COVERING LETTER 

University of Nairobi 
Faculty of Commerce 

Department of Management Science 
P 0 Box 30197 

Nairobi 

April 1999 

I am a postgraduate student in the Faculty of Commerce, University of Nairobi. 
currently, I am conducting a Management Research Project on "THE MARKETING 
PROBLEMS OF SMALL SCALE FISH TRADERS AND STRATEGIES USED TO 
OVERCOME THEM; A CASE STUDY OF THE LANDING BEACHES IN KISUMU 
DISTRICT. This Is in partial fulfillment of the requirements for the Master of Business 
and Administration (MBA) Degree. 

I am kindly requesting you to fill in the attached questionnaire the soonest possible 
and to the best of your knowledge. The Information you give Is needed purely for 
academic research purposes and will therefore be treated with strict confidence. In no 
way will your name appear in the final Report. 

A copy of the final Report will be made available to you upon requ st. 

Your assistance and coope.ration will y u In 

Yours f ithfully 



Appendix II: QUESTIONNAIRE 

SECTION A 

Below are questions related to the current nature of fish trading (marketing) in Kisumu 
District. Please provide an appropriate response to each question. 

1. How profitable do you find business in this part of Kisumu? 

Very profitable ( ) 

Profitable ( ) 

Not profitable ( ) 

2. For how long have you been in the bu ine ? 

A month ( ) 

I year ( ) 

more than I year ( ) 

3. Are you a full time fi h trader? 

Yes ( ) 

No ) 

hich 1 ·r 0 n h <1) l II I I in 

I iltJ i 

············ . 



5. Where do you normally sell your flsh? 

Kisumu markets ( ) 

Nairobi markets ( ) 

Other (specify) .................. . 

6. What is the amount of capital (money in Kenya Shs) that you have invested in this business? 

Less than 500 ( ) 

SOL- 1,000 ( ) 

1,001 -2,000 ( ) 

7. I low did you acquire the initial capital to start the bu iness? 

From friends ( ) 

Through personal savings ( ) 

From family members ( ) 

Through a loan (specify the organization that pro ided the I an 

8. In your view, what amount of capital i u tci nt r n t m rt bl II d 111 I h' 

I 1 • )\1 I 
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Marketing ( ) 
Business Information ( ) 
Tools and equipment ( ) 
Others (please specify) ( ) 

SECTION B 

This section looks at the marketing problems of small scale traders and solutions. Please tick in 

the box provided for an appropriate responses. 

1. How serious a problem do you find each of the following factors? 

Very Serious Not Not a 
Serious senous problem 

a. Deficiencies in transport 

and communication ( ) ( ) ( ) ( ) 

b. Insufficient cold storages ( ) ( ) ( ) ( ) 

c. llcavy losses due to spoilage ( ) ( ) ( ) ( ) 

d. Lack of capital for 

investment and operation ( ) ( ) ( ) 

e. Low prices ( ) ( ) ) ( ) 

f. Inadequate Promotion ( ) ( ) ) 

g. hort shelf-life of frc h fi h ( ) ) 

h. lnacc .. i ility of. rn 

Ill< I k I 

Jn, cc ihitit Ill 

I ndin 

J 



I. 

m. 

n. 

0. 

a. 

b. 

c. 

2. 

Harassment from the council officers. ( ) ( ) ( ) ( ) 

Problems of segmenting the markets. () ( ) ( ) ( ) 

Losses from fluctuations in demand. ( ) ( ) ( ) ( ) 

Problem of identification of customers. ( ) ( ) ( ) ( ) 

Lack of formal education ( ) ( ) ( ) ( ) 

Lack of market outlets. ( ) () ( ) ( ) 

Others (please specify) ( ) ( ) ( ) ( ) 

Please tick only those statements that indicate what you are doing to overcome these 

problems. 

a. 

b. 

Selling at discounts to avoid greater losses from peri hability 

Trading in proce sed fi h 

c. Pooling resources to expand scale of operation (help acquire 

storage facilitie ) 

d Setting target market and segmenting according to accessibilit , 

and concentration ofbuyers . 

e. Attending book-keeping le ons ext nd d b th 

Department and th L k I it 

f. hn tuing daily purchn r ch th m 

Oth I (JI 

( ) 

( ) 

( ) 

( ) 

) 

~ ', 



SECTION C 

This section looks at the personal details of the re.~pondenl. Please lick in the box provided.for 
appropriate re.~ponse. 
1. Sex 

Male 

Female 

2. Age (years) 

Under 20 

20 -29 

30 -39 

40 and over 

3. Marital status 

Single 

Married 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

4. What class did you reach in formal education ? 

No formal schooling at all ( ) 

Std 1-5 ( ) 

Std 6-8 ( ) 

econdary level form I-IV) ( 

thcrs (pi a speci 

I fuv nd d n !Ill llu in ll 

Y· 

r 

in in 



APPENDIX Ill 

MAIN FISHES FOUND IN LAKE VICTORIA 

NAME LOCAL NAME 

NILE PERCH MBUTA 

LUNGFISH KAMONGO 

TIL APIA NGEGE 

ELEPHANT SNOUT FISH FULU 

BUTTER FISH SEW 

AT FISH MUM I 

f- --
RA TRIN BOLA OM ENA 

Source: Artisanal fi she1 ies of Lake Yictot ia. 



APPENDIX V: 

LIST OF LARGE SCALE FISH TRADERS. 

1. Samaki Industries (Kenya) Limited. 

2. Kenya Cold Stores 

.., Samaki and Tilley Butchery Limited J . 

4. Kenya Fishing Industries 

5. Wananchi Trading Company Limited 

6. Government Owned Company 

7. Afro Meat 

8. Trans - Africa 

9 Kenya Fish net 

Source: Fao Fisheries Technical Paper . o 133 



APPENDIX: VI 

MAJOR LANDING BEACHES IN THE KTSU1VfU District. 

Name of Beaches 

Dung a 

Ralayo 

Nyamawaka 

Arongo 

As at 

Kaloka 

Ogal 

Paga 

Usoma 

yam ware 

duru 

Ogenya 

Sango rota 

ource. Department of Fi heries, 1 airobi 


