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አህፅሮት 
 
ይህ ጥናት ገበያ ተኮር የወተት ላሞች ርባታ ላይ የተሰማሩ የወተት አምራቾች የጥሬ ወተት ግብይት 
መንገዶችን ለማጥናት እና የአምራቾችን የመሸጫ (የግብይት) አማራጮች (ቻናል) አመራረጥን የሚወስኑ 
ጉዳዮችን ለመለየት የተካሄደ ነዉ፡፡ ጥናቱን ለመተግበር በዋና ዋና ከተሞች እና በከተሞች ዙሪያ በተለያየ 
የሥራ ስፋት የወተት ላሞች ርባታ ላይ ከተሰማሩ 475 አካላት ጥሬ መረጃ ተሰብስቧል፡፡ ትንተናዉም 
የተለያዩ ገላጭ ዘዴዎችንና በዛ ያሉ አማራጮችን መሠረት ያደረጉ ሞዴሎች (መልቲ ቫሪዬት ፕሮቢት 
ሞዴል) በመጠቀም ተከናውኗል፡፡ የጥናቱ ዉጤት እንደሚያሳየዉ ምንም እንኳን በወተት ርባታዉ ላይ 
የተሰማሩት አካላት የተለያዩ የወተት መሸጫ አማራጮች ቢኖሯቸዉም የወተት ሽያጩ በዋናነት የሚካሄደዉ 
በኢ-መደበኛ የግብይት አማራጭ ነዉ፡፡ የመልቲ ቫሪዬት ፕሮቢት ትንተና ዉጤቱ እንደሚያሳየዉ የወተት 
አምራቾቹ የትምህርት ደረጃ እና በላሞች ርባታ ላይ ያካበቱት የሥራ ልምድ፣ የሥራዉ ስፋት፣ የወተት 
መሸጫ ቦታ ርቀት፣ በወተት ላሞች ርባታ የኅብረት ሥራ ማኅበር አባልነት፣ በእያንዳንዱ የወተት መሸጫ 
አማራጭ የሚቀርበዉ የወተት ዋጋ እና የወተት ላሞች ርባታዉ የሚከናወንባቸዉ ቦታዎች የወተት አምራቹ 
የሚሸጥበትን ቻናል የሚወስኑ ጉዳዮች ናቸዉ፡፡ ስለዚህ አሁን ያለዉን ኢ-መደበኛ የወተት ግብይት ወደ 
መደበኛዉ ለመቀየር የሚቀየስ የግብይት ሥልት ግብይቱን ማዘመን ላይ የተኮረ መሆን እንዳለበት ጥናቱ 
አመልክቷል፡፡ ይህን ስልት ተግባራዊ ለማድረግ ከሚረዱ ተግባራት መካከል መደበኛና ኢ-መደበኛ 
ስልጠናዎችን ለወተት አምራቾች በመስጠት መደበኛ ግብይቱን እንዲቀላቀሉ ማድረግ፣ የወተት ማቀነባበሪያ 

ፋብሪካዎችን በማጠናከር እና በሁሉም ትላልቅ ከተሞች ላይ እንዲመሠረቱ ሁኔታዎችን በማመቻቸት ለወተት 
አምራቾቹ ጥሩ የገበያ አማራጭ እንዲሆኑ ማድረግ፣ የወተት አምራች የኅብረት ሥራ ማህበራትን አቅም 
በመገንባት ከወተት አምራቾቹ ወተት የመሰብሰብ ሚናቸዉን እንዲወጡ ማድረግ፣ የወተት ማቀነባበሪያ 
ፋብሪካዎች በከተማ ዳር እንደሚያደርጉት ሁሉ በትላልቅ ከተሞች ዉስጥም የወተት መሰብሰቢያ ጣቢያዎችን 
በማቋቋም በኢ-መደበኛ መንገድ የሚሸጠዉን ጥሬ ወተት ወደ መደበኛ ግብይት የመቀየሩን ሂደት 
ከማሳለጣቸዉም በላይ የማቀነባበሪያ ፋብሪካቸዉን ሙሉ አቅም በመጠቀም የወተት ዘርፉን ትርፋማነት 
መጨመር ይቻላል፡፡ 

 

Abstract  
 

This study investigated the determinants of raw milk marketing channel choice of 

dairy producers using cross-sectional data collected from 475 commercial dairy 

farms in selected towns of Ethiopia. Descriptive statistics and a multivariate probit 

(MVP) model were used to analyze the data. The result showed that milk marketing 

channel of the surveyed farms was dominated by an informal marketing system. The 

results of the MVP indicated that education, farm experience, farm size, market 

distance, membership in local dairy cooperatives, price, and farm locations had a 
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significant impact on the choices of milk market channel. We suggest that efforts to 

improve the performance of the commercial farms’ milk marketing need to be geared 

towards modernizing the raw milk marketing. That could include arranging formal 

and informal training for dairy producers, strengthening the milk processing 

industries in all major cities so that they can be a feasible marketing option for dairy 

producers; strengthening existing dairy cooperatives to facilitate milk collection; and 

organizing milk collection centers in cities by processing companies.  
 

Keywords: Multivariate probit model, market channel, commercial dairy farms 

 

Introduction 

Dairy farming is one of the important segments of the urban and peri-urban 

agriculture that deals with the production, processing and marketing of milk and 

milk products in the urban centres (Rey et al., 1993; Gillah et al., 2012). Studies 

revealed that urban and peri-urban dairy farming has a significant contribution for 

the economies of East African countries through increased income, employment 

generation, food and nutrition security, organic waste recycling and uplifting 

social status (Gillah et al., 2012; Kang’ethe et al., 2010; Yitaye et al., 2011). The 

contribution of the urban and per-urban dairy farming is also high in supplying 

fresh milk to urban consumers (Demissie et al., 2014).  

 

In Ethiopia, dairy production system is broadly classified into three as rural, urban 

and peri-urban dairy production systems based on location of operation (Tsehay, 

2001). The urban and peri-urban dairy production system is characterized by 

market-oriented production system with commercial nature of dairy farming 

activities. In this system, high grade dairy cows are mainly used to produce and 

sell raw milk through different milk marketing channels. Although the urban and 

peri-urban dairy production system usually enjoy an advantage of better market 

access for milk and milk products, they also face milk marketing problems in 

practice. One of the marketing problems is price instability especially during the 

Orthodox Christian fasting seasons (Sintayehu et al., 2008). Milk and other dairy 

product demand decrease during the fasting season which results in drop of prices. 

Urban dairy producers are obliged to process unsold milk whereas part of the milk 

is spoiled during this time. Milk marketing system in Ethiopia is mainly 

characterized by informal marketing system in which the majority of the raw milk 

produced is directly sold to consumers or middlemen that sell raw milk to 

consumers without passing through processing plants and in the absence of legal 

processes such as government tax and trade related regulations (Belete et al., 

2010; Sintayehu et al., 2008; Zegeye, 2003).  

 

Marketing channel choice through which urban and peri-urban dairy producers 

sell their raw milk is a key decision area because, choosing a profitable channel 

requires a wise decision as it has a direct implication on the farm revenue and 
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profitability (Dassou et al., 2019; Fałkowski, 2012; Fałkowski et al., 2013; Kumar 

et al., 2019; Sharma, 2015). In addition, evidence shows that consumers in 

developing countries, including Ethiopia, are under emerging food system 

transformation with rapidly changing preferences and shopping habit (Tschirley et 

al., 2014). Therefore, the informal milk marketing channel, that involves direct 

selling to consumers, may not continue to be a major option for selling milk and 

hence milk producers need to consider these facts and search for several 

alternative channels to sell milk. 

 

Ethiopia offers an ideal case to study the choice of raw milk marketing channel 

along with the drivers behind these choices for a number of reasons. First, there is 

a missing marketing link between the formal milk processing companies, which 

are potential buyer of raw milk, and dairy producers in Ethiopia. Studies have 

shown that formal milk processing companies in Ethiopia are operating at less 

than half of their full capacity (AACCSA, 2016; Mulugeta et al., 2019). On the 

other hand, dairy producers that operate in and around major cities in Ethiopia 

face milk marketing problems, especially during fasting periods resulting in low 

milk prices and high milk wastage (Adam et al., 2019; Solomon et al., 2016). 

Second, Ethiopia has the fifth largest cattle population in the world (FAO, 2020) 

yet a net importer of dairy products (Zelalem et al., 2017), a paradox that makes 

understanding domestic marketing important. Third, the growing urbanization that 

creates high demand for milk needs to be understood for the urban and peri-urban 

dairy producers’ milk marketing channel choice decision in Ethiopia.  

 

Previous studies in East African countries and India showed that the decision by 

dairy farmers on their choice of milk marketing channel is influenced by major 

factors that could be categorized as producers characteristics such as age, 

education level, farm experience, and labor availability; farm characteristics such 

as farm size, number and types of cows, the volume of milk produced, location of 

the farm; and institutional factors including extension, credit and market 

information services, and market channel-related factors including price and mode 

of payment, and their distance from the producers' village (Berem et al., 2015; 

Berhanu et al., 2013; Huang et al., 2012; Innocent et al., 2018; Ishaq et al., 2017; 

Mengistu et al., 2016; Mohammed et al., 2020; Moturi et al., 2015; Mutura et al., 

2015; Sharma, 2015; Singh, 2018; Staal et al., 2006; Tadele and Tewodros, 2013; 

Vykhaneswari and Devi, 2019; Zegeyesh et al., 2017).  

 

Among the producers’ characteristics, age of the farm operator was found to 

influence milk producers’ market channel choice decision (Berem et al., 2015; 

Huang et al., 2012; Ishaq et al., 2017; Sharma, 2015; Singh, 2018). Similarly, past 

studies found that education level of the farm operator was a key factor for milk 

market channel choice (Berem et al., 2015; Ishaq et al., 2017; Mengistu et al., 

2016; Moturi et al., 2015; Mutura et al., 2015; Sharma, 2015; Singh, 2018; Tadele 
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and Tewodros, 2013; Zegeyesh et al., 2017). Studies indicated that farm 

experience was one of the producers’ characteristics that affect the choice of milk 

market channel (Berem et al., 2015; Berhanu et al., 2013; Mohammed et al., 

2020).  

 

Studies revealed that farm characteristics such as number of cows owned and herd 

size had significant impact on milk market channel choice decision (Berhanu et 

al., 2013; Huang et al., 2012; Ishaq et al., 2017; Mohammed et al., 2020; Moturi 

et al., 2015; Mutura et al., 2015; Sharma, 2015; Tadele and Tewodros, 2013; 

Zegeyesh et al., 2017). Similarly, breed type was found to significantly influence 

milk market channel choice (Mengistu et al., 2016). Milk buyers’ related factors 

such as purchase frequency and quantity purchased were found to significantly 

influence milk market channel choice (Berem et al., 2015). Findings also attested 

that mode of payment was a significant factor of milk market channel choice 

(Berhanu et al., 2013; Innocent et al., 2018; Ishaq et al., 2017; Singh, 2018; Staal 

et al., 2006). Previous studies also revealed that milk quality requirement 

significantly affect the choice of milk market channel (Huang et al., 2012; 

Innocent et al., 2018; Ishaq et al., 2017; Singh, 2018). Studies also indicated that 

milk selling price had a significant influence on milk market channel choice 

decision (Berem et al., 2015; Berhanu et al., 2013; Ishaq et al., 2017; Moturi et 

al., 2015; Sharma, 2015; Singh, 2018; Tadele and Tewodros, 2013; Vykhaneswari 

and Devi, 2019). 

 

Past studies also revealed that distance from point of milk production to milk 

market had significant impact on the decision to choose milk market channel 

(Berhanu et al., 2013; Huang et al., 2012; Ishaq et al., 2017; Moturi et al., 2015; 

Sharma, 2015; Singh, 2018; Staal et al., 2006; Vykhaneswari and Devi, 2019; 

Zegeyesh et al., 2017). Institutional factors such as access to credit (Innocent et 

al., 2018), market information (Innocent et al., 2018; Mutura et al., 2015; 

Zegeyesh et al., 2017), extension services (Berhanu et al., 2013; Ishaq et al., 

2017; Staal et al., 2006; Zegeyesh et al., 2017), and membership of dairy 

cooperatives (Berhanu et al., 2013; Moturi et al., 2015; Sharma, 2015; 

Mohammed et al., 2020) were key factors affecting milk market channel choice of 

milk producers. 

 

The focus of the past studies on milk marketing channel selection was smallholder 

dairy producers with less attention given to urban and peri-urban commercial 

dairy producers operating at different scales. However, choice of milk market 

channel also matters for urban and peri-urban commercial dairy producers. 

Another limitation of the past studies was the methodological approach. The 

analytical model widely utilized for the econometric analysis was the multinomial 

logit (MNL) model, which fails to address interdependent decisions to sell milk to 

more than one channel. The exceptions were the work by Mohammed et al. (2020) 
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and Zegeyesh et al. (2017) who utilized the multivariate probit (MVP) model. 

However, both covered only smallholder dairy producers with limited area 

coverage. 

 

The current study differs from previous studies and contributes to the existing 

literature in two ways. First, this study covers small, medium, and large dairy 

farms that are commercially oriented. Second, the analytical model used in this 

study also better represent the real-world situation of the market channel choice 

decision. The decision to choose more than one market channel can be 

interdependent in the real world. The MNL model cannot model this 

interdependence. Therefore, the MVP model that can handle this interdependence 

was used in this study. Accordingly, this paper tries to understand the choice of 

milk marketing channel and the drivers governing these choices by different 

commercial farms in the MVP framework. 

 
Background on milk marketing practices of selected  

urban and peri-urban areas 

In Ethiopia, there are eight milk-sheds, namely Addis Ababa, Adama-Asella-

Ada/Debre Zeit, Hawassa-Dilla-Shashamane, Bahir Dar-Gondar, Ambo-Woliso, 

Mekele, Dire Dawa, and Jimma milk-sheds taking the first to the eighth rank, 

respectively, in terms of the level of dairy development (Brandsma et al., 2012). 

This study covered four milk-sheds. Addis Ababa milk shed, Hawassa from the 

Hawassa-Dilla milkshed, Gondar from the Bahir Dar-Gondar milk-shed, and 

Mekele milk-shed were covered in this study. A brief background of the 

marketing practices of dairy farms operating in the study sites is presented in this 

section.  

 

Addis Ababa and surrounding (Holeta, Sululta, Sendafa, Debre Zeit and Sebeta) 

towns was included as the Addis Ababa milk-shed. Dairy producers in Addis 

Ababa sell raw milk mainly to consumers using different delivery systems such as 

door-to-door distribution in areas where there are crowded houses and common 

living apartments and condominium houses (AACCSA, 2016). In contrast, urban 

and peri-urban dairy farms operating at surrounding of Addis Ababa have formal 

milk marketing options such as processing plants which collect milk through milk 

collection points along the main roads. In the peri-urban Holeta, 19%, 21%, 16% 

and 44% of the dairy producers sold 5%, 16%, 18% and 60% of their raw milk to 

consumers, cooperatives, Hotels, and traders/processors, respectively (Tadele and 

Tewodros, 2013). In Debre Zeit, the common milk marketing options for urban 

dairy farms are processing companies and cooperatives (Kassahun et al., 2014). 

Due to the availability of milk processing plants such as Sebeta Agro-industry, 

dairy farms that are operating in Sebeta have better access to formal milk marking. 

Similarly, dairy farms operating in Sululta, in the well-organized Selale dairy-belt, 
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have the option to sell their milk to processing plants, collectors and dairy 

cooperatives.     

 

Regarding the dairy farms in Hawassa, a study conducted by Haile et al. (2012) 

indicated that 78% of the dairy producers sold all the produced milk whereas 10% 

used milk both for sale and for home consumption in Hawassa. Their finding 

further revealed that the dominant milk market channel was direct sale to 

consumers, which accounted for 79% of the total milk sold in Hawassa city. 

Similarly, milk marketing in Gondar was also dominated by direct sale to 

consumers and usually on a contract basis (Malede et al., 2015). Seasonal 

fluctuation was reported as the first milk market constraint followed by lack of 

market access in Gondar (Mengestie et al., 2016). Their result also indicated that 

direct sell of milk to consumers is the dominant milk market channel in Gondar. 

Another study by Shewangizaw et al. (2016) also indicated that 78% of urban 

dairy farmers sold their milk to consumers in Gondar town.  

 

Mekele milk-shed is a relatively the less developed dairy area taking the sixth rank 

out of the eight major milk-sheds in the country (Brandsma et al., 2012). The 

profile of dairy farms operating in Mekele city was clustered into five by D’Haene 

and D’Haese (2019): processing female farms (21%), surviving farms (24%), 

young male entrepreneurs (13%), established output-efficient farms (31%), and 

established output-input-efficient farms (12%) using 304 samples. Their finding 

on milk marketing practices revealed that processing female farms, surviving 

farms and educated male entrepreneurs mainly sold fresh milk to cafes, restaurants 

or hotel market channel whereas the established output-efficient farms and 

established output-input-efficient farms mainly sold their fresh milk to neighbor 

consumers. The second market option for the first three categories and the last two 

categories was the reverse. The third market outlet category (trader) is rare for 

most of the farm categories except the established output-input-efficient farms. 

Their finding further indicated that all of the dairy farm categories had more than 

one milk buyers (channels). Especially, 33% and 22% of the established output-

efficient and established output-input-efficient farms had more than one fresh milk 

marketing option, respectively. Regarding formal milk marketing system in 

Mekele, Brandsma et al. (2012) indicated that there was no established milk 

collection center in and around Mekele city. 

 

Materials and Methods 
 
Description of the study areas 

The study was conducted in three regional cities namely Hawassa (SNNP), 

Mekele (Tigray), and Gondar (Amhara) as well as in the capital Addis Ababa and 

the surrounding towns of Oromia special zones, namely Holeta, Sululta, Sendafa, 

Debre Zeit (also known as Bishoftu) and Sebeta all situated within 40 km radius 
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of the capital. Holeta is located West of Addis Ababa while Sululta, Sendafa, 

Debre Zeit, and Sebeta are found North-West, North, East, and South of Addis 

Ababa, respectively. On the other hand, Hawassa, Mekele, and Gondar are located 

in the South, North, and Northwest part of Ethiopia at a distance of 273, 783, and 

738 km from Addis Ababa, respectively (Figure 1). The study areas are 

characterized by commercial-oriented intensive and semi-intensive dairy 

production systems that keep indigenous Zebu-Holstein Frisian crossbreeds and 

higher-grade milking cows.  

 

 
 
Figure 1. Location of the study sites 

 
The Sample farms 

The data used for this study was collected from the sample dairy farms through the 

joint epidemiological study of bovine tuberculosis (bovine TB) between Ethiopian 

Institute of Agricultural Research (EIAR) and National Animal Health Diagnostic 

and Investigation Center (NAHDIC) implemented by the Ethiopia Control of 

Bovine Tuberculosis Strategies (ETHICOBOTS) project in 2016. The sample 

dairy farms were from Addis Ababa and surrounding towns, Hawassa, Gondar and 

Mekele milk-sheds. Dairy farms in and around Addis Ababa are characterized by 

the most developed dairy areas in the country (Brandsma et al., 2012). The urban 

and peri-urban dairy farms of Addis Ababa have more access to improved inputs 

and market access for their milk (Zelalem et al., 2011). On the other hand, dairy 
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farms in the regional cities (Hawassa, Gondar and Mekele) are characterized by 

emerging intensive and semi-intensive dairy production system. The target 

population used for drawing the sample is the commercial dairy producers having 

at least five cattle. The sample was categorized into three sizes as small (5-19 

cattle), medium (20-49 cattle) and large (50 or more cattle). The categorization 

was done based on expert judgement. Small and medium farms were randomly 

selected whereas large farms were all included as they were few in numbers.  

 

 A total of 479 dairy farms were recruited. However, four farms’ surveys were 

found not to have completed the marketing section and hence were eliminated 

from the analysis. Two of these were in Addis Ababa and two were in Sendafa. 

Therefore, the final sample size used for the analysis was 475 (Table 1).  

 
Table 1. Distribution of sample dairy farms by study areas, 2016 
 

Study area Dairy farms with ≥5 cattle* Sample size % 

Addis Ababa 880 162 34.1 

Sebeta 92 29 6.1 

Holeta 133 34 7.2 

Sululta 63 21 4.4 

Sendafa 93 23 4.8 

Debre Zeit 62 29 6.1 

Sub-total 1323 298 62.7 

Gondar 177 66 13.9 

Mekele 112 60 12.6 

Hawassa 81 51 10.7 

Sub-total 370 177 37.2 

Total 1693 475 100 

* The NAHDIC group prepared the complete list of farms in urban and peri-urban areas by the  
help of urban agriculture and animal veterinary service providers before the actual survey.  

 

The survey was conducted using a structured questionnaire developed using 

digital data capturing tool, i.e., CAPI (Computer Assisted Personal Interview). 

The survey instrument covered farm owner characteristics, farm characteristics, 

institutional factors, market options, and their characteristics.  

 
Data analysis  

The data collected from the samples was analysed using both descriptive statistics 

and an econometric model. Common descriptive statistics such as mean, standard 

deviations, and frequencies were used to describe the data while a multivariate 

probit (MVP) model was applied to identify major factors affecting the choice of 

milk marketing channel by dairy producers. 

 
 

Conceptual framework 
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The theoretical basis for choosing an appropriate econometric model to analyze 

factors affecting milk marketing channel choice decisions of the dairy farms is 

derived from the random utility theory (McFadden, 1974). The underpinning 

assumption of this theory is that a decision-maker is rational who has perfect 

information to make decisions of choosing an alternative that offers the highest 

utility from a choice set. However, considering dairy producers as a rational 

decision maker with perfect information is unrealistic because they have cognitive 

limitations, limited time and do not have full information to make rational 

decision. This leads to the bounded rationality theory, which means they cannot 

make utility maximizing decision but a nearly optimal decision that is sufficient to 

compare alternatives (Simon, 1955). To put this theory in analytical form, an 

individual dairy producer, i, who sells raw milk, choose a particular market 

channel, j, if and only if the expected utility (profit), Uij derived from the channel 

choice made, is greater than the expected utility says, Uik that can be obtained 

from another alternative market channel, k, in the choice set. In the bounded 

rationality assumption, the utility, Uij obtained not at profit maximizing point but 

sufficient to choose the best alternative. However, the utility is not directly 

observed while only the action of the decision-maker is observed through the 

choice he made. Based on Greene (2012), the linear random utility model for the 

two choices can be specified as: 

 

      
                 

                      (1) 

 

Where    and    are vectors of parameters to be estimated,    and    are the error 

terms assumed to be independently and identically distributed, and    and    are 

vectors of explanatory variables that affect the perceived utility obtained by 

choosing market channel j and k, respectively.  

 

The perceived utility for the i
th

 dairy farmer obtained from choice of market 

channel j is greater than the utility from another option k is represented as: 

 

      
               

                         (2) 

Assume that Y is the decision to choose market channel j so that Y takes the value 

of 1 if j is chosen and 0 otherwise, the probability that a dairy farmer chooses the 

j
th

 market channel conditional on X can be expressed as: 

    |    (       )               (3) 
      =     

         
        |   

           =     
      

           |   

               =             |           
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where P is a probability function, Uij, Uik and Xik are as defined above,       

   is a random error term,      
    

  is a vector of unknown parameters to be 

estimated and can be interpreted as the net influence of the vector of explanatory 

variables affecting market channel choice, and         is the cumulative 

distribution function of    evaluated at     . The distribution of F depends on the 

distribution of   . 

 

Following this theoretical framework, conceptualizing the study in terms of 

factors that would have an impact on milk producers’ decision to choose milk 

marketing channel choice in the study sites is important. The decision to sell raw 

milk to one or more of the available market channels is influenced by dependent 

variables listed in the left part of Figure 2. Milk sellers can sell to more than one 

market channel listed in the right part of the Figure. 
  

The analytical framework of this study was guided by the fact that multiple milk 

selling channels are available in the study sites and the behaviour of sellers to sell 

milk to multiple market channels. Based on the survey data, the raw milk market 

channel was grouped into four namely: 1) direct selling to consumers, 2) 

traders/cooperatives, 3) processors, and 4) hotels/cafes/restaurant. This leads to the 

use of polychotomous (multiple-category) response or dependent variables to 

model the market channel choice behaviour (Gujarati and Porter, 2009). 

Econometric models to estimate such unordered multinomial response can be 

multinomial logit (MNL), multinomial probit (MNP), multivariate logit (MVL), 

and multivariate probit (MVP) models, among others. The MNL model has been 

widely applied to analyse the determinants of smallholder dairy producers’ milk 

market channel (Berem et al., 2015; Berhanu et al., 2013; Innocent et al., 2018; 

Ishaq et al., 2017; Kumar et al., 2018; Mengistu et al., 2016; Moturi et al., 2015; 

Sharma, 2015; Vykhaneswari and Devi, 2019). 
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Figure 2. Conceptual framework of factors affecting farmers’ choice of milk market channel  

  

However, MNL and MNP models have one common limitation that they are the 

‘pick-one’ type models that assume individuals make just one choice at a time 

from the total choice set available to maximize utility (Dube, 2004; Walsh, 1995). 

This assumption is not realistic as an individual usually chooses more than one 

choice that are interdependent of one another (Chandukala et al., 2007; Kim et al., 

2007; Mehta, 2007; Mehta and Ma, 2012; Aurier and Mejia, 2014). To overcome 

the limitations of the MNL and MNP models, MVL and MVP models that have a 

‘pick any’ model type are used as alternative models (Aurier and Mejia, 2014). 

Although both the MVL and MVP models generate comparable results, the MVP 

model is widely used than the MVL model in literature because the 'mvprobit’ that 

easily available for most of the software. In this study, dairy farmers can sell raw 

milk to more than one market channels, which means alternatives are not mutually 

exclusive. The decision to sell raw milk to one market channel can also be 

correlated with the decision to sell it to other market channels (the error terms can 

be correlated), which means the unobserved factors affecting the choice of market 

channel can be correlated. Hence, the MVP is more appropriate and was used to 

investigate factors affecting dairy farmers’ market channel choice decision.     
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Econometric model: Multivariate Probit (MVP) model 

Following Greene (2012), a system of simultaneous probit models was 

constructed for consumers, traders/cooperatives, processors, and 

hotels/cafes/restaurant market channels as follows: 

  
    

                 
                       

 [  |       ]     

   [  |       ]      

   [     |       ]      ,              [   ]   (4) 

 

Where   
  and    are the latent dependent variables and actual observations 

relating to the latent dependent variables, respectively,   
  is a matrix of 

covariates,     is the matrix of unknown parameters to be estimated,    are 

residual error terms distributed as multivariate normal, each with mean 0 and 

variance-covariance matrix   with the value of 1 on the leading diagonal and 

correlation     =    as the off-diagonal elements that represent the unobserved 

correlation between the stochastic component of the j
th

 and m
th

 options. 

 

The joint probabilities of the observed events [            |            ], i=1, 

..., n, that forms the basis for the likelihood function are the M-variate normal 

probabilities (Green, 2012) is given as:  

            
             

                              (5) 

 

Where, 

                
             

Where     is the correlation between    and   . The distributions are independent 

if and only if     = 0. If that is the case, one can use a single probit model for 

each equation instead of MVP.  

 

To estimate the above system of equations, the simulated maximum likelihood 

(SML) methods of the Geweke–Hajivassiliou–Keane (GHK) simulator was used 

due to the numerical complexity of estimating integrals under the multivariate 

normal (Gates, 2006). Moreover, the user-written Stata command named 

‘mvprobit’ developed by (Cappellari and Jenkins, 2003) was used to run the 

estimation procedure. 

 
Definition and measurement of explanatory variables  

Based on the relevant economic theories and previous findings, relevant 

explanatory variables were included in the econometric model. Brief description, 

measurement and expected signs are given in Table 2. 
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Table 2. Description of variables included in the econometric model 

Variables Description and measurement Expected sign 

Education Education of operator owner or hired manager (years) + 

Farm experience Experience of dairy farming (years) + 

Small farm dummy: takes 1 if owned 5-19 cattle and 0 otherwise +/- 

Medium farm dummy: takes 1 if owned 20-49 cattle and 0 otherwise +/- 

Large farm* dummy: takes 1 if owned 50 or more cattle and 0 otherwise  

Milking cows  Number of milking cows owned + 

Milk sale volume Volume of milk sold (litres/day/farm) +/- 

Market distance Distance between farm location and milk selling point (Kms) - 

Membership Dummy: takes 1 if member of dairy coops and 0 otherwise + 

Net milk price Milk price less milk marketing cost (Birr/Liter) + 

Addis Ababa Dummy: takes 1 if the farm is in Addis Ababa and 0 if not +/- 

Gondar Dummy: takes 1 if the farm is in Gondar and 0 if not +/- 

Mekele Dummy: takes 1 if the farm is in Mekele and 0 if not +/- 

Oromia SZ-Addis Ababa 
Dummy: takes 1 if the farm is in Oromia special zone surrounding 
Addis Ababa and 0 if not 

+/- 

Hawassa* Dummy: takes 1 if the farm is located in Hawassa and 0 if not  

*Refers to base category that is arbitrarily chosen to solve the dummy variable trap. 

 

Results and Discussion 
 
Sample dairy farm characteristics 

The dairy operators (managers) had on average a grade of ‘9 years of schooling’ 

and had considerable experience in dairy farming business (on average 14years). 

However, there were significant mean differences of both education and dairy 

farm experience among the study sites with the highest and lowest education level 

seen in Debre Zeit and Sendafa farms, respectively,while the highest and lowest 

dairy farm experience were observed in Gondar and Sululta, respectively. The 

result also revealed that there was a significant mean difference of education and 

farm experience variables among farm sizes. More educated and experienced farm 

managers operated larger farm size while less educated and less experienced ones 

operated smaller farm size showing increasing trend with farm sizes (Tables 3 and 

4).  

 

The average dairy farm size was holding about 9 milking cows and sold nearly 78 

liters of milk per day. Nevertheless, there were significant mean differences of 

both the number of milking cows and milk output sold per day among the study 

sites and farm sizes. Both the highest number of milking cows and the highest 

milk output sold per day was found among Debre Zeit dairy farms, whereas the 

lowest number of milking cows and milk output sold per day was recorded in 

Holeta and Mekele dairy farms, respectively (Table 3). By disaggregating the 

number of milking cows and milk output sold per day by farm size, the result 

showed that small, medium and large dairy farms owned five, 12 and 34 milking 

cows on average and sold 42, 111 and 320 litres of milk on average per day, 

respectively, with significant mean differences among the farm sizes (Table 4).  
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One of the advantages of operating urban and peri-urban commercial dairy farms 

is the better market access to sell raw milk. The result indicated that the farms are 

situated relatively close to the milk markets; the average distance was three 

kilometers. However, there was a significant difference of mean distance from 

milk selling point to dairy farms between the dairy farm sites and between farm 

sizes. Dairy farms operated in large cities such as Addis Ababa, Hawassa, Mekele 

and Gondar were situated at close milk marketing distance of two to three 

kilometres on average, whereas those operating in towns such as Debre Zeit, 

Sululta, Sendafa and Holeta were situated at far distance to milk market with five 

to seven kilometres on average (Table 3). Furthermore, the result indicated the 

milk selling market distance increases with farm sizes, with significant mean 

differences between farm sizes (Table 4).  

  
Table 3. Characteristics of sample dairy farms by farm location (mean (standard deviations) of continuous variables)  

Site 
(location) 

N 
Education 
of manager 

Dairy 
experience 

Number of 
milking cows 

Milk output sold 
per day 

Distance to milk 
sell point 

Addis Ababa 162 9 (5) 15 (15) 8 (7) 68 (68) 2 (4) 

Sebeta 29 11 (5) 13 (11) 12 (11) 93 (84) 4 (8) 

Holeta 34 9 (5) 11 (8) 7 (7) 70 (93) 7 (14) 

Sululta 21 8 (5) 9 (6) 12 (13) 121 (156) 5 (10) 

Sendafa 23 7 (6) 17 (11) 9 (10) 77 (111) 6 (12) 

Debre Zeit 29 13 (4) 12 (9) 14 (14) 183 (245) 5 (11) 

Gondar 66 9 (5) 20 (13) 8 (8) 59 (64) 2 (2) 

Mekele 60 10 (5) 11 (8) 8 (10) 49 (50) 3 (3) 

Hawassa 51 11 (2) 15 (12) 9 (9) 83 (75) 3 (3) 

Total 475 9 (5) 14 (11) 9 (9) 78 (101) 3 (7) 

F (8, 466) 5.2*** 4.5*** 2.7*** 6.1*** 3.9*** 

*** means statistically significant at 1%. 
Source: Survey, 2016 
 
Table 4. Characteristics of sample dairy farms by farm size (mean (standard deviations) of continuous variables)  

 
Site 

Small 
(N=334) 

Medium 
(N=106) 

Large 
(N=35) 

Total 
(N=475) 

 
F-values 

Education of manager 9 (5) 11 (5) 13 (4) 9 (5) 18.4*** 

Farming experience 14 (11) 16 (10) 19 (12) 14 (11) 5.8*** 

Number of milking cows 5 (3) 12 (6) 34 (12) 9 (9) 624*** 

Milk output sold per day  42 (28) 111 (69) 320 (207) 78 (101) 278*** 

Milk market distance form farm 2 (4) 4 (7) 12 (15) 3 (7) 37.8*** 

*** means statistically significant at 1%. 
Source: Survey data, 2016 

 

The majority (70%) of the sample dairy farms were categorized under small farm 

followed by medium farm (22%) whereas large farms were only seven per cents. 

Nonetheless, there was a significant difference in the proportion of farm sizes 

among the study sites. The highest proportion of large dairy farms was found in 

Debre Zeit followed by Sendafa and Sebeta while the lowest proportion was 

obtained in Addis Ababa and Mekele covering only three per cent. In contrast, the 

highest proportion of small farms was found in Mekele followed by Gondar and 
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Addis Ababa while the lowest proportion of small farms was found in Debre Zeit. 

The result further indicated that 22% of the sampled dairy farmers were members 

of dairy cooperatives. There was a significant difference in the proportion of 

membership of dairy farms among the study sites with the highest (52%) and the 

lowest (0%) were found in Gondar and Sendafa dairy farms, respectively (Table 

5). However, there was no significant difference in the proportion of membership 

of dairy cooperatives between dairy farm sizes (not reported).  

 
Table 5. Herd size and membership of dairy cooperatives by farm location, 2016 

Site 

N Herd size of dairy cattle (%) Membership of dairy coops (%) 

 Small  Medium   Large   Yes  No 

Addis Ababa 162 76 21 3 17 83 

Sebeta 29 55 31 14 7 93 

Holeta 34 71 24 6 29 71 

Sululta 21 57 29 14 24 76 

Sendafa 23 65 17 17 0 100 

Debre Zeit 29 45 31 24 10 90 

Gondar 66 80 14 6 52 48 

Mekele 60 83 13 3 13 87 

Hawassa 51 55 37 8 27 73 

Total 475 70 22 7 22 78 

  Pearson  2(16) =44,   Pr = 0.000 Pearson  2(8) = 54,   Pr = 0.000 

Source: Survey, 2016 

 
Milk production and utilization 

The average daily milk production per farm was 88 liters, of which most (85%) 

was supplied to the market, and the remaining was used for home consumption 

(6.4%) and for feeding farm calves (8.2%). However, there were significant 

differences farm sizes (small, medium, and large farms) in terms of milk 

utilization. Small farms tend to supply less (85%) milk to the market and consume 

more milk (7%) at home than the two categories. The opposite is true for the large 

farms in which 91% and 1% of the total milk produced was supplied to the market 

and used for home consumption, respectively. There was no significant difference 

in the percentage of milk feed to their calves between farm sizes (Table 6).  

 

There were also significant differences in the mean daily milk production and 

mean and percentage of home consumption, calf consumption and milk sold 

perday among the study locations. Debre Zeit, Sululta and Sendafa were the top 

three milk producing sites whereas the lowest daily milk producing farms were 

obtained in Mekele site. The percentage of home consumption was the highest in 

Gondar and the lowest in Debre Zeit whereas the percentage of milk feed to calves 

was the highest in Addis Ababa and the lowest in Gondar. Sululta, Debre Zeit and 

Hawassa were ranked as the top three sites in terms of the percentage of milk sold 

per day whereas Gondar was ranked last (Table 7). 
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The proportion of milk supplied to the market by the overall sample in the present 

study is comparable to 86.8% recorded by Melese and Mustefa (2019) in a study 

conducted in Sululta and Holeta (Welmera) and higher than an earlier study by 

Sintayehu et al. (2008) who reported 79.2% for Hawassa, Shashamane, Dilla and 

Yirgalem urban dairy producers. Ahmed et al. (2003), in and around Addis Ababa, 

reported that 73% of the total milk produced was sold, which is also lower than 

the current study. The corresponding figure for various studies in different 

locations was 76% in Holeta urban and peri-urban dairy production (Tadele and 

Tewodros, 2017), 68% in Bahir Dar-Gondar milk-shed (Yitaye et al., 2009).  

 
Table 6. Milk production and utilization (liters/day) at 475 dairy farms, by farm category 

Farm 
category 

N 
Production 

Home 
consumption 

Calf consumption 
Sold  

Mean (SD) Mean (SD) % Mean (SD) % Mean (SD) % % 

Small 334 48 (30) 2.9 (5.3) 6.9 3.8 (4.2) 8.4 42 (28) 84.7 

Medium 106 127 (72) 7.8 (19.7) 6.3 8.7 (9.1) 7.7 111(69) 86.0 

large 35 350 (222) 2.6 (4.7) 1.2 26.9 (32.2) 7.5 320 (207) 91.3 

Total 475 88 (109) 4.0 (10.6) 6.4 6.6 (12.0) 8.2 78 (101) 85.4 

F (2,472) 289*** 9.2*** *** 81.5*** 0.49 278.4*** *** 

*** means statistically significant at 1%. 
Source: Survey, 2016 
 
 
Table 7.  Milk production and utilization (liters/day) at 475 dairy farms, by location 

Site 
(location) 

N Production Home consumption Calf consumption Sold  

Mean (SD) Mean (SD) % Mean (SD) % Mean (SD) % 

Addis Ababa 162 78 (73) 2.5 (6.8) 4.3) 7.2 (8.4) 10.8 68 (68) 85 

Sebeta 29 106 (91) 5.8 (8.7) 7.3 6.7 (14) 6.4 93 (84) 86 

Holeta 34 78 (101) 1.3 (0.9) 3.8 6.4 (9.8) 8.1 70 (93) 88 

Sululta 21 128 (163) 1.4 (1.5) 3.6 5.6 (7.8) 4.1 121 (156) 92 

Sendafa 23 82 (115) 1.2 (10) 4.9 3.7 (5.8) 7.9 77 (111) 87 

Debre Zeit 29 202 (268) 1.2 (0.9) 1.7 17 (34) 7.6 183 (245) 91 

Gondar 66 76 (74) 13 (21) 19.0 3.2 (9.3) 3.5 59 (64) 77 

Mekele 60 57 (55) 3 (12) 5.3 5.3 (6.0) 9.9 49 (50) 85 

Hawassa 51 91 (78) 2.7 (5) 3.7 5.4 (5.4) 7.1 83 (75) 89 

Total 475 88 (109) 4.0 (11) 6.4 6.5 (12) 8.2 78 (101) 85 

F-value (8, 466) 5.75*** 8.5*** 21*** 4.0*** 6.9*** 6.1*** 7*** 

*** means statistically significant at 1%. 
Source: Survey, 2016 

 
Milk marketing channels 

As listed in Table 8, eight milk marketing channel options were recorded across 

the study sites. The majority of the dairy farmers (71%) sold their milk directly to 

consumers followed by those who sold to hotels (including restaurants, and cafes) 

(28%), and to collectors (24%). Only 3% of the dairy farms sold to cooperatives 

during the year preceding the study. However, there were significant variations in 

the percentage of farms supplying milk to different channels among the study 

locations. The majority of dairy farms operating in large cities including Addis 
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Ababa, Gondar, Mekele and Hawassa supplied milk directly to consumers. The 

second milk market channel for these large cities was hotels. In contrast, for dairy 

farms operating in most of the Oromia special zones surrounding Addis Ababa 

towns (Holeta, Sululta, Sendafa and Debre Zeit) supplied milk to collectors than 

other locations. In terms of the percentage of dairy farms supplying milk to 

processors, Debre Zeit was the highest followed by Sebeta. The reason for this is 

likely that dairy processing industries are operating at a larger scale in both of 

these cities as compared to in other parts of Ethiopia. In Holeta, the proportion of 

dairy farms supplied milk to dairy cooperatives was the highest followed by Debre 

Zeit and Hawassa sites as compared to all other study sites. Surprisingly, dairy 

farms in five sites (Sebeta, Sululta, Sendafa, Gondar and Mekele) did not supply 

milk to dairy cooperatives. The previous finding reported by Yitaye et al. (2009) 

in Gondar and Bahir Dar has also shown that the highest (67%) proportion of 

urban dairy producers was found to sell their milk to consumers followed by sale 

to retailers (29%, including hotels, shops, tea or coffee houses in their context) 

which was higher than our result in the case of consumers and lower in the case of 

hotels. Here we can conclude that only a small proportion of the dairy farmers 

(9%) sold their milk to the formal milk processing sectors. 

 
Table 8. Proportion of milk supplied to each milk market channel by study location, 2016 

Study site N 

Dairy farms supplying milk to [channel] (%) 

Cons1 Coll2 WStrad3 Ret4 Coops5 SSProc6 MLSProc7 Hot8 

Addis Ababa 162 88 22 4 6 4 9 2 24 

Sebeta 29 69 41 4 0 0 10 21 14 

Holeta 34 32 29 24 9 15 9 9 18 

Sululta 21 10 71 5 14 0 5 10 10 

Sendafa 23 17 74 0 13 0 4 9 13 

Debre Zeit 29 52 4 0 7 7 24 48 21 

Gondar 66 88 0 0 5 0 6 0 47 

Mekele 60 75 32 2 0 0 0 0 43 

Hawassa 51 78 6 8 31 6 6 4 35 

Total 475 71 24 5 8 3 8 9 28 

Pearson chi2 (8) 133*** 102*** 36*** 49*** 23*** 18** 101*** 33*** 

Numbers 1-8 refers to consumers, collectors, traders/wholesalers, traders/retailers, cooperatives, small-scale processors, 
medium and large-scale processors and hotels, respectively. 
*** and ** means statistically significant at 1% and 5%, respectively. 
Source: Survey, 2016 

 

A similar pattern is observed in terms of the volume and the proportion of the 

volume of milk sold to the buyers listed (Tables 9 and 10). The proportion of the 

volume of milk sold to consumers and hotels reported in this study was lower than 

what was reported earlier by earlier studies conducted on smallholder dairy farms 

in Soddo Zuriya district of the SNNP region of Ethiopia, which were 56% and 

35%, respectively (Zegeyesh et al., 2017). Cooperatives received the smallest 

share (2%) of milk sold by dairy farms (Table 9). The result of this study indicated 

that cooperatives were not playing important role in raw milk marketing. 
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However, this was not the case in all study sites as more than 10% of Holeta and 

nearly 7% of Debre Zeit sites dairy farmers sold their raw milk to cooperatives. 

Nevertheless, none of Sebeta, Sululta, Sendafa, Gondar, and Mekele sites dairy 

farmers sold to cooperatives whereas about 3% and 2% of Addis Ababa and 

Hawassa site dairy farmers, respectively sold to cooperatives. This might be 

because farmers had relatively better market access in these urban areas and the 

role of cooperatives might be reduced under such conditions. The implication is 

that there have to be some measures that would increase the role of cooperatives 

as efficient cooperatives can be beneficial to dairy producers. Yitaye et al. (2009) 

in their study in Bahir Dar and Gondar also confirmed that only 4% of urban dairy 

producers used cooperatives/producers’ groups as their milk selling channel while 

considerably higher proportion (45%) of the peri-urban dairy producers sold milk 

to cooperatives. 

 
Table 9. Average volume of milk supplied to each market channel by study sites, 2016  

 Study site  N 

Dairy farms supplying milk (L/day) to [channel] (Mean (Standard Deviation)) 

Cons1.  Col2. WStrad3.  Ret4.  Coops5.  SSProc6. MLSProc7. Hot8.  

Addis Ababa 162 39 (48) 8 (26) 2 (11) 1 (8) 2 (12) 3 (16) 2 (11) 11 (30) 

Sebeta 29 34 (51) 34 (73) 2 (13) 0 (0) 0 (0) 3 (10) 17 (47) 2 (7) 

Holeta 34 13 (31) 6 (12) 15 (38) 6 (23) 1 (4) 9 (41) 7 (26) 11 (33) 

Sululta 21 0.3 (1.0) 37 (45) 2 (7) 11(46) 0 (0) 15 (69) 31 (120) 24 (76) 

Sendafa 23 10 (34) 20 (30) 0 (0) 2 (10) 0 (0) 7 (32) 16 (67) 22 (67) 

Debre Zeit 29 80 (219) 2 (12) 0 (0) 20 (91) 9 (39) 14 (36) 33 (52) 26 (71) 

Gondar 66 30 (51) 0 (0) 0 (0) 4 (21) 0 (0) 3 (12) 0 (0) 22 (39) 

Mekele 60 20 (31) 14 (32) 1 (6) 0 (0) 0 (0) 0 (0) 0 (0) 13 (31) 

Hawassa 51 46 (76) 1 (6) 6 (29) 12 (23) 2 (15) 3 (16) 2 (11) 10 (18) 

Total 475 33 (73) 10 (30) 3 (16) 5 (28) 2 (13) 5 (25) 6 (36) 14 (39) 

F(8,466) 3.37*** 7.42*** 3.6*** 2.33** 1.53 1.58 4.89*** 1.53 

Numbers 1-8 refers to consumers, collectors, traders/wholesalers, traders/retailers, cooperatives, small scale processors, 
medium and large-scale processors and hotels, respectively. 
*** and ** means statistically significant at 1% and 5%, respectively. 
Source: Survey, 2016 
 
Table 10. Proportion of milk volume supplied to each market channel by study sites, 2016 

Study site  N 

Percentage of milk volume supplied to [channel] (mean (Std. Dev.)) 

Cons1.  Col2. WStrad3.  Ret4.  Coops5.  SSProc6. MLSProc7. Hot8.  

Addis Ababa 162 65 (41) 12 (29) 2 (14) 2 (12) 3 (18) 4 (16) 1 (10) 9 (21) 

Sebeta 29 39 (40) 34 (43) 1 (6) 0 (0) 0 (0) 4 (15) 17 (38) 4 (16) 

Holeta 34 12 (28) 29 (45) 22 (41) 6 (20) 12 (31) 4 (13) 7 (23) 10 (27) 

Sululta 21 1 (2) 69 (46) 4 (17) 5 (14) 0 (0) 3 (13) 10 (10) 10 (30) 

Sendafa 23 8 (23) 68 (44) 0 (0) 5 (14) 0 (0) 2 (8) 9 (29) 8 (25) 

Debre Zeit 29 26 (38) 2 (9) 0 (0) 5 (18) 7 (25) 10 (23) 44 (48) 7 (18) 

Gondar 66 60 (40) 0 (0) 0 (0) 4 (18) 0 (0) 4 (16) 0 (0) 32 (37) 

Mekele 60 48 (42) 25 (39) 0 (3) 0 (0) 0 (0) 0 (0) 0 (0) 27 (39) 

Hawassa 51 52 (43) 4 (19) 7 (25) 17 (31) 2 (13) 3 (12) 3 (15) 13 (24) 

Total 475 47 (43) 18 (36) 3 (17) 4 (17) 3 (15) 4 (14) 6 (22) 15 (29) 

F(8,466) 17.2*** 22.0*** 7.0*** 5.0*** 2.6*** 1.3 17.2*** 6.8*** 

*** means statistically significant at 1%. 
Source: Survey, 2016 
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The proportion of dairy farms supplying milk to available market channel 

disaggregated by farm category is presented in Table 11. The result revealed that 

the majority of farms were found to supply milk to consumers irrespective of the 

farm category. Quarter of small and medium farms and significantly lower (6%) 

of the large farms supplied milk to collectors. However, significantly higher 

proportion of the large farms supplied milk to wholesale traders as compared to 

the other two farm categories whereas significantly lower proportion of the small 

farm supplied milk to small-scale processors as compared to the other two farm 

categories. The result also indicated that more than half of the large farms, 35% of 

the medium and 23% of the small farms supplied milk to hotels with a significant 

difference among the farm category. The result also indicated that none of the 

large farms supplied milk to cooperatives. This is likely because dairy 

cooperatives are less likely a feasible marketing option for large farms. Jitmun et 

al. (2020) also indicated that as the size of dairy farm increases, the likelihood of 

participating in dairy cooperatives decreases in Thailand.   

 
Table 11. Proportion of dairy farms supplied milk to each market channel by farm size, 2016 

Channels 

Farm category 

Small (N=334) Medium (N=106) Large (N=35) Total (N=475) Chi2 

Consumers  69.5 76.4 68.6 71 1.99 

Collectors  25.2 25.5 5.7 24 6.8** 

Traders/ wholesalers 3.9 3.8 14.3 4.6 8.0** 

Retailers  7.2 11.3 8.6 8.2 1.83 

Cooperatives  3.9 2.8 0.00 3.4 1.6 

Small-scale processors 5.4 13.2 14.3 7.8 9.1** 

Medium and large-scale 
processors 6.0 7.6 14.3 7.0 3.45 

Hotels 23.4 35.0 54.3 28.2 18*** 

*** and ** means statistically significant at 1% and 5%, respectively. 
Source: Survey, 2016 
 

The volume and percentage of the volume of milk supplied to each market 

channel disaggregated by farm category are presented in Tables 12 and 13, 

respectively. The result showed that higher volume of milk was supplied to 

consumers by all farm categories. The result indicated that the volume of milk 

supplied to all but cooperative market channel was the highest for the large farm 

followed by medium farm categories. Large farms tend to supply more milk 

volume than the other two categories (Table 12). However, there was a significant 

difference among the farms in terms of milk volume supplied to all the available 

market channels. A similar pattern is observed in terms of the percentage of the 

volume of milk supplied to each market channel. However, there was significant 

difference in the mean percentage of the volume of milk supplied to collectors, 

small scale processors and hotels among the farm categories and no significant 

mean difference in all other market channels (Table 13).  
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Table 12. Average volume (L/day) of milk sold to each market channel by farm size  

 Channels 

Farm category  

F (2, 472)   Small (N=334) Medium (N=106)  Large (N=35) Total (N=475) 

Consumers  18.0 (20.8) 49.8 (56.3) 128 (216) 33.3 (72.5) 48 *** 

Collectors  7.4 (16.4) 18.4 (44.2) 11.9 (61.6) 10.2 (30.2) 5.48***  

Traders/ wholesalers 1.5 (7.8) 3.8 (22.2) 12.2 (37.5) 2.8 (16.2) 7.45***  

Retailers  2.6 (13.8) 5.3 (17.7) 21.5 (88) 4.6 (28) 7.41***  

Cooperatives  1.0 (6.0) 4.0 (25.0) 0.0 (0) 1.6 (13) 2.48 * 

Small-scale processors 1.6 (8.5) 5.9 (18.6) 29.6 (77.1) 4.6 (24.6) 22. 47***  

Medium/large-scale processors 3.1 (14.1) 6.1 (24.5) 39.5 (115) (6.4 (36.2) 17.17***  

Hotels 6.4 (17.2) 17.8 (37.6) 77.3 (97.2) 14.2 (39.2) 66.73***  

Total 42 (28) 111 (69) 320 (20.7) 78 (100) 278.37***     

*** and * means statistically significant at 1% and 10%, respectively. 
Note: Numbers in the parenthesis are Standard Deviation. 
Source: Survey, 2016 
 
Table 13. Percentage of milk volume supplied to each market channel by farm size, 2016 

 Channels 

Farm category 

F (2, 472)   Small (N=334) Medium (N=106)  Large (N=35) Total (N=475) 

Consumers  48 (44) 48 (42) 39 (39) 47 (43) 0.78 

Collectors  20 (38) 17 (35) 4 (19) 18 (36) 3.10** 

Traders/ wholesalers 3 (17) 4 (19) 5 (13) 3 (17) 0.15 

Retailers  4 (17) 5 (16) 4 (15) 4 (17) 0.17 

Cooperatives  3 (17) 2 (14) 0 (0) 3 (15) 0.63 

Small-scale processors 3 (13) 5 (15) 8 (22) 4 (14) 2.81* 

Medium/large scale processors 5 (21) 6 (21) 13 (33) 6 (22) 1.73 

Hotels 14 (29) 14 (24) 27 (34) 15 (29) 3.71** 

** and * means statistically significant at 5% and 10%, respectively. 
Source: Survey, 2016 

 

The milk market channels identified in this study were categorized into four 

depending on their similarity of action and scale of operation. First, consumer 

market channel is left as it is. The second market channel type is traders marketing 

channel. Collectors who collect and sell milk, large traders or wholesaler traders 

who buy milk in larger volume and sell in large volumes to retailers or directly to 

consumers, retailers who buy in small volume and sell milk to consumers, and 

primary cooperatives which also buy and sell milk to consumers all do similar 

function of buying and selling milk. Moreover, they are almost similar in terms of 

the price they pay to milk producers. Hence, they are categorized as one as traders 

market channel. Third, small and large-scale processors are also similar in terms 

of functions, price setting and other related marketing properties. Hence, they are 

categorized as processors. Finally, hotel is left as it is which include hotels, 

restaurants and cafeterias. The proportion of the volume of milk sold to each 

marketing channel is summarized in Table 14. Of the total sample, 47% of the 

total milk supplied to market was sold to consumers followed by traders (29%). 

The rest 15% and 9% was sold to hotels and processors, respectively.  

However, there were significant differences among the study areas in terms of the 

proportion of the volume of milk supplied to each market channel. Dairy farms in 

Addis Ababa, Gondar, Hawassa and Mekele supplied 65%, 60%, 52% and 48% of 
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the total milk sold to consumers. In contrast, dairy farms operating in peri-urbans 

in Sululta, Sendafa, and Holeta, all of which are situated in the surroundings of 

Addis Ababa, supplied 77%, 74% and 68% of the total milk sold to traders (that 

includes collectors, traders and cooperatives). However, as this market channel 

usually pay lower net milk price, it may not be a stable long-term milk market 

channel. The peculiar feature was observed in dairy farms operating in Debre Zeit 

where 54% of the total milk supplied to market was sold to processors. Sebeta 

dairy farms also supplied 22% of the total milk sold to processors. These features 

are likely explained by the fact that large milk processors are available in both 

Debre Zeit and Sebeta. The result from Mekele further indicated that about 27% of 

the total milk supplied to market was supplied to hotels. Likewise, the sample 

dairy farms in Gondar supplied 32% of the total milk sold to hotels.  

 
Table 14. Proportion of sample dairy farmers who sold milk to major marketing channels 
  

Site N 

The proportion of milk volume supplied to [channel] (%) 

Consumers Traders1 Processors Hotels2 

Addis Ababa 162 64.9 20.2 5.4 9.4 

Sebeta 29 39.5 34.7 22.0 3.9 

Holeta 34 11.7 68.2 10.0 10.1 

Sululta 21 0.7 77.4 12.4 9.5 

Sendafa 23 7.9 73.4 10.4 8.3 

Debre Zeit 29 25.7 13.1 53.7 7.4 

Gondar 66 60.3 3.8 3.8 32.1 

Mekele 60 47.5 25.2 0.0 27.3 

Hawassa 51 51.7 30.2 5.5 12.7 

Total 475 47.3 28.6 9.3 14.7 

F-value  17.17*** 20.14** 6.81*** 16.77*** 

*** and ** means significant at 1% and 5%, respectively 
1refers to wholesalers, retailers, collectors and cooperatives, 2hotels, cafeterias, and restaurants. 
Source: Survey, 2016 

 
Raw milk net price offered by different milk marketing channels 

Milk selling net price paid by each market channel is presented in Table 15. There 

was significant variation in milk net prices paid to dairy farms by different market 

channel across the study sites. The net price data covered a 12-month period from 

January to December 2015, averaged to remove the seasonal price dynamics 

effect. The net price was obtained by subtracting marketing (mainly 

transportation) cost from the price received from buyers. The result showed that, 

overall, the highest net price was paid by consumers and hotels that include 

restaurants and cafeterias, with a mean net price of 16.8 and 16.0 Birr/liter, 

respectively, while the lowest overall net price was paid by traders at a mean of 

14.3 Birr/liter, followed by processors at 14.4 Birr/liter (Table 15). The low net 

price paid by the latter two might be associated with the additional costs such as 

transportation costs to collect the milk mostly at or near to farm gates while the 

producers usually deliver their raw milk to consumers and hotels/restaurants/cafes 

at their home or working places. However, milk producers usually deliver milk to 
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their neighbour consumers and hotels by walking and no direct financial cost 

incurred to deliver. Therefore, selling milk to traders or processors is unlikely to 

appeal to producers unless the other two high paying channels (consumers and 

hotels) are absent or unable to purchase all the milk produced by the dairy farms. 

The net prices paid to dairy farms by different market channels varied 

significantly from site to site with the highest net price received from consumers, 

traders, and processor in Addis Ababa and the lowest at Sululta from processors, 

traders and consumers and at Holeta from trader market channel. On the other 

hand, for the Hotel/restaurant/cafe market channel, the highest and the lowest net 

prices were observed at Sendafa and Gondar sites, respectively.  

 

The result further indicated that the mean net price (Birr/Liter) paid by consumers 

(16.8) was statistically higher than the mean net price (16.0) paid by hotels, traders 

(14.3) and processors (14.4) at 5%, 1% and 1%, respectively. Likewise, the mean 

net price paid by hotels was statistically higher than the mean net price paid by 

traders and processors at 1%, each. However, there was no statistically mean 

difference between the net price paid by traders and processors. 

 
Table 15. Net price (Birr/L) of raw milk offered by different market channels by study sites  

Sites  

Consumers Traders Processors  Hotels 

N Mean (SD) N Mean (SD) N  Mean (SD) N Mean (SD) 

Addis Ababa 142 19.0 (2.3) 54 16.5 (2.1) 19 16.2 (2.6) 38 18.6 (2.2) 

Sebeta 20 16.5 (2.2) 13 14.3 (2.1) 9 13.5 (2.8) 4 19.4 (1.7) 

Holeta 11 14.1 (3.6) 25 11.4 (1.7) 6 13.4 (3.5) 6 13.5 (3.7) 

Sululta 2 13.9 (1.2) 17 12.2 (0.9) 3 11.8 (1.1) 2 16.0 (3.7) 

Sendafa 4 17.5 (3.9) 17 12.6 (1.3) 3 16.0 (6.1) 3 20.3 (2.5) 

Debre Zeit 15 16.6 (3.4) 5 13.7 (2.9) 19 13.4 (2.1) 6 16.6 (2.4) 

Gondar 58 14.0 (1.7) 3 12.3 (0.9) 4 11.3 (1.0) 31 13.4 (1.2) 

Mekele 45 14.0 (1.1) 20 13.5 (0.6) 0 - 26 13.5 (0.8) 

Hawassa 40 15.4 (2.6) 25 14.8 (1.5) 5 13.7 (1.2) 18 15.3 (1.3) 

Total 337 16.6 (3.2) 179 14.1 (2.5) 68 14.1 (2.9) 134 15.7 (3.0) 

F-value  41.96***  26.1***  3.4***  29.44*** 

SD refers to standard deviation  
*** means statistically significant at 1%. 
Source: Survey, 2016 

 
Factors affecting the choice of milk marketing channel  

among the dairy producers 

Factors affecting the decision by dairy producers when choosing among different 

marketing alternative (channels) were assessed using the MVP econometric model 

and the result is presented in Table 16. The overall fitness of the MVP model was 

assessed using appropriate model tests. First, using the Wald Chi-square statistic, 

the explanatory variables included in the model were tested for their significance 

and the result showed that the variables jointly explained the model at 1% level of 

significance (Wald chi2 (52) = 330.78, p = 0.000). Second, the goodness-of-fit of 

the model was tested using likelihood ratio test that the null hypothesis of 
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independence between the milk market channels choice decision was rejected 

(Chi2 (6) = 51.61, p-value = 0.000). This implies that estimating a separate binary 

probit model for each of the four equations (market channels) is inappropriate and 

leads to biased estimates. Overall, these specification tests justify the 

appropriateness of the MVP model to analyse the raw milk market channel choice 

decisions of the dairy produces.  

 

The model result showed the presence of differences in milk market channel 

choice behavior among the dairy producers and interdependence of market 

channel choice decisions as indicated in the likelihood ratio statistics of the 

estimated correlation matrix. The correlation coefficient values (ρij) indicate the 

correlation between a pair of dependent variables (market channels). The 

coefficient between traders and consumers market channels (ρ21), processors and 

traders market channels (ρ32), hotels and consumers (ρ41), and hotels and traders 

market channels (ρ42) were all negatively interdependent– an indication of 

substitutionary position. In contrast, the correlation coefficient between hotels and 

processors (ρ43) was positive- an indication of competition position. This implies 

that milk producers that deliver their raw milk to consumers, processors, and 

hotels are less likely to choose traders as their raw milk marketing channel. The 

reverse is also true. Those who go for traders may not go for the consumers, hotels 

or processors. This is because consumers usually pay a higher price as no 

middlemen who are seeking to make a profit from the sale directly to consumers. 

Another reason is that when there is an opportunity to sell to processors and 

hotels/restaurants/cafes, who purchase in a larger volume, there is little incentive 

to sell to traders who resell either to consumers or the processors at a profit which 

is unlikely to be transferred to the producers. Although traders also purchase in 

large volume and pay similar net price to processors, sellers can reasonably prefer 

processors due to long-time relationship as processors usually do the business 

once they install the processing plant. The estimation result of the simulated 

maximum likelihood (SML) showed that the predicted probability of choosing 

consumers as the milk market channel had the highest probability (71%) followed 

by traders (38%) and hotels (28%) while the predicted probability of choosing 

processors channel was the lowest (14%). The likelihood of milk producers to 

jointly choose all the four milk market channels was 0.32% and the joint 

probability of failure to choose all the four channels was 4.5%. That is, the 

probability of dairy farms to supply milk to all the four market channels and 

supplying to none of the four market channels was less than one per cent and 

nearly five per cent, respectively.  

  

The MVP model results showed that most of the explanatory variables included in 

the econometric model had a significant effect on choosing at least one market 

channel. The education level of the farm operator (manager) was found to increase 

the probability of choosing processors and hotels. The implication is that highly 
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educated dairy farm operators tended to deliver their raw milk to processors and 

hotels instead of traders who then resell at profit. The possible reason why 

educated farm operators prefer to sell to processors might be due to long-term 

business relationship with processors since they usually operate for long period of 

time once processing facilities are installed. This result is consistent with a study 

undertaken in Malaysia where dairy farmers with higher education levels had a 

higher probability of choosing intermediary markets, which they labeled as 

restaurants, hotels, or processing firms (Suhaimi et al., 2017).  

 

Dairy farm experience was found to increase the likelihood of choosing the 

consumer market channel. This result implies that experience plays a significant 

role in the formation of a preference for direct marketing as more experienced 

farm operators build a long-term market relationship with consumers.  

 

The result also revealed that dairy farms that operated with small farm sizes were 

negatively associated with the probability of choosing hotels market channel as 

compared to the large dairy farms (base category) whereas the volume of milk sale 

was positively associated with it. The possible reason for the negative relationship 

between farm size and hotel channel, and positive relationship between milk sale 

volume and hotel channel might be because small farms supply lower milk 

volume, lower than the minimum threshold hotels might need.  

 

The impact of distance of dairy farm from milk selling center (measured in 

kilometers) indicated that the further away a dairy farm is situated from milk 

selling center, the higher the probability of choosing hotel market channel. Small 

bars and cafes are more distributed in the vicinity of cities and can be a possible 

option to sell raw milk. This is especially plausible when farms are situated in a 

location where processors and traders cannot reach them to collect milk and where 

consumers who buy at lower volume may not be a feasible marketing option.  

 

Membership to dairy cooperatives was found to decrease the probability of 

choosing to sell milk directly to consumers (1% level) but increase the probability 

of choosing to sell to hotels (5% level of significance). Since consumers need less 

quantity of milk than hotels, the larger volume of milk purchased by hotels can 

attract milk suppliers to choose hotels than consumers.  

 

Another important variable that had a significant impact on milk marketing 

channel choice was the average annual net price offered at different channels. The 

net price of raw milk was positively associated with the likelihood of choosing 

consumers and hotels whereas it was negatively related to the probability of 

choosing traders and processors. This is because both consumers and hotels pay 

relatively higher prices than traders and processors. This result agrees with the 

finding by Singh (2018) who observed a positive impact of price on choosing 
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consumers and partly agrees with the finding by Berem et al. (2015) who reported 

a negative relationship between price and trader (hawker in their term) and price 

and milk bars (hotels in our case). 

 

The location of dairy farms was also found to affect the likelihood of different 

market channel choices. Addis Ababa dairy producers had a higher probability of 

choosing the processor market channel to sell their raw milk as compared to the 

base category (Hawassa dairy producers). On the other hand, as compared to the 

base category, Gondar dairy producers had a higher probability of choosing both 

consumer and hotel and a lower probability of choosing trader market channels to 

sell their raw milk. Mekele dairy producers also share the same behavior with 

dairy farms in Gondar as they had a higher probability of choosing hotels but less 

likelihood of choosing the trader market channel compared to the base category. 

The reason why Gondar dairy producers had a higher probability of choosing 

direct sales to consumers might be that they have a higher degree of contact with 

urban milk consumers who pay higher prices compared to other market 

alternatives. Another reason for these results is that it may be difficult for 

processors and traders to collect milk from producers in these areas, as the sites on 

which they operate are not always visible due to urban regulations that hinder the 

production of dairy in the city related to waste management. However, this may be 

not a problem for Addis Ababa and surrounding cities, where there is a long 

history of modern dairy farming. Hotels are also the next market option for 

Gondar and Mekele dairy producers implying that dairy producers in these two 

sites have close contact with hotels that also pay a higher net price.  

 

The model results also showed that dairy producers found in the area surrounding 

Addis Ababa (Holeta, Sululta, Sendafa, Debre Zeit, and Sebeta) had different 

behaviors when choosing market channels to sell raw milk as compared to those in 

other study sites. Their probability of choosing to sell their raw milk to consumers 

and to hotels is lower, while their probability of choosing to sell their milk to 

processors is higher as compared to Hawassa farms. These areas are known as the 

‘Addis Ababa milk-shed’ (Brandsma et al., 2012) because they supply milk to 

large processors such as Lame dairy (Mama) and Sebeta agro-industry, who sell 

much of their processed milk and milk products in the city of Addis Ababa. These 

processors have set up milk collection centers in these towns and collect milk at 

the roadside every morning. The implication of these findings from the ‘Addis 

Ababa milk-shed’ area suggests that dairy producers prefer to engage with a 

predictable, reliable, and seemingly sustainable market, even when the processors 

who are the gateway to that market offer a lower net price than some other 

channels. This might be plausible as a considerable portion of milk and milk 

product consumers practices frequent fasting during which they abstain from the 

food of animal origin that leads to lower demand for the dairy product as well as 

livestock products in general. In these seasons, it is feasible to process milk into 
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long shelf-life products such as butter, cheese, and ultra-heat treated (UHT) milk 

that can be consumed after the fasting season.  

 
Table 16. Multivariate probit results (Coefficients and Std. Err.) of market channel choices 

 
 
Variables 

Raw milk marketing channels 

Consumers Traders Processors Hotels 

Coeff. (SE) Coeff. (SE) Coeff. (SE) Coeff. (SE) 

Operator’s education 0.004 (0.02) -0.022 (0.014) 0.044** (0.018) 0.041*** (0.015) 

Farm experience 0.012* (0.007) -0.009 (0.007) -0.009 (0.008) 0.002 (0.006) 

Small farm -0.01 (0.54) 0.35 (0.49) -0.12 (0.59) -0.87* (0.48) 

Medium farm 0.27 (0.47) 0.43 (0.42) 0.017 (0.5) -0.46 (0.40) 

Milking cows  -0.006 (0.017) -0.003(0.016) -0.01 (0.02) -0.02 (0.016) 

Milk sale volume 0.001 (0.001) 0.001 (0.001) 0.0015 (0.001) 0.002* (0.001) 

Market distance -0.004 (0.012) 0.015 (0.011) 0.016 (0.01) 0.04*** (0.01) 

Coops membership -0.45** (0.19) 0.034 (0.17) 0.14 (0.20) 0.37** (0.16) 

Net milk price 0.29*** (0.04) -0.18*** (0.03) -0.12*** (0.04) 0.05* (0.03) 

Addis Ababa -0.29 (0.28) -0.11 (0.23) 0.77** (0.32) -0.25 (0.24) 

Gondar 0.96*** (0.32) -1.93*** (0.33) -0.087 (0.36) 0.53** (0.26) 

Mekele 0.122(0.28) -0.67*** (0.26) -4.1 (107.8) 0.6** (0.26) 

Oromia zone surrounding Addis Ababa -0.78*** (0.25) -0.014 (0.22) 0.66** (0.29) -0.85*** (0.25) 

Constant    -3.5***(0.88) 2.6*** (0.75) -0.19 (0.88) -1.18 (0.72) 

Predicted probability 0.71 0.38 0.14 0.28 

ρ21   -0.33*** (0.08)  

ρ31   0.07 (0.11)  

ρ41   -0.16* (0.095)  

ρ32   -0.45*** (0.08)  

ρ42   -0.21** (0.083)  

ρ43   0.18* (0.096)  

Wald chi2(52)  330.78***  

Log-likelihood  -813.62***  

Joint probability (success) = 0.0032, Joint probability (failure) = 0.045 

Likelihood ratio test of rho21 = rho31 = rho41 = rho32 = rho42 = rho43 = 0:  chi2(6) = 51.63***   Prob > chi2 = 0.0000. 
***, **, and * means statistically significant at 1%, 5%, and 10%, respectively. 
Source: Survey, 2016 

  
Conclusions and Implications 

 

This paper investigates the determinant factors of raw milk marketing channel 

choice decision of commercial dairy farms in Ethiopia. Four main raw milk 

marketing channels (consumers, traders, processors, and hotels) were identified, of 

which the dominant market channel was the informal marketing channel that 

involves a direct sale to consumers. In contrast, only 9% of the dairy producers 

supplied milk to formal milk marketing (processing plants). Nevertheless, the 

peculiar characteristics were observed at Debre Zeit and Sebeta in which more 

than 50% and 20% of the farms, respectively, preferred to choose formal 

marketing (processors) as their primary marketing channel.  

The results from the multivariate probit model estimates suggest that dairy farm 

operators with more farm experiences, non-member of dairy cooperatives, eager to 

receive the higher net price offered by consumers, and operate in the northern 
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cities such as Gondar were found to prefer a direct sale to consumers. On the other 

hand, dairy farm operators with higher education level, more farm experience, 

tolerate to receive lower net prices offered by trades for some reasons, and operate 

in the northern cities such as Gondar and Mekele were less likely to choose traders 

as their raw milk market channel. Furthermore, dairy farm operators with higher 

levels of education, tolerate lower net prices paid by processors for some reasons, 

and those who operate in Addis Ababa city had a higher probability of choosing 

processors as their raw milk market channel. Dairy farm operators with a higher 

level of education and, large dairy farms, who can go the longer distance to the 

milk selling point, member of dairy cooperatives, who want to enjoy higher net 

price offered by hotels, and operate in northern cities such as Gondar and Mekele 

city had a higher probability of choosing hotels/restaurants/cafes as their raw milk 

market channel while dairy farms operate in Oromia special zones surrounding 

Addis Ababa were found to less likely doing so.  

 

The study provides the following policy implications. First, to modernize 

(formalize) the milk marketing system and strengthening the milk processing 

industries in all major cities will be crucial so that they can be feasible marketing 

options for dairy producers and supply processed dairy products with long shelf 

life and that are safe for consumers. This could be achieved by attracting investors 

towards dairy processing industries by easing regulations and arranging 

appropriate incentives. Second, strengthening dairy cooperatives, so that they can 

play an increased role in milk collection and processing, and supplying processed 

dairy products to consumers, would help to modernize the milk marketing system. 

Creating favourable environment for dairy cooperatives, following up on their 

performance, and designing appropriate supporting mechanisms would be one of 

the strategies to strengthen dairy cooperatives. Third, the primary raw milk selling 

option of dairy farms operating in large cities was nearby consumers and 

hotels/restaurants/cafes. This could be due to the absence of milk collecting 

centers in these cities. Hence, it may work if dairy processing companies organize 

milk collecting points in cities to contribute more towards modernizing the dairy 

marketing system. Fourth, this study was based on a sample of dairy farms 

recruited from nine cities and towns and it investigated raw milk marketing only 

from the producers’ perspective. Therefore, further studies with larger 

geographical area coverage and milk marketing system from producers, traders, 

processors, and consumers’ perspective would give a more complete picture of the 

milk marketing system in Ethiopia.   

 

  

Acknowledgments 
 

This research was financially supported by the Ethiopia Control of Bovine 

Tuberculosis Strategies (ETHICOBOTS) project funded by the Biotechnology and 



Milk Marketing channel selection by urban and peri-urban commercial dairy                       [96] 

 

Biological Sciences Research Council, the Department for International 

Development, the Economic and Social Research Council, the Medical Research 

Council, the Natural Environment Research Council and the Defence Science and 

Technology Laboratory, under the Zoonoses and Emerging Livestock Systems 

(ZELS) program, ref: BB/L018977/1. SB was also partly funded by the 

Department for Environment, Food & Rural Affairs, United Kingdom, ref: 

TBSE3294. 

 

The members of the Ethiopia Control of Bovine Tuberculosis Strategies 

(ETHICOBOTS) consortium are: Abraham Aseffa, Adane Mihret, Bamlak 

Tessema, Bizuneh Belachew, Eshcolewyene Fekadu, Fantanesh Melese, 

Gizachew Gemechu, Hawult Taye, Rea Tschopp, Shewit Haile, Sosina Ayalew, 

Tsegaye Hailu, all from Armauer Hansen Research Institute, Ethiopia; Rea 

Tschopp from Swiss Tropical and Public Health Institute, Switzerland; Adam 

Bekele, Chilot Yirga, Mulualem Ambaw, Tadele Mamo, Tesfaye Solomon, all 

from Ethiopian Institute of Agricultural Research, Ethiopia; Tilaye Teklewold 

from Amhara Regional Agricultural Research Institute, Ethiopia; Solomon Gebre, 

Getachew Gari, Mesfin Sahle, Abde Aliy, Abebe Olani, Asegedech Sirak, Gizat 

Almaw, Getnet Mekonnen, Mekdes Tamiru, Sintayehu Guta, all from National 

Animal Health Diagnostic and Investigation Center, Ethiopia; James Wood, 

Andrew Conlan, Alan Clarke, all from Cambridge University, United Kingdom; 

Henrietta L. Moore and Catherine Hodge, both from University College London, 

United Kingdom; Constance Smith at University of Manchester, United Kingdom; 

R. Glyn Hewinson, Stefan Berg, Martin Vordermeier, Javier Nunez-Garcia, all 

from Animal and Plant Health Agency, United Kingdom; Gobena Ameni, Berecha 

Bayissa, Aboma Zewude, Adane Worku, Lemma Terfassa, Mahlet Chanyalew, 

Temesgen Mohammed, Miserach Zeleke, all from Addis ababa University, 

Ethiopia. 

 

References 
 
AACCSA (Addis Ababa Chamber of Commerce and Sectoral Associations). 2016. Value chain 

study on dairy Industry in Ethiopia. Final report prepared by Tap consultancy services.  

Adam Bekele, Tilaye Teklewold, Mulualem Ambaw, Berg S, Hodge C, and Tadele Mamo. 2019. 

Characteristics of urban and peri-urban dairy production systems in Ethiopia in relation to 

bovine tuberculosis. Ethiopian Institute of Agricultural Research. Research Report 125. 

Ahmed MM, Ehui S, and Yemesrach Assefa. 2003. Dairy development in Ethiopia. Socio-

economics and Policy Research Working Paper 58. ILRI (International Livestock Research 

Institute), Nairobi, Kenya. 47pp. 

Aurier P and Mejía V. 2014. Multivariate logit and probit models for simultaneous purchases: 

Presentation, uses, appeal and limitations. Rech. Appl. Mark. (Mark. Res. Appl.) 29(2):75-

94. 



Tadele et al.,                                                                          [97] 

 
 Belete Anteneh, Azage Tegegne, Fekadu Beyene, and Berhanu Gebremedhin. 2010. Cattle milk 

and meat production and marketing systems and opportunities for market-orientation in 

Fogera woreda, Amhara region, Ethiopia. IPMS (Improving Productivity and Market 

Success) of Ethiopian Farmers Project Working Paper 19. ILRI (International Livestock 

Research Institute), Nairobi, Kenya. 65 pp.  

Berem M, Obare G, and Bett H. 2015. Analysis of factors influencing choice of milk marketing 

channels among dairy value chain actors in Peri-urban areas of Nakuru County, Kenya. Eur. 

J. Bus. Manag. 7(28):174-179.  

Berhanu Kuma, Baker D, Kindie Getnet, and Belay Kassa. 2013. Factors affecting milk market 

outlet choices in Wolaita zone, Ethiopia. Afr. J. Agric. Res. 8(21):2493-2501.  
Brandsma W, Dawit Mengistu, Binyam Kassa, Mahlet Yohannes, and Lee J. 2012. The major 

Ethiopian milksheds; Wageningen, Wageningen UR (University and Research centre) 

Livestock Research, Livestock Research Report 735, 245 blz.  

Cappellari L and Jenkins SP. 2003. Multivariate probit regression using simulated maximum 

likelihood. Stata J. Prom. Comm. Stati. Stata 3(3):278-294.  

Chandukala SR, Kim J, Otter T, Rossi PE, and Allenby GM. 2007. Choice models in marketing: 

Economic assumptions, challenges and trends. Found. Trends Mark. 2(2):97-184.  

Dassou SS, Adegbola PY, Wade I, Hounmenou JM, Kouton-Bognon BY, and Agbangba EC. 

2019. Impact of the modern marketing channel on the gross income of milk producers in 

Linguere. In Invited paper presented at the 6th African Conference of Agricultural 

Economists, September 23-26 September 2019, Abuja, Nigeria. 

Demissie Gebremichael, Alemayehu Taye, Azeb Worku, Muluneh Woldetsadik, Yirgalem 

Mahiteme, Girma Balcha, and Dereje Gebremichael. 2014. Building Urban Resilience: 

Assessing Urban and Peri-urban Agriculture in Addis Ababa, Ethiopia. In Padgham, J., 

Jabbour, J. (eds.), United Nations Environment Programme (UNEP), Nairobi, Kenya. 

www.start.org/upa/addis_ababa.pdf>. 

D’Haene E and Haese MD’. 2019. Milk in the city: profiles and development paths for urban dairy 

holders in Ethiopia. Dev. South. Afr.  

Dube J-P. 2004. Multiple discreteness and product differentiation: demand for carbonated soft 

drinks. Mark. Sci. 23(1):66-81.  

Fałkowski J. 2012. Dairy supply chain modernization in Poland: what about those not keeping 

pace?. Eur. Rev. Agric. Econ. 39(3):397-415.   

Fałkowski J, Malak-Rawlikowska A, and Milczarek-Andrzejewska D. 2013. Determinants and 

consequences of participating in a restructured supply Chain: The experience of the Dairy 

Sector in Poland. Ekonomia 34:23-46. 

FAO. 2020. FAOstat: http://www.fao.org/faostat/en/#data/QL.[Accessed on 20 September 2020]. 

Gates R. 2006. A Mata Geweke-Hajivassiliou–Keane multivariate normal simulator. Stata J. 

6:190-213. 

Gillah KA, Kifaro GC, and Madsen J. 2012. Urban and peri urban dairy farming in East Africa: A 

review on production levels, constraints and opportunities. Livest. Res. Rural Dev. 24(11). 

Greene W. 2012. Econometric Analysis, 7th Edition. Prentice Hall, Boston. 

Gujarati DN and Porter DC. 2009. Basic Econometrics, 5th Edition. McGraw-Hill lrwin. 

Haile Welearegay, Zelalem Yilma, and Yosef Tekle-Giorgis. 2012. Challenges and opportunities 

of milk production under different urban dairy farm sizes in Hawassa City, Southern 

Ethiopia. Afr. J. Agric. Res. 7(26):3860-3866. 

Huang J, Wu Y, Yang Z, Rozelle S, Fabiosa J, and Dong F. 2012. Marketing China's milk: A case 

study of the sales activity of dairy farmers in greater Beijing. China Econ. Rev. 23:675-689.  

Innocent SG, Mulyungi P, Kinyuru JN, and Aimable N. 2018. Analysis of institutional factors 

influencing farmer’s choice of milk marketing channel in Rwanda. Int. J. Res. Appl. Sci. 

Eng. Technol. 6(6):974-978. 

Ishaq MN, Xi LC, Rasheed R, and Abdullah M. 2017. Market decision preferences of dairy 

http://www.start.org/upa/addis_ababa.pdf
http://www.fao.org/faostat/en/#data/QL


Milk Marketing channel selection by urban and peri-urban commercial dairy                       [98] 

 
farmers towards traditional and modern channels of milk marketing: an evidence from 

Punjab province of Pakistan. Int. J. Food Agric. Econ. 5(3):59-74. 

Jitmun T, Kuwornu JK, Avishek D, and Anal AK. 2020. Factors influencing membership of dairy 

cooperatives: Evidence from dairy farmers in Thailand. J. Co-op. Organ. Manag. 8.  

Kang’ethe EK, Njehu A, Karanja N, Njenga M, Gathuru K, and Karanja A. 2010. Benefits and 

Selected Health Risks of Urban Dairy Production in Nakuru, Kenya. p. 229-248. In Prain, G., 

N. Karanja, and D. Diana Lee-Smith (Eds.). African Urban Harvest Agriculture in the Cities 

of Cameroon, Kenya and Uganda. Springer, Nairobi, Kenya. 

Kassahun Melesse, Bilatu Agza, and Adey Melesse. 2014. Milk marketing and post-harvest loss 

problem in Ada’a and Lume districts of east Shoa Zone, Central Ethiopia. Sky J. Food Sci. 

3(4):27-33. 

Kim J, Allenby GM, and Rossi PE. 2007. Product attributes and models of multiple discreteness. J. 

Econometrics 138:208-230.   

Kumar A, Mishra A, Parappurathu S, and Jha GK. 2018. Farmers’ Choice of milk-marketing 

channels in India. Econ. Polit. Wkly. 53(51). 

Kumar A, Mishra A, Saroj S and Joshi PK. 2019. Impact of traditional versus modern dairy value 

chains on food security: Evidence from India’s dairy sector. Food Policy 83:260-270. 

Malede Birhan, Kalkidan Teka, and Maya Tsegaye. 2015. Constraints and Opportunities on Small 

Scale Dairy Production and Marketing in Gondar Town. World J. Dairy Food Sci. 10 (2):90-

94. 

McFadden D. 1974. Conditional logit analysis of qualitative choice behaviour. p. 105-142. In 

Zarembka, P. (ed.), Frontiers in Econometrics. Academic Press, New York. 
Mehta N. 2007. Investigating consumers’ purchase incidence and brand choice decisions across 

multiple product categories: A theoretical and empirical analysis. Mark. Sci. 26(2):196-217. 

Mehta N and Ma Y. 2012. A multicategory model of consumers’ purchase incidence, quantity, and 

brand choice decision: Methodological issues and implications on promotional decisions. J. 

Mark. Res. 49:435-451. 

Melesse Etifu and Mustefa Abu. 2019. Value Chain and Evaluation of Milk Quality in Smallholder 

Dairy Farms around Addis Ababa, Ethiopia. Int. J. Sci. Res. Publications. 9(1):60-70. 

Mengestie Abebaw, Tadesse Guadu, Ayalew Negash, Mebrie Zemene, Belaynew Alene, Genene 

Girma, Metadel Tilahun, and Kassa Demelash. 2016. Assessment on Challenges of dairy 

production and marketing in Gondar Town, North West Ethiopia. Nat. Sci. 14(8):107-114. 

Mengistu Ketema, Mohammed Aman, Eyassu Seifu, Tarekegn Getachew, Estifanos Hawaz, and 

Yonas Hailu. 2016. The dairy value chain and factors affecting choice of milk channels in 

Harar and Dire Dawa areas, Eastern Ethiopia. Rev. Agric. Appl. Econ. 19(2):10-18. 

Mohammed Ayyano, Mustefa Bati, and Tura Kaso. 2020. Determinant of milk market outlet 

choices : The case of Kofele district, West Arsi Zone, Oromia, Ethiopia. J. Bio. Agric. 

Healthcare 10(7):36-44. 

Moturi WO, Obare GA, and Kahi AK. 2015. Milk marketing channel choices for enhanced 

competitiveness in the Kenya dairy supply Chain: A multinomial logit approach. Paper 

presented at the 29th international conference of agricultural economists (ICAE), August 8-

14, 2015, Milan, Italy. 

Mulugeta Tesfaye, Assefa Beze, and Kitaw Degefa. 2019. Dairy plant processing capacity and 

challenges in milk processing industry of Ethiopia. Eur. J. Bio. Sci. 11(3):106-113. 

Mutura JK, Nyairo N, Mwangi M, and Wambugu SK. 2015. Analysis of determinants of market 

channel choice among smallholder dairy farmers in lower central Kenya. Int. J. Innov. Dev. 

4(10):264-270. 

Rey B, Thorpe W, Smith J, Shapiro B, Osuji P, Mullins G, and Agyemang K. 1993. Improvement 

of dairy production to satisfy the growing consumer demand in Sub-Saharan Africa: A 

conceptual framework for research. Market-Oriented Smallholder Dairying Research. 

Working Document 1. International Livestock Centre for Africa (ILCA). 



Tadele et al.,                                                                          [99] 

 
Sharma VP. 2015. Determinants of small milk producers’ participation in organized dairy value 

chains: Evidence from India. Agric. Econ. Res. Rev. 28(2):247-261. 

Shewangzaw Addisu, Ahmed Muhammed, and Nunu Haile. 2016. Handling, Processing and 

Utilization of Milk and its Products in Gondar Town, Ethiopia. J. Life Sci. Biomed. 6(6):120-

126. 

Simon HA. 1955. A Behavioral Model of Rational Choice. Q. J. Econ. 69(1):99-118. 

Singh DK. 2018. Determinants of dairy farmers’ choice of marketing channels in Bihar, India. 

Agric. Econ. Res. Rev. 31(1):149-155.  

Sintayehu Yigrem, Fekadu Beyene, Azage Tegegne, and Berhanu Gebremedhin. 2008. Dairy 

production, processing and marketing systems of Shashemene-Dilla area, South Ethiopia. 

IPMS (Improving Productivity and Market Success) of Ethiopian Farmers Project Working 

Paper 9. ILRI (International Livestock Research Institute), Nairobi, Kenya. 62pp. 

Solomon Gizaw, Megersa Abera, Melku Muluye, D. Hoekstra, Berhanu Gebremedhin, and Azage 

Tegegne. 2016. Smallholder dairy farming systems in the highlands of Ethiopia: System-

specific constraints and intervention options. LIVES Working Paper 23. Nairobi, Kenya: 

International Livestock Research Institute (ILRI). 

Staal SJ, Baltenweck I, Njoroge L, Patil BP, Ibrahim MNM, and Kariuki E. 2006. Smallholder 

dairy farmer access to alternative milk market channels in Gujarat. Contributed paper 2006 

IAAE Conference, Brisbane, Australia. 

Suhaimi NAM, Mey Y, and Lansink AO. 2017. A transaction cost analysis of Malaysian dairy 

farmers' marketing channel selection. Paper presented at the XV European Association of 

Agricultural Economists (EAAE) Congress, towards sustainable Agri-food Systems: 

Balancing between markets and society. Parma, Italy, 29 August-1 September 2017.  

Tadele Mamo and Tewodros Tefera. 2013. Factors affecting milk market outlet choices of urban 

and peri-urban dairy producers in Welmera woreda, west Shewa zone of Oromia regional 

state, Ethiopia. Int. J. Manag. Dev. Study 1(2):85-98. 

Tadele Mamo and Tewodros Tefera. 2017. Urban and peri-urban dairy value chain analysis in 

Welmera Woreda, Oromia Special Zone surrounding Addis Ababa, Oromia Regional State. 

p. 276-287. In Proc. of the 25th Annual Conference of the Ethiopian Society of Animal 

Production (ESAP). Haramaya University, Ethiopia, 24-26 August 2017. Haramaya, 

Ethiopia. 

Tschirley D, Haggblade S, and Reardon T. 2014. Africa’s Emerging Food System Transformation: 
Eastern and Southern Africa. Available 

at:  https://gcfsi.isp.msu.edu/files/7214/6229/3434/w1.pdf [Accessed May 16, 2021]. 

Tsehay Redda. 2001. Small-scale milk marketing and processing in Ethiopia. p. 352-367. In 

Rangneka, D and W. Thorpe. (eds.), Smallholder dairy production and marketing: 

Opportunities and constraints. In Proc. of a South-South workshop. Anand, India, 13-16 

March 2001. National Dairy Development Board (NDDB). Anand, India. 

Vykhaneswari K and Devi KU. 2019. Determinants of milk producers’ participation in marketing 

channels in Prakasam district of Andhra Pradesh State, India. Int. J. Curr. Microbiol. Appl. 

Sci. 8(5):1834-1838.  

Walsh JW. 1995. Flexibility in consumer purchasing for uncertain future tastes. Mark. Sci. 

14(2):148-165. 

Yitaye Alemayehu, Wurzinger M, Azage Tegegne, and Werner Z. 2011. Socioeconomic 

characteristics of urban and peri-urban dairy production systems in the North western 

Ethiopian highlands. Trop. Anim. Health Pro. 43:1145-1152. 

Yitaye Alemayehu, Wurzinger M, Azage Tegegne, and W. Zollitsch. 2009. Handling, processing 

and marketing of milk in the north western Ethiopian highlands. Livest. Res. Rural Dev. 

21(97). 

 

 



Milk Marketing channel selection by urban and peri-urban commercial dairy                       [100] 

 
Zegeye Yigezu. 2003. Imperative and challenges of dairy production, processing and marketing in 

Ethiopia. p. 61-67. In Proc. of the 10th annual conference of the Ethiopian Society of Animal 

Production (ESAP). Addis Ababa, Ethiopia, 22-24 August 2002. ESAP, Addis Ababa, 

Ethiopia. 

Zegeyesh Taye, Degye Goshu, and Endrias Geta. 2017. Determinants of milk market outlet 

choices in Soddo zuria district, Wolaita zone of Southern Ethiopia. p. 19-30. In Proc. of the 

National Conference on Agricultural Value Chains for Food Security and Pro-poor 

Development. Haramaya University, Ethiopia, 16-17 December 2016. Co-organized by 

ValueSeC Project and Haramaya University. 

 Zelalem Yilma, Emannuelle GB, and Ameha Sebsibe. 2011. A Review of the Ethiopian Dairy 

Sector. Ed. Rudolf Fombad, Food and Agriculture Organization of the United Nations, Sub 

Regional Office for Eastern Africa (FAO/SFE), Addis Ababa, Ethiopia, pp 81.  

Zelalem Yilma, Yonas Hailu, Takele Wolkaro, and Mitiku Eshetu. 2017. The Ethiopian dairy 

value chain with a particular focus on cattle and camel milk: Current scenarios and 

investment opportunities. East Afr. J. Sci. 11(2):81-92. 

  


