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Executive Summary 
This report constitutes the updated version of Deliverable D5.1: Consumer segments for 
agroecological food products that have been derived from Task 5.1 of the CANALLS project. The 
provided market analysis and segmentation encompass a thorough examination of both domestic and 
international markets for agroecological and organic products cultivated at the Agroecological Living 
Labs that are operating under CANALLS project. Specifically, the study focuses on cassava, rice, 
maize coffee and cocoa spanning the diverse agricultural landscapes of the Democratic Republic of 
Congo (DRC), Burundi, Cameroon, and Rwanda. 

Cassava is cultivated at the Agroecological Living Lab (ALL) in Kamonyi, Rwanda, and also at the 
ALL in Uvira, DRC. Maize production takes place at the ALL in Bujumbura, Burundi, while rice is 
grown at the ALL in Uvira, DRC. Organic coffee is produced at the ALL in Giheta, Burundi, and at the 
ALL in Biega, DRC. Additionally, coffee cultivation occurs at the ALL in Kabare, DRC. Cocoa is 
cultivated at the ALL in Ntui, Cameroon, and organic cocoa is produced at the ALL in Bunia, DRC. 

The primary objective of this deliverable is to discern nuanced market dynamics, identify distinct 
market segments, and lay the groundwork for developing tailored value propositions that align with 
the unique needs of consumers and stakeholders within each market. 

Methodology 

In terms of methodology, we categorized the markets for products produced with agroecological 
practices into two main groups: domestic and international. This categorization reflects the suitability 
of some products (maize, rice, cassava) for local consumption and others (coffee, cocoa) for 
international marketing. The data for market analysis was sourced from various channels, including 
information obtained through desk research, insights gathered under WP1 work (focusing on local 
needs, contexts, agri-food systems, value chains, and markets), a survey involving local actors 
through structured questionnaires, and opinions from experts. 

The survey, conducted between October and November 2023, engaged 371 local actors, comprising 
Farmers (162), Processors (41), Traders (38), Transporters (29), Consumers (78), and Decision 
makers/Government officials (23). The distribution across countries was as follows: Burundi (64), 
Cameroon (149), DRC (125), and Rwanda (33). We utilized a well-established digital tool (ODK) for 
data collection and management. 

The data analysis aimed to uncover correlations between respondent features and market-related 
perspectives, providing insights into the behaviours of value chain actors. However, the statistical 
analysis did not validate expected correlations, attributing this outcome to small sample sizes and the 
dynamic nature of the agroecology concept. 

When interpreting statistical test results, it is important to recognize potential variations with larger 
samples and consider specific contextual factors such as country, living lab, or focal crop. 
Acknowledging the impact of these factors is crucial for a comprehensive interpretation. Annex IV 
offers an overview of the survey participants' answers. 
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Local Markets for cassava, rice and maize 

The early stages of development in local markets for agroecological products, encompassing 
cassava, rice, and maize, present distinctive challenges and opportunities. Within this developmental 
phase, the report highlights key potential segments as follows:  

Focal 
crop 

B2B segments (generic 
market) 

B2C segments (generic 
market) 

B2B & B2C segments 
(agroecological market) 

Maize 
(Burundi) 

− Farmers 
− Processors and Millers 
− Animal feed industries 
− Alcohol manufacturing 

industries 
− Wholesalers and 

Distributors 
− Exporters 
− Humanitarian 

organizations  
− Institutional Buyers 

− Retailers 
− Foodservice and Catering 
− Households and 

Consumers 

− Urban Consumers 
− Health-Conscious 

Consumers 
− Premium and Niche 

Markets  
− Organic and Specialty 

Stores 
− Tourism Industry 
− Export Markets 

Cassava 
(Rwanda) 

− Processing Facilities 
− Wholesalers 
− Exporters 

− Retail and Local Markets 
− Processed Food Industry 
− Hospitality sector  
− Households 

− Organic and Health-
Focused Consumers 

− Specialty Food and 
Natural Product Retailers 

− Farmers' Markets and 
Local Food Networks 

− Eco-Tourism and 
Hospitality Sector 

− Export Market for Organic 
Products 

Cassava 
(DRC) 

− Processing Facilities 
− Wholesale Market 
− Exporters 
− Industrial Use 
 

− Retail Markets 
− Processed Food Industry 
− Street Food Vendors 
− Local Bakeries and Food 

Services 
− Households 

− Organic and Specialty 
Markets 

− Health and Wellness 
Products 

− Farmers' Markets 
− Food Services and 

Restaurants 
− Export Market for Organic 

Products 

Rice 
(DRC) 

− Processing & Milling 
− Wholesale & Distribution 
− Import & Export 
− Food service & 

Hospitality 
− Government and Aid 

Organizations 

− Retail 
− Processed and Packaged 

Rice 
− Local Producers and 

Farmers 
− Informal Markets 
− Households 

− Organic and Specialty 
Markets 

− Health-focused Products 
− Eco-Friendly and 

Sustainable Brands 
− Direct-to-Consumer 

Sales 
− Food Services and 

Hospitality 
− Government Programs 

and Aid Initiatives 
Table 1: Market segments for local markets 
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Furthermore, the report proposes customized strategies for stakeholders, taking into account the 
evolving nature of these markets. 

International Markets for Coffee and Cocoa 

In the international markets for agroecological and organic coffee and cocoa, a global surge in 
demand for ethically sourced and sustainable products is evident. Consumer preferences are shaped 
by concerns such as environmental impact, fair trade practices, and product quality. The following 
B2B and B2C market segments appear to be particularly suitable for organic and agroecological 
coffee and cocoa products: 

Focal crop B2B segments (agroecological market) B2C segments (agroecological market) 

Coffee   

− Conscious Restaurants, Coffee Shops 
and Cafés 

− Specialty Coffee Suppliers 
− Coffee Brands with Sustainability 

Initiatives 
− Specialized retailers 
− Organic food retail shops 
− Specialty roasters 
−  

− Eco-Conscious Consumers 
− Health and Wellness Enthusiasts 
− Ethical Consumers 
− Premium Segment Seekers 
− Urban Millennials and Generation Z 
− Consumers in Western countries 

Cocoa 

− Specialty Food and Gourmet Retailers 
− Organic and Natural Food 

Manufacturers 
− Health and Wellness Brands 
− Fair Trade and Ethical Brands 
− Premium and Artisanal Chocolate 

Producers 
− Cosmetics and Personal Care 

Manufacturers 

− Organic Chocolate Enthusiasts 
− Eco-Conscious Consumers 
− Fair Trade and Ethical Consumption 
− Health and Wellness Seekers 
− Premium Organic Chocolate Market 

Table 2: Market segments for international markets 

Challenges, barriers and conclusions 

Furthermore, specific challenges and barriers for producing and marketing of agroecological food 
products in our target countries were identified and relevant addressing strategies were shaped after 
consulting with both local actors (including consumers) and experts. 

The report culminates with the presentation of conclusions derived from the analysis and 
segmentation of both local and international markets for agroecological products. Some areas for 
further research and analysis are also highlighted. 

Value Proposition Development 

A central focus of this report is to serve as the basis for the development of value propositions that 
resonate with the identified market segments (see Task 5.2: Co-shaping demand-driven and fair 
value-propositions for agroecological food products). For local markets, the emphasis should be on 
cultural relevance, health benefits, and community impact. On the international front, value 
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propositions must focus on the transparency of supply chains, adherence to global organic and fair-
trade standards, and the unique stories of sustainability inherent in the production of agroecological 
coffee and cocoa. 

Recommendations 

The report concludes with actionable recommendations tailored to each stakeholder group. Farmers 
and cooperatives are encouraged to adopt sustainable practices and form collaborative networks, 
while processors and exporters are advised to invest in eco-friendly processing, source from certified 
suppliers, and differentiate their products in the market. Governmental agencies are urged to 
advocate for policies that support sustainable agriculture, and Certification Bodies and NGOs are 
recommended to streamline certification processes and engage in community education. 

In summary, this report provides a roadmap for stakeholders in the agroecological and organic 
agriculture sectors in DRC, Burundi, Cameroon, and Rwanda. By leveraging the insights presented 
here and implementing the recommended strategies, stakeholders can contribute to the development 
of resilient local markets and successfully position agroecological coffee and cocoa in the global 
arena, fostering sustainable practices and meeting the evolving needs of consumers worldwide. 

Additional Consumer Survey 

In response to feedback from the project reviewers, an additional survey targeting consumers was 
conducted to enhance the representativeness of the data and provide deeper insights into consumer 
segments, market dynamics, and food demand. The survey was based on a standardized 
questionnaire and aimed to better understand consumer preferences, behaviours, and attitudes 
towards agroecologically produced food in the regions where the Agroecology Living Labs (ALLs) are 
situated. All in all, 287 responses were collected, providing a more robust dataset for analyzing 
consumer segments and market dynamics for agroecological food products. Key findings include: 

• Demographics: The typical consumer of agroecological products is aged 25-54, 
predominantly male, with varying education and income levels. Urban consumers are more 
likely to purchase these products compared to rural consumers, except in Burundi, where rural 
residence shows significant correlations with consumer behavior. 

• Purchasing Behavior: Higher education and income levels correlate with greater familiarity 
and willingness to pay a premium for agroecological products. Consumers prefer purchasing 
from local markets, organic food stores, or directly from farmers. 

• Motivations: Health benefits, environmental sustainability, and support for local farmers are 
primary drivers for choosing agroecological products. 

• Information Sources: Social media, word-of-mouth, and food/agriculture events are key 
information channels. Information sources significantly influence purchasing decisions, 
suggesting that targeted communication strategies could enhance market penetration. 

• Country-Specific Insights: In Burundi, local economic support and climate concerns 
influence purchasing behavior. In Cameroon, health consciousness, environmental concerns, 
and local economic support significantly shape consumer behavior. In the DRC, gender plays 
a decisive role in familiarity and purchasing frequency. 
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• Barriers: Affordability and availability are critical factors affecting purchase frequency. Efforts 
to improve supply chains, reduce costs, and increase distribution points are essential for 
market growth. 

The findings from this new survey are analysed and discussed in detail in section 2.4 of this 
deliverable, offering valuable insight to inform the agroecological transition and guide the shaping of 
more effective strategies for market engagement and agroecological food system transformation. 
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1.  Introduction 
This document constitutes the updated version Deliverable D5.1: “Consumer segments for 
agroecological food products” that has been elaborated under Task 5.1: “Analysis and 
segmentation of markets for food products of agroecological practices” of CANALLS project. The 
update version was developed in response to project reviewers concerns that the initial sample size 
was adequate. Taking into consideration their recommendations, a new survey was conducted.  

The deliverable aims to analyze and segment the markets for agroecological and organic products 
produced in the project’s Agroecological Living Labs. The following table shows the products 
produced per living lab: 

Country Living Lab Product Main Market  

Burundi Giheta Coffee (organic) International 

Burundi Bujumbura Maize Local 

Cameroon Ntui Cocoa International 
DRC Bunia Cocoa (organic)  International 

DRC Biega Coffee (organic) International 

DRC Kabare Coffee International 

DRC Uvira Cassava, rice Local 

Rwanda Kamonyi Cassava Local 
Table 4: Products per Living Lab 

The document is structured as follows: 

• Section 2 outlines the methodology followed to perform the market analysis and 
segmentation. 

• Section 3 presents the domestic markets for agroecological and organic products, focusing 
on locally consumed products: maize, rice and cassava.  

• Section 4 presents the international markets for agroecological and organic products focusing 
on globally consumed products: coffee and cocoa. 

• Section 5 includes conclusions, next steps and recommendations. 

It is important to note that sections 3 and 4 follow a supply side – demand side structure. Specifically, 
sections 3 and 4 are further divided in: 

• Section 3.1: “Supply side” that provides information on the production systems applied in 
the four countries of interest with regard to the domestically marketed products: maize, 
cassava and rice. 

• Section 3.2: “Demand side” that provides information on the local markets for the three 
domestically marketed products: maize, cassava and rice. 

• Section 4.1: “Supply side” that provides information on the production systems applied in 
the countries of interest with regard to the internationally marketed products: coffee and cocoa. 
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• Section 4.2: “Demand side” that provides information on the international markets for the 
two globally marketed products: coffee and cocoa. 

The above structure was chosen with a view to follow a logical progression from the foundational 
aspects of supply and demand to more specific details and to mirror the natural flow of the agricultural 
supply chain, making it easy for readers to follow and understand. Moreover, this structure provides: 

• a comprehensive view of the agroecological landscape by addressing both supply and 
demand aspects; 

• insights into the interplay between production and consumption, essential for a thorough 
understanding of the market. 

As the project is still in its first year, the analysis was based on secondary data collected under WP1, 
field data collected through a relevant survey with local actors and on experts’ opinions such as the 
leads of the project’s agroecological living labs. It is anticipated that as the project progresses, new 
insights will force us to revise our analysis and alter the proposed mix of potential customer segments 
for agroecological (and organic) products. This report will feed the activities of Task 5.2 regarding the 
development of demand-driven and fair value-propositions for agroecological food products. 
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2. Methodology 

2.1 General 
Task 5.1: Analysis and segmentation of markets for food products of agroecological practices aims to 
identify market segments with similar characteristics. This process aims to facilitate the development 
of demand-driven value propositions and sustainable business models that align with the specific 
requirements of their target groups. 

Methodologically, we divided the market of products produced with agroecological practices into two 
broad categories: domestic and international, to reflect the fact that some of our products are more 
suited for local consumption while others it is better to be marketed at international level. 

Each product market is analyzed both at supply and demand level in an attempt to give a 
comprehensive picture of the journey of each product from the field to the final consumer. Particular 
emphasis is put on the demand side as there lie the various customer segments that we try to identify 
and profile.  

Data for the market analysis came from various sources: 

• Data identified from desk research; 
• Input from the work done under WP1 including insights into local needs, contexts, agri-food 

systems, value chains and markets; 
• Conducting a survey with the participation of local actors based on structured questionnaires; 
• Experts’ opinions. 

2.2 Desk research and WP1 
Desk research was performed by Q-PLAN in collaboration with local partners with a view to collect 
some basic market data both at domestic and international level that would aid us in identifying and 
categorizing distinct groups of potential customers based on relevant characteristics. 

The work done under WP1 proved to be very useful in terms of understanding and analysing the local 
markets and production systems. Particularly, the mapping of food systems, value chains and markets 
for agroecological products included in deliverable D1.1 involved a comprehensive analysis of key 
components that contribute to the sustainable production and distribution of agroecological products. 

2.3 Survey 
 Data collection 

To complement and enrich the data collected with desk research, it was decided to conduct a survey 
with local actors in the regions where the living labs are situated. Guidelines along with a set of tailored 
semi-structured questionnaires (see APPENDIX II) were prepared by Q-PLAN to ensure consistency, 
as well as to minimize any potential interviewer-induced bias in the analysis. Furthermore, throughout 
the primary data collection phase, all necessary measures were diligently implemented to adhere to 
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pertinent legal and regulatory requirements regarding personal data. This encompassed obtaining 
explicit consent from participants concerning the handling of their personal data by the project. 

We identified six distinct types of value chain actors (Producers/ Farmers, Processors, Traders, 
Transporters, Consumers, Decision makers/ Government officials), and we developed a special 
questionnaire for each of them in an attempt to collect information on issues such as: familiarity with 
agroecology, application of agroecological practices in the various points of the value chain, market 
reach and distribution, pricing, consumption patterns, purchasing behavior and price sensitivity. The 
completion of the questionnaires was undertaken by the local partners in each living lab. The following 
table shows the involvement of all local partners in the primary data collection. 

A well-established digital tool (ODK) was used for data collection and management. Each living lab 
employed a team of enumerators for data collection. All teams received a remote training session on 
the functioning of ODK and on the content of the questionnaires prior to the beginning of the data 
collection. In total, we successfully gathered 371 responses, as outlined in the following table: 

Country Living Lab Local Partners Number of 
questionnaires Actors 

Burundi Giheta NATURLAND 12 

• Producers:11 
• Processors:  
• Traders: 
• Transporters:  
• Consumers:1 

Burundi Bujumbura IITA, ISABU 52 

• Producers: 10 
• Processors: 8 
• Traders:8 
• Transporters: 8 
• Consumers: 18 

Cameroon Ntui 
IRAD, IITA, 
CAMFAAS, 

AFAAS, CIRAD 
149 

• Producers: 90 
• Processors: 14 
• Traders:13 
• Transporters: 11 
• Consumers: 7  
• Decision makers:14 

Democratic 
Republic of 

Congo 
Bunia RIKOLTO  30 

• Producers:10 
• Processors: 2 
• Traders:3 
• Transporters: 3 
• Consumers:10 
• Decision makers:2 

Democratic 
Republic of 

Congo 
Biega APDIK 30 

• Producers:11 
• Processors: 3 
• Traders: 4 
• Transporters: 1 
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Country Living Lab Local Partners Number of 
questionnaires Actors 

• Consumers:9 
• Decision makers:2 

Democratic 
Republic of 

Congo 
Kabare 

IITA, GASD, 
UCB 

31 

• Producers:9 
• Processors:4 
• Traders:3 
• Transporters: 2 
• Consumers:11 
• Decision makers:2 

Democratic 
Republic of 

Congo 
Uvira IITA, INERA 34 

• Producers:11 
• Processors: 5 
• Traders:3 
• Transporters: 2 
• Consumers:11 
• Decision makers:2 

Rwanda Kamonyi 
RAB, MAGGOT, 

COPED 
33 

• Producers: 10 
• Processors: 5 
• Traders: 4 
• Transporters: 2 
• Consumers:11 
• Decision makers:1 

Total   371  
Table 5: CANALLS Task 5.1 Interviews information 

The total number of questionnaires per stakeholder’s category brakes down as follows: 

• Producers: 162 
• Processors: 41 
• Traders: 38 
• Transporters: 29 
• Consumers: 78 
• Decision makers/ Government officials: 23. 

 

 Data analysis 
Aim 

The primary aim of the data analysis was to validate a set of hypotheses (included in Annex III) that 
sought to establish relationships between specific attributes of the interviewees and their attitudes 
towards various aspects of the agroecological products market. By delving into the correlations 
between distinct features of respondents and their perspectives on market-related issues, we aimed 
to uncover valuable insights that could inform a more nuanced understanding of value chain actors’ 
behaviours and preferences within the agroecological products market. Despite our initial hypotheses, 
the statistical analysis did not substantiate most, if any, of our anticipated correlations. We attribute 
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this outcome both to the relatively small sample sizes and to the innovative and evolving nature of the 
agroecology concept. 

General description 

We conducted an analysis on six datasets, commencing with a thorough data cleaning process. 
Subsequently, we scrutinized responses to ensure coherence, especially in relation to the significance 
and percentage distribution of agroecological products across various markets. Open-ended 
questions were categorized into groups based on similarity of responses, such as identifying factors 
influencing the current demand for agroecological products. 

Due to a sample size below the generally recommended threshold of 30, statistical tests were not 
applied to the datasets related to transporters and decision makers. Additionally, frequencies were 
not computed for decision makers’ data due to the diverse nature of responses. For the transporter 
dataset, we utilized frequency tables to present a comprehensive overview of respondent 
characteristics. 

Collecting a small number of questionnaires for these types of stakeholders (transporters and decision 
makers) is justifiable given the time constraints of the survey and the rarity of these stakeholders 
(especially the decision makers), for whom gathering a large sample of questionnaires that would 
make statistical analysis meaningful was not feasible. The above questionnaires were analysed 
qualitatively. 

In the case of producers, consumers, traders, and processors datasets, we employed both frequency 
tables and statistical tests to dissect the data. The variables under scrutiny were primarily categorical, 
except for age, which was treated as a numerical variable. This multifaceted approach allowed for a 
thorough examination of the datasets, considering the unique characteristics and limitations 
associated with each. 

Statistical tools 

Summary statistics tables were employed to present essential age-related metrics, including minimum 
and maximum age, mean age, and the degree of variability from the mean. Subsequently, a Kruskal-
Wallis test was conducted to assess if there exists a statistically significant difference in age across 
the options of categorical variables. A p-value below 0.05 would lead to the rejection of the hypothesis 
that there is no association between age and the categorical variable, with a 5% risk of error. 

To examine the independence of categorical variables, two-way tables with measures of association 
were utilized. Fisher exact tests were performed for pairs of categorical variables, and a p-value below 
0.05 resulted in the rejection of the hypothesis that there is no association between the variables, with 
a 5% risk of error. This rigorous statistical approach ensures a comprehensive exploration of 
relationships and associations within the dataset, allowing for meaningful insights into the interplay 
between age and categorical variables. 

Limitations of the analysis and mitigation measures 

Given the small sample sizes and non-normal distribution of the data, we opted for non-parametric 
statistical tests, specifically the Kruskal-Wallis test and Exact Fisher test. These tests are robust in 
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handling non-normally distributed data and smaller sample sizes, ensuring reliable analysis under 
these circumstances. 

However, it is noteworthy that for certain variables, the statistical tests assessing association were 
inconclusive. This lack of conclusiveness is attributed to the exceedingly small proportions within 
some two-way frequency distributions. In such cases, the limited representation of specific categories 
impedes the statistical tests from yielding definitive results. While the tests provide valuable insights, 
the interpretative caution is exercised due to the constraints imposed by the small proportions within 
certain variable combinations. 

Conclusions 

It's crucial to acknowledge that the results of the statistical tests may vary with larger samples. The 
discussion of these test outcomes must be nuanced, taking into account the broader context, such as 
the specific country, living lab, or focal crop under consideration. 

In instances where the independence hypothesis was rejected for variables like country, living lab, or 
focal crop, it becomes imperative to contextualize these findings within the unique characteristics of 
the study context. Recognizing the potential impact of these contextual factors is essential for a 
comprehensive interpretation of the results. By considering the peculiarities of the country, living lab, 
or focal crop, the discussion can offer more insightful and meaningful implications, contributing to a 
more robust understanding of the relationships identified through the statistical tests. 

An overview of the survey participants’ answers is presented in Annex IV. 

2.4 Additional Consumer Survey 
 Introduction 

As described above, a survey was conducted to gather insights from various value chain actors. This 
survey, which included responses from Producers/Farmers, Processors, Traders, Transporters, 
Consumers, and Decision Makers/Government Officials, yielded a total of 371 responses, of which 
78 came from consumers. 

The project reviewers raised concerns regarding the adequacy of the initial sample. Specifically, the 
reviewers highlighted that the majority of respondents were particularly producers, while the final 
number of consumers was insufficient to derive meaningful insights into consumer segments and 
market dynamics for agroecological food products. Consequently, they recommended conducting a 
new survey with a focus on consumers using a standardized questionnaire to gain deeper insights 
into consumer segments, market dynamics, and food demand, which could further inform and guide 
the agroecological transition in the Agroecology Living Labs (ALLs). 

In response to these recommendations, a new survey was designed and implemented across the four 
CANALLS project countries: Burundi, Cameroon, the Democratic Republic of the Congo (DRC), and 
Rwanda. This new survey aimed to capture a more representative sample of consumers and provide 
robust data to support the segmentation of consumer groups and the identification of key market 
dynamics relevant to agroecological transitions. 
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 Overview of the new survey 
The revised survey was conducted in both English and French using the EUSurvey tool and 
successfully collected 287 responses from consumers across the four target countries. The initial 
design of the survey foresaw the collection of at least 400 responses from the four countries, including 
a minimum of 50 completed questionnaires from broader regions surrounding each of our eight ALLs. 
The target was succeeded in three of the four countries (Rwanda, Burundi and Cameroon).  The local 
security conditions in DRC didn’t allow for its full implementation. Since December 2024 and up to 
now March 2025, there have been severe armed clashes between the Congolese army and rebels 
that restrained local project activities. The only DRC ALL which was not affected by the conflict was 
the Bunia ALL which is situated in the northern part of eastern DRC. The consumer survey was 
implemented there. The other three ALLs (Uvira, Kabare and Biega) are located close to the city of 
Bukavu, which is currently occupied by the armed rebels. The local security conditions do not allow 
research activities by the local project partners. Moreover, the area had constant power outages that 
did not allow the online implementation of the survey. 

The distribution of responses per country was as follows: 

• Burundi: 39% (112 responses). 

• Cameroon: 22% (64 responses). 

• Democratic Republic of the Congo (DRC): 20% (58 responses). 

• Rwanda: 19% (54 responses). 

The demographic and socio-economic profile of respondents was diverse, providing a well-rounded 
view of consumer preferences and behaviours related to agroecological food products. 

• Residence: 43% of respondents live in rural areas, 39% in urban areas, and 18% in peri-
urban settings. 

• Age Distribution: The majority of participants fall within the 25-39 years age group (41%) and 
the 40-54 years age group (33%). 

• Gender: The sample contained 60% male respondents/40% female respondents. 

• Education Level: 34% of respondents hold postgraduate degrees. 

• Income Levels: 54% of respondents earn below €1,000 per month. 

• Occupations: The most common occupations are farming (28%) and white-collar professions 
(31%). 

• Household Size: 33% of respondents come from households with six or more members. 

Country-Level Insights 

• Rwanda (N=54): 

o 74% male, 26% female. 

o 44% urban, 30% rural. 

https://webgate.acceptance.ec.europa.eu/eusurvey/
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o 56% aged 40-54 years, 33% aged 25-39 years. 

o 74% hold a postgraduate degree. 

o 37% earn between €501-€1,000, while 26% earn below €500. 

o The majority (72%) are white-collar professionals, while 9% are farmers. 

o 56% of households have six or more members. 

• Democratic Republic of the Congo (N=58): 

o 58% male, 42% female. 

o 72% reside in rural areas. 

o 39% aged 25-39 years, 33% aged 40-54 years. 

o 35% hold an undergraduate tertiary degree, 25% have secondary education. 

o Farming (33%) and white-collar jobs (30%) are the dominant occupations. 

o 49% of households have six or more members. 

• Burundi (N=112): 

o 53% male, 47% female. 

o 47% rural, 53% urban or peri-urban. 

o 37% aged 25-39 years, 27% aged 40-54 years. 

o 30% have secondary education, 23% hold an undergraduate tertiary degree. 

o The most common occupation is farming (37%). 

o 19% of respondents live alone, while 27% live in two-person households. 

• Cameroon (N=64): 

o 61% male, 39% female. 

o 69% urban, 31% rural or peri-urban. 

o 56% aged 25-39 years. 

o 67% hold a postgraduate degree. 

o White-collar jobs (27%) and farming (23%) are the most common occupations. 

o 33% of households consist of six or more members, while 19% of respondents live 
alone. 

This new survey offers a significantly improved foundation for consumer segmentation and the 
analysis of market dynamics. 
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 Questionnaire 
We used a standard questionnaire (see Annex VI) that included: 

• A Participants Information Sheet that explained the purpose of the survey, the potential 
risks and benefits and included the contact information of the organisers. 

• A consent form for General Data Protection Regulation (GDPR) issues. 
• A definition of products based on agroecological practices. 
• A set of questions (Q1.1 to Q1.8) for collecting the demographics data of the participants: 

o Q1.1 What country do you live in (Democratic Republic of Congo, Cameroon, Burundi, 
Rwanda),  

o Q1.2 What best describes the area where you live? (Rural, Suburban, Urban),  
o Q1.3 How old are you? (18-24, 25-39, 40-54, 55-64, 65 +),  
o Q1.4 What is your gender? (Male, Female, Other, Prefer not to say),  
o Q1.5 What is the highest level of education that you have completed? (No formal 

education, - Primary, Secondary, Post-secondary, Undergraduate tertiary degree, 
Postgraduate degree, Prefer not to say),  

o Q1.6 What is your annual household income? (Less than €500, €501 - €1,000, €1,001 
- €2,000, €2,001 - €5,000, €5,001 - €10,000, more than €10,000, Prefer not to say),  

o Q1.7 Which of the following job categories best describe your main employment? 
(Farmer, Self-employed, White collar, Blue collar, House person, Unemployed, 
Retired, Student, Other),  

o Q1.8 How many people do you do the food shopping for in your household (1, 2, 3, 4, 
5, 6 or more) 

• A set of questions (Q2.1.1 to Q2.1.12), with potential answers rating from strongly disagree to 
strongly agree, for identifying attitudes toward personal health, environment and social 
issues: 

o Q2.1.1. I am interested in maintaining a healthy lifestyle,  
o Q2.1.2. I make conscious efforts to eat healthy food,  
o Q2.1.3 I regularly exercise or engage in physical activities to stay healthy,  
o Q2.1.4 I pay attention to product labels to choose items that are healthy for me 
o Q2.1.5 I am concerned about the impact of climate change on the environment,  
o Q2.1.6 I try to reduce my carbon footprint by using sustainable products and practices, 

Q2.1.7 I believe it is important to support businesses that prioritize environmental 
sustainability,  

o Q2.1.8 I actively seek out products that are environmentally friendly 
o Q2.1.9 I believe it is important to support the local economy,  
o Q2.1.10 I think that interaction with food producers is important,  
o Q2.1.11 I am interested in learning about where food has come from and how it has 

been produced,  
o Q2.1.12 I am interested in the preservation of local traditions and heritage 

• The core part of the questionnaire with the following questions: 
o Q3.1 How familiar were you with the concept of products based on agroecological 

practices before participating in this survey? (Not familiar at all, Heard of it but not well-
informed, Moderately familiar, Very familiar, Extremely familiar 

o Q4.1 Have you ever consumed products based on agroecological practices? (Yes, No) 
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o Q5.1 Do you have preference for products based on agroecological practices? If yes 
at what level? 

o Q5.2 How do you identify such products? (Through a local market, I buy from the 
garden/farm or company myself, Advertisements, Advice from friends) 

o Q5.3 What factors influence your decision to choose products based on agroecological 
practices over conventionally produced ones? (Environmental sustainability, Health 
and nutritional benefits, Supporting local farmers and communities, Ethical and social 
considerations, Taste and quality, Price, Availability, Other)  

o Q6.1 How often do you purchase products based on agroecological practices? (Daily, 
Weekly. Monthly, Rarely, Never). 

o Q6.2 Which places do you primarily use to purchase products based on agroecological 
practices? (Local markets, Organic food stores, Supermarkets, Online platforms, 
Directly from farmers, Other). 

o Q7.1 Are you willing to pay a higher price for products based on agroecological 
practices compared to conventionally produced ones? (Yes, significantly, Yes, slightly, 
No, expect them to be priced similarly, No, I would only consider if they were cheaper) 

o Q8.1 Where do you typically gather information about products based on 
agroecological practices? (Social media, Word of mouth, Food and agriculture events. 
Other consumers, Other). 

 

 Statistical Analysis  
To extract meaningful insights from the data collected, a statistical analysis was conducted to identify 
associations between different survey responses. The survey responses are categorical and are 
grouped into distinct categories to analyse the qualitative data and find associations among them. 
Given the sample sizes involved, Fisher’s exact tests were utilized to account for small sample 
constraints. Version 4.4.2 of R software was used to perform the statistical analysis (Annex VI 
presents all the results of the statistical analysis). 

Firstly, we analysed associations between demographics and other questionnaire variables for all 
countries (Annex VI, table 6). The most statistically significant associations identified were: 

• Area of residence (Q1.2) with consumption of agroecological products (Q4.1) 

• Education level (Q1.5) with: 

o Familiarity with agroecological products (Q3.1) 

o Consumption of agroecological products (Q4.1) 

o Selection of purchase outlets (Q6.2) 

o Willingness to pay a higher price (Q7.1) 

o Information sources used (Q8.1) 

• Income (Q1.6) with: 

o Familiarity with agroecological products (Q3.1) 
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o Consumption frequency (Q4.1, Q6.1) 

o Information sources used (Q8.1) 

• Job category (Q1.7) with: 

o Familiarity with agroecological products (Q3.1) 

o Consumption frequency (Q6.1) 

o Selection of purchase outlets (Q6.2) 

o Willingness to pay a higher price (Q7.1) 

The above statistically significant associations suggest that: 

• Education, income, and job category play a crucial role in shaping familiarity with 
agroecological products, purchasing behaviors, price sensitivity, and selection of information 
sources. 

• Urban consumers show a higher likelihood of purchasing agroecological products compared 
to rural consumers. 

• Higher education levels correlate with greater familiarity with agroecological products and a 
preference for direct sourcing from organic food stores or farms. 

• Consumers with higher income levels are more likely to purchase agroecological products 
frequently and pay a premium for them. 

To facilitate market segmentation, we attempted to develop a consumer profile for agroecological 
products in all surveyed regions based on the statistical analysis results: 

• Demographics: The typical consumer of agroecological products is aged between 25-54 
years, with a higher representation of males. Education and income levels vary, but individuals 
with tertiary education and higher incomes tend to be more familiar with agroecological 
products and more likely to purchase them. 

• Geographical Influence: Urban consumers are more likely to purchase agroecological 
products than rural consumers, except in Burundi, where rural residence shows significant 
correlations with other consumer behaviors. 

• Income & Education: Higher education levels are associated with greater familiarity with 
agroecological products and a preference for purchasing from organic food stores or directly 
from farms. Higher-income consumers exhibit more frequent purchasing behavior and greater 
willingness to pay a premium. 

• Key Purchasing Behaviors: Consumers prefer purchasing from local markets, organic food 
stores, or directly from farmers. In Burundi and the DRC, income and job category play a 
strong role in shaping outlet preferences, while in Cameroon, age is a defining factor. 

• Motivations for Purchasing: The primary drivers for choosing agroecological products 
include health benefits, environmental sustainability, and support for local farmers and 
communities.  
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• Information Sources: Consumers rely on social media, word-of-mouth, and food and 
agriculture events to gather information about agroecological products. In the DRC, job 
category influences information source selection, while in Burundi, area of residence plays a 
significant role. 

Secondly, we performed country-level analyses to explore associations between demographics and 
other questionnaire variables (Annex VI, tables 7-10). The most significant associations were 
identified in Burundi, which may be attributed to the larger sample size compared to the other 
countries. In Burundi, the area of residence (Q1.2) correlates with most of the other variables. 
Additionally, income (Q1.6) is associated with familiarity with agroecological products (Q3.1) and 
selection of purchase outlets (Q5.2, Q6.2). Job category (Q1.7) is linked to familiarity (Q3.1), selection 
of purchase outlets (Q6.2), and selection of information sources (Q8.1). 

In the Democratic Republic of the Congo (DRC), gender (Q1.4) appears to be the most decisive 
factor, as it correlates with three variables: familiarity with agroecological products (Q3.1), frequency 
of purchasing (Q6.1), and willingness to pay more for agroecological products (Q7.1). 

In Cameroon, age (Q1.3) is the most influential factor, as it is significantly associated with preference 
for agroecological products (Q5.1), frequency of purchasing (Q6.1), and willingness to pay more 
(Q7.1). 

These findings suggest that consumer behavior varies across countries and that different 
demographic factors influence market dynamics depending on the local context. 

Based on the statistical analysis and country-level insights, we tried to outline distinct consumer 
profiles for agroecological products in the surveyed countries: 

Burundi: The Location-Sensitive Consumer 

• Key Influences: Area of residence significantly impacts purchasing behavior and product 
familiarity. 

• Income Impact: Higher income correlates with greater familiarity with agroecological products 
and a preference for specific retail outlets. 

• Job Influence: Employment type affects familiarity, outlet selection, and preferred sources of 
information about agroecological products. 

• Consumer Profile: Consumers in Burundi, particularly those in urban areas and with higher 
incomes, are more aware of agroecological products, actively seek information about them, 
and prefer specific shopping locations. 

Democratic Republic of Congo: The Gender-Driven Consumer 

• Key Influences: Gender plays a decisive role in product familiarity, purchase frequency, and 
willingness to pay a higher price. 

• Consumer Profile: Men and women exhibit distinct behaviors in the market for agroecological 
products, with gender influencing not only familiarity but also purchasing patterns and price 
sensitivity. 
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Cameroon: The Age-Sensitive Consumer 

• Key Influences: Age significantly correlates with preference for agroecological products, 
purchase frequency, and willingness to pay a premium. 

• Consumer Profile: Younger consumers, particularly those in the 25-39 age group, 
demonstrate a stronger inclination toward agroecological products, suggesting that targeted 
marketing efforts should focus on this demographic. 

Rwanda: The Urban Professional Consumer 

• Key Influences: Education level and occupation play a crucial role in familiarity and 
purchasing decisions. 

• Consumer Profile: Highly educated, urban-based professionals are more familiar with 
agroecological products, frequently purchase them, and rely on diverse information sources, 
making them key advocates for sustainable consumption. 

Then, we examined the relationship between the selection of outlets for purchasing 
agroecological products (Q6.2) and the selection of information sources about these products 
(Q8.1), both at the overall level (all countries combined) and within each country separately (Annex 
VI, table 11).  

Our analysis revealed a strong association at the aggregate level, indicating that the channels 
through which consumers obtain information about agroecological products significantly influence 
their purchasing decisions and preferred retail outlets. However, when analyzing the data at the 
country level, no statistically significant associations were identified. 

These findings highlight the critical role of information sources in shaping consumer behavior, 
where consumers learn about agroecological products can predict, to some extent, where they are 
most likely to purchase them. This insight suggests that targeted communication strategies tailored 
to specific information channels could enhance market penetration and improve access to 
agroecological products. Some practical implications of the above insights for market development of 
agroecological products may include: 

• Leverage trusted information channels: Since information sources influence purchasing 
behaviour, strategic communication campaigns should focus on the most effective channels 
(e.g., social media, word of mouth, agricultural fairs, and direct farmer-consumer interactions) 
to guide consumers toward preferred retail outlets.  

• Strengthen consumer education and awareness programs: Investing in educational 
initiatives about agroecological products—particularly through widely accessed platforms—
can increase consumer confidence and demand, ultimately driving sales at targeted retail 
outlets.  

• Align marketing strategies with shopping behaviour: Businesses and policymakers should 
consider integrating marketing efforts with the availability of agroecological products at specific 
outlets, ensuring that awareness campaigns directly lead consumers to points of purchase.  

• Tailor approaches to different markets: While the overall trend suggests a strong link 
between information sources and purchasing locations, the absence of significant country-



 

Page 26 of 181 D5.1 Consumer segments for agroecological food products 

GA 101083653 

level associations indicates that localized strategies are needed. Market actors should adapt 
promotional efforts based on national and regional consumption patterns. 

The next step in our analysis was to examine the relationship between key attitudinal variables and 
purchasing behavior and information sources. Specifically, we analysed: 

• Q2.1.1: Level of interest in maintaining a healthy lifestyle. 

• Q2.1.5: Level of concern about the impact of climate change on the environment. 

• Q2.1.9: Level of importance attributed to supporting the local economy. 

and we assessed their associations with: 

• Q6.1: Frequency of purchasing agroecological products. 

• Q6.2: Selection of outlets for purchasing agroecological products. 

• Q8.1: Selection of information sources about agroecological products (Annex VI, table 12).  

No significant associations were found at the aggregate level (all countries combined) or for Rwanda 
and the Democratic Republic of Congo, indicating that personal attitudes toward health, 
environmental concerns, and local economy support do not strongly influence purchasing frequency, 
choice of retail outlets, or preferred information sources in these regions. 

In Burundi, two significant associations emerged:  

• Consumers who value supporting the local economy (Q2.1.9) are more likely to frequently 
purchase agroecological products (Q6.1). 

• Concern about the impact of climate change (Q2.1.5) is strongly linked to the selection of 
information sources (Q8.1), suggesting that climate-conscious consumers actively seek 
specific types of information about agroecological products. 

In Cameroon, all three attitude variables (Q2.1.1, Q2.1.5, Q2.1.9) significantly influenced the 
frequency of purchasing agroecological products (Q6.1). This suggests that in Cameroon, health 
consciousness, environmental concerns, and support for the local economy all play an important role 
in shaping consumer purchasing behavior. 

Some interesting conclusions of the above analysis regarding the segmentation of the agroecological 
products market may include: 

• Attitudes alone do not universally predict purchasing behaviour, as seen in the lack of 
significant associations in Rwanda and the DRC. This suggests that external factors such as 
availability, price, or cultural habits may play a stronger role in these markets.  

• In Burundi, local economic support is a key motivator for frequent purchases, which 
indicates that marketing strategies should emphasize the economic benefits of agroecological 
products for farmers and communities. Additionally, environmentally conscious consumers 
rely on specific information sources, suggesting that targeted communication on climate-
friendly agricultural practices could enhance engagement.  

• In Cameroon, attitudes significantly influence consumer behaviour, meaning that 
marketing efforts should emphasize health benefits, environmental sustainability, and local 
economic impact to appeal to potential buyers. 
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In the final step of our analysis, we examined potential connections between the frequency of buying 
agroecological products (Q6.1) and the factors that influence purchasing decisions (Q5.3) 
across all surveyed countries (Annex VI, table 13). The factors considered were: 

• Environmental sustainability. 

• Health and nutritional benefits. 

• Supporting local farmers and communities. 

• Ethical and social considerations. 

• Taste and quality. 

• Price. 

• Availability. 

• Other. 

 

Figure 1: Frequency of the factors that influence purchasing decisions  

 

Our analysis revealed that purchasing frequency is significantly correlated with the following 
factors: 

• Environmental sustainability – Consumers who prioritize ecological concerns tend to 
purchase agroecological products more frequently. 

• Supporting local farmers and communities – A strong social motivation drives repeated 
purchases. 
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• Price – Affordability remains a major determinant of how often consumers buy agroecological 
products. 

• Availability – Easy access to agroecological products significantly affects purchasing 
behavior. 

Some practical implications of the above insights for market development of agroecological products 
may include: 

• Affordability and accessibility are critical to increasing consumer adoption. While 
consumers recognize the benefits of agroecological products, if prices remain high or products 
are not easily available, purchase frequency will remain low. Efforts should focus on improving 
supply chains, reducing costs, and increasing distribution points.  

• Sustainability and local community support still matter. Consumers who are 
environmentally conscious and committed to supporting local farmers are more likely to be 
regular buyers. Marketing strategies should emphasize these values to attract and retain such 
consumers.  

• Policy and infrastructure improvements could boost market growth. Governments and 
stakeholders should invest in policies that support agroecological supply chains, ensuring fair 
pricing and improving market access through local outlets, supermarkets, and online 
platforms. 

2.5 Experts’ opinions 
Furthermore, we decided to enrich the field data that we had collected through the aforementioned 
survey, with some more targeted data based on experts' opinions. Our experts included leaders of 
the living labs and some project partners with great expertise in market issues. To facilitate the 
collection of information from the experts we developed two interview guides (presented in Annex V), 
one for the domestic markets and one for the international markets. The interviews provided insights 
into issues such as market trends, value chains, government policies and regulations and market 
segmentation. In total we collected the opinions of 19 experts with some of them being specialists in 
the domestic markets while others more knowledgeable on the international markets.  
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3. Domestic markets (cassava, rice & maize) 
Understanding the specific context of the domestic markets is essential for effectively analyzing and 
segmenting the markets for agroecological food products. By taking into account the countries’ 
agricultural landscape, environmental challenges, cultural considerations, and government support, 
stakeholders can develop tailored strategies that resonate with local communities. The successful 
integration of agroecological practices into agricultural production can contribute to sustainable 
development, food security, and improved livelihoods for citizens. 

3.1 Supply side 
 Maize production in Burundi (Bujumbura ALL) 

Overview  

Burundi is an agrarian economy with over 90% of its population engaged in agriculture. Maize is a 
staple crop, serving as a primary source of food and income for many households. However, 
traditional farming methods, limited access to modern inputs, and environmental challenges have 
hindered sustainable agricultural growth. 

The Department of Agronomy has approximated that a total of 260,000 hectares are dedicated to 
maize cultivation, boasting an average yield of 1.5 metric tons per hectare1. Maize holds a crucial role 
as a primary food crop in Burundi, contributing to almost half of the total caloric and protein intake in 
the population’s diet.2 

Maize is grown throughout Burundi. The crop is planted in various regions with different 
agroecological zones, including the highlands and lowlands. 

As depicted in the next figure, Burundi's maize production has fluctuated over the years, influenced 
by factors such as weather conditions and agricultural practices (Figure 2). 

Between 2019 and 2022, numerous new factors emerged that significantly impacted agricultural 
production in Burundi, particularly during the COVID-19 period when there were restrictions on the 
importation of chemical fertilizers. This situation prompted the development and adoption of organic 
fertilizers in various regions. 

                                                
1 Ngouhouo Poufoun J., Sedi M., (2023), Agroecological Practices for Sustainable Transition (CANALLS) - D1.1: 
Agroecological contexts and needs of rural communities in the Agroecological Living Labs 
2 Interview conducted on 08.12.23. 
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Figure 2: Maize production in Burundi (1961 – 2021) 

Source: National Statistical Office 

As of 2021, Burundi produced approximately 1 million metric tons of maize per year. 

Maize production in Burundi faces several challenges, including limited access to modern agricultural 
inputs, inconsistent rainfall patterns, pests, and diseases. These challenges can affect both the 
quantity and quality of maize harvested. 

Maize is not only a staple food but also an important cash crop for many Burundian farmers. 
Burundians generally consume maize flour for patty and porridge. This preference greatly influences 
the maize market in Burundi. Maize processing has increased significantly in recent years.3 

The Burundian government and various organizations have been working to improve maize 
production and address agricultural challenges. Initiatives have been aimed at providing farmers with 
better access to seeds, fertilizers, and extension services. 

The majority of maize production in Burundi comes from smallholder farmers. These farmers typically 
cultivate maize for both subsistence and sale in local markets. 

Certification according to industry standards is in its early phases and lacks significant importance 
within the maize market in Burundi.4 

                                                
3 Interview conducted on 01.12.23. 
4 Interview conducted on 01.12.23. 
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The maize sector in Burundi lacks specific standards. The existing norms and standards apply broadly 
to all agricultural products. There is a need for enhanced business conditions within the maize sector 
in Burundi.5 

Government policies and regulations 

Some years back, the government set the price of maize, causing an increase in maize prices in 
Burundi. Despite the presence of maize processing units, the industry remains weak. There is a 
subsidy for mineral fertilizers and hybrid maize seeds, serving as incentives for production and 
exports.6 

The Burundi government has strategically incorporated maize into comprehensive initiatives aimed at 
stimulating agricultural development. It extends subsidies to farmers, particularly for essential inputs 
like seeds and fertilizers. Maize is specifically prioritized in the National Development Strategy (SAN) 
formulated by the Ministry of Agriculture and Livestock (MINEAGRIE).7 

For the past two years, the government has been actively raising awareness and providing financial 
support for maize production.8 

The maize value chain in Burundi9 

As presented in the next figure, the main actors in the maize value chain are input providers, seed 
multipliers, farmers, traders/aggregators, collectors and transporters, processors (mills), researchers 
and downstream participants in activities such as retail, food manufacturing, brewing, and animal feed 
production. 

                                                
5 Interview conducted on 26.11.23. 
6 Interview conducted on 01.12.23. 
7 Interview conducted on 08.12.23. 
8 Interview conducted on 26.11.23. 
9 Ngouhouo Poufoun J., Sedi M., (2023), Agroecological Practices for Sustainable Transition (CANALLS) - D1.1: 
Agroecological contexts and needs of rural communities in the Agroecological Living Labs 
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Figure 3: The maize value chain in Burundi, Source: Jack et al 2016 

Farmers: Farmers are at the core of the maize value chain. They cultivate maize and are responsible 
for the initial stages of production, including planting, cultivating, and harvesting.  

Cooperatives: Cooperatives are organizations that bring together groups of farmers for collective 
action. In the maize industry, cooperatives can facilitate bulk purchasing of inputs, provide training 
and extension services, and help farmers access markets collectively. 

Ministry of Agriculture: The Ministry of Agriculture in Burundi is responsible for providing policy 
direction, regulatory frameworks, and support services to the agricultural sector, including maize 
production. It plays a role in formulating and implementing policies that affect farmers and the industry 
as a whole. 

Microfinance institutions: Microfinance institutions provide financial services, including credit and 
loans, to farmers and cooperatives. They play a crucial role in supporting smallholder farmers who 
may not have easy access to traditional banking services. 

Traders: Traders are involved in the marketing and distribution of maize. They purchase maize from 
farmers or cooperatives and sell it to processors, retailers, or end consumers. 
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Processors: processors are responsible for transforming raw maize into value-added products such 
as flour and porridge. These processed products may be sold in local markets or distributed to broader 
markets. 

Agricultural Research Centers: agricultural research centres focus on developing improved maize 
varieties, providing guidance on best agricultural practices, and conducting research to enhance the 
overall productivity and sustainability of maize farming. 

Provincial Agricultural Offices: Provincial agricultural offices serve as local government entities that 
implement agricultural policies at the regional level. They may provide extension services, 
disseminate information, and support farmers and cooperatives within their jurisdiction.  

NGOs: NGOs may be involved in various aspects of the maize value chain, providing support in terms 
of capacity building, training, and community development. They may work with farmers and 
cooperatives to improve livelihoods and sustainable agricultural practices. 

Input Suppliers/ dealers: Input suppliers provide essential agricultural inputs such as seeds, 
fertilizers, and pesticides to farmers. They play a critical role in ensuring that farmers have access to 
quality inputs for maize cultivation. 

Extension Agents: Extension agents provide technical assistance and advisory services to farmers. 
They play a crucial role in disseminating information about best agricultural practices, new 
technologies, and market trends. 

 

 Cassava production in Rwanda (Kamonyi ALL) 
Overview 

In Rwanda, cassava is the third most important crop after banana and sweet potato, contributing to 
food security and income generation for many farmers. Because of its importance in several tropical 
regions and its relatively good performance on marginal lands under suboptimal climatic conditions, 
cassava is recognized as a subsistence crop to overcome food insecurity for the fast-growing 
population in areas prone to important climatic changes. Although cassava plays an important role as 
a food security crop in sub-Saharan Africa, it is also used as a cash crop in various cassava-growing 
regions.10 

Cassava production in Rwanda varied between 3,000 and 3,701 Mt of fresh roots per year from 2015 
to 2018 with a reported average yield of about 14.5 tons per hectare11. According to the expert’s 
opinion, in recent years cassava has become scarce due to low production coupled with high demand 
for exports.12 

Cassava is a staple food in Rwanda and is consumed in various forms, including as a side dish, in 
porridge, or processed into flour for making bread and other products. 

                                                
10 Ngouhouo Poufoun J., Sedi M., (2023), Agroecological Practices for Sustainable Transition (CANALLS) - D1.1: 
Agroecological contexts and needs of rural communities in the Agroecological Living Labs 
11 Ngouhouo Poufoun J., Sedi M., (2023), Agroecological Practices for Sustainable Transition (CANALLS) - D1.1: 
Agroecological contexts and needs of rural communities in the Agroecological Living Labs 
12 Interview conducted on 24.10.23. 
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Cassava is grown in different parts of Rwanda, with variations in climate and soil influencing the 
choice of cassava varieties and cultivation practices. 

Cassava is often cultivated by smallholder farmers, contributing to both subsistence and commercial 
agriculture. Smallholders typically grow cassava alongside other crops in mixed farming systems. 

The Rwandan government has implemented various initiatives to support cassava farmers including 
get a subsidy for chemical fertilizers to boost the production. 

Despite its importance, cassava production in Rwanda faces challenges such as diseases, low 
productivity, and limited access to processing facilities. Efforts are underway to address these 
challenges and boost cassava production. 

Cassava value chain in Rwanda 

According to the experts the cassava value chain in Rwanda includes in brief: 

• farmers who produce raw cassava; 
• local processors who buy fresh cassava from farmers, soak and dry it into pellets; 
• whole sellers who buy cassava pellets from local processors and sell it to various markets in 

the country, mainly to Kigali and smaller cities; 
• intermediate sellers who buy cassava pellets from whole sellers, mill and package it and finally 

market it to consumers. 

A more detailed analysis of the cassava value chain in Rwanda is provided by USAID 2010, as listed 
below: 

• Input suppliers: The primary input for cassava cultivation is cassava cuttings. Typically, 
farmers contribute these cuttings from their own fields. Nevertheless, when it comes to new 
varieties, the Rwanda Agricultural Board (RAB) takes charge of distributing them for 
multiplication. RAB then supplies these planting materials to secondary multipliers, which may 
include model farmers or their organizations. Subsequently, these secondary multipliers serve 
as intermediaries, facilitating the distribution of planting materials to individual farmers or 
cooperatives, ensuring the widespread dissemination of improved cassava varieties.  

• Producers: There are two categories of cassava producers; individual farmers who may be 
small or large and groups who can be associations or cooperatives. 

• Middlemen/ Traders: These actors vary in size and are prevalent in rural areas. They operate 
by purchasing cassava at relatively lower prices, amassing substantial quantities and selling 
them in urban areas.  

• Transporters: In rural areas, the transportation of cassava to collection centers or local 
markets often involves a combination of human labor, bicycles, and vans. These modes of 
transport are employed for shorter distances within the community. However, when it comes 
to transporting cassava to regional and national markets, the predominant means is the use 
of trucks. This shift to larger, motorized vehicles for longer distances helps facilitate the 
efficient movement of cassava produce beyond local boundaries. 

• Processing: The processing of cassava in Rwanda is conducted at different scales and by 
various entities. Here's a breakdown of the processing methods and entities involved: 
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o Family Level Processing: At the family level, processing is typically done individually 
using traditional methods, often involving the use of a mortar. Families process 
cassava for their own consumption or for local use within their communities. 

o Commercial Processing by Millers: Commercial processing for broader local 
markets is carried out by millers. These individuals or businesses specialize in 
processing cassava on a larger scale, providing cassava products to local markets. 

o Large-Scale Processing by Kinazi Factory: Kinazi Factory is a significant player in 
cassava processing at a large scale in Rwanda. This factory has the capacity to 
produce 20 tons of cassava flour per day. It is owned by private sector investors in 
collaboration with the government. Large-scale processing facilities like Kinazi Factory 
play a crucial role in meeting the demand for cassava products on a broader scale. 

o Small-Scale Processing by Cooperatives or Private Sector: There are also small-
scale processing initiatives, often owned by cooperatives or private sector entities. 
These smaller processors contribute to local economic development and provide 
additional processing capacity to meet diverse market demands. 

• Retailers: Local markets, small shops and supermarkets offer cassava flour at different prices 
depending on the selling point 

• Consumers: Most of the consumers are cassava growers, people of low and middle income 
in rural and urban areas, and schools. 

• Research: The Rwanda Agricultural Board conducts various research on cassava including 
research on adaptability of varieties, pests and diseases, and soils 

• Financial Institutions: The Banque Populaire du Rwanda, CLECAM and CAF ISONGA are 
the major source of loans for cassava farmers but currently BRD (Banque Rwandaise de 
Développement) has also started to give loans to cassava farmers approved by Kinazi 
Cassava Plant.  

• Governmental Agencies: It's evident that the government plays a crucial role in shaping and 
influencing the agriculture sector in Rwanda, with a specific focus on cassava. Here's a 
breakdown of the key influencers and their roles: 

o Ministry of Agriculture: The Ministry of Agriculture is a major influencer, providing 
strategic direction and policies for the overall development of the agriculture sector. 
The policies set by this ministry, such as the land consolidation policy, regionalization 
of crops policy, and distribution of improved cassava cuttings policy, have a direct 
impact on cassava cultivation and production. 

o Ministry of Commerce: The Ministry of Commerce is involved in shaping policies 
related to the trade and marketing aspects of agricultural products, including cassava. 
Policies related to the commercialization, distribution, and export of cassava products 
fall within the purview of this ministry. 

o Local Governments (Districts): Local governments, represented by districts, play a 
significant role in the implementation of agricultural policies at the grassroots level. 
They contribute to the effective execution of national policies and may also develop 
localized strategies that address the specific needs and conditions of their respective 
regions. 

o Rwanda Bureau of Standards: The Rwanda Bureau of Standards contributes to the 
agricultural sector by setting policies related to safety and standardization. Ensuring 
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that cassava products meet safety and quality standards is crucial for both domestic 
consumption and international trade.13 

Government policies and regulations 

The government of Rwanda provides subsidies for chemical fertilizers to enhance the production of 
all crops grown in the country. The government provides subsidies for exports in general to foster 
entrepreneurship. New institutions, such as RICA (Rwanda Institute for Conservation Agriculture), 
have been established to issue certificates facilitating the export of local products to the international 
market.14 

 
Figure 4: The cassava value chain in Rwanda. Source: PADAB-Bugesera Agricultural Development Support Project and 

PASAB-Projet d’appui à la Securite Alimentaire au Bugesera 

                                                
13 Ngouhouo Poufoun J., Sedi M., (2023), Agroecological Practices for Sustainable Transition (CANALLS) - D1.1: 
Agroecological contexts and needs of rural communities in the Agroecological Living Labs 
14 Interview conducted on 24.10.23. 
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 Cassava production in DRC (Uvira ALL) 
Overview 

Cassava (Manihot esculenta) is a significant crop in the Democratic Republic of the Congo (DRC) 
and plays a crucial role in food security, income generation, and rural livelihoods. Cassava is a staple 
food crop in the DRC, and it is a primary source of calories for many households. It is a versatile crop 
that can be processed into various forms, such as flour, starch, and fermented products. 

Cassava is cultivated across different regions of the DRC, taking advantage of the country's diverse 
agroecological zones. Farmers grow various cassava varieties adapted to local conditions. Cassava 
is often grown by smallholder farmers, contributing to both subsistence and commercial agriculture. 
Small-scale cultivation is common, and cassava is often intercropped with other crops.  

The DRC is one of the top cassava-producing countries in Africa. Cassava production is significant, 
and the crop plays a crucial role in ensuring food security for the population. Cassava production in 
the DRC faces challenges such as pests and diseases, post-harvest losses, and limited access to 
modern farming technologies. Addressing these challenges is crucial for sustaining and increasing 
cassava productivity. 

Cassava value chain in DRC15 

According to the experts, the cassava value chain in DRC includes: 

• Production: This part of the value chain comprises of small-scale farmers, medium-scale 
producers and large-scale producers. Small-scale farmers rely on traditional technologies 
and do not use advanced inputs such as improved planting material and fertilizers. Production 
practices are improved among medium-scale producers who often tend to have good 
relationships with extension services; have access to quality planting material and training; 
commonly use hired labour; and sometimes apply integrated soil fertility management (ISFM) 
although not sustainably. In general, large-scale farmers are the most innovative among 
producers. Large-scale producers frequently hire technicians to manage their farms; combine 
crops with livestock production activities; and apply improved inputs including planting material 
and fertilizers.  

• Marketing: Practices during cassava marketing vary with the scale of production activities. 
Small and medium-scale producers usually sell their cassava as fresh roots in contrast to 
large-scale producers who add value by processing the roots into dried chips. Market outlets 
among the small and medium scale producers include travelling traders (about 50% of the 
produce), rural assemblers (10% to 20% of the produce) and local markets (10% of the 
produce). Large-scale producers on the other hand sell their produce directly to either the 
wholesalers or retailers (50% of the produce in each case). 

• Processing & Retailing: This part of the value chain comprises of millers and retailers who 
buy dry cassava chips, they grind them to make flour which they package and sell to 
consumers. 

                                                
15 Ngouhouo Poufoun J., Sedi M., (2023), Agroecological Practices for Sustainable Transition (CANALLS) - D1.1: 
Agroecological contexts and needs of rural communities in the Agroecological Living Labs 
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• NGO’s: Non-Governmental Organizations (NGOs) play a crucial role in various stages of the 
cassava value chain in DRC including agricultural extension and training, research and 
development, capacity building and empowerment and market access and linkages. 

• Research Institutions: Research institutions also play a vital role in shaping and improving 
various aspects of the cassava value chain in DRC. Their contributions include developing 
and promoting improved cassava varieties, dissemination of efficient crop management 
practices and shaping strategies for managing cassava diseases and pests. 

• Governmental agencies: Governmental agencies play a crucial role in shaping and 
overseeing various aspects of the cassava value chain in DRC including Policy development, 
regulatory oversight, subsidies, infrastructure development and research and development 
funding. 16 

The following figure depicts the value chain actors of cassava production in DRC: 

 

 

Figure 5: The cassava value chain in DRC. Source: Rikolto project 

                                                
16 Interview conducted on 22.11.23. 
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 Rice production in DRC (Uvira ALL) 
Overview 

Rice is a crucial staple crop in the Democratic Republic of Congo (DRC), and it is consumed by both 
rural and urban populations. Smallholder farmers produce around 50% of the 700,000 MT of rice 
consumed in the country, while the remaining 50% is imported. The rice produced by local farmers is 
mainly consumed by themselves and purchased by local market consumers. In contrast, imported 
rice is consumed in urban areas and used by breweries.  

Rice is cultivated in various regions of the DRC, taking advantage of suitable agroecological 
conditions. The country has both upland and lowland areas suitable for rice cultivation. 

Both rainfed and irrigated rice cultivation practices are employed. However, rainfed cultivation 
dominates at it is applied by approximately 800,000 smallholder farmers resulting in low yield of about 
only 0.8 MT/ha. Flood irrigation, employed by only 32,000 farmers, is far more productive with yields 
of about 2 MT/ha. 

Challenges in rice production in the DRC include limited access to agricultural inputs, post-harvest 
losses, pest and disease management, and the need for improved agricultural extension service. 

Rice value chain in DRC17 

The rice value chain in DRC includes inputs used in rice production such as seeds, fertilisers, and 
pesticides. Harvested rice is processed in local mills for onward sale to middlemen and wholesalers 
who distribute primarily to local retailers unless the end user is a brewery. Imported rice is bought by 
traders for urban retail distribution and by breweries. 

                                                
17 Ngouhouo Poufoun J., Sedi M., (2023), Agroecological Practices for Sustainable Transition (CANALLS) - D1.1: 
Agroecological contexts and needs of rural communities in the Agroecological Living Labs 
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Figure 6: The rice value chain in DRC 

Farmers: Smallholder farmers are key players in the rice value chain, responsible for cultivating rice 
paddies and harvesting the crops.  

Input Suppliers: Input suppliers provide farmers with agricultural inputs such as seeds, fertilizers, 
pesticides, and equipment necessary for rice cultivation. 

Extension Services: Agricultural extension services play a role in providing farmers with training, 
advice, and information on best practices in rice cultivation. 

Processors: Rice processors are involved in milling and processing paddy rice into marketable 
products. They may operate small-scale mills or larger processing facilities.  

Traders and Wholesalers: Traders and wholesalers purchase rice from farmers or processors and 
play a crucial role in the distribution of rice to various markets within the country. 

Retailers: Retailers are involved in selling rice to consumers at the local level. This includes both 
formal and informal retail outlets such as grocery stores, markets, and street vendors.  

Consumers: Consumers are the end-users of rice and play a vital role in driving demand for rice 
products. 

Transportation and Logistics Providers: Companies or individuals involved in transportation and 
logistics play a critical role in moving rice from farms to processing facilities and markets. 

Understanding the roles and interactions of these actors is essential for developing strategies to 
improve the efficiency, sustainability, and inclusivity of the rice value chain in the Democratic Republic 
of the Congo.   
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3.2 Demand side 
 The maize market in Burundi 

Overview 

The maize market in Burundi is characterized by a mix of formal and informal trading. Maize is sold 
in local markets, and there is a network of traders involved in buying and selling. Maize is consumed 
in various forms, including whole maize grains, maize flour (used to make porridge or other dishes), 
and processed products. The consumption patterns vary across regions and communities. Maize 
prices are influenced by factors such as weather conditions, harvest seasons, and market demand. 
Price stability is a concern for both farmers and consumers. While Burundi produces maize 
domestically, there may also be periods of reliance on imports, especially during times of low 
production or increased demand. 

Challenges in the maize market in Burundi include issues related to post-harvest losses, limited 
access to credit for farmers, vulnerability to weather fluctuations, and the need for improved 
agricultural practices. 

Opportunities exist for enhancing value addition in the maize sector, promoting sustainable farming 
practices, and strengthening market linkages between producers and consumers. 

The demand for Burundian maize has evolved in recent years at the local level where there has been 
an increase in maize production and marketing on local markets. The COVID-19 pandemic has 
significantly reduced trade at regional and international level.18 

Moreover, according to experts, the demand for maize at the local level has increased to the point of 
becoming a priority crop for the government of Burundi19. The local demand for maize experiences 
consistent growth each season and year. It's important to highlight that the current demand is still 
unmet, despite the presence of various stakeholders contributing to the development of the maize 
value chain20. In addition to local maize production, Burundi also imports a significant quantity of 
maize from Uganda and Tanzania (see next figure)21. 

                                                
18 Interview conducted on 01.12.23. 
19 Interview conducted on 26.11.23. 
20 Interview conducted on 26.11.23. 
21 Interview conducted on 08.12.2023, 
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Figure 7: Trends in maize import quantities in Burundi (2011-2021) 

Source: Faostat 

Maize is a highly consumed and sought-after food commodity in the country. Maize’s popularity has 
witnessed substantial growth since the 2010s, coinciding with a surge in the establishment of agrifood 
processing units across the country. These units predominantly produce items derived from maize-
based ingredients, such as porridge and beverages. The school feeding project has also played a 
role in influencing local consumption levels. Additionally, a national maize collection agency was 
established, which subsequently entered into an agreement with the WFP (World Food Programme) 
for local supply.22 

Evolution of demand 

The demand for Burundian maize has evolved over recent years, with changes occurring at the local, 
regional, and international levels. These changes have been influenced by a variety of factors, 
including population growth, dietary preferences, and economic developments. 

1. Local Level 

Population Growth: Burundi has experienced population growth, which has driven an increase in 
the local demand for staple foods, including maize. The growing population requires a consistent 
supply of maize for food consumption. 

Urbanization: As more people move to urban areas, there has been a shift in consumption patterns. 
Urban consumers often prefer more processed maize products, such as maize flour and snacks. 

Dietary Preferences: The demand for maize at the local level is influenced by dietary preferences. 
Maize is a staple food, and its consumption is deeply ingrained in Burundian culture. 

                                                
22 Interview conducted on 27.11.23. 
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2. Regional Level 

Regional Trade: Burundi engages in maize trade with neighbouring countries in the East African 
region such as Uganda and Tanzania. At present, only imports are taking place from the above-
mentioned countries to Burundi, as local production falls short of demand. 

3. International level 

Export Markets: Currently, Burundi does not engage in maize exports, as the domestic demand 
remains unmet. In the future, Burundi may export maize to international markets, particularly to 
countries within the East African Community (EAC). 

Market trends 

According to experts, currently there are no specific market trends and shifts in consumer preferences 
in the Burundian maize market. However, as the socioeconomic context is constantly changing some 
expected trends and preferences that could influence the market include: 

Value-Added Maize Products: There may be a growing demand for value-added maize products 
such as fortified maize flour, maize-based snacks, and processed foods. These products can cater to 
changing consumer preferences, especially in urban areas. 

Health and Nutrition Awareness: As consumer awareness of health and nutrition increases, there 
could be a shift towards healthier maize-based products, such as whole-grain maize options. This 
trend may be more pronounced in urban centres.  

Convenience Foods: Busier lifestyles in urban areas may drive demand for convenient maize-based 
products, such as instant porridge mixes and ready-to-eat snacks. 

Organic and Non-GMO Products: Some consumers may show a preference for organic and non-
genetically modified (GMO) maize products. This trend may be more prominent in certain market 
segments. 

Market constraints 

In Burundi, a myriad of challenges and barriers hinder progress across various segments of the 
agricultural chain. However, three pivotal constraints significantly impede the sector's development. 
These include: (1) Insufficient cash and financial resources for farmers; (2) the absence of commercial 
scale; and (3) inadequate communication of market indicators and standards. Collectively, these 
deficiencies contribute to the prevalence of low-quality maize, compelling stakeholders to turn to the 
informal market. This is exacerbated by the fact that smaller-scale informal traders do not prioritize 
quality and offer immediate cash, while formal aggregators require higher-quality maize.23 

 

 

                                                
23 Interview conducted on 08.12.23. 
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Market segments 

The maize market in Burundi consists of various segments, serving both business-to-business (B2B) 
and business-to-consumer (B2C) purposes. The most prominent market segments of the Burundian 
maize market are the following: 

B2B market segments24 

Farmers: A significant part of the produced amount of maize is consumed by the farmers themselves. 

Processors and Millers: Maize processing and milling companies are a critical B2B segment. They 
purchase maize grains from farmers and process them into maize flour and other maize-based 
products. Processors and millers supply their products to various consumer-facing businesses. 

Animal feed industries: Maize serves as a crucial ingredient in the production of animal feed. Animal 
feed industries source maize to formulate balanced diets for livestock such as poultry, cattle, and pigs. 
These industries typically purchase maize from farmers, cooperatives, or traders. 

Alcohol manufacturing industries: Maize is used in the production of alcoholic beverages, such as 
beer and spirits. In the brewing and distillation processes, maize can be converted into fermentable 
sugars, contributing to the production of alcohol. Alcohol manufacturing industries source maize from 
traders, processors, or cooperatives.25  

Wholesalers and Distributors: Wholesalers and distributors are responsible for the bulk distribution 
of maize products within Burundi. They purchase maize products from processors and millers and 
supply them to retailers, including markets and stores.  

Exporters: The export market segment involves selling Burundian maize and maize products to 
international markets, especially in neighboring East African countries like Rwanda, Tanzania, and 
the Democratic Republic of Congo. However, maize export markets in Burundi are largely 
undeveloped. 

Humanitarian organizations: Agencies such as the United Nations' World Food Programme (WFP) 
and other international aid organizations may contribute to humanitarian efforts by providing food aid, 
implementing nutrition programs, and supporting sustainable agriculture initiatives (for example the 
WFP which signs contracts with traders and agricultural cooperatives to supply school canteens with 
maize flour). 

Institutional Buyers: such as prisons, the army and the police which sign contracts with traders for 
the supply of maize flour. 

B2C market segments 

Retailers: Retailers include local markets, supermarkets, small grocery stores, and convenience 
stores. They serve as intermediaries between wholesalers and consumers. 

                                                
24 Interview conducted on 01.12.23. 
25 Interview conducted on 27.11.23. 
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Foodservice and Catering: Foodservice providers, such as restaurants, hotels, and catering 
businesses, purchase maize products for use in preparing meals and dishes. They represent a market 
segment that demands consistent and high-quality maize supplies. 

Households and Consumers: At the B2C level, households and individual consumers represent the 
primary market segment. Maize is a staple food in Burundi, and it forms a substantial part of the daily 
diet for many households. Maize is consumed in various forms, including as maize porridge, maize 
meal, and in dishes like "ugali" (a type of stiff porridge). Consumption patterns can differ between 
rural and urban areas. In rural regions, maize is often consumed in its whole-grain form, while urban 
areas may see greater consumption of processed maize products like maize flour. Maize is generally 
affordable for most households in Burundi, and its price stability is a critical factor in ensuring food 
security. Government policies often focus on maintaining affordable maize prices for consumers. 
Households typically purchase maize products from local markets, stores, and vendors. Traditional 
markets play a crucial role in making maize accessible to consumers. 

In the domestic market, maize is traded with the following packages: 

• Kernels in 100kg bags (often without labeling); 
• Flour in 25kg, 10kg and 5kg bags (with labeling); 
• Mixed flour in 1kg bags/sachets (for porridges).26 

There is potential for growth in demand for value-added maize products in this segment including 
organic or agroecological maize, such as fortified maize flour, instant maize porridge, and 
convenience products that cater to busy urban lifestyles. Some households may pay attention to the 
nutritional quality of maize products, looking for varieties that are rich in nutrients. There may be a 
growing awareness of the importance of a balanced diet. 

Market segments for agroecological maize products 

The analysis, validated by experts’ opinions, showed that at this moment the maize market in Burundi 
is not mature enough to facilitate the marketing of agroecological maize products. Specifically, organic 
or agroecological maize is not officially recognized in Burundi. Maize cultivated through 
agroecological practices is available locally in both local and institutional markets. However, there is 
a potential risk of mixing this agroecologically produced maize with conventionally produced maize 
by collectors and traders27. 

However, as factors such as consumer preferences, environmental awareness, and the potential for 
value addition, evolve it is likely that in the next years Burundi will have a market for agroecological 
products. It is anticipated that the most promising market segments for agroecological maize in 
Burundi will include: 

• Urban Consumers: 
o Characteristics: Urban consumers often exhibit a higher awareness of environmental 

and health considerations. They may seek agroecological products for their perceived 
sustainability and health benefits. 

                                                
26 Interview conducted on 01.12.2023. 
27 Interview conducted on 01.12.2023. 
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o Marketing Approach: Emphasize the environmental-friendly farming practices, 
organic nature, and health benefits of agroecological maize. Utilize digital marketing 
and social media to reach urban consumers. 

• Health-Conscious Consumers: 
o Characteristics: Consumers who prioritize health and nutrition in their food choices 

are likely to be interested in agroecological maize due to its perceived natural and 
chemical-free attributes. 

o Marketing Approach: Highlight the nutritional value, absence of synthetic pesticides 
or fertilizers, and the overall health benefits of agroecological maize. Consider 
partnering with health and wellness influencers. 

• Premium and Niche Markets: 
o Characteristics: Consumers willing to pay a premium for high-quality and sustainably 

produced products. 
o Marketing Approach: Position agroecological maize as a premium, specialty 

product. Emphasize the environmental stewardship and ethical farming practices 
associated with its production. 

• Organic and Specialty Stores: 
o Characteristics: Stores that focus on organic and specialty products attract 

consumers actively seeking agroecological options. 
o Marketing Approach: Emphasize the agroecological farming methods, local 

sourcing, and the positive impact on local communities. Highlight any certifications 
related to sustainable agriculture. 

• Tourism Industry: 
o Characteristics: Hotels, restaurants, and tourism-related businesses catering to eco-

conscious tourists. 
o Marketing Approach: Participate in community markets, where consumers may have 

a closer connection to the farmers and appreciate the agroecological story behind the 
product. 

• Export Markets: 
o Characteristics: Targeting international markets that prioritize sustainable and 

environmentally friendly products. 
o Marketing Approach: Ensure compliance with international organic and 

agroecological standards. Highlight the unique qualities of Burundian agroecological 
maize. 

In addition to the above, the input from our experts28 29 30 allow us to identify the value chain actors 
that can serve as starting points for transitioning to organic and agroecological production of maize in 
Burundi: 

Cooperatives: Cooperatives are crucial starting points for transitioning to organic and agroecological 
practices. They can facilitate collective decision-making, joint purchasing of organic inputs, and 
provide training and technical support to member farmers. 

                                                
28 Interview conducted on 26.11.23. 
29 Interview conducted on 27.11.23. 
30 Interview conducted on 26.11.23. 
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Processors: Processors play a significant role in influencing the practices of farmers by creating 
demand for organically produced maize. Engaging with processors committed to sustainable and 
organic sourcing can incentivize farmers to adopt organic and agroecological methods. 

Input providers: Input providers offering organic and agroecological inputs such as organic seeds, 
natural fertilizers, and biopesticides are crucial in supporting the transition. Collaborating with input 
providers who specialize in organic inputs ensures farmers have access to the necessary resources 
for organic farming. 
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 The cassava market in Rwanda 
Overview 

Cassava is a staple food in Rwanda and plays a crucial role in the diet of the population. The cassava 
market in Rwanda has a mix of formal and informal trading. Cassava is available for purchase in 
community markets, facilitated by a network of traders engaged in the buying and selling process. 
Cassava is versatile, and its products include cassava flour, which is used in various dishes, as well 
as snacks and other processed products. Rwanda has explored opportunities to export cassava and 
cassava products to regional and international markets. Recently, the exports of cassava flour to 
Europe and USA have impacted the local market, raising prices of fresh cassava as well as processed 
flour for human consumption. Moreover, in the last years cassava flour is used in larger quantities in 
bakery due to the scarcity of wheat flour imported from Russia and Ukraine.31 

Evolution of demand 

The demand for Rwandan cassava has undergone notable changes in recent years, exhibiting shifts 
at the local, regional, and international levels. Various factors, including demographic trends, dietary 
preferences, and economic dynamics, have played a role in shaping this evolution. 

1. Local Level 

Population Growth: Rwanda's population growth has contributed to an increased local demand for 
staple foods like cassava. Meeting the dietary needs of a growing population requires a sustained 
supply of cassava. 

Urbanization: Urbanization trends have influenced cassava consumption patterns, with urban 
consumers potentially showing preferences for processed cassava products or convenience foods. 

Dietary Preferences: Cassava's role as a staple in Rwandan diets is likely to persist, with local 
demand reflecting cultural and dietary preference. 

Substitution of other products: As wheat flour is becoming scarcer and more expensive due to the 
conflicts in Ukraine, cassava flour is used as a substitute in Bakery. 

2. Regional Level 

Regional Trade: Rwanda engages in regional trade, and the demand for Rwandan cassava in 
neighbouring countries varies based on their food security situations and economic conditions. 

3. International Level 

Exports market: Rwandan cassava is exported to Europe and USA. This drives up prices locally for 
both fresh and processed cassava. 

Market Access and Quality Standards: Meeting international quality standards is crucial for 
accessing export markets. Compliance with these standards can impact international demand. 

 

                                                
31 Interview conducted on 24.10.23. 
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4. Economic Factors 

Economic conditions in Rwanda influence consumers' purchasing power and, consequently, the 
demand for cassava. 

Market trends  

The main market trends that influence the cassava market in Rwanda are the following: 

Processed Cassava Products: There is a global trend towards increased consumption of processed 
cassava products. In Rwanda, consumers are starting to show a growing preference for value-added 
cassava products such as cassava flour, snacks, and other processed items. 

Health and Nutrition Awareness: Rising awareness of health and nutrition may impact consumer 
preferences. Cassava is gluten-free and can serve as an alternative for those with gluten sensitivities. 
Communicating the nutritional benefits of cassava products can influence consumer choices. 

Urbanization and Convenience: Urbanization often leads to changes in consumer behaviour. In 
general, urban consumers tend to seek more convenient forms of cassava consumption, such as pre-
processed or ready-to-cook cassava products that align with busy lifestyles. 

Sustainable and Ethical Sourcing: Global trends in sustainable and ethical sourcing of food 
products influence consumer choices. Certifications related to sustainable cassava farming practices 
could become a factor in consumer decision-making. 

Exports: Rwandan cassava is already exported to USA and to Europe. This creates a trend for 
meeting international quality standards and developing products tailored to global market 
preferences. 

Market segments 

The cassava market in Rwanda encompasses various market segments, catering to both business-
to-business (B2B) and business-to-consumer (B2C) interactions. Here are insights into the primary 
market segments: 

B2B market segments 

Processing Facilities: Cassava is supplied to processing units (e.g. mills) and manufacturers to 
produce intermediate and finished cassava products. 

Wholesalers: Wholesalers play a key role in the widespread distribution of cassava products 
throughout Rwanda. Their responsibility involves acquiring cassava products from processors and 
millers and subsequently delivering them to retailers. 

Exporters: Entities involved in facilitating the export and trade of cassava products internationally. 

B2C market segments 

Retail and Local Markets: This segment involves the direct sale of cassava products to individual 
consumers through local markets, grocery stores, and small retailers. 
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Processed Food Industry: Processed cassava products are supplied to the food industry (e.g. 
bakeries) for further processing into snacks, baked goods, and other food items. 

Hospitality sector: The hospitality sector, including restaurants, hotels, and catering services, is a 
significant consumer of cassava products for culinary purposes. 

Households: Cassava is a staple in Rwandan households, consumed in various forms as a primary 
food source.  

Market segments for agroecological cassava products 

Our assessment, supported by expert opinions32, suggests that the current state of the cassava 
market in Rwanda is not sufficiently developed to support the widespread marketing of agroecological 
cassava products. Nevertheless, with the evolution of factors such as consumer preferences, 
environmental consciousness, and the potential for value addition, it is anticipated that Rwanda will 
witness the emergence of a market for agroecological products in the coming years. The marketing 
of agroecological cassava in Rwanda should be strategically targeted towards market segments that 
align with the principles of agroecology, emphasizing sustainable and environmentally friendly 
agricultural practices. 

The segments expected to show the most promise for agroecological cassava in Rwanda include: 

• Organic and Health-Focused Consumers: 
o Profile: Consumers who prioritize organic and health-conscious choices. 
o Characteristics: These consumers are likely to seek cassava produced using 

agroecological practices due to the perceived health and environmental benefits. 
• Specialty Food and Natural Product Retailers: 

o Profile: Retailers specializing in natural, organic, and eco-friendly products. 
o Characteristics: Specialty retailers are often interested in offering unique, sustainably 

produced items, making them a suitable channel for agroecological cassava products. 
• Farmers' Markets and Local Food Networks: 

o Profile: Locally focused consumers who value direct relationships with producers. 
o Characteristics: Farmers' markets and local networks provide an opportunity to 

connect with consumers who appreciate the transparency and local sourcing 
associated with agroecological practices. 

• Eco-Tourism and Hospitality Sector: 
o Profile: Businesses in the hospitality sector with a commitment to sustainability and 

eco-friendly practices. 
o Characteristics: Hotels, resorts, and restaurants emphasizing eco-tourism may 

prefer sourcing agroecological cassava to align with their sustainability goals. 
• Export Market for Organic Products: 

o Profile: International buyers and markets emphasizing organic and sustainably 
produced goods. 

                                                
32 Interview conducted on 24.10.23. 
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o Characteristics: Positioning agroecological cassava for export to markets with a 
preference for organic products can capitalize on global demand for sustainable and 
environmentally friendly options. 

At product level, marketing organic cassava as a high-quality flour for bakery use, substituting for 
wheat flour, could be a promising venture. In the same vein, selling fresh, unprocessed cassava roots 
for immediate consumption could be a viable strategy for marketing agroecological cassava.33 

 The cassava market in DRC 
Overview 

Cassava is a staple food in the DRC, and it plays a significant role in the country's agriculture and 
food security. Cassava is not only a key food source but also has economic significance. In addition 
to being consumed locally, cassava and its products are often sold in local markets, contributing to 
the livelihoods of many farmers. Cassava processing activities, such as gari and cassava flour 
production, are common in the DRC. These processed products have a higher market value than raw 
cassava and can contribute to income generation for farmers and processors. Despite its importance, 
the cassava sector in the DRC faces challenges such as inadequate infrastructure, limited access to 
markets, and issues related to post-harvest losses. 

Evolution of demand 

The request for cassava in the Democratic Republic of the Congo (DRC) has experienced significant 
transformations in the recent years, manifesting changes at the levels of local, regional, and 
international demand. Several factors, such as demographic shifts, dietary choices, and economic 
dynamics, have contributed to moulding this progression. 

1. Local Level 

Cassava is a very important food in DRC, and local demand has traditionally been high. DRC has the 
world's record average per capita consumption of 353 kg per year34. The population relies on cassava 
as a primary source of carbohydrates, and various processed cassava products are widely consumed. 

Changes in population size, dietary preferences, and urbanization influence local demand for 
cassava. Urbanization, for example, may lead to increased demand for processed cassava products 
due to changing consumer lifestyles. 

According to experts in recent years there has been an average increase in demand for cassava 
locally.35 

2. Regional Level 

The regional demand for cassava in neighbouring countries is influenced by factors such as 
population growth, economic development, and cultural preferences. 

                                                
33 Interview conducted on 24.10.23. 
34 https://en.wikipedia.org/wiki/Cassava_production_in_the_Democratic_Republic_of_the_Congo 
35 Interview conducted on 22.11.23. 
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Some countries in the Central African region rely on cassava as a key food source, and cross-border 
trade plays a role in meeting regional demand. 

3. International Level 

The international demand for DRC cassava products varies based on factors such as global market 
trends, trade agreements, and the competitiveness of DRC cassava products in the international 
market. 

Cassava products like cassava flour and starch have international market potential, and demand is 
influenced by factors such as the quality of products, pricing, and adherence to international 
standards. 

4. Conflict 

The conflict in eastern DRC has significant implications for various sectors, including agriculture, and 
may impact the dynamics of the cassava market in several ways including the displacement of 
farmers, the damaged infrastructure such as roads and market facilities, the food insecurity and the 
market access challenges36. 

Market trends  

As per insights from our experts, the primary market trends that could impact the cassava market in 
DRC include the following: 

Processed Cassava Products: There has been an increasing demand for processed cassava 
products, such as cassava flour, starch, and snacks, driven by changing consumer lifestyles and 
preferences. This trend is not unique to the DRC and has been observed in various regions globally. 

Health and Nutrition Awareness: Growing awareness of health and nutrition has influenced 
consumer preferences. Cassava, being a gluten-free and versatile crop, can cater to consumers 
looking for alternative and healthier food options. The promotion of cassava as a nutritious and gluten-
free ingredient can impact consumer choices. 

Value addition and Convenience: Consumers often seek convenience in food products. Processed 
cassava products that offer convenience, such as instant gari or pre-packaged cassava-based 
snacks, gain popularity. Value addition in the form of convenience is a significant trend. 

Sustainable and Ethical Sourcing: Global trends in food consumption include an increasing 
emphasis on sustainability and ethical sourcing. Consumers show interest in cassava products 
sourced and produced in an environmentally friendly and socially responsible manner. 

Certification: Certifications that ensure the quality and safety of cassava products can influence 
consumer trust. Certification for organic or sustainably produced cassava may attract specific 
consumer segments. 

Urbanization: Urbanization often leads to changes in dietary preferences. As urban areas in the DRC 
continue to grow, there may be an increased demand for processed and convenient cassava products 
to fit the lifestyles of urban consumers. 

                                                
36 Interview conducted on 22.11.23. 
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Market segments 

The cassava market in the Democratic Republic of Congo (DRC) is diverse, involving various market 
segments, both Business-to-Business (B2B) and Business-to-Consumer (B2C). Here are some 
primary market segments within the cassava sector: 

B2B market segments 

Processing Facilities: The food processing industry is a key B2B segment. Companies in this sector 
use cassava as a raw material for producing various processed foods, such as cassava flour, starch, 
and snacks. These products may be distributed locally or internationally. 

Wholesale Market: The wholesale market involves the bulk trade of cassava products. Wholesalers 
may purchase fresh cassava tubers or processed cassava products from farmers or processors and 
distribute them to retailers, food manufacturers, or other businesses. 

Exporters: The export market involves the sale of cassava and cassava products to international 
markets. This may include exports of fresh cassava, cassava flour, or other processed products. 
Meeting international quality standards is crucial for success in this segment. 

Industrial Use: Cassava starch, due to its properties, is used in various industrial applications, 
including textiles, paper, alcohol, biofuel and pharmaceuticals.37 B2B transactions in the industrial 
sector involves the supply of cassava starch to manufacturers. 

B2C market segments 

Retail Markets: The retail market involves the direct sale of cassava products to individual 
consumers. This includes fresh cassava tubers sold in local markets, roadside stands, and grocery 
stores. 

Processed Food Industry: Processed cassava products cater to consumer preferences for 
convenience. This includes cassava flour, gari (fermented and roasted cassava granules), cassava 
chips, and other snacks. These products are often sold in retail outlets and may be targeted at both 
urban and rural consumers. 

Street Food Vendors: Street food vendors play a significant role in the cassava market. They may 
sell cassava-based snacks, fried cassava, or other prepared cassava dishes. 

Local Bakeries and Food Services: Cassava flour is often used by local bakeries in the production 
of bread and baked goods. Additionally, restaurants and food services incorporate cassava into their 
menus in various forms, meeting consumer demand for diverse and innovative dishes. 

Households: Cassava is a staple in DRC households, consumed in various forms as a primary food 
source.  

 

 

 

                                                
37 https://www.goodwaychina.com/news/nine-uses-and-industry-applications-of-cassava-sta.html 
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Market segments for agroecological cassava products 

The evaluation, backed by expert perspectives, affirms that the current condition of the cassava 
market in DRC lacks the necessary development to facilitate the promotion of agroecological cassava 
products. Nonetheless, considering the evolving landscape of factors such as consumer preferences, 
environmental awareness, and the potential for value addition, it is projected that DRC will experience 
the emergence of a market for agroecological products in the foreseeable future. To effectively market 
agroecological cassava in DRC, a strategic approach is recommended, targeting specific market 
segments that align with the principles of agroecology, with a focus on promoting sustainable and 
environmentally friendly agricultural practices. 

The segments that are anticipated to exhibit the most potential for agroecological cassava in DRC 
include: 

• Organic and Specialty Markets: 
o Agroecological cassava, cultivated without synthetic pesticides and fertilizers, may 

find a niche in the organic and specialty markets. Consumers who prioritize organic 
and sustainably produced foods may be willing to pay a premium for agroecological 
cassava products. 

• Health and Wellness Products: 
o Agroecological cassava, produced with a focus on natural and sustainable practices, 

may resonate with consumers seeking healthier and environmentally conscious food 
options. This could be marketed as a premium product in the health and wellness food 
sector. 

• Farmers' Markets: 
o Selling agroecological cassava directly to consumers through farmers' markets can 

create a direct link between producers and environmentally conscious consumers. 
• Food Services and Restaurants: 

o Restaurants and food services that focus on offering sustainable and locally sourced 
ingredients may be interested in agroecological cassava for their menus. Marketing to 
these businesses could include highlighting the environmental benefits of the 
production methods. 

• Export Market for Organic Products: 
o The international market for organic and sustainably produced foods is growing. 

Marketing agroecological cassava as an organic product can open up opportunities 
for exports, especially to regions with a high demand for organic and environmentally 
friendly agricultural products. 

When marketing agroecological cassava, it's essential to communicate the environmental benefits of 
the production methods, highlight the quality of the product, and target consumer segments that are 
environmentally conscious and willing to support sustainable agriculture. Additionally, building 
partnerships with certification bodies, NGOs, and environmental organizations can add credibility to 
the marketing efforts. 
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 The rice market in DRC 
Overview 

Rice holds a pivotal role as a staple crop in the Democratic Republic of Congo (DRC), being a dietary 
mainstay for both rural and urban communities. Approximately 50% of the 700,000 metric tons of rice 
consumed in the country is cultivated by smallholder farmers, with the remaining 50% being brought 
in through imports. Locally produced rice is primarily utilized by the farmers themselves and is also 
sold to local market consumers. Conversely, imported rice finds its consumption base in urban areas 
and serves various purposes, including usage by breweries. 

Evolution of demand 

The demand for DRC rice has experienced significant transformations in recent years, with changes 
observed at the local, regional, and international levels. Factors such as demographic trends, dietary 
preferences, and economic dynamics have contributed to shaping this evolution. 

1. Local Level 

The demand for rice at the local level in the DRC is influenced by population growth, changing dietary 
patterns, and economic conditions. 

Smallholder farmers play a significant role in rice production for local consumption. Factors such as 
access to resources, agricultural practices, and local market dynamics can impact their ability to meet 
local demand. 

2. Regional Level 

Regionally, trade patterns and economic ties with neighbouring countries affect rice demand. The 
stability and economic conditions of neighbouring countries influence cross-border trade. 

Regional conflicts or instability disrupt supply chains and impact the availability and affordability of 
rice in DRC. 

3. International Level 

On the international level, the DRC's demand for rice might be influenced by global market trends, 
trade policies, and international economic conditions. 

4. Conflict 

The conflicts in the eastern part of the DRC can have a significant impact on agriculture, including 
rice production. Displacement of populations, damage to infrastructure, and insecurity can disrupt 
farming activities, affecting both the production and distribution of rice. In times of conflict, there may 
be challenges in accessing markets, leading to food shortages and affecting local and regional 
demand for rice. 

Market trends  

According to the observations provided by the experts, key market trends that may influence the rice 
market in the Democratic Republic of the Congo encompass the following: 
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Urbanization and Changing Lifestyles: Urbanization brings about changes in consumer 
preferences. Urban consumers have different preferences and demands compared to their rural 
counterparts. Changing lifestyles, particularly in urban areas, influence the demand for convenience 
foods, including processed or pre-packaged rice products. 

Health and Nutrition Awareness: Increasing awareness of health and nutrition impacts consumer 
preferences. There is a shift towards healthier varieties of rice or rice-based products. Consumers 
may show interest in rice varieties that offer specific health benefits, such as whole grain rice or rice 
with added nutritional value. 

Product Innovation: The introduction of new rice products or innovative packaging influences 
consumer choices. This could include ready-to-eat rice meals, specialty rice varieties, or value-added 
rice products. 

Economic Factors: Economic conditions and income levels affect consumer choices. During periods 
of economic growth, consumers are more willing to explore premium or specialty rice products. 
Conversely, economic challenges lead consumers to prioritize more affordable rice varieties. 

Cultural and Dietary Preferences: Cultural factors and dietary preferences play a significant role in 
shaping consumer choices. Traditional dishes and cultural practices influence the types of rice 
preferred by consumers. 

Market segments 

The rice sector in the Democratic Republic of Congo exhibits diversity, encompassing a range of 
market segments, including both Business-to-Business (B2B) and Business-to-Consumer (B2C) 
interactions. Here are key market segments within the rice industry: 

B2B market segments 

Processing & Milling: Rice processing and milling businesses are responsible for transforming raw 
rice into market-ready products. This includes activities such as milling, packaging, and, in some 
cases, fortification or value addition. 

Wholesale & Distribution: This segment involves the wholesale purchase and distribution of rice to 
retailers, supermarkets, and other businesses. Wholesalers may source rice from local producers or 
importers. 

Import & Export: Businesses involved in the import and export of rice play a crucial role in meeting 
demand. Importers bring in rice from international markets, while exporters may facilitate the sale of 
local rice to other countries. 

Food service & Hospitality: Restaurants, hotels, and catering services constitute a significant B2B 
segment. They purchase rice in bulk for use in their food preparations. 

Government and Aid Organizations: Government agencies and non-governmental organizations 
(NGOs) may also be involved in the rice market, either as buyers for public distribution programs or 
through initiatives supporting local farmers. 
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B2C market segments 

Retail: Retailers, including grocery stores, supermarkets, and local markets, cater to individual 
consumers. These businesses sell rice directly to households. 

Processed and Packaged Rice: Businesses that focus on processing and packaging rice for direct 
consumption by households fall into this category. This includes various types of rice products, such 
as parboiled rice, instant rice, or specialty rice. 

Local Producers and Farmers: Smallholder farmers and local rice producers form a B2C segment 
when they sell their products directly to consumers or through local markets. 

Informal Markets: Informal markets, including street vendors and small local shops, contribute to the 
B2C segment by providing convenient access to rice for individual consumers. 

Households: Rice serves as a fundamental food source in households across the Democratic 
Republic of Congo, where it is consumed in diverse forms.  

Market segments for agroecological cassava products 

The evaluation, substantiated by the insights of experts, confirms that the rice market in the 
Democratic Republic of the Congo (DRC) currently lacks the necessary development for promoting 
agroecological rice products. However, considering the changing factors such as consumer 
preferences, environmental consciousness, and the potential for value addition, it is anticipated that 
soon the DRC will witness the emergence of a market for agroecological products. To effectively 
promote agroecological rice in the DRC, a recommended strategic approach involves focusing on 
particular market segments aligned with agroecological principles. This approach should prioritize the 
promotion of sustainable and environmentally friendly agricultural practices. 

Anticipated segments with the most potential for agroecological rice in the DRC include: 

• Organic and Specialty Markets: 
o Positioning agroecological rice in organic and specialty markets can attract 

consumers who actively seek products grown using sustainable and eco-friendly 
practices. 

• Health-focused Products: 
o Marketing agroecological rice as a health-conscious choice, free from synthetic 

pesticides and fertilizers, can appeal to consumers looking for wholesome and 
nutritious food options. 

• Eco-Friendly and Sustainable Brands: 
o Collaborating with brands and retailers that emphasize eco-friendly and sustainable 

practices can provide a platform for promoting agroecological rice to environmentally 
conscious consumers. 

• Direct-to-Consumer Sales: 
o Establishing direct-to-consumer channels, such as farmers' markets, community-

supported agriculture (CSA) programs, or online platforms, allows producers to 
connect directly with consumers who prioritize sustainable and locally sourced 
products. 

o  
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• Food Services and Hospitality: 
o Partnering with restaurants, hotels, and catering services that emphasize 

sustainability and local sourcing can introduce agroecological rice into the culinary 
scene and attract environmentally conscious consumers. 

• Government Programs and Aid Initiatives: 
o Aligning with government programs or aid initiatives focused on sustainable 

agriculture and food security can provide opportunities for marketing agroecological 
rice as part of broader initiatives supporting local farmers. 

When marketing agroecological rice, it is crucial to clearly communicate the environmental, social, 
and health benefits associated with the product. Understanding consumer preferences, local food 
cultures, and distribution channels is essential for developing a successful marketing strategy in the 
DRC. Engaging with stakeholders across the value chain, including consumers, retailers, and 
processors, can provide valuable insights for effective market positioning.  
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3.3 Challenges and barriers for marketing agroecological 
products in domestic markets 

Transitioning to marketing organic or agroecological food products (cassava, maize, rice) in the 
countries of interest (Burundi, Cameroon, DRC, Rwanda) presents specific challenges and barriers. 
Overcoming these challenges requires a multifaceted approach that involves stakeholders at various 
levels. According to our research and in line with the opinions expressed both by local actors 
(including consumers) and experts, the most serious challenges and the respective addressing 
strategies are the following:  

1. Limited Awareness: 

Challenge: Lack of awareness among consumers and other stakeholders about the benefits of 
organic or agroecological food products.38 

Addressing Strategies: 

• Implement educational campaigns on the health and environmental benefits of organic and 
agroecological food products. 

• Collaborate with local media for awareness programs. 
• Utilize point-of-sale materials and labelling to communicate the advantages of organic or 

agroecological food products. 

2. Perceived High Prices: 

Challenge: Consumers may perceive organic or agroecological food products as more expensive. 

Addressing Strategies: 

• Communicate the value proposition of agroecological products, emphasizing health benefits 
and sustainable practices. 

• Explore subsidies or incentive programs to make agroecological food products more 
affordable. 

• Develop pricing strategies that consider the long-term benefits of agroecological farming 
practices. 

3. Limited Availability: 

Challenge: Insufficient supply of organic or agroecological food products to meet consumer demand. 

Addressing Strategies: 

• Support and incentivize farmers to transition to agroecological farming practices through 
training and financial assistance. 

• Establish partnerships with farmers, cooperatives, and agricultural organizations to increase 
production. 

                                                
38 Interview conducted on 24.10.23. 
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• Develop a reliable supply chain for agroecological food products, including storage and 
distribution facilities. 

4. Certification Challenges: 

Challenge: Obtaining and maintaining organic certification can be a complex process for farmers. 
There is a lack of established standards and certification schemes for agroecological products. 

Addressing Strategies: 

• Provide assistance and resources to farmers to facilitate the certification process. 
• Collaborate with certification bodies to streamline the certification process.          
• Establish a certification support system, including training and financial support. 
• Integrate Participatory Guarantee Systems (PGS) to empower local communities in the 

certification process, fostering knowledge-sharing and community-driven certification 
decisions. 

5. Market Access: 

Challenge: Limited access to markets that value organic or agroecological products. 

Addressing Strategies: 

• Build partnerships with retailers, supermarkets, and local markets that support agroecological 
products. 

• Participate in farmers' markets and organic food fairs to increase visibility. 

6. Infrastructure and Logistics: 

Challenge: Inadequate infrastructure and logistics for handling and transporting agroecological 
products. 

Addressing Strategies: 

• Invest in the development of storage facilities and transportation infrastructure. 
• Collaborate with government agencies to improve logistics for agroecological produce. 
• Establish collection centers for agroecological food products to streamline the supply chain. 

7. Farmer Training and Adoption: 

Challenge: Farmers may need training to adopt organic or agroecological farming practices. 

Addressing Strategies: 

• Provide comprehensive training programs on organic and agroecological farming methods. 
• Establish demonstration farms to showcase successful practices. 
• Create a network of experienced farmers who can mentor and support others. 
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8. Policy and legal Support: 

Challenge: Limited policy and legal support for organic or agroecological farming. National legislation 
does not favour the production of organic or agroecological products. Moreover, some governments 
promote the use of chemical fertilizers and hybrid seeds through subsidies.39 

Addressing Strategies: 

• Initiate a lobbying and advocacy program for the integration and recognition of organic or 
agroecological production in agricultural policies and programs.40 

• Engage with government agencies to integrate organic farming into agricultural policies. 
• Collaborate with policymakers to develop and implement supportive regulations. 

9. Community engagement 

Challenge: Limited community support for the transition to organic or agroecological food products. 

Addressing Strategies: 

• Conduct community outreach programs to educate and involve local communities. 
• Foster a sense of community ownership and pride in sustainable farming practices.  
• Strengthen existing initiatives to support organizations which already promote and popularize 

agroecological practices through agricultural cooperatives and family farmers. 

10. Lack of Organic Seeds and Fertilizers 

Challenge: Limited availability of organic seeds and fertilizers. 

Addressing Strategies: 

• Establish and promote local seed banks that focus on collecting, preserving, and distributing 
traditional and locally adapted organic seeds. 

• Invest in research and development to create region-specific organic varieties that are well-
adapted to local agroecological conditions. 

• Advocate for government incentives and subsidies to make organic seeds and fertilizers more 
affordable for farmers.41 

11. Lack of financial support 

Challenge: Without adequate financial support, farmers may be reluctant to adopt agroecological 
practices as they often require an initial investment in sustainable farming methods, organic inputs, 
and training. 

Addressing Strategies: 

• The government can play a crucial role by providing subsidies and grants to farmers who 
adopt agroecological practices. 

                                                
39 Interview conducted on 24.10.23. 
40 Interview conducted on 01.12.2023. 
41 Interview conducted on 26.11.23. 
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• Implement financial literacy programs to educate farmers about budgeting, financial planning, 
and accessing credit. 

• Facilitate partnerships between the government, private sector, and non-governmental 
organizations (NGOs) to create funding mechanisms for agroecological initiatives. 

• Encourage the involvement of microfinance institutions to provide affordable loans tailored to 
the needs of small-scale farmers.42 

Addressing these challenges requires collaboration among government agencies, NGOs, farmers, 
cooperatives, consumers, and the private sector. It's important to develop a coordinated strategy that 
encompasses awareness-building, supply chain development, policy advocacy, and ongoing support 
for farmers transitioning to organic or agroecological production.  

                                                
42 Interview conducted on 08.12.23. 
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4. International markets (coffee & cocoa) 
In this chapter, we delve into the dynamic landscape of international markets for agroecological and 
organic coffee and cocoa originating from the Democratic Republic of Congo (DRC), Burundi, and 
Cameroon. As international consumers increasingly prioritize sustainable and organic choices, 
understanding the intricate nuances of these markets becomes imperative. Our exploration 
encompasses the unique qualities and production practices that distinguish agroecological and 
organic offerings from these African nations, providing valuable insights into consumer segments for 
agroecological food products. From the lush landscapes of the DRC to the rich agricultural heritage 
of Burundi, Cameroon, and Rwanda, we navigate through the diverse origins of coffee and cocoa, 
shedding light on the factors shaping consumer preferences in the international arena. 

4.1 Supply side 
 Coffee production in Burundi (Giheta ALL) 

Overview  

Burundi, situated in East Africa, is renowned for its high-quality Arabica coffee beans, which are grown 
in the fertile volcanic soils of its mountainous regions. Particularly, the coffee produced in the Ngozi 
and Kayanza regions is considered of excellent quality. 

The sector is of strategic importance to Burundi’s national economy. It employs over 1 million people, 
predominantly smallholder producers, with one in every two households engaging in coffee production 
to generate cash income. Coffee exports account for 80% of foreign exchange earnings and have 
contributed between 4-10% of the country’s GDP over the past ten years.43 

Despite facing challenges such as fluctuating coffee prices, weather conditions, and access to 
resources, Burundi's coffee industry continues to thrive. The government and various organizations 
work towards providing support, training, and infrastructure to coffee farmers, aiming to boost both 
the quality and quantity of coffee production. 

Burundi's commitment to sustainable and high-quality coffee production has gained recognition in the 
international market. The country's coffee beans are sought after by roasters and consumers who 
appreciate the distinct and nuanced flavors that Burundian coffee brings to the global coffee market. 
Overall, coffee production in Burundi remains a vital contributor to the country's economy, showcasing 
its potential for continued growth and success in the global coffee industry. 

However, according to some experts’ opinions44, over the past few years, there has been a decline in 
the demand for coffee across various levels, including local, regional, and international markets. At 

                                                
43 Ngouhouo Poufoun J., Sedi M., (2023), Agroecological Practices for Sustainable Transition (CANALLS) - D1.1: 
Agroecological contexts and needs of rural communities in the Agroecological Living Labs 
44 Interview conducted on 01.12.23. 
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the same time, other experts appear to believe that demand for coffee is on the rise, not so much at 
the local level but significantly at regional and international level.45 46 47 

Certification against industry standards (e.g., Organic, Rainforest Alliance, and Fair-trade) is in its 
early stages and lacks substantial significance within the coffee market in Burundi.48 

Historical data49 

Burundi has a long history of coffee production and is the 13th largest producer of exclusively Arabica 
coffee in the world.50. The coffee industry has undergone several re-organizations since its 
introduction in the 1930s. Coffee farming was introduced by the colonial administration. Subsequently, 
particularly in the 1950s, the coffee industry underwent significant growth. A policy aimed at 
enhancing quality resulted in an increase in the producers' price, enabling coffee farmers to meet 
income tax obligations and become consumers of manufactured goods. This era saw the coffee 
harvest and sale become a source of celebration for the population. The positive trend prompted 
numerous farmers in the northern and central regions of the country to engage in coffee cultivation, 
leading to a peak in coffee production at 27,279 tons of green coffee in 1959. 

In 1976, the nationalization of private coffee factories (Ceduca, Indurundi) resulted in the consolidation 
of all export-related activities under the management of OCIBU, thereby establishing complete state 
control over the industry. Private operators functioned as subcontractors for the collection of washed 
coffee. The establishment of the Burundi Coffee Company (BCC) facilitated export operations. From 
the early 1980s to 1993, the state's encouragement led to a significant expansion of the total coffee 
cultivation area, with the number of coffee trees surging from 90 million to over 220 million. 

Since the 1980s, Burundi has dedicated efforts to enhancing the quality of its coffee through the 
establishment of de-husking and washing stations, where fully washed coffee is produced through 
fermentation. This differs from "washed" coffee, where the husk is manually removed. Despite a 
growing proportion of "fully washed" coffee compared to "washed" coffee, the quality of green coffee 
has consistently declined since the 1990s due to issues related to the quality of the beans, primarily 
stemming from agronomic challenges. 

Despite investments made since the early 1990s, there has been a decrease in the quantity of the 
best grades of coffee. However, some signs of improvement emerged from 2002 onward, coinciding 
with the alignment of manufacturing and taxation standards with those of the East African Fine Coffee 
Association (EAFCA). This adjustment was made in response to the competitive challenges posed 
by global overproduction and declining prices. 

Nevertheless, constrained by demographic pressures and limited land availability, the scope for 
cultivating coffee in Burundi was inherently restricted. Coffee cultivation in the country involves the 
efforts of several hundred thousand farmers, each tasked with cultivating small plots of land 

                                                
45 Interview conducted on 27.11.23. 
46 Interview conducted on 27.11.23. 
47 Interview conducted on 27.11.23. 
48 Interview conducted on 01.12.23. 
49 Interview conducted on 01.12.23. 
50 Ngouhouo Poufoun J., Sedi M., (2023), Agroecological Practices for Sustainable Transition (CANALLS) - D1.1: 
Agroecological contexts and needs of rural communities in the Agroecological Living Labs 
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(approximately 1200 square meters of coffee trees per family). Despite these widespread efforts, 
coffee production remains relatively low, as illustrated in the figure below. 

 

Figure 8: Coffee production value per Year in Burundi (2009-2019) 

Source: International Coffee Organization (ICO) 

In 2021, Burundi recorded coffee exports amounting to $41.7 million. The primary destinations for 
Burundi's coffee exports included Germany ($11.6 million), Sweden ($4.09 million), Kenya ($3.99 
million), the United States ($3.41 million), and Uganda ($1.78 million). These figures shed light on the 
robust demand for Burundi coffee in the international market. 

Government policies and regulations51 

The Burundian government has reestablished control over the coffee industry monopoly, resulting in 
a noticeable decline in production. The private sector's involvement is insufficient, as control over 
coffee in Burundi has been assigned to a state agency named ODECA (L’Office pour le 
Développement du Café du Burundi) which replaced OCIBU. These rearrangements are part of the 
broader restructuring of the coffee sector in Burundi that began in 2020. 

No recent regulatory modifications or subsidies have been implemented to stimulate the production 
and export of coffee. 

In Burundi, regulatory policies are frequently uncertain and can influence producer prices, creating a 
disincentive for farmers to cultivate coffee in favour of other crops.52  

According to some experts, the privatization of the coffee sector and the withdrawal of the state from 
coffee grower supervision has been a recurring theme. According to some experts, the private sector 
seems to be taking matters into its own hands, as the state is unable to take charge of all the links in 
the value chain53.  

                                                
51 Interview conducted on 01.12.23. 
52 Interview conducted on 27.11.23. 
53 Interview conducted on 27.11.23. 
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On the contrary, other experts appear to believe that the liberalization has harmed the industry. 
According to this view, the coffee sector emerged as a focal point for privatization and deregulation 
reforms during a 1986 structural adjustment programme, designed to curtail the state's involvement 
in the productive sector. However, this initiative led to a significant downturn in the industry for several 
reasons, including the inefficiency of production and marketing structures, a decline in both quality 
and quantity attributed to aging coffee farms and inadequate maintenance, adverse climatic 
conditions, the impact of parasites, and a decline in global market prices.54 

The barriers associated with transitioning to organic or agroecological coffee production in Burundi lie 
in the level of regulations and policies that do not favor this transition. To overcome them, it is 
necessary to organize awareness-raising campaigns, disseminate agroecological practices on a large 
scale, and initiate a lobbying and advocacy program among political decision-makers. 

Coffee value chain in Burundi55 

The coffee value chain comprises four main phases: cultivation, processing, roasting, and 
consumption. Each step in the process has environmental, social, economic, and governance issues 
that affect the future sustainability of extracting coffee beans.56 

The actors in the coffee value chain in Burundi, as shown in the next figure, include: 

Input providers: These individuals serve as key contributors to the agricultural supply chain, 
providing farmers with essential inputs such as seedlings and fertilizers. Additionally, they play a 
crucial role in delivering private extension advice. The quality of these inputs holds significant sway 
over the potential markets where the coffee produced may find its place. To illustrate, adherence to 
organic certification standards necessitates the use of approved organic fertilizers and sprays 
exclusively by coffee growers. 

Typically, these inputs are procured directly by smallholder farmers or estates. However, financial 
assistance for input procurement may also be extended by traders, non-governmental organizations 
(NGOs), and government entities. Beyond financial aid, growers often require technical support in the 
form of workforce development and agronomy services to enhance both productivity and the market 
value of their products. This collaborative effort involving various stakeholders underscores the 
multifaceted nature of supporting sustainable and high-quality coffee production. 

Producers: Burundi's coffee industry is primarily driven by smallholder farmers engaged in the 
cultivation of Arabica coffee. The sector boasts an estimated 590,000-800,000 households involved 
in coffee farming, a number that varies with the seasons. These producers can be categorized into 
three primary groups: first, individual producers who sell their coffee to the nearest washing station, 
often with limited access to technical assistance or additional inputs; second, producers who have 
organized themselves into cooperatives, constituting approximately 30% of the total producers; and 
third, producers who have been assembled into farmers' groups by the owners of washing stations. 
This grouping aims to streamline transaction costs in the provision of extension services, creating a 
more efficient system for agricultural support. 

                                                
54 Interview conducted on 08.12.23. 
55 Ngouhouo Poufoun J., Sedi M., (2023), Agroecological Practices for Sustainable Transition (CANALLS) - D1.1: 
Agroecological contexts and needs of rural communities in the Agroecological Living Labs 
56 Interview conducted on 08.12.23. 
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Collectors: Collectors are individuals or groups who purchase coffee cherries directly from 
smallholder farmers. They act as intermediaries, aggregating the produce from multiple farmers. 

Transporters: Transporters are responsible for moving coffee cherries from the farms to processing 
centres or washing stations. 

Wholesalers: Wholesalers purchase large quantities of processed coffee beans from processing 
centres or cooperatives. They act as intermediaries between the primary processors and larger 
buyers. 

The Ministry of Environment: The Ministry of Environment in Burundi plays a role in overseeing and 
regulating environmental practices within the coffee sector. This includes ensuring that coffee 
cultivation and processing adhere to environmental standards and sustainability practices.57 

The Ministry of Agriculture: The Ministry of Agriculture is a key government body responsible for 
formulating and implementing policies related to agricultural development, including coffee 
production. The ministry provides support to farmers, cooperatives, and other stakeholders in the 
coffee value chain. It may offer training, extension services, and incentives to promote sustainable 
and efficient coffee cultivation practices.58 

Processors: Processors play a crucial role in providing value-added services within the coffee supply 
chain. The coffee undergoes either full washing at one of the 185 washing stations or washed by 
traditional washing methods. Subsequently, the processed coffee is dry-milled into green coffee and 
predominantly shipped to International markets. Despite an annual production of approximately 
25,000 metric tons, the local roasting for domestic consumption remains relatively low, accounting for 
less than 2,000 metric tons of the total crop. 

Exporters: More than 80% of green coffee beans are traded internationally, and exporting companies 
play an important role in coffee global value chains. Exporters purchase green coffee from growers 
and grower associations and ship the beans to the end market. Large roasters rarely source beans 
directly from producers. This segment is highly concentrated with the six largest coffee traders 
controlling roughly half of the volume of coffee traded internationally. The official coffee price is based 
on the New York Stock Exchange (NYSE) and is influenced by numerous other factors; thus, the price 
fluctuates daily. 

Retailers: Retailers are the final link in the domestic value chain, selling coffee to local consumers. 
This category includes coffee shops, supermarkets, and other outlets where consumers can purchase 
coffee for home consumption. 

Regulators: Regulators, such as ARFIC and INTERCAFE Burundi, in the coffee market of Burundi, 
play a pivotal role in overseeing and managing various aspects of the industry to ensure its orderly 
functioning and adherence to established standards. These regulatory bodies are responsible for 
implementing and enforcing policies that govern the production, processing, and trade of coffee. Key 
aspects of their role include regulating product quality, providing information to actors in the coffee 
sector, arbitrating conflicts between coffee sector actors, contributing to policy formulation, monitoring 

                                                
57 Interview conducted on 27.11.23. 
58 Interview conducted on 27.11.23. 
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national and international production and market tendencies, authorising professional licenses, and 
supporting marketing and promotional activities.  

 

 

Figure 9: The coffee value chain in Burundi 

Other actors include Banks and Microfinance Institutions, private companies, and the coffee shipping 
office (ODECA).59 

Burundi coffee market  

Burundi lacks a well-organized market structure. Private individuals appear to independently 
negotiate with major markets, with a notable preference for Burundian coffee among Americans. 
Certain entrepreneurs in the sector seem to play a prominent role. Additionally, some individuals sell 
coffee informally, channelling it through Rwanda and labelling it as Rwandan coffee, despite it being 
of Burundian origin.60 

Coffee from Burundi is exported to the international market, either through direct transactions with 
importing countries or via auctions in Mombasa. While some finished coffee products are sold 
domestically, there is a growing trend of consumption among high-income individuals. Notably, coffee 
is savoured in restaurants, hotels, affluent neighbourhoods, and urban centres.61 

Organic and agroecological coffee from Burundi holds immense potential in the market, particularly 
for exports to developed countries. This is attributed to the heightened emphasis on the quality of 
coffee in these nations, coupled with their strict adherence to standards, and regulations, and the 
promotion of farming practices that align with organic and agroecological conditions. Positioning 
Burundian coffee in these markets not only caters to consumer preferences for high-quality, 
sustainably produced coffee but also aligns with the stringent standards and values upheld by 
developed nations in the coffee industry.62 

                                                
59 Interview conducted on 01.12.23. 
60 Interview conducted on 27.11.23. 
61 Interview conducted on 27.11.23. 
62 Interview conducted on 27.11.23. 
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 Cocoa production in Cameroon (Ntui ALL) 
Overview 

Cocoa is one of the main cash crops and exports of Cameroon. Cocoa from Cameroon is one of the 
most sought-after cocoa brands in the international market. Cocoa occupies about 450.000 ha (37%) 
of the total cultivated area in Cameroon with an average farm size of about 5 hectares. The Southwest 
province is the highest cocoa-producing region in the country. Cocoa production in Cameroon is on 
the rise, growing from 220,000 tons in 2014 to 270,000 tons in the 2019/2020 cocoa season. Cocoa 
makes up a great share of the Country’s agricultural export accounting for approximately 90% of the 
income of rural communities involved in cocoa production.63 

The international cocoa market has experienced a notable upswing, primarily driven by high 
production volumes from Cote d'Ivoire and Ghana. Regionally, however, the production landscape in 
central Africa reveals a significant concentration. Cameroon and the Democratic Republic of the 
Congo (DRC) collectively contribute up to 90% of cocoa production within central Africa. This regional 
distribution underscores the pivotal role played by these countries in shaping the overall cocoa 
industry dynamics in the central African region.64 

Cocoa production in Cameroon is still largely dominated by exports of raw beans. There is a growing 
demand for premium cocoa following the PGI (Protected Geographical Indication) certification of 
Cameroon cocoa. The brick-red colour of Cameroonian cocoa has led to increased demand for 
premium cocoa in production areas such as Ngomedjap and Zoétélé.65  

The local cocoa market is currently underdeveloped, primarily characterized by the predominant sale 
of cocoa beans for the international market. This situation complicates discussions about consumer 
preferences on a local level, as cocoa is not extensively consumed domestically. As much as 95% of 
cocoa beans are exported, highlighting the limited domestic utilization of this key agricultural 
product.66 

Local consumers in Cameroon do not exhibit specific preferences for cocoa; they generally consume 
a mix of hybrid and regular cocoa, with the selection often based on factors such as fermentation and 
drying methods.67  

Certification against industry standards (e.g., Rainforest Alliance and Fair-trade) is gaining importance 
in the Cameroon cocoa market. Certifications are usually coordinated and funded by NGOs, 
producers’ organizations, and cooperatives.68 

Cocoa certification is starting to become a tangible reality in Cameroon, beginning at the farm level. 
The certification process includes specific criteria, with a particular emphasis on achieving grade 1 
cocoa with low residues. Farmers dealing with certified cocoa receive a specific bonus. Cameroon 
adheres to cocoa standards, notably through the Cocoa Zero Deforestation platform, aligning with 
European Union standards for cocoa marketing and quality. The Ministry of Agriculture and Rural 

                                                
63 Ngouhouo Poufoun J., Sedi M., (2023), Agroecological Practices for Sustainable Transition (CANALLS) - D1.1: 
Agroecological contexts and needs of rural communities in the Agroecological Living Labs 
64 Interview conducted on 27.11.23. 
65 Interview conducted on 06.11.23. 
66 Interview conducted on 27.11.23. 
67 Interview conducted on 01.12.23. 
68 Interview conducted on 06.11.23. 
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Development (MINADER) oversees the Department of Certification and Quality Control to ensure 
adherence to these standards.69 

Government policies and regulations (Historical Overview)70 

Despite undergoing liberalization, the cocoa industry continues to receive special attention from the 
government. In 2002, an initial stimulus plan was implemented to fortify the sector, leading to a 
gradual but consistent increase in production. This growth was further fuelled by a substantial uptick 
in cocoa prices starting from 2006. By the end of the 2000s, the cocoa and coffee sectors contributed 
approximately 3% to the national GDP and 15% to the GDP of the primary sector in Cameroon. 

In 2009, the government refocused its priorities on the productive sector through the Growth and 
Employment Strategy Paper, prompting the formulation of a new plan for the recovery and 
development of the cocoa and coffee sectors in Cameroon until 2020. 

However, the projections outlined in this plan faced challenges due to the decline in international 
cocoa prices starting in 2017 and political unrest in the South-West region, which was the primary 
production basin at that time. The current state of the sector in Cameroon is attributed to the 
deregulation of the industry over the past twenty-five years, intense competition from other cocoa-
producing countries on the global market, specific regional characteristics of cocoa production, and 
the significance of cocoa plantations in the cultural imagination of many Cameroonians and in 
agricultural areas. 

In a recent development, Cameroonian authorities have issued a permanent suspension of cocoa 
exports to Nigeria as a measure to curb deceptive sales practices. In the realm of subsidies, the 
government has allocated a sum of 6.5 billion FCFA to support producers in the cocoa coffee industry. 

Government policies and regulations (Current State) 

Government policies and regulations in Cameroon play a crucial role in overseeing and enforcing 
quality standards within the cocoa industry, with observable impacts at different levels: 

1. Pesticides Regulation and Cocoa Production: Policies related to pesticides have a direct 
impact on cocoa production practices. Regulations governing the use of pesticides influence 
farming methods and ensure compliance with safety and environmental standards. 

2. Challenges in Transformation due to Cost of Equipment: Despite efforts to promote 
transformation in the cocoa sector, the development of processing capabilities faces challenges. 
The high cost of acquiring equipment and machinery serves as a hindrance, even with discounts 
provided through customer services. 

Regulations: The Ministry of Trade in Cameroon plays a crucial role in regulating the marketing of 
cocoa to enhance farmers' prices. This regulatory oversight ensures a fair and competitive 
environment in the cocoa market. 
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Incentives: The government employs incentives such as bonuses and subsidies to motivate farmers. 
The overarching goal is to position Cameroon among the top three global cocoa-producing countries. 
These incentives are designed to recognize and reward excellence in cocoa production.71 

Cocoa value chain in Cameroon72 

A typical cocoa beans value chain system involves the operation of six major segments: cocoa bean 
production, sourcing and trading, marketing, processing, distribution, and retailing to the final 
consumers as shown in the next figure. 

Producers/ farmers: The first link in the cocoa value chain in Cameroon is, mainly small-scale, 
farmers. 600,000 cocoa farmers across Cameroon run their plantations, harvest cocoa pods, and 
carry out the first processing steps, fermentation, and drying, of the beans. Farmers are divided into 
the following groups based on the size of their farms: 

• Small cocoa farms under shade and without external support 
• Small cocoa farms under shade and with external support 
• Small cocoa farms without shade and with external support 
• Medium cocoa farms (5 ha - 20 ha) 
• Large cocoa farms (from 20 ha up to 500 ha)73 

The Mbam et Kim Division, located in Ntui in the Central Region, and the MeMe Division, situated in 
Kumba and Bafia in the South-West Region, serve as the primary production basins. These areas 
play a pivotal role in the cultivation and production of agricultural goods, contributing significantly to 
the overall output and economic activities in their respective regions.74 

The transition to organic and agroecological cocoa production should commence with farmers, 
following a model similar to the successful experience undertaken by GIZ Procisa through the 
establishment of COCOA Organic Farming in the two major cocoa production zones of Cameroon. 
By prioritizing farmers in this transition, we acknowledge their crucial role in adopting sustainable and 
eco-friendly agricultural practices.  

Furthermore, efforts are underway to advance organic cocoa production in Ntui through the 
establishment of a Centre of Excellence, and a similar initiative is taking shape in Ebolowa to organize 
the organic cocoa value chain. At CONAPROCAM, all farmers have been successfully organized into 
OHADA cooperative societies, and the focus is now on aligning with global initiatives that promote 
the judicious use of inputs in the cocoa sector. As part of the Cocoa Zero Deforestation platform in 
Cameroon, these endeavors collectively contribute to sustainable and responsible cocoa production 
practices on a global scale.75 

Intermediaries: Intermediaries in the Cameroon value chain include commercial intermediaries and 
cooperatives who buy cocoa beans from producers and sell them to processors and bean exporters. 
Commercial intermediaries serve as dynamic facilitators in the cocoa trade, engaging directly with 

                                                
71 Interview conducted on 27.11.23. 
72 Ngouhouo Poufoun J., Sedi M., (2023), Agroecological Practices for Sustainable Transition (CANALLS) - D1.1: 
Agroecological contexts and needs of rural communities in the Agroecological Living Labs 
73 Interview conducted on 06.11.23. 
74 Interview conducted on 27.11.23. 
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cocoa producers to purchase their beans. Cooperatives form another integral part of the cocoa value 
chain in Cameroon. These farmer-driven organizations bring producers together, fostering a sense of 
collective strength and bargaining power. Cooperatives often provide essential support to farmers, 
including access to training, resources, and fair market representation. 

Coaxers/ middlemen: Coaxers constitute a special type of intermediaries that operate at various 
stages of the value chain, connecting different participants and facilitating the flow of cocoa beans 
from farmers to end-users. They play a crucial role in sourcing cocoa beans from multiple smallholder 
farmers, aggregating the produce to create larger volumes for sale. Coaxers negotiate with cocoa 
farmers to purchase their beans. They are involved in setting prices, often based on prevailing market 
conditions, the quality of the cocoa, and negotiations with both farmers and buyers. In some cases, 
coaxers may provide credit or agricultural inputs to farmers, helping them manage upfront costs and 
improve their productivity.76 

Processors: Processors play a pivotal role in the cocoa value chain in Cameroon, acting as key 
contributors to the transformation of raw cocoa beans into various intermediate (cocoa liquor, cocoa 
butter, and cocoa powder) and final products. These processing entities are essential components of 
the industry, engaging in activities that add significant value to the cocoa supply chain. Cocoa 
processing activities at local level include: 

• Chocolate production: While high-quality cocoa and chocolate are often associated with 
countries like Switzerland, it is worth noting that local producers can also contribute excellent 
products. In this context, SIC Cacao, Chococam, NoHI Chocolate, and Broli are notable local 
players in the cocoa and chocolate industry. 

• Extraction of cocoa butter: Numerous small-scale enterprises are engaged in the extraction 
of cocoa butter, utilizing traditional equipment and methods. 

• Production of cocoa powder: Cocoa powder production involves SIC Cacao and various 
cooperative societies situated in the cocoa production regions. 

• Production of cocoa wine: Cocoa wine is locally produced by young entrepreneurs, often 
organized into common initiative groups and cooperative societies. 

• Cosmetics: Biopharma, SOACAM, and several other cosmetic companies in Cameroon 
incorporate cocoa butter into their body milk and cosmetic products. This widespread usage 
of cocoa butter in the cosmetic industry is a key factor contributing to the growing cocoa butter 
market in Cameroon.77 

Input Providers: Input providers are essential actors in the cacao value chain in Cameroon, 
contributing to the agricultural practices of cocoa farmers by supplying necessary materials and 
resources. Typically, they offer a range of agricultural inputs to cacao farmers including seeds, 
fertilizers, pesticides, and other agrochemicals needed for efficient and productive cocoa cultivation. 
Furthermore, they often offer technical assistance and training to farmers on the proper use of inputs. 

Jaco, Agripoint Services, Yara Mila, and OCP Afrique are prominent players in the chemical and 
pesticides market, exerting considerable influence. Notably, Agripoint Services stands out by offering 
biofertilizers specifically designed for cocoa farming. This includes products akin to Di Grow from 
Dynafarm, which is utilized by certain farmers. The availability of biofertilizers in the market signals a 
                                                
76 Interview conducted on 01.12.23. 
77 Interview conducted on 27.11.23. 
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growing interest and adoption of sustainable and environmentally friendly agricultural practices within 
the cocoa farming sector.78 

Regulatory Agencies: Regulatory Agencies are instrumental in the development of the cacao value 
chain in Cameroon, ensuring adherence to standards, promoting fair practices, and overseeing the 
overall governance of the industry. Regulatory bodies are involved in regulating cacao prices, market 
practices, and fair trade. They ensure that market transactions are conducted fairly and that farmers 
receive equitable compensation for their produce. Authorities regulate the import and export of cacao 
and cacao products. This involves overseeing trade agreements, implementing tariffs, and ensuring 
compliance with international trade regulations.79 

Public institutions responsible for regulation and support in the cocoa sector include the Ministry of 
Agriculture, Ministry of Trade, CICC (Interprofessional Cocoa and Coffee Council), SODECAO 
(Cameroon Development Corporation), and the Cocoa Academy.80 

Bean exporters: Bean exporters play a crucial role in the cocoa value chain in Cameroon, serving 
as key intermediaries that bridge the gap between local processors and international markets. Their 
role involves facilitating the trade of processed cocoa products, mainly cocoa beans but also derived 
commodities. They manage the logistics of transporting cocoa products, comply with trade 
regulations, and facilitate the export of cocoa beans and processed commodities to meet global 
demand.  

Export companies, predominantly located in Douala, such as TELCAR Cocoa, Barry Callebaut, 
Ndongo Essomba, Neo Industry, PRODUCAM, OLOACAM, and SIC Cacao, play pivotal roles in the 
distribution and export of products related to cocoa. 

Research Institutes: IRAD (Institute of Agricultural Research for Development), IITA (International 
Institute of Tropical Agriculture), and CIFOR - ICRAF (Center for International Forestry Research and 
World Agroforestry) play significant roles in advancing the cocoa industry. They are actively involved 
in developing high-quality cocoa variety seeds and promoting agroforestry practices for cocoa 
farming. These efforts contribute to enhancing the sustainability, productivity, and resilience of cocoa 
cultivation in Cameroon.81 

Other influential actors such as GIZ (German Society for International Cooperation), IDHTrade, and 
the World Cocoa Foundation are also making significant contributions to the cocoa market in 
Cameroon. 
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80 Interview conducted on 27.11.23. 
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Figure 10: The cocoa value chain in Cameroon 

 

Cameroon cocoa market  

The cocoa market in Cameroon is currently undergoing organizational development. While the local 
market is gradually evolving, witnessing advancements in the transformation of cocoa into powder, 
butter, and wine, the export market primarily deals with cocoa beans. The Interprofessional Cocoa 
and Coffee Council (CICC) actively promotes the attainment of cocoa premium first grade by farmers. 
Special bonuses are allocated to those who successfully achieve this premium grade, incentivizing 
and recognizing excellence in cocoa production. This approach encourages farmers to maintain and 
enhance the quality of their cocoa output. 

The government and various stakeholders are actively promoting the "MADE In Cameroon" label, 
extending its application across various value chains beyond just cocoa. This initiative underscores a 
broader commitment to supporting and showcasing locally produced goods, emphasizing the 
importance of domestic industries and contributing to the growth of Cameroon's economy. 82 

In Cameroon, cocoa finds its way into export markets facilitated by entities like SIC Cacao, TELCAR, 
and others. The domestic market for cocoa primarily involves sales to the private sector, with buyers 
dealing in smaller quantities compared with exports. Niche cocoa markets are served through Centers 
of Excellence, which actively purchase cocoa for specialized markets. 

                                                
82 Interview conducted on 27.11.23. 



 

Page 75 of 181 D5.1 Consumer segments for agroecological food products 

GA 101083653 

The primary characteristics of the cocoa export market in Cameroon involve the participation of 
registered companies that comply with current regulations for exporting to international markets. 
Small-scale producers generally do not engage in the cocoa export market. On the domestic front, 
the internal cocoa market is facilitated by middlemen or brokers who actively source cocoa, with some 
producers being aggregated through cocoa markets. 

From the above segments, the niche market is considered to be the most suitable for marketing of 
organic and agroecological cocoa due to the alignment of production practices with the values and 
preferences of consumers in this specialized segment. The emphasis on quality, sustainability, unique 
flavours, and ethical production methods enhances the market appeal and economic viability of 
organic and agroecological cocoa in niche markets. Moreover, products in niche markets, especially 
those with organic certifications, often command premium prices that support sustainable and ethical 
farming practices.83 

 Cocoa production in DRC (Bunia ALL) 
Overview 

In the last years, the DRC has been gradually increasing its cocoa production advancing its exports 
from 600t in 2006 to 48.000t in 202284. The country is recognized for its potential to become a 
significant player in the global cocoa market due to its favorable climate and soil conditions for cocoa 
cultivation. Cocoa represents 57% of the total value of DRC’s exports and it contributes significantly 
to the agricultural GDP (17%) of the country. Production, processing, and export actors favor job 
creation at all levels of the value chain. 

In recent years cocoa has been promoted as an alternative to Robusta coffee in DRC. In parallel, 
Congo is increasingly recognized as a new frontier for unique, quality cocoa export. As a result, 
significant buyers of cocoa have recently been established in the country, especially in the Eastern 
promises such as Barry Callebaut, ICAM, Tachibana, Theo Chocolate, Tropicore, Lush Cosmetics, 
and Walter Matter.85 

Cocoa production in the DRC is largely carried out by smallholder farmers, with many cultivating 
cocoa on small family-owned plots. 

Despite its potential, the cocoa sector in the DRC faces challenges, including issues related to 
infrastructure, price fluctuations at international level, post-harvest processing, and access to 
markets. 

On the other hand, there are important opportunities for DRC cocoa at the international level, 
especially for certified cocoa such as organic and fair trade. 

Certain producers pursue certifications, such as organic or fair trade, aiming to tap into niche markets 
that prioritize sustainability and ethical practices.86 
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85 Interview conducted on 10.11.23. 
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Government policies and regulations 

The lack of a formal framework to bolster cocoa production at the national level diminishes the 
influence of government policies and regulations on the industry. Currently, there are no recent 
developments in regulations, subsidies, or incentives pertaining to cocoa production and exports. 

Cocoa value chain in DRC87 

The cocoa supply chain in DRC is quite concentrated with firms in the Beni/Butembo region 
dominating the market. This concentration affords cocoa exporters greater oversight and decreases 
the prevalence and influence of middlemen, granting them better control of aggregation and 
consolidation costs. As a result, cocoa exporters enjoy an enhanced ability to influence quality, 
transformation, and export processes over their coffee supply chain counterparts. Some notable 
export companies include INDEED and ESCO KIVU Society.88 

The following are the major cocoa value chain actors in DRC: 

Smallholder Farmers: Smallholder farmers are at the beginning of the cocoa value chain, cultivating 
cocoa on family-owned plots. They are responsible for planting, nurturing, and harvesting cocoa pods. 

Cooperatives: Many smallholder farmers organize themselves into cooperatives. Cooperatives 
provide a platform for farmers to collectively access resources, training, and support. They can 
enhance farmers' bargaining power in the market. 

Local Traders: Local traders often act as intermediaries between smallholder farmers and larger 
buyers. They may purchase cocoa beans from farmers and sell them to larger exporters or 
processors. 

Processors: Cocoa processors are involved in the transformation of raw cocoa beans into 
intermediate or final products. They operate processing facilities where beans are cleaned, 
fermented, dried, roasted, and ground to produce cocoa mass, cocoa butter, and cocoa powder. 

Exporters: Bean exporters are key players in the value chain, facilitating the export of cocoa beans 
and processed cocoa products to international markets. They manage logistics, negotiate with 
international buyers, and ensure compliance with trade regulations. 

Certification Bodies: Organizations responsible for certifications, such as organic or fair-trade 
certifications, play a role in ensuring that cocoa production meets specific standards related to 
environmental and social sustainability. 

NGOs and Development Organizations: Non-governmental organizations (NGOs) and 
development organizations may be involved in projects that support sustainable cocoa farming 
practices, farmer education, and community development within cocoa-producing regions. 

 

 

                                                
87 Ngouhouo Poufoun J., Sedi M., (2023), Agroecological Practices for Sustainable Transition (CANALLS) - D1.1: 
Agroecological contexts and needs of rural communities in the Agroecological Living Labs 
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DRC cocoa market  

The cocoa industry in DRC involves various market segments, each serving specific purposes within 
export, domestic, and premium markets. 

The export market is directly linked to the international cocoa trade and involves exporting raw cocoa 
beans to international markets. 

The domestic market is based on local consumption and includes the sale of cocoa beans, 
processed cocoa products, and chocolate to local consumers. 

The premium market involves products that are distinguished by their quality, unique characteristics, 
ethical sourcing, or specific certifications. An important subsegment of the premium market is the 
specialty cocoa market which constitutes a niche market characterized by unique flavour profiles, 
high-quality standards, and often, a focus on sustainability and ethical sourcing. In the case of cocoa 
produced in the Ituri Province by the Okapi and UPCCO (Union des Producteurs de Cacao du Congo) 
cooperatives, several key elements contribute to the specialty nature of this cocoa including the 
flavours of Ituri cacao, the impeccable clean and homogeneous beans, its fair and sustainable 
production, and the traceability of the cacao up to farm level.89 

The specialty subsegment is particularly well-suited for the marketing of organic and agroecological 
cocoa due to consumer preferences, distinctive terroir, certifications, sustainable practices, direct 
trade relationships, storytelling, and the economic viability of premium pricing. The organic certified 
cocoa produced in the Ituri Province by the Okapi and UPCCO cooperatives further underscores the 
compatibility of specialty cocoa with organic and agroecological practices.  

 

 Coffee production in DRC (Biega & Kabare ALLs) 
Overview 

In recent years, DRC has been steadily increasing its coffee production as demand for DRC coffee is 
on the rise, at the international level, due to the quality of the Congolese coffee90. At the same time, 
demand is considered low at local level and medium at the regional level.91  

There is an ascendant trend of coffee export from DRC going from 6.000mt to 13.000mt of green 
coffee during the last years.92 

Arabica coffee is the dominant variety produced in the DRC. Around 55% of the total production is 
directed to the international market, 25% to the regional market, while the rest 20% is consumed 
locally. The country has favourable agroecological conditions for coffee cultivation, including high-
altitude regions, volcanic soils, and a suitable climate. Coffee grown in the fertile volcanic lands 
bordering Virunga National Park is considered exceptional for several reasons, including the altitude, 
the climate, and the rich soil of the Virunga region.93 

                                                
89 Interview conducted on 14.11.23. 
90 Interview conducted on 22.11.23. 
91 Interview conducted on 10.11.23. 
92 Interview conducted on 10.11.23. 
93 Interview conducted on 22.11.23. 



 

Page 78 of 181 D5.1 Consumer segments for agroecological food products 

GA 101083653 

As a result, Congo is gaining recognition as an emerging frontier for the export of distinctive and high-
quality coffee. Consequently, notable purchasers of coffee have recently established a presence in 
the country, including African Coffee Roasters, Atlas Coffee, Importers, Colruyt Group, 
Counterculture, Equal Exchange, Falcon Coffees, Higher Grounds Trading Co., Kivu Coffee, Let 
Sequoia, Olam Specialty Coffee, Peet's Coffee, Starbucks, Strauss Coffee, Trabocca, Tropicore and 
Twin Trading. 

Some producers seek certifications such as organic or fair trade to access niche markets that value 
sustainability and ethical practices. The annual rise in coffee certification rates contributes to the 
growth in membership and production within cooperative structures. 

Biega is one of the most prominent producing regions in DRC while exporters are mainly located at 
Goma.94 

Government policies and regulations95 

The absence of a formal framework for enhancing coffee production at the national level diminishes 
the impact of government policies and regulations on the industry. There are no recent developments 
in regulations, subsidies, or incentives related to coffee production and exports. 

Coffee value chain in DRC96 

As illustrated in the following figure, the coffee value chain in the Democratic Republic of Congo (DRC) 
involves various actors, each contributing to the production, processing, and trade of coffee. Here are 
the key coffee value chain actors in the DRC. 

Smallholder Farmers/ Producers: Smallholder farmers are the foundation of the coffee value chain 
in the DRC. These farmers cultivate coffee on family-owned plots, contributing to the bulk of the 
country's coffee production. 

Coffee cooperatives: Coffee cooperatives play a significant role in the Democratic Republic of the 
Congo (DRC) by bringing together coffee farmers, facilitating collective activities, and improving the 
overall coffee value chain. Cooperatives aim to enhance the livelihoods of smallholder farmers, 
promote sustainable farming practices, and strengthen the position of coffee producers in the market. 
Typically, coffee cooperatives are regarded as the most fitting entities for marketing organic and 
agroecological coffee due to direct contact with the international market where there is significant 
demand for organic coffee.97 

Inputs Providers: The production of coffee requires several inputs, including physical inputs 
(seedlings, fertilisers, and sprays), land, and labour. The qualities of the various inputs can determine 
the types of end-markets in which the coffee may ultimately be sold. For example, for coffee 
production to be certified as organic, growers may only use approved organic fertilizers and 
pesticides. These inputs are typically sourced directly by smallholders or estates; however, traders, 

                                                
94 Interview conducted on 22.11.23. 
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non-governmental organisations (NGOs) and government actors may aid finance the purchase of 
inputs. 

Collectors from farm gate: Collectors operate at the farm gate level, purchasing coffee cherries 
directly from farmers. They aggregate coffee from multiple smallholder farmers before selling it to the 
next stage in the value chain. 

Processors: Coffee processors are involved in the transformation of raw coffee cherries into green 
coffee beans. They operate processing facilities where beans are cleaned, sorted, and dried, 
preparing them for export or further processing. 

Local Traders: Traders frequently serve as intermediaries connecting smallholder farmers with larger 
purchasers. They might acquire coffee beans directly from farmers and then distribute or sell them to 
larger exporters, processors, or cooperatives. 

Exporters: Bean exporters facilitate the export of coffee beans from the DRC to international markets. 
They play a key role in managing logistics, negotiating with international buyers, and ensuring 
compliance with trade regulations. 

Roasters: Roasters are crucial actors who transform green coffee beans into roasted coffee. They 
play a pivotal role in determining the flavour profile and characteristics of the final coffee product. 

Retailers: Retailers distribute coffee to local markets, cafes, and stores, making the final product 
accessible to consumers. 

Government Agencies/ Authorities: Various authorities and institutions play crucial roles in 
overseeing and regulating different aspects of the coffee value chain. These entities are responsible 
for ensuring compliance with regulations, promoting sustainable practices, and facilitating the smooth 
functioning of the coffee industry. Some examples include: the Ministry of Agriculture, the Coffee 
Regulatory Board, local and regional agricultural extension services, customs and trade authorities. 

Certification Bodies: Entities in charge of certifications, such as those for organic or fair trade, 
contribute to ensuring that coffee production adheres to criteria concerning environmental and social 
sustainability. 

Non-profit organizations: Non-profit organizations play a significant role in the coffee value chain in 
the Democratic Republic of the Congo (DRC) by engaging in various initiatives aimed at improving 
the livelihoods of coffee farmers, promoting sustainability, and addressing social and economic 
challenges. These organizations often collaborate with local communities, government agencies, and 
other stakeholders. The Eastern Congo Initiative98 is an example of this type of stakeholders. While 
ECI, founded by Ben Affleck, has a broader focus on development in the eastern Congo, it has been 
involved in initiatives related to coffee farming. ECI has supported local cooperatives and 
organizations working on sustainable agriculture and economic development. 

Actors involved in processing can vary. In some cases, smallholders process the cherries themselves, 
especially with dry processing. Small farmers frequently participate in cooperatives or associations to 
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achieve efficiency gains at the processing stage. The annual growth in coffee certification rates 
positively impacts both membership and production within cooperative structures. 

DRC coffee market  

The local coffee market in DRC consists of three main segments: a formal market that operates under 
the supervision of the Government, an informal market that operates without supervision, and 
cooperative market that operates under supervision and values the quality of the coffee.99 

Primary markets rely on cooperatives, such as RAEK and TCC, which serve as the foundation for 
exchange among coffee producers. These cooperatives embody wholesale characteristics. Notably, 
they are exclusive to export markets and are situated in Goma.  

Private organization characterizes domestic markets, where producers have close connections with 
intermediate buyers. These intermediaries, in turn, establish links with unidentified markets in Rwanda 
through the lake and Idjwi Island.100 

Large estates usually process their beans on-site. In some cases, trading companies are integrated 
into the processing stage to ensure a steady supply of coffee with the desired characteristics.  

Traders purchase green coffee from growers and grower associations and ship the beans to the end 
market. Large roasters rarely source beans directly from producers. 

 
Figure 11: The coffee value chain in DRC101 
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101 Ngouhouo Poufoun J., Sedi M., (2023), Agroecological Practices for Sustainable Transition (CANALLS) - D1.1: 
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4.2 Demand side 
 The international coffee market 

Overview  

The international coffee market is a complex and dynamic global industry that involves the cultivation, 
processing, trading, and consumption of coffee beans. Coffee is one of the most widely traded 
commodities in the world, and the market is influenced by various factors, including economic 
conditions, climate, geopolitical events, and consumer trends. 

Here are some key aspects of the international coffee market: 

Value: The global coffee market size was valued at USD 120.59 billion in 2021. It is projected to reach 
USD 182.63 billion by 2030, growing at a CAGR of 4.72% during the forecast period (2022-2030).102 

Arabica vs. Robusta: The two main types of coffee beans traded internationally are Arabica and 
Robusta. Arabica is generally considered to have a milder flavour and is often associated with higher 
quality, while Robusta has a stronger, more bitter taste. The relative proportions of Arabica and 
Robusta in the market can affect prices and trading dynamics. 

Price Volatility: Coffee prices can be highly volatile due to factors such as weather conditions (frost, 
drought, etc.), political instability in coffee-producing regions, and fluctuations in currency exchange 
rates. The volatility can impact both coffee producers and consumers. 

Supply Chain: The coffee supply chain involves several stages, including cultivation, harvesting, 
processing, exporting, importing, roasting, and retailing. Each stage contributes to the final cost of 
coffee, and disruptions at any point in the supply chain can affect prices. 

Certifications and Sustainability: There is an increasing emphasis on sustainable and ethically 
sourced coffee. Certifications like Fair Trade, Rainforest Alliance, and organic certifications play a role 
in promoting environmentally friendly and socially responsible practices in the coffee industry. 

Market Players: The coffee market includes a range of players, from small-scale farmers and 
cooperatives to large multinational corporations. Major trading companies and coffee roasters play a 
crucial role in the global distribution of coffee. 

Consumption Trends: Consumer preferences for specialty coffee, single-origin beans, and diverse 
brewing methods have been on the rise. This has led to a more nuanced and diverse coffee market, 
with a focus on quality and unique flavours. 

Coffee-producing countries: For years, Brazil has maintained its position as the world's leading 
coffee producer, a standing it continues to uphold. However, noteworthy shifts have occurred in the 
rankings, with Vietnam surpassing Colombia to become the second-largest global coffee producer. 
Among the top 10 producers, including Brazil, Vietnam, Colombia, Indonesia, Ethiopia, Peru, 
Honduras, India, Uganda, and Guatemala, among others, there have been no significant changes in 
recent times.103  

                                                
102 https://straitsresearch.com/report/coffee-market 
103 Interview conducted on 08.12.23. 



 

Page 82 of 181 D5.1 Consumer segments for agroecological food products 

GA 101083653 

Coffee-consuming countries: In the global landscape of coffee consumption, the European Union 
(EU) takes the lead, boasting around 43 million 60kg bags. Following closely are the USA with over 
27 million bags and Brazil with more than 22 million bags.104  

Coffee Futures: Coffee is actively traded on commodities exchanges, and futures contracts are used 
as a way to manage price risk for both producers and buyers. The New York Mercantile Exchange 
(NYMEX) and the Intercontinental Exchange (ICE) are major platforms for trading coffee futures. 

Challenges: The coffee industry faces challenges such as the impact of climate change on coffee-
growing regions, concerns about fair compensation for farmers, and the need for sustainable farming 
practices to ensure the long-term viability of coffee production. 

Market dynamics 

The international coffee market operates within a multifaceted framework influenced by many factors. 
These dynamics encompass driving forces that propel the market forward, such as increasing global 
exposure, the pervasive influence of Western culture, the penetration of established coffee brands, 
and supportive government policies. Simultaneously, restraining factors, including economic 
challenges, geopolitical instability in key coffee-producing regions, and environmental concerns, 
contribute to the intricate balance that characterizes the ever-evolving landscape of the global coffee 
industry. 

Driving forces 

Globalization and increased connectivity have exposed consumers worldwide to different cultures 
and products, including coffee. As people become more aware of various coffee varieties and brewing 
methods from different regions, there is a growing demand for diverse and specialty coffee options. 
This exposure has contributed to a more dynamic and sophisticated international coffee market. 

The influence of Western culture, particularly the coffee culture in Europe and North America, has 
had a profound impact on global coffee consumption. The popularity of coffee shops, such as 
Starbucks, has spread the Western-style coffee experience to various parts of the world. This 
influence has led to a shift in consumer preferences towards specialty coffee, and espresso-based 
drinks, and a focus on the overall coffee experience. 

Established coffee brands, particularly those from Western countries, have expanded their 
presence globally. These brands bring standardized quality, branding, and marketing strategies to 
new markets. The presence of well-known coffee chains has not only increased coffee consumption 
but has also influenced local coffee cultures, leading to a demand for higher-quality and more diverse 
coffee offerings. 

Government policies can significantly impact the international coffee market. Favourable policies, 
such as trade agreements, subsidies, and support for sustainable and ethical coffee production, can 
stimulate the growth of the coffee industry. Governments may also play a role in promoting coffee as 
a key export product, contributing to the economic development of coffee-producing regions. 
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Restraining factors 

Economic downturns and fluctuations in currency exchange rates can significantly impact the 
purchasing power of consumers and the profitability of coffee producers. When faced with economic 
uncertainties, consumers may cut down on discretionary spending, affecting the demand for premium 
or specialty coffee. 

Coffee is primarily grown in regions that may be susceptible to geopolitical instability, conflicts, or 
adverse political conditions. Such instability can disrupt the supply chain, leading to production 
declines, export challenges, and price volatility. Producers and traders may face uncertainties related 
to transportation, trade routes, and political risks. 

Climate change poses a significant threat to coffee production. Alterations in temperature, 
precipitation patterns, and the increased incidence of pests and diseases can impact the quality and 
quantity of coffee yields. Sustainable and climate-resilient farming practices become crucial to 
mitigate these environmental challenges. 

The global consumption of coffee experienced a substantial impact over the past years due to the 
coronavirus pandemic. There was a significant reduction in demand worldwide, particularly in 
segments associated with direct coffee consumption, such as restaurants, cafeterias, conferences, 
and other events where coffee is served. These markets operated at restricted rates during the 
pandemic. However, over time, the situation has been gradually overcome, and coffee consumption 
has now returned to pre-pandemic levels.105 

Market trends 

Consumers' concerns about poverty, social injustice, and environmental issues (e.g. reduction of 
carbon emissions) have driven a growing market for 'certified' and 'sustainability' brands and labels 
in the international coffee market. The social conditions of small coffee producers are becoming more 
prominent in the justifications presented to support consumer choices. The paradox of high-quality 
coffee produced by economically disadvantaged farmers has led to a rise in traders emphasizing the 
Fair-Trade version. Heightened awareness of the above issues is further bolstered by civil society 
movements like Friday for Future and non-governmental organizations dedicated to environmental 
protection. 

All the above appear to strengthen the demand for sustainable coffee which refers to various coffees 
that meet social, environmental, and economic criteria and are certified by an impartial third party. 
Certified coffee is also an assurance to the consumer about the product's reliability, as coffee is 
becoming an increasingly common target for food counterfeiters. Several coffee certification 
organizations are checking coffee's production procedures and supply chain. Some of them include 
UTZ Certification, Fair Trade Certification, Rainforest Alliance Certification, USDA Organic 
Certification, Naturland Fair106 and many more. Apart from the above schemes, some big value chain 
actors are promoting their in-house voluntary standards (C.A.F.E. Practices from Starbucks107). 

                                                
105 Interview conducted on 08.12.23. 
106 Naturland Fair considers not only the way in which the coffee is produced but also the socio-economic conditions of 
the producer and all those involved in the process. 
107 https://stories.starbucks.com/press/2020/cafe-practices-starbucks-approach-to-ethically-sourcing-coffee/ 
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Moreover, the Global coffee platform108 has launched the Coffee Sustainability Reference code which 
the industry is committed to comply with109. 

Consumers increasingly seek unique and high-quality coffee experiences. Specialty coffee, 
characterized by distinct flavours, single-origin beans, and precise brewing methods, continues to 
gain popularity.110 

The "third wave" coffee movement focuses on treating coffee as an artisanal product, similar to 
wine or craft beer. This trend emphasizes the appreciation of coffee as an experience, highlighting 
the nuances of flavour, origin, and processing methods. 

Coffee is being marketed as a beverage with potential health benefits, such as antioxidant 
properties. Functional coffee varieties, including those with added vitamins or adaptogens, are gaining 
attention as consumers seek products that align with their health and wellness goals. 

The market has seen a trend toward premiumization, with consumers willing to pay more for higher-
quality and unique coffee experiences. Coffee producers and brands differentiate themselves through 
storytelling, highlighting the journey from bean to cup and the unique characteristics of their products. 

Global Coffee Value Chain 

The next figure illustrates the global coffee value chain. As seen in the figure the main actors include: 

Farmers: Smallholder farmers and large-scale plantations are primary producers of coffee beans. 
These farmers cultivate coffee plants, harvest the cherries, and process the beans through drying and 
initial sorting. 

Cooperatives and associations: Many coffee farmers, especially smallholders, join cooperatives 
and associations to collectively manage aspects of production, processing, and marketing. 
Cooperatives can provide farmers with better bargaining power and access to resources, including 
financing and training. 

Exporters: Exporters facilitate the movement of coffee beans from coffee-producing countries to 
international markets. They are involved in logistics, quality control, and compliance with export 
regulations. Exporters often work closely with both producers and importers. 

Intermediaries: Intermediaries are traders and middlemen operating at the local level. They provide 
services to farmers and assistance in reaching the market. 

Importers: Importers source green coffee beans from coffee-producing regions and distribute them 
to roasters and retailers. They play a crucial role in connecting coffee-producing countries with 
consumer markets, managing logistics, and ensuring quality standards. 

Roasters: Roasters are responsible for transforming green coffee beans into the roasted coffee that 
consumers are familiar with. Roasting influences the flavour, aroma, and colour of the coffee. 
Roasters may also blend beans from different origins to create unique profiles.   

                                                
108 https://www.globalcoffeeplatform.org/ 
109 Interview conducted on 10.11.23. 
110 Interview conducted on 10.11.23. 
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Retailers: Retailers include cafes, coffee shops, grocery stores, and online platforms that sell coffee 
to consumers. They play a vital role in marketing and providing access to a wide range of coffee 
products, including whole beans, ground coffee, and ready-to-drink options. 

Big chains of coffee houses: Big chains of coffeehouses, such as Starbucks, play a significant role 
as actors in the global coffee value chain. As major retailers and coffee processors, these companies 
are integral components of the value chain, influencing various stages from sourcing and production 
to distribution and consumption. These chains typically engage in direct sourcing relationships with 
coffee producers, contribute to shaping market trends, and impact consumer preferences. Through 
their purchasing decisions, marketing strategies, and sustainability initiatives, coffeehouse chains like 
Starbucks exert considerable influence on the dynamics of the global coffee value chain.111 

Coffee giants: Coffee giants such as Nestlé, JDE (Jacobs Douwe Egberts), and Lavazza Group are 
pivotal players in the global coffee value chain, wielding significant influence across sourcing, 
processing, marketing, and distribution. With vast supply chain networks and direct relationships with 
coffee producers, these companies ensure a stable and high-quality coffee supply. Renowned for 
their strong branding and marketing, they shape consumer preferences and drive market trends. 
Coffee giants lead in innovation, introducing new products and contributing to the diversification of 
the coffee market. Through extensive retail networks, sustainability initiatives, and global 
partnerships, these industry leaders impact both the economic dynamics of coffee-producing regions 
and the overall landscape of the global coffee industry.112 

Consumers: Consumers are a crucial part of the coffee value chain. Their preferences, purchasing 
habits, and awareness of sustainability issues influence market trends and drive demand for different 
types of coffee products. 

 

                                                
111 Interview conducted on 10.11.23. 
112 Interview conducted on 10.11.23. 
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Figure 12: The global coffee value chain  

Source: Coffee Association of Canada 

Market segments of coffee  

The global coffee market can be segmented based on various factors that reflect the diverse 
preferences, characteristics, and behaviours of consumers.  

One of the most used segmentations is by coffee type: 

Whole Bean Coffee: Coffee beans sold as whole beans, allowing consumers to grind them fresh for 
brewing, preserving the flavour and aroma. 

Ground coffee: Pre-ground coffee is suitable for various brewing methods, providing convenience 
for consumers who may not have a coffee grinder. Ground coffee suppliers cater to businesses in the 
retail, food service, and hospitality sectors. B2B transactions involve providing bulk quantities of pre-
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ground coffee in different packaging formats, meeting the demands of businesses seeking ready-to-
use coffee products for their customers. 

Instant coffee: Soluble coffee crystals or powder that quickly dissolve in hot water, offering 
convenience and a rapid brewing process. Instant coffee manufacturers focus on supplying 
businesses in the food and beverage industry, including supermarkets, cafes, restaurants, hotels, and 
convenience stores. B2B transactions involve providing bulk quantities of instant coffee products 
suitable for various applications, from beverage service to the incorporation of coffee flavour in food 
products. 

Coffee Capsules: Sealed containers, typically made of plastic or aluminium, holding pre-measured 
coffee for use in capsule-compatible brewing machines. 

Flavoured Coffee: Coffee infused with various flavours, such as vanilla, caramel, hazelnut, or 
seasonal flavours, appealing to those seeking diverse taste experiences. 

It is also possible to segment the international coffee market based on the quality of the coffee. First, 
the market can be segmented between bulk and premium coffee. 

Commodity or bulk coffee: This segment is characterized by mass production, often involving 
standardized coffee beans that may not carry the distinct characteristics or specialty attributes found 
in higher quality counterparts. It represents a large portion of the global coffee market, where beans 
are produced on a large scale, often with an emphasis on high yields and cost efficiency. 

Premium coffee: The premium coffee segment represents a category that goes beyond standard 
commodity or bulk coffee, offering higher quality, distinctive flavours, and often a focus on specialty 
or single-origin beans. Within the premium segment, two sub-categories can be identified: 

• Specialty coffee: Specialty coffee represents a high-quality and premium segment of the 
market. It emphasizes unique flavor profiles, distinct bean origins, and meticulous brewing 
methods. This category caters to discerning consumers who appreciate the complexities and 
nuances of coffee, often seeking a more sophisticated and personalized coffee experience. It 
often involves beans grown in specific regions under ideal conditions, with an emphasis on 
precise farming methods. Specialty coffee is of particular interest to coffee roasters and 
retailers catering to consumers who prioritize quality, transparency of origin, and a 
personalized approach to coffee consumption. B2B transactions involve sourcing specialty 
green coffee beans, roasting them to perfection, and delivering a premium end product to 
retailers and cafes. 

• Single-Origin Coffee: Single-origin coffee comes from a specific geographical location, 
allowing consumers to experience the unique flavor profile associated with that particular 
region's climate, soil, and altitude. 

Second, a more detailed breakdown based on quality includes: 

Upper end: Excellent quality, 85+ cupping score, single origin and fully traceable to a cooperative, 
washing station or farm. Small but growing market. 

High end: High quality, 80-85 cupping score. Mainly fully washed Arabica. Sold through specialty 
channels. Often single country origin. Growing market. 
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Mid-range: Good quality. Usually a blend of Robusta and Arabica, Mainly sold in supermarkets. 
Stable and large market. 

Low end: Blended coffee of lower quality. Mainly robusta. Sold in supermarkets. Market is in decline, 
but still large share. 

Third, segmentation can be based on the two main species of coffee beans: Arabica and Robusta. 
These two species differ in terms of flavour, growing conditions, and other characteristics, leading to 
distinct market segments. 

Arabica Coffee: Arabica beans are known for their smooth and mild flavour, often characterized by 
a more complex taste profile. They can have floral, fruity, and sometimes acidic notes. Arabica plants 
thrive at higher elevations with cooler temperatures. They are often grown at altitudes between 2,000 
and 6,000 feet. Major Arabica coffee-producing countries include Colombia, Ethiopia, Brazil, and 
others. Arabica coffee typically commands a higher market share in the specialty and premium coffee 
segments due to its desirable flavour characteristics and higher-quality reputation. Specialty and 
gourmet coffees, including single-origin and blends, often feature Arabica beans. 

Robusta coffee: Robusta beans have a stronger, more robust flavour compared to Arabica, often 
described as earthy, woody, or nutty. They can also have a slightly bitter taste. Robusta plants are 
hardier and can thrive in lower altitudes with warmer temperatures. They are often grown in regions 
with less delicate growing conditions. Major Robusta coffee-producing countries include Vietnam, 
Brazil, Indonesia, and others. Robusta coffee is often used in mass-market products, where its bold 
flavour and higher caffeine content may be preferred. Robusta beans are commonly found in instant 
coffee, espresso blends, and some commercial coffee blends. 

The coffee market can be segmented based on various certification types that indicate certain 
attributes or practices associated with the production of coffee such as environmental sustainability, 
fair labour practices, organic farming methods, and more: 

Organic Certified Coffee: Organic certified coffee adheres to specific standards that promote 
environmentally friendly and sustainable farming practices. Organic coffee is grown without the use 
of synthetic pesticides, herbicides, or fertilizers, emphasizing environmentally friendly and sustainable 
farming practices. Several organic coffee certification schemes exist globally, including: 

• USDA Organic: Coffee bearing the USDA Organic seal indicates that it has been produced 
according to strict organic standards, which include the avoidance of synthetic pesticides and 
fertilizers. 

• EU Organic: The European Union's organic certification, represented by the EU Organic logo, 
certifies that coffee has been produced in accordance with organic farming regulations in the 
European Union, 

• Naturland Organic Certification: Naturland is an international association based in Germany 
that provides organic certification for various agricultural products, including coffee. 
Naturland's standards emphasize ecological sustainability, social responsibility, and 
biodiversity.113 

                                                
113 https://www.naturland.de/en/producers/service-and-expertise/certification.html 
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Organic certification is not obligatory, but it ensures a better price for farmers. With certification, 
producers receive a premium. Some producers' associations have utilized this approach to enhance 
their production or for social initiatives. For consumers, it provides a sense of satisfaction in 
contributing positively to both the producers and the environment.114 

B2B transactions involve the supply of organic green coffee beans or roasted coffee that meets 
certification standards, appealing to businesses and consumers with a strong emphasis on eco-
friendly practices. 

Fair Trade Coffee: Fair trade coffee ensures that farmers receive fair compensation for their efforts, 
promoting social and economic sustainability within coffee-producing communities. Suppliers of fair-
trade coffee target businesses committed to sustainability, socially responsible consumers, and those 
seeking ethically sourced products.115 

Rainforest Alliance Certified Coffee: Coffee with the Rainforest Alliance certification signifies 
adherence to environmental and social sustainability standards, promoting responsible farming 
practices.116 

UTZ Certified: UTZ certification emphasizes responsible and sustainable coffee production, 
encompassing environmental and social aspects. It aims to promote better farming practices and 
living conditions for coffee farmers.117 

Direct Trade: Direct trade is not a formal certification but a business model where coffee roasters 
establish direct relationships with coffee producers. This allows for more transparent and mutually 
beneficial transactions. 

Another informative segmentation of the international coffee market is based on distribution 
channels: 

• On-trade 
• Off-trade 

On-trade 

On-trade refers to the distribution channel where coffee products are served and consumed on the 
premises where they are purchased. This includes establishments such as cafes, restaurants, hotels, 
and other foodservice outlets where customers enjoy coffee as part of their in-house experience. As 
the coffee shop is spreading worldwide, this market segment is expanding rapidly. Specialty and 
organic coffee appear to benefit more from this development as they are attractive to people who 
frequent coffee shops. 

Off-trade 

Off-Trade refers to the distribution channel where coffee products are sold for consumption outside 
the premises where they are purchased. This includes retail outlets such as supermarkets, specialty 
stores, online platforms, and other points of sale where consumers buy coffee products to prepare 

                                                
114 Interview conducted on 08.12.23. 
115 https://www.fairtrade.net/product/coffee 
116 https://www.rainforest-alliance.org/ 
117 https://www.rainforest-alliance.org/utz/ 
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and consume at home or on the go. This market segment is directly linked to retail stores, thus 
following their recent upward trajectory. Bulk and instant coffee seems to fit better this market 
segment; however, specialized retailers and e-shops often promote specialty and organic coffee.  

Finally, we can analyse and segment the coffee market based on the consumers characteristics to 
identify distinct groups with similar needs, behaviours, and preferences. 

Demographic Segmentation 

• Age: Different age groups may have varying preferences. Younger consumers might be more 
interested in specialty coffee and are eager to try different flavors, while older consumers may 
prefer traditional options. 

• Income: High-income individuals might be willing to pay more for premium or artisanal coffee, 
whereas budget-conscious consumers may prefer more affordable options. 

Psychographic segmentation 

• Lifestyle: Health-conscious individuals might be interested in organic or low-acid coffee, while 
busy professionals may prioritize convenience. 

• Personality: Some consumers may be adventurous and open to trying new coffee blends, 
while others may be more conservative in their choices. 

Behavioural segmentation 

• Occasions: Segmenting consumers according to when they typically enjoy their coffee. For 
example, morning coffee drinkers may prefer a strong brew, while evening consumers might 
opt for decaffeinated options. 

• Usage Rate: Individuals who regularly consume coffee may exhibit a heightened interest in 
subscription services or loyalty programs tailored to frequent coffee drinkers. 

Geographic segmentation 

• Region: Preferences can vary by region. For instance, consumers in coffee-producing regions 
may have a different appreciation for coffee than those in non-producing regions. In less 
developed countries, instant coffee tends to be a preferred choice among consumers. 

• Urban vs. Rural: Urban consumers may have easier access to specialty coffee shops, 
impacting their preferences. 

Cultural and Social Factors 

• Cultural background: Preferences can be influenced by cultural factors. For example, 
consumers from coffee-centric cultures may have a strong preference for specific types of 
coffee. 

• Social trends: The emergence of social trends, particularly the increasing emphasis on 
ethical and sustainable practices, significantly influences coffee consumption patterns. 
Consumers are now more inclined to choose coffee options that align with their values, leading 
to a growing demand for products that adhere to ethical sourcing, fair trade, and sustainable 
production methods. 
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The analysis mentioned above has enabled us to identify specific consumer segments that align with 
our objectives: 

Coffee enthusiasts: 

• Characteristics: Passionate about coffee, coffee enthusiasts seek high-quality, specialty 
beans, and are interested in diverse brewing methods. They appreciate the nuances of flavor 
profiles and often engage in home brewing as a hobby. 

• Preferences: Specialty coffee, single-origin beans, artisanal blends, and unique brewing 
equipment. 

Health-Conscious Consumers: 

• Characteristics: Individuals who prioritize health and wellness. They may choose coffee for its 
antioxidant properties and seek options like organic, low-acid, or functional coffee products. 

• Preferences: Organic coffee, low-acid beans, specialty health-focused blends, and coffee 
alternatives like herbal infusions. 

Active young people: 

• Characteristics: Young, urban consumers with a busy lifestyle. They value convenience, quick 
service, and often choose coffee as a fuel for productivity. 

• Preferences: Ready-to-drink coffee, cold brew, grab-and-go options, and specialty coffee 
beverages from quick-service establishments. 

Environmentally Conscious Consumers: 

• Characteristics: Consumers who prioritize sustainability and ethical sourcing. They are 
concerned about the environmental impact of coffee production and seek products with eco-
friendly certifications. 

• Preferences: Fair Trade coffee, Rainforest Alliance certified coffee, and brands with 
transparent sustainability practices 

Budget-Conscious Shoppers: 

• Characteristics: Consumers who are mindful of their budget and seek affordable coffee options 
without compromising too much on quality. 

• Preferences: Value-packaged coffee, store brands, and promotions or discounts 

Traditionalists: 

• Characteristics: Consumers who prefer classic, traditional coffee experiences. They may have 
a strong attachment to familiar coffee brands and brewing methods. 

• Preferences: Classic coffee blends, familiar brands, and traditional brewing methods. 

Market segments for organic and agroecological coffee 

In the B2C coffee market, several segments are particularly suitable for organic and agroecological 
coffee products due to the preferences and values of consumers within these segments. Here are 
key B2C segments where organic coffee products are likely to find strong appeal: 
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• Eco-Conscious Consumers: Consumers who prioritize environmentally friendly and 
sustainable products. They are likely to seek organic coffee as it aligns with their commitment 
to minimizing the environmental impact of their purchases. 

• Health and Wellness Enthusiasts: Individuals who are health-conscious and seek products 
free from synthetic pesticides and chemicals. Organic coffee, being grown without synthetic 
inputs, appeals to this segment. 

• Ethical Consumers: Consumers who prioritize fair trade and ethical treatment of farmers. 
Organic coffee, often produced with fair labor practices, aligns well with the values of ethical 
consumers. 

• Premium Segment Seekers: Consumers willing to pay a premium for high-quality products 
with added benefits. Organic coffee, associated with quality and sustainable practices, fits well 
into the premium segment. 

• Urban Millennials and Generation Z: Younger consumers who are often more conscious 
about sustainability, health, and ethical considerations. They may be drawn to organic and 
agroecological coffee due to its alignment with their values and preferences for sustainable 
and responsibly sourced products. 

• Consumers in Western countries (North America, Europe, and Oceania): Western 
consumers tend to be conscious of sustainability and environmental impact. They may prefer 
coffee products that are certified organic and adhere to environmentally friendly practices. 

Several segments within the B2B coffee market are well-suited for organic and agroecological coffee 
products, especially considering the increasing demand for sustainable and ethically sourced options. 
Here are prominent B2B sectors where organic and agroecological coffee products are poised to 
garner significant interest: 

• Conscious Restaurants, Coffee Shops and Cafés: Restaurants and coffee establishments 
emphasizing sustainability and ethical sourcing. Offering organic and agroecological coffee 
aligns with the commitment of conscious coffee shops to environmentally friendly and socially 
responsible practices. 

• Specialty Coffee Suppliers: Suppliers focusing on the specialty coffee market, serving cafes 
and high-end retail establishments. The specialty coffee segment often emphasizes quality, 
unique flavor profiles, and ethical sourcing. Organic and agroecological coffee fits well within 
this niche, meeting the criteria of quality and sustainability valued by specialty coffee 
enthusiasts. 

• Coffee Brands with Sustainability Initiatives: Brands with a strong focus on sustainability 
and corporate social responsibility. Companies with established sustainability initiatives can 
enhance their brand image by incorporating organic coffee into their offerings. This aligns with 
their commitment to ethical and environmentally friendly practices. This segment includes 
private labels developed by retailers such as supermarkets. 

• Specialized retailers: Retailers specializing in offering a curated selection of premium and 
specialty coffee products. Specialized retailers often cater to a discerning clientele seeking 
unique and high-quality coffee experiences. Incorporating organic coffee products into their 
offerings allows them to tap into the growing demand for sustainable and ethically sourced 
options among consumers who frequent specialty coffee shops or boutiques. 
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• Organic food retail shops: Retailers specializing in organic and natural food products, 
including coffee. Organic food retail shops cater specifically to consumers seeking organic, 
sustainable, and ethically sourced products. By offering organic and agroecological coffee 
products, these retailers can meet the preferences of their environmentally conscious 
customer base and provide a comprehensive range of organic options. 

• Specialty roasters: Roasters specializing in crafting high-quality, unique, and specialty coffee 
offerings. Specialty roasters focus on the art and science of coffee roasting, emphasizing 
distinctive flavor profiles and premium quality. Incorporating organic coffee into their product 
lineup aligns with the preferences of consumers who seek both specialty coffee experiences 
and products produced with environmentally friendly and ethical practices. 
 

 The international cocoa market 
Overview 

The international cocoa market operates within an intricate and ever-evolving framework, influenced 
by a multitude of factors that shape its supply, demand, and pricing dynamics. As a crucial participant 
in the world economy, cocoa holds considerable importance as an agricultural commodity, and its 
impact is evident through the substantial influence wielded by major producing nations. The market 
is marked by inherent volatility, driven by variables such as weather conditions, geopolitical events, 
and fluctuations in currency exchange rates. Furthermore, the industry is in a state of transformation, 
with a growing emphasis on sustainability, ethical practices, and shifting consumer preferences 
towards premium and specialty chocolate products. From the intricacies of supply chains and trading 
on commodity exchanges to the challenges posed by issues like climate change and deforestation, 
the international cocoa market manifests as a nuanced interplay of economic, social, and 
environmental factors.  

Here are some key aspects of the international cocoa market: 

Supply and Demand: Cocoa is a major agricultural commodity, and its market is influenced by global 
supply and demand dynamics. The main cocoa-producing countries include Ivory Coast, Ghana, 
Indonesia, Nigeria, and Ecuador. Weather conditions, diseases affecting cocoa plants, and 
government policies in these countries impact supply. 

Price Volatility: Cocoa prices are volatile due to factors such as weather events (e.g., droughts, 
storms), geopolitical issues, and fluctuations in currency exchange rates. Speculation and trading 
activities on commodity exchanges also contribute to price volatility. 

Quality and Grading: Cocoa is graded based on quality, and different grades fetch different prices 
in the market. Fine flavour and aromatic cocoa varieties command higher prices. 

Global Trade and Processing: The international cocoa market involves a complex supply chain that 
includes farmers, traders, processors, and manufacturers. Cocoa is traded on commodity exchanges 
such as the Intercontinental Exchange (ICE)118 and NYSE Liffe. These exchanges provide a platform 
for price discovery and risk management. 

                                                
118 https://www.ice.com/products/7/Cocoa-Futures 
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Sustainability and Ethical Practices: There is an increasing focus on sustainability and ethical 
practices in the cocoa industry. Issues like child labour, deforestation, and fair-trade practices have 
gained attention, leading to initiatives and certifications aimed at addressing these concerns.119 

The Cocoa Barometer120 is a biennial report that provides an overview of the current sustainability 
efforts and challenges within the global cocoa sector. It is a collaborative effort by various civil society 
organizations involved in issues related to cocoa production, labour conditions, and environmental 
sustainability. The Cocoa Barometer examines key issues such as child labour, farmer income, and 
deforestation in cocoa-producing regions. The report aims to shed light on the complexities of the 
cocoa supply chain and encourages stakeholders, including governments, companies, and 
consumers, to take action to address the identified challenges and promote more sustainable 
practices in the cocoa industry.121 

Consumer Trends: Changing consumer preferences, including a growing demand for premium and 
specialty chocolate products, impact the cocoa market. Consumers are increasingly interested in the 
origin and production practices of cocoa. 

Regulatory Environment: Regulations related to quality standards, labelling, and environmental 
sustainability affect the cocoa market. Compliance with these regulations is crucial for market 
participants. 

Processing and Value Addition: Processing of cocoa beans into intermediate products like cocoa 
butter and cocoa powder is a significant aspect of the cocoa market. The prices of these products 
also influence the overall market. 

Industry Consolidation: The cocoa industry has seen consolidation, with larger companies acquiring 
smaller ones. This consolidation can affect market dynamics and competition. 

Market dynamics 

The dynamics of the international cocoa market are shaped by a combination of driving factors that 
propel its growth and restraining factors that pose challenges to its stability. Understanding these 
dynamics is essential for stakeholders in the cocoa industry.  

Driving forces 

The ever-increasing global demand for chocolate and cocoa-based products is a primary driving 
force. Emerging markets, changing consumer preferences, and the popularity of premium and 
specialty chocolates contribute to sustained demand growth. 

Ongoing advancements in agricultural technologies and practices enhance cocoa cultivation and 
processing efficiency. Improved farming techniques, disease-resistant plant varieties, and sustainable 
farming practices contribute to increased yields and quality. 

                                                
119 Interview conducted on 10.11.23. 
120 https://cocoabarometer.org/en/ 
121 Interview conducted on 10.11.23. 
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Growing awareness among consumers about ethical and sustainable sourcing practices has led 
to an increased demand for certified cocoa. This trend encourages industry players to adopt 
environmentally friendly and socially responsible practices.122 

Supportive policies and initiatives from cocoa-producing governments can positively influence the 
market. Subsidies, incentives, and programs promoting sustainable farming practices can boost 
production and quality. 

Restraining factors 

Cocoa prices are inherently volatile, influenced by factors such as weather conditions, geopolitical 
events, and market speculation. The unpredictability of prices can pose challenges for both producers 
and buyers, affecting planning and decision-making. 

Cocoa plants are susceptible to various diseases. Outbreaks of these diseases can significantly 
impact cocoa yields, leading to supply shortages and affecting market stability. 

Political instability in major cocoa-producing regions can disrupt supply chains and impact market 
dynamics. Civil unrest, changes in government policies, and geopolitical tensions can lead to 
uncertainties and hinder smooth market operations. 

Issues related to deforestation, climate change, and environmental degradation are increasingly 
becoming concerns in the cocoa industry. Sustainable farming practices are essential, and failure to 
address environmental issues can lead to reputational damage and regulatory challenges. 

Market trends 

Consumers and industry players are increasingly prioritizing sustainable and ethical sourcing of 
cacao. Certifications with sustainability standards such as Fair Trade and Rainforest Alliance are 
gaining prominence as consumers seek products with traceable and responsible supply chains. 

Similar to trends in the broader food industry, there is an increasing demand for organic products, 
including organic cocoa. Organic cocoa is often positioned as a premium product, appealing to 
consumers looking for high-quality and environmentally friendly options. Certifications are crucial for 
establishing the credibility of organic cocoa products. Transparency in labelling and supply chain 
traceability has become important as consumers seek assurance about the authenticity of organic 
claims. Organic cocoa production often involves smallholder farmers adopting sustainable and 
organic farming practices. Initiatives aimed at empowering these farmers and improving their 
livelihoods are gaining traction. 

There is a growing consumer demand for premium and high-quality chocolate products. This 
trend has been driven by factors such as increased disposable income, changing consumer 
preferences, and a desire for unique and artisanal chocolate experiences. 

The cacao market is witnessing a shift towards products positioned as healthier alternatives. Dark 
chocolate, in particular, is gaining popularity due to its perceived health benefits, including antioxidant 
properties. 

                                                
122 Interview conducted on 10.11.23. 
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Beyond traditional chocolate bars, there was a trend towards the development of new cacao-based 
products. This included cacao-infused beverages, snacks, and even beauty and skincare products, 
leveraging the perceived health benefits of cacao. 

Consumers are becoming more conscious of the origin of their food products. Brands are responding 
by providing transparent labelling and detailed information about the cacao's origin, emphasizing the 
story behind the product. 

Governments and regulatory bodies are placing increased emphasis on sustainable practices in the 
cacao industry. This includes guidelines and regulations to address issues such as deforestation, 
child labour, and environmental sustainability. 

Climate change concerns are impacting the cacao industry, with a focus on building resilience. This 
involves research into cacao varieties that are more resilient to changing climatic conditions and 
initiatives to promote sustainable farming practices. 

Global Cocoa Value Chain 

The following figure depicts the global cocoa value chain. As indicated in the diagram, key participants 
in this chain comprise: 

Cocoa Farmers: Smallholder farmers in cocoa-producing regions are key players in the value chain. 
They cultivate and harvest cocoa beans, often on family-owned farms. Cocoa farming is a critical 
source of livelihood for many in West Africa, South America, and Southeast Asia. 

Cocoa Cooperatives: Many cocoa farmers belong to cooperatives, which are collective 
organizations that aim to improve the bargaining power of smallholder farmers. Cooperatives may 
provide support, resources, and training to farmers. 

Traders and Brokers: Traders and brokers facilitate the purchase and sale of cocoa beans. They 
play a crucial role in connecting farmers with downstream actors in the value chain, managing 
logistics, and negotiating prices. 

Processors: Cocoa processors transform raw cocoa beans into intermediate products like cocoa 
butter, cocoa powder, and cocoa liquor. Processing involves fermentation, drying, roasting, and 
grinding of cocoa beans. Major processing companies operate globally. 

Chocolate Manufacturers: Chocolate manufacturers use processed cocoa products to create a 
variety of chocolate products. These companies range from large multinational corporations to smaller 
artisanal chocolatiers. 

Cosmetics and pharmaceutical companies: Cosmetics and pharmaceutical companies have 
become integral actors in the global cocoa value chain, using cocoa-derived ingredients in their 
products. Cocoa's versatility extends beyond the food industry to applications in cosmetics and 
pharmaceuticals. 

Retailers: Retailers, including supermarkets, grocery stores, and specialty shops, play a crucial role 
in distributing chocolate products to consumers and influencing purchasing decisions. 

Consumers: Consumers are the final link in the cocoa value chain, driving demand and influencing 
industry trends. Increasingly, consumers seek sustainably and ethically produced chocolate. 
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Figure 13: The global cocoa value chain  

Source : https://engagethechain.org/cocoa 

Market segments 

The global cocoa market can be segmented based on various factors that distinguish different aspects 
of the industry. The key segmentation criteria for the global cocoa market include: 

1. Cocoa Quality123: 
• Commodity, bulk, or mainstream segment: This market segment refers to products of high 

volumes and standard quality. Bulk cocoa is highly price-oriented and follows international 
market prices. Bulk cocoa is usually used for manufacturing cocoa butter and high-volume 
mainstream or bulk chocolate products. 

• Bulk certified segment: This market segment refers to cocoa or derivatives that have met 
the standards of a certification scheme, related to environmental, social, and/or economic 
aspects, and have been certified by a certification body. It follows that the international market 
price and the premium is not always guaranteed but usually negotiated. 

                                                
123Gaia Cacao B.V. (15.11.2021), Global Cocoa Market Study, 
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• Premium segment: This market segment is used to denote superior quality and/or value.  It 
refers to cocoa that contains special attributes that set it apart from the bulk market. These 
attributes are recognized and rewarded by the market through a system of price premiums 
above bulk market prices. These special attributes are related to characteristics of the product 
itself, such as low defect quantification, high quality and flavor profiles, its terroir and unique 
origin, the story behind its production and producing communities as well as transparent trade 
and non-tangible aspects such as certification. 

Within the premium segment, three sub-categories can be identified: 

• Premium Certified: This segment refers to cocoa that has met the standards of a certification 
scheme but is better in quality than bulk certified beans. Also sometimes referred to as 
“improved”, the defects would be much lower than those admitted according to FCC-standards 
but might not need to have prize-winning flavour characteristics nor excellent marketing 
highlighting the story behind the cocoa beans. Prices for this cocoa would follow the world 
market price, plus a premium for the certification and for the extra work to get the quality to its 
‘premium’ status. 

• Specialty segment: Specialty cocoa production is based on a notion of quality that is linked 
to a lack of defects and the presence of fine flavour and aroma(s). In addition, the story behind 
the cocoa’s uniqueness and availability are important. Typically, for this specialty segment 
certification is less important, as brand owners will elaborately communicate social and 
ecological stories on the bar and social media. 

• Ultra-Premium segment: refers to cocoa beans with extremely high quality and absolute 
absence of defects and impurities. The market value for this product segment is disconnected 
from world market prices and mainly depends on availability, uniqueness, and market 
positioning of the product. Within the (ultra) specialty segment, the status of Fine Flavour 
cocoa can be considered. The market for fine cocoa124 is small (only 5 to 6% of total world 
production), highly specialized, globalized, and selective with its own supply and demand 
characteristics. 
 

2. Product Type: 
• Cocoa beans: The seed of the cocoa tree; commercially, and for international standards 

(ISO), the term refers to the whole seed, which has been fermented and dried. 
• Cocoa nibs: Product obtained by removing the shell from cleaned, dried, and cracked cocoa 

beans (roasted or unroasted). The nibs can be used to make chocolate or sold separately as 
healthy food products. 

• Cocoa Butter: Fat obtained from cocoa beans by means of a press. Extracted from cocoa 
beans, used in chocolate and cosmetics. 

• Cocoa Powder: Product obtained by converting into powder cocoa beans that have been 
cleaned, winnowed, and roasted. Used in baking, confectionery, and beverage industries. 

• Cocoa Liquor (Paste): When cocoa beans are finely ground, they produce a thick liquid called 
cocoa liquor (also known as unsweetened chocolate, or cocoa mass). The grinding process 
generates heat, and the dry granular consistency of the cocoa turns into a liquid as the large 

                                                
124 Interview conducted on 10.11.23. 



 

Page 99 of 181 D5.1 Consumer segments for agroecological food products 

GA 101083653 

amount of fat contained in the cocoa bean melts. Cocoa liquor is mainly used in the production 
of chocolate and semi-finished chocolate ingredients. 

• Chocolate: The product obtained from cocoa products and sugars that contain not less than 
35% total dry cocoa solids, including not less than 18% cocoa butter and not less than 14% 
of dry non-fat cocoa solids. 

• Confectionery Products: Food industry category which includes chocolate and chocolate 
products, biscuits and other baked goods, cakes and pastries, sweets and candies. 

• Specialty Chocolate: Chocolate produced by small chocolate makers who usually purchase 
the beans directly or via an importer. Artisan chocolate must be made under the care and 
supervision of a knowledgeable chocolate maker who could be defined as an artisan. 
However, there is still a smaller number of consumers for premium chocolate compared to 
those who prefer regular chocolate.125  
 

3. End-Use Industry: 
• Chocolate and Confectionery Industry: The largest consumer of cocoa products. 
• Food and Beverage Industry: Utilizes cocoa in various products, including baked goods and 

beverages. 
• Cosmetics Industry: Uses cocoa butter and cocoa-derived ingredients in skincare and 

beauty products. 
• Pharmaceutical Industry: Incorporates cocoa extracts into medicines and supplements. 
• HORECA126: HORECA businesses are significant end-users of cocoa products, incorporating 

them into a variety of menu items and offerings such as beverages, desserts, confections and 
chocolates, ice creams, and baked goods. HORECA establishments often prioritize the use of 
high-quality cocoa products to enhance the overall dining or hospitality experience for their 
customers.127 
 

4. Certification Type: 
• Certified Organic Cocoa: Produced without synthetic pesticides or fertilizers. There is a 

growing demand for organically certified cocoa.128 
• Fair Trade Certified Cocoa: Ensures fair prices and ethical labor practices. 
• Rainforest Alliance Certified Cocoa: Focuses on environmental sustainability and social 

responsibility. 

The B2C international cocoa market can be segmented based on consumer characteristics and 
preferences to identify and elaborate fitting marketing strategies for specific target audiences: 

Premium Chocolate Enthusiasts: Consumers who prioritize high-quality and premium chocolate 
products, often seeking unique flavour profiles, specialty ingredients, and artisanal brands. They often 
value small-batch production and unique flavour combinations. 

                                                
125 Interview conducted on 10.11.23. 
126 Hotel, Restaurant, and Catering 
127 Interview conducted on 10.11.23. 
128 Interview conducted on 10.11.23. 
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Health-Conscious Consumers: Individuals focused on health and wellness, seeking cocoa products 
with perceived health benefits, such as dark chocolate with high cocoa content for its antioxidant 
properties. 

Ethical and Sustainable Shoppers: Consumers who prioritize ethically sourced and sustainably 
produced cocoa products, often looking for certifications like Fair Trade, Rainforest Alliance, or 
organic labels. 

Conventional Chocolate Consumers: Individuals with traditional preferences for mainstream 
chocolate brands and products, often driven by affordability and familiarity. 

Adventurous Flavour Seekers: Consumers who enjoy trying new and exotic cocoa flavours, such 
as chocolates infused with spices, fruits, or unique ingredients. 

Market segments for organic and agroecological cocoa 

Market segments for organic and agroecological cocoa are defined by the preferences and values of 
consumers who prioritize environmentally sustainable and socially responsible practices in cocoa 
production. At the moment these consumers are mainly located at North America and Europe, 
although Asian consumers are following the trend.129 

 The following market segments are specifically tailored for organic and agroecological cocoa: 

• Organic Chocolate Enthusiasts: Consumers who seek chocolate made from organic cocoa 
beans, valuing products produced without synthetic pesticides, herbicides, or genetically 
modified organisms (GMOs). 

• Eco-Conscious Consumers: Individuals committed to environmentally friendly choices, 
including organic and agroecological cocoa, which aligns with sustainable farming practices, 
biodiversity preservation, and reduced environmental impact. 

• Fair Trade and Ethical Consumption: Consumers who actively choose organic and 
agroecological cocoa with Fair Trade certification, ensuring that farmers receive fair 
compensation and work in humane conditions. 

• Health and Wellness Seekers: Individuals who associate organic and agroecological cocoa 
with healthier choices, appreciating products free from synthetic chemicals and pesticides, 
and often seeking high cocoa content for potential health benefits. 

• Premium Organic Chocolate Market: Enthusiasts willing to pay a premium for high-quality, 
artisanal, and organic chocolate products, appreciating the craftsmanship and sustainable 
practices involved in production. 

Various segments within the B2B cocoa market are particularly suitable for organic and 
agroecological cocoa products, reflecting the preferences and priorities of businesses aiming to 
incorporate sustainable and environmentally friendly practices. The following are key B2B market 
segments for organic and agroecological cocoa products: 

• Specialty Food and Gourmet Retailers: Retailers specializing in specialty foods and 
gourmet products can buy and promote organic and agroecological cocoa, attracting 
consumers who appreciate unique, high-quality offerings with an emphasis on sustainability. 

                                                
129 Interview conducted on 10.11.23. 
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• Organic and Natural Food Manufacturers: Businesses in the organic and natural food 
sector can integrate organic and agroecological cocoa into their product lines, appealing to 
consumers seeking environmentally conscious choices. 

• Health and Wellness Brands: Brands in the health and wellness sector, including those 
producing energy bars, protein snacks, and supplements, can use organic and agroecological 
cocoa to align with the preferences of health-conscious consumers. 

• Fair Trade and Ethical Brands: Brands committed to fair trade and ethical sourcing can 
leverage organic and agroecological cocoa to align with their values, meeting the preferences 
of consumers who prioritize ethical and sustainable business practices. 

• Premium and Artisanal Chocolate Producers: Artisanal chocolatiers and premium 
chocolate producers can differentiate themselves by using organic and agroecological cocoa, 
catering to consumers seeking unique, high-quality, and responsibly sourced chocolate 
experiences. 

• Cosmetics and Personal Care Manufacturers: Manufacturers in the cosmetics and 
personal care industry can use organic cocoa butter and cocoa-derived ingredients, appealing 
to consumers seeking natural and environmentally friendly beauty products. 

 

 The impact of the EU deforestation regulation on the coffee & 
cocoa industry 

Recently the EU proposed a new regulation, known as the EU deforestation regulation, aimed at 
curbing deforestation and forest degradation. This regulation is part of the EU's broader efforts to 
address environmental and sustainability issues, including those related to the global supply chains 
of commodities like coffee and cocoa. 

The potential impact of the EU deforestation regulation on the coffee and cocoa industry could be 
significant and may include the following aspects: 

Supply Chain Transparency: The regulation may require companies in the coffee and cocoa 
industry to enhance transparency in their supply chains. Businesses may need to trace the origin of 
their coffee and cocoa beans to ensure they are not associated with deforestation or illegal logging. 

Due Diligence Requirements: Companies might be obligated to conduct thorough due diligence to 
identify and mitigate the risk of deforestation in their supply chains. This could involve risk 
assessments and the implementation of measures to prevent deforestation. 

Certification and Verification: The regulation may encourage or require companies to use certified 
and verified sustainable sourcing practices. This could lead to an increased demand for certified 
organic or sustainable coffee and cocoa, promoting environmentally friendly and socially responsible 
production. 

Market Access: Coffee and cocoa producers and exporters complying with sustainable and 
deforestation-free practices may have easier access to the EU market. Conversely, those unable to 
demonstrate compliance might face challenges in market access.  
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Impact on Small Producers: Small-scale coffee and cocoa producers, who might face challenges 
in meeting the regulatory requirements, will need support and capacity-building initiatives to adapt to 
sustainable practices. 

Consumer Awareness: The regulation may lead to increased awareness among consumers 
regarding the environmental and social impact of their coffee and chocolate choices. This, in turn, 
could drive consumer preferences toward sustainably sourced and deforestation-free coffee and 
chocolate products. 

In conclusion, the EU deforestation regulation is expected to bring major changes to the coffee and 
cocoa supply chains, however it may present a great opportunity for products produced under 
agroecological practices. 

 

 Low carbon coffee and chocolate 
In recent years, the concepts of "low carbon coffee" and “low carbon chocolate” have been gaining 
attention as part of broader sustainability trends in the coffee and cocoa market. "Low carbon coffee" 
and “low carbon chocolate” refer to coffee and cocoa production practices and supply chain efforts 
that aim to minimize the carbon footprint associated with the cultivation, processing, and distribution 
of coffee and cocoa. "Low carbon coffee" and “low carbon chocolate” involve all stages of coffee and 
cocoa production and marketing, from the field to the final consumer: 

Sustainable Farming Practices: 

• Agroforestry: Implementing agroforestry practices by integrating coffee and cocoa cultivation 
with shade trees and other crops. This helps sequester carbon, enhances biodiversity, and 
promotes soil health. 

• Organic Farming: Embracing organic farming methods, which often involve the use of natural 
inputs and the avoidance of synthetic chemicals, reducing emissions associated with 
conventional agriculture. 

Carbon-Neutral Processing: 

• Energy Efficiency: Adopting energy-efficient processing methods to reduce the carbon 
footprint of coffee and cocoa processing facilities. 

• Renewable Energy: Incorporating renewable energy sources, such as solar or wind power, 
into coffee and cocoa processing operations to minimize reliance on fossil fuels. 

• Carbon-Neutral or Offset Initiatives: Some companies commit to offsetting the carbon 
emissions generated during the production process. This may involve investing in projects that 
reduce or capture an equivalent amount of carbon elsewhere, such as reforestation or 
renewable energy projects. 
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Transportation and Distribution: 

• Carbon-Efficient Transportation: Utilizing low-emission transportation methods, such as 
electric vehicles or vehicles running on biofuels, for transporting coffee and cocoa beans from 
farms to processing facilities and, ultimately, to consumers. 

• Local Sourcing: Prioritizing local sourcing to minimize the environmental impact of long-
distance transportation. 

Certifications and Standards: 

• Carbon Certification: Seeking certifications that verify the carbon footprint of coffee and 
chocolate products. Some certification programs assess, and label products based on their 
overall carbon impact. 

• Sustainability Standards: Adhering to broader sustainability standards that encompass 
environmental considerations, including carbon emissions. 

Waste Reduction and Recycling: 

• Waste Management: Implementing effective waste management practices to reduce the 
generation of organic and non-organic waste during coffee and chocolate production. 

• Recyclable Packaging: Using recyclable or compostable packaging materials to minimize 
the environmental impact of packaging. 

The concepts of low carbon coffee and low carbon chocolate present a significant opportunity for 
agroecological coffee and cocoa products. Agroecology focuses on sustainable and regenerative 
farming practices that prioritize the health of ecosystems, biodiversity, and the well-being of local 
communities. When integrated with the low carbon coffee and chocolate movement, agroecological 
coffee and cocoa products can contribute to a more environmentally friendly and socially responsible 
coffee and chocolate industry. By positioning agroecological coffee and chocolate products within the 
low carbon framework, producers can tap into the growing market demand for sustainable, 
environmentally friendly, and socially responsible coffee and chocolate. This convergence offers a 
unique value proposition that resonates with consumers seeking products that not only taste good but 
also align with their values for a healthier planet and communities. 
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4.3 Challenges and barriers for transitioning to organic 
and agroecological coffee and cocoa production 

There are several challenges and barriers associated with transitioning to organic and agroecological 
coffee and cocoa production in the Democratic Republic of Congo (DRC), Burundi, and Cameroon. 
Based on our research and consistent with the viewpoints shared by local stakeholders, including 
consumers and experts, we have identified the most critical challenges as follows: 

Lack of Knowledge and Training 

• Farmers may lack the necessary knowledge and training in organic and agroecological 
practices. 

• Limited awareness about the benefits of organic farming methods could hinder adoption. 

Lack of entrepreneurship competence among farmers 

• Without entrepreneurship competence, farmers may struggle to create viable business models 
and strategies. 

• Lack of competence in marketing and market research can hinder successful market entry, 
especially in niche markets. 

• Entrepreneurs must have financial management skills to secure funding, manage resources 
efficiently, and navigate financial challenges associated with the transition to organic and 
agroecological production.130 

Financial Constraints 

• The cost of transitioning to organic and agroecological practices, including certification fees, 
can be prohibitive for small-scale farmers. 

• Limited access to credit and financial resources impedes the adoption of sustainable practices. 

Imposition of Prices by Buyers 

• Buyers exert control over prices, leading to challenges for farmers practicing organic and 
agroecological methods. 

• Unfair pricing practices can undermine the economic viability of sustainable farming, 
discouraging producers from transitioning to these methods. 

Infrastructure Challenges 

• Inadequate infrastructure, such as poor transportation and processing facilities, affects the 
viability of organic and agroecological supply chains. 

Market Access and Certification 

• Meeting organic certification requirements is often a complex and time-consuming process. 

                                                
130 Interview conducted on 01.12.23. 
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• Limited access to markets for organic and agroecological products may discourage farmers 
from making the transition. 

Pest and Disease Management 

• Organic and agroecological farming relies on natural pest and disease control methods, which 
may be less effective in certain environments. 

• Farmers may face challenges in managing pests and diseases without synthetic inputs, 
especially in large plantations. 

Climate Change Risks 

• Climate variability and change can pose additional risks to organic and agroecological 
production systems. 

• Unpredictable weather patterns may affect crop yields and quality. 

Policy and Institutional Support 

• The absence of supportive policies and institutions can impede the development and 
promotion of organic and agroecological farming. 

Traceability Issues 

• Establishing and maintaining traceability in the production chain can be challenging, especially 
in regions with limited infrastructure and technological resources. 

• Inadequate traceability systems may hinder the ability to verify and certify the organic and 
agroecological status of products, impacting market access. 

Land Scarcity 

• Limited availability of arable land poses a significant challenge for transitioning to organic and 
agroecological practices. The competition for land may restrict the expansion of organic 
cultivation areas. 

Soil Infertility 

• Soil degradation and infertility are common issues in many regions of Africa. Transitioning to 
organic and agroecological practices often requires substantial efforts to restore soil health 
and fertility, which may take time and investment. 

Technological Shortcomings 

• Limited access to advanced agricultural technologies and insufficient knowledge about 
organic farming practices can hinder the adoption of organic and agroecological methods. 
Farmers may face challenges in implementing and maintaining these practices without 
adequate technological support. 

Dependency on Chemical Inputs 

• Many farmers in Africa are accustomed to conventional farming practices that rely heavily on 
chemical inputs. Breaking away from this dependency and adopting organic alternatives can 
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be challenging due to concerns about pest and disease control and the need for alternative 
fertilization methods. 

Limited administrative support 

• Insufficient administrative support and infrastructure can impede the implementation of 
policies promoting organic and agroecological practices. 

• Lack of clear guidelines, regulatory frameworks, and administrative structures may hinder the 
adoption of sustainable practices. 

Poor extensions services  

• Extension services are critical for disseminating knowledge, providing technical assistance, 
and supporting farmers in adopting sustainable and organic farming practices. When these 
services are inadequate or poorly implemented, farmers may struggle to navigate the 
complexities of transitioning to agroecological methods. 
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5. Conclusions, next steps and 
recommendations 

5.1 Conclusions and next steps 
The analysis and segmentation of both local markets for agroecological and organic products such 
as cassava, rice, and maize, and international markets for agroecological and organic coffee and 
cocoa produced in the Democratic Republic of Congo (DRC), Burundi, Cameroon, and Rwanda have 
yielded profound insights into the multifaceted dynamics of sustainable agriculture. At the local level, 
the analysis has illuminated the diverse preferences and demands within these regions, highlighting 
the potential for tailored value propositions to meet the unique needs of distinct market segments. 
Simultaneously, the examination of international markets for coffee and cocoa underscores the global 
appetite for ethically sourced and sustainably produced goods. Recognizing the nuances between 
local and international markets is imperative for the successful development of value propositions that 
resonate with consumers and stakeholders across these diverse landscapes. 

In the local markets of DRC, Burundi, Cameroon, and Rwanda, the findings:  

• show that these markets are still in the process of development, marked by unique challenges 
and opportunities; 

• underscore the importance of understanding the socio-cultural contexts that influence 
consumer choices.  

The value propositions for agroecological products must align with the local preferences, emphasizing 
factors such as nutritional benefits, support for local farmers, and environmental sustainability. The 
identified market segments call for targeted approaches, recognizing the variations in income levels, 
cultural practices, and accessibility to information. Moving forward, the next steps involve refining 
value propositions based on these insights, implementing localized marketing strategies, and 
fostering community engagement to enhance awareness and acceptance of sustainable agricultural 
practices. 

In contrast, the international markets for agroecological and organic coffee and cocoa from the same 
countries present a unique set of challenges and opportunities. Consumer preferences in these 
markets are often driven by ethical considerations, environmental concerns, and a desire for high-
quality, traceable products. Developing value propositions that emphasize the distinct origin, organic 
cultivation methods, and fair-trade practices becomes crucial. The next steps for international market 
penetration involve building and strengthening partnerships with international certification bodies, 
promoting transparency in the supply chain, and leveraging the unique narratives of each country's 
agricultural practices to differentiate products in a crowded global marketplace. 

The distinctions between local and international markets are noteworthy. Local markets are intricately 
linked to cultural nuances, immediate community needs, and affordability, necessitating value 
propositions that resonate on a personal and communal level. In contrast, international markets are 
influenced by broader global trends, consumer activism, and perceptions of sustainability and quality. 
The challenge lies in bridging these gaps, ensuring that while local markets benefit from culturally 
sensitive approaches, international markets capitalize on the global appeal of agroecological and 
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organic practices. Striking a balance between these two realms involves aligning with local values 
while meeting the rigorous standards and expectations of an international audience. 

Further research and analysis 

Key aspects to consider for further research may include: 

Consumer Behaviour and Preferences: Explore deeper into consumer attitudes and behaviours 
towards organic and agroecological products. Understanding the factors influencing purchasing 
decisions can provide valuable insights for market strategies. 

Supply Chain and Distribution Channels: Investigate the efficiency and sustainability of current 
supply chains for organic and agroecological products. Assessing distribution channels and 
identifying potential bottlenecks can inform improvements and enhance accessibility. 

Policy Impact and Regulatory Frameworks: Analyse the impact of existing policies and regulatory 
frameworks on the organic and agroecological market. Identify areas for policy improvement or 
development to support the growth of these sectors. 

Market Trends and Innovations: Stay updated on emerging trends and innovations in the organic 
and agroecological markets. This could include technological advancements, product innovations, or 
shifts in consumer preferences that may influence market dynamics. 

Competitive Landscape: Conduct a comprehensive analysis of the competitive landscape, including 
both local and international players. Identify potential collaborations, partnerships, or areas for market 
differentiation. 

Economic Viability: Assess the economic viability of organic and agroecological farming practices. 
This includes evaluating the cost-effectiveness, return on investment, and potential economic benefits 
for farmers and stakeholders. 

5.2 Recommendations 
In the pursuit of fostering sustainable and environmentally conscious agricultural practices, the 
transition to organic and agroecological production emerges as a pivotal imperative. This section 
delineates a series of recommendations meticulously crafted to guide and empower diverse 
stakeholders within the various products value chains. Recognizing the multifaceted nature of this 
transformation, the recommendations are strategically classified to address the unique roles and 
contributions of various stakeholders. From smallholder farmers to cooperatives, governmental 
bodies, and international actors, each recommendation is tailored to harness the collective strengths 
of these stakeholders, ultimately propelling the adoption of organic and agroecological practices. 

Farmers 

1. Training and Capacity Building: Participate in training programs to enhance understanding 
and skills in agroecological and organic farming practices. 

2. Support Networks: Become member of farmer cooperatives and support networks to share 
knowledge, resources, and experiences. 
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3. Development of entrepreneurship competence: Develop the required entrepreneurial skills 
by participating in targeted training and mentoring programs. 

Cooperatives 

1. Facilitate Training Programs: Collaborate with agricultural experts and NGOs to organize 
tailored training sessions, ensuring that cooperative members are well-equipped with the 
necessary skills and knowledge. 

2. Market Access Strategies: Establish partnerships with exporters, processors, and NGOs to 
create market linkages, and explore participation in trade fairs and events to showcase 
cooperative products. 

3. Quality Assurance: Invest in quality assurance measures to ensure that cooperative products 
meet the standards required for organic certifications. 

Processors  

1. Source from Agroecological Suppliers: Source products from agroecological and organic 
suppliers to meet the growing demand for sustainable products. 

2. Invest in Sustainable Practices: Adopt sustainable and eco-friendly processing practices to 
align with agroecological and organic principles. 

3. Market Differentiation: Leverage the quality features of agroecological products to 
differentiate them in the market and attract environmentally conscious consumers. 

Exporters 

1. Develop Market-Specific Strategies: Develop market-specific strategies for international 
markets, considering consumer preferences and certification requirements. 

2. Transparent Supply Chains: Implement traceability systems, collaborate with Certification 
Bodies and Cooperatives, and use technology to provide consumers with insights into the 
journey of products from farm to market. 

Governmental Agencies: 

1. Policy support: Engage with stakeholders, conduct policy research, and propose regulatory 
frameworks that encourage sustainable agriculture, including tax incentives and subsidies for 
farmers that adhere to agroecological practices. 

2. Infrastructure Development: Invest in rural infrastructure to facilitate the transportation and 
storage of agroecological and organic products. 

3. Research and Development: Allocate funds for research and development in agroecological 
practices, aiming to improve productivity and sustainable farming methods. 

4. Institutionalization: Integrate Agroecology in design, planning and implementation of 
agricultural policies. 

Certification Bodies 

1. Streamlined Certification Processes: Streamline certification processes to make them more 
accessible and efficient for farmers and cooperatives. 

2. Educational Initiatives: Launch educational initiatives to raise awareness among farmers 
and cooperatives about the importance and benefits of certification. 
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Non-Governmental Organizations (NGOs): 

1. Community Engagement and Education: Engage in community-based initiatives to raise 
awareness about sustainable farming practices and the benefits of agroecological transitions. 

2. Financial Support: Provide financial support to farmers and cooperatives for the initial costs 
associated with transitioning to agroecological and organic practices. 

3. Monitoring and Evaluation: Implement monitoring and evaluation programs to assess the 
impact of agroecological transitions on local communities and the environment. 

4. Improve the entrepreneurial skills of farmers: Provide targeted training programs, 
mentorship, and access to resources that empower farmers and producers to become 
effective entrepreneurs in the realm of sustainable agriculture. 

Extension and advisory services 

1. Training and Capacity Building for Extension Workers: Invest in training programs for 
extension workers to enhance their knowledge and skills in organic and agroecological farming 
practices. 

2. Increased Outreach and Farmer Engagement: Improve outreach efforts to connect with a 
larger number of farmers. This can involve community workshops, training sessions, and on-
farm demonstrations to engage farmers directly and provide practical guidance on the 
adoption of organic and agroecological practices. 

3. Digital Extension Services: Leverage technology to provide digital extension services, such 
as mobile apps, SMS alerts, and online resources. These platforms can disseminate 
information rapidly, reaching a wider audience and providing farmers with timely advice on 
sustainable farming practices. 

All relevant stakeholders 

1. Effective labelling schemes: Implement labelling schemes to provide several benefits for 
producers, consumers, and the overall sustainability of the agricultural sector. Labeling may 
include:  

a. certification marks (e.g. USDA Organic, EU Organic, Fair Trade, Rainforest Alliance); 
b. local and regional information that highlights the specific characteristics of food 

products produced through organic and agroecological practices;  
c. information that enhances traceability along the supply chain such as QR codes and 

barcodes.131 
2. Participatory Guarantee Systems132: Develop appropriate Participatory Guarantee Systems 

(PGS) at local level. PGSs can serve as a valuable solution to the challenges faced by farmers 
in obtaining and maintaining organic certification, especially in the context of agroecological 
products. Unlike traditional third-party certification systems, PGSs are locally focused, 
community-driven quality assurance systems that involve active participation and 
collaboration among farmers, consumers, and local stakeholders. 

In conclusion, the path toward sustainable agriculture demands a holistic approach that integrates 
tailored value propositions, strategic partnerships, and innovative business models. By following 

                                                
131 Interview conducted on 10.11.23. 
132 https://www.ifoam.bio/our-work/how/standards-certification/participatory-guarantee-systems/pgs-faqs  

https://www.ifoam.bio/our-work/how/standards-certification/participatory-guarantee-systems/pgs-faqs
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these recommendations and taking proactive next steps, stakeholders can actively contribute to the 
development of thriving markets for agroecological products, fostering economic growth, 
environmental sustainability, and improved livelihoods in the regions under consideration. 
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Annex II: Survey of local actors (questions) 

Farmers’ Questionnaire 
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Processors’ Questionnaire 
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Traders’ Questionnaire 
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Transporters’ Questionnaire 
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Consumers’ Questionnaire 
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Decision Makers/ Government Officials Questionnaire 
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Annex III: Relationships to be verified with 
statistical analysis 

CONSUMERS QUESTIONNAIRE 

Question 1.1: “To what extent does familiarity with the concept of agroecological products correlate 
with age and educational level”.  

Question 3.2: “What is the correlation between consumers' methods of sourcing agroecological 
products and their residence in rural or urban areas”. 

Question 4.1: “What is the correlation between the frequency of purchasing agroecological products 
and factors from question 3.3 (Environmental sustainability, Health and nutritional benefits, Supporting 
local farmers and communities, Ethical and social considerations, Taste and quality, Price, 
Availability).  

Question 4.2: “How are consumers' choices of purchasing locations for products based on 
agroecological practices correlated with factors from question 6.1 about information sources (Social 
media, Word of mouth, Food and agriculture events, Other consumers)” 

Question 5.1: “To what extent does the willingness to pay a higher price for agroecological products 
correlate with age, gender, urban/ rural area, education level”. 

PRODUCERS/ FARMERS QUESTIONNAIRE 

Question 1.1: “To what extent does familiarity with the concept of agroecological products correlate 
with age and type of farming operation”. 

Question 3.1: “How do farmers' choices of primary sales outlets for products based on agroecological 
practices correlate with factors such as focal crop and type of farming operation”. 

Question 4.2: “How does farmers' perception of consumers’ willingness to pay a premium for 
products based on agroecological practices correlate with pricing strategies (see question 4.1) and 
focal crop. 

Question 4.3: “What is the correlation between farmers' opinions on the strength of demand for 
agroecological products in local, regional, and international markets and the focal crop. 

PROCESSORS QUESTIONNAIRE 

Question 1.1: “To what extent does familiarity with the concept of agroecological products correlate 
with age, region of operation, raw products (question 2.3), finished products (question 2.4) and 
processing technique (question 2.5.)”. 

 Question 2.8: “How do processors' involvement in processing products based on agroecological 
practices correlate with product, region of operation and type of processing (question 2.10)”. 

Question 3.1: “To what extent is there a correlation between processors' perspectives on the current 
level of demand for processed agroecological products in their markets and factors such as product, 
region of operation and type of processing (question 2.10)”. 
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Question 3.4: “How do the distribution channels of processed agroecological products correlate with 
product, region of operation and type of processing (question 2.10)”. 

Question 4.1: "What is the correlation between the sources or raw agroecological products and 
factors such as product, region of operation and type of processing (question 2.10)”. 

Question 5.2: How does processors' perception of consumers’ willingness to pay a premium for 
products based on agroecological practices correlate with pricing strategies (see question 5.1) and 
product”. 

TRADERS QUESTIONNAIRE 

Question 1.1: “To what extent does familiarity with the concept of agroecological products correlate 
with age, region of operation and type of activity (question 2.3)”.  

Question 2.1: “How do traders’ involvement in trading products based on agroecological practices 
correlate with product, region of operation and type of activity (question 2.3)”. 

Question 3.1: “To what extent is there a correlation between traders' perspectives on the current 
level of demand for agroecological products in their markets and factors such as product, region of 
operation and type of activity (question 2.3).” 

Question 3.4: “How do the distribution channels of agroecological products correlate with product, 
region of operation and type of activity (question 2.3)”. 

Question 4.2: "What is the correlation between the sources or agroecological products and factors 
such as product, region of operation and type of activity (question 2.3)”. 

Question 5.2: How does traders' perception of consumers’ willingness to pay a premium for products 
based on agroecological practices correlate with pricing strategies (see question 5.1) and product”. 

TRANSPORTERS QUESTIONNAIRE 

Question 1.1: “To what extent does familiarity with the concept of agroecological products correlate 
with age, region of operation and type of activity (question 2.3)”. 

Question 2.1: “How do transporters’ involvement in transporting products based on agroecological 
practices correlate with product, region of operation and type of activity (question 2.3)”. 

Question 3.1: “To what extent is there a correlation between transporters’ perspectives on the current 
level of demand for transportation services for agroecological products in their markets and factors 
such as product, region of operation and type of activity (question 2.3).” 
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Annex IV: Survey of local actors (answers) 

Introduction 
Before completing the questionnaires, all respondents were: 

• introduced to the concept and objectives of CANALLS project; 
• presented with a definition of agroecological products. 

By providing insight on the CANALLS project, participants were equipped with the necessary 
background information to respond meaningfully to the survey questions. This step helped establish 
transparency, fostered participant engagement, and mitigated potential misunderstandings that could 
arise from differing interpretations of the project's scope and objectives. 

Presenting a clear definition of agroecological products enhanced the reliability and validity of the 
survey results. It minimized ambiguity and ensured that respondents were considering the same 
criteria when expressing their opinions or preferences regarding agroecological practices and 
products. 

Farmers’ answers 
162 farmers participated in the survey with an average age of 46.4 years. The subsequent figure 
illustrates that the largest proportion of farmers (41.6%) falls within the age range of 36 to 50 years. 
Those aged over 50 constitute the second-largest group at 36.6%, whereas the 23-35 age group ranks 
third with a representation of 21.7%. 

 

Figure 14: Farmers’ age groups 

The gender distribution among the surveyed farmers demonstrates a clear imbalance, with a 
substantial majority being male (see next figure). This disparity may indicate potential gender-related 
patterns or preferences within the farming community.   

23-35 36-50 >50
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Figure 15: Farmers’ gender distribution 

The preeminent focus among participants lies in cocoa cultivation, accounting for a substantial 
majority at 61.49%. In contrast, other crops claim significantly smaller shares: coffee stands at 
15.53%, cassava at 8.7%, maize at 6.21%, and rice at 4.35%. 

 
Figure 16: Focal crops  

In line with the predominant model observed in the surveyed countries, the majority of participating 
farmers fall within the smallholder category, comprising 80.1%. Nonetheless, some representation is 
also found among big farms, accounting for 14.9%, and cooperatives, contributing 3.7% to the overall 
participants’ profile. 

 
Figure 17: Type of farming operation  

Our initial inquiry aimed to assess the participants’ familiarity with the concept of agroecology. 
Encouragingly, the results indicate that a substantial majority, constituting 76.4%, are at least 
somewhat familiar with agroecology. This high level of awareness suggests a positive foundation for 
discussions and initiatives related to agroecological practices within the surveyed group. It also 
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signifies a potential receptiveness to sustainable and ecologically sound agricultural approaches 
among the participants. 

 
Figure 18: Familiarity with agroecological practices (farmers) 

The analysis reveals that participants’ decision-making regarding engagement with agroecology is 
notably influenced by several key factors. Environmental sustainability emerges as the primary 
consideration for a significant portion, accounting for 34.9%. Following, the improvement of soil health 
holds substantial importance for 23% of participants, while economic benefits constitute a significant 
factor for 20.4%. This triad of environmental sustainability, soil health enhancement, and economic 
advantages stands out as the predominant set of considerations shaping participants’ perspectives 
and choices in embracing agroecological practices. 

 
Figure 19: Factors that influence farmers’ decisions on engagement with agroecological practices 

An intriguing discovery from our research is that cooperatives emerge as the primary sales outlets for 
participants engaged in marketing products based on agroecological practices, representing a 
substantial 46.8%. Exporters play a significant role, accounting for 18%, while traders contribute to 
the distribution chain with a noteworthy 16%. This distribution pattern highlights the pivotal role of 
cooperative structures in facilitating the marketing of agroecologically produced goods, with exporters 
and traders also playing substantial roles in the broader market network. Understanding these 
preferred sales outlets is crucial for designing effective marketing strategies that align with the 
participants’ engagement in agroecology. 
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Figure 20: Primary sales outlets for farmers 

Regarding the pricing products based on agroecological practices, participants predominantly adopt 
a market-based approach, constituting a substantial majority at 66.7%. This model involves 
determining prices based on the prevailing market conditions, supply and demand dynamics, and 
competition. It reflects a responsive strategy that aligns product value with market forces. 

Alternatively, a noteworthy portion of participants engages in bargaining as a pricing model, 
representing 17.6%. In this approach, negotiations between producers and buyers play a pivotal role 
in determining the final product price. Bargaining allows for a more personalized and context-specific 
pricing strategy, emphasizing direct interaction between stakeholders. 

Another significant pricing model observed is the third-party approach, accounting for 8.2%. In this 
scenario, an external actor within the value chain assumes the role of dictating prices. This could be 
an intermediary, distributor, or any other entity with influence over pricing decisions. The third-party 
model introduces an additional layer of complexity, as the price is determined by factors beyond the 
direct interaction between producers and the market. 

 

Figure 21: Preferred pricing models for farmers 

The participants’ perspectives on consumers’ willingness to pay more for agroecological products 
reveal a balanced sentiment. Slightly over half of the respondents, specifically 52.8%, express the 
belief that consumers are unwilling to pay a premium for agroecological products. Conversely, the 
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remaining participants hold the opposite view, suggesting that there is a segment of consumers willing 
to pay more for products cultivated through agroecological practices.  

This divergence in opinions underscores the complexity of consumer behaviour and preferences in 
the context of agroecological products. It also emphasizes the need for further investigation into the 
factors influencing consumer decisions, potentially involving educational efforts or marketing 
strategies to communicate the value and benefits associated with agroecological practices. 

 

Figure 22:Perveived consumers’ willingness to pay a premium (farmers) 

As anticipated, a significant majority of participants, accounting for 55.7%, perceive international 
markets as having the most robust demand for products based on agroecological practices. Following 
this trend, local markets secure the second position with 22.15% of participants expressing belief in 
their strength. 

However, it’s noteworthy that a substantial portion of respondents, representing 12.7%, hold the view 
that there is currently no market for agroecological products. This perception could be influenced by 
various factors such as limited awareness, insufficient market infrastructure, or challenges in 
effectively communicating the value proposition of agroecological products to potential buyers. 

 
Figure 23: Strength of demand per market category (farmers) 

The factors influencing the demand for agroecological products reveal a hierarchy, with good quality 
emerging as the most pivotal factor, expressed by 33.8% of participants. This emphasizes the 
fundamental importance of delivering high-quality products to attract and retain consumers interested 
in agroecological practices. 
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Following closely, concerns about population increase are believed to contribute significantly to the 
demand, with 24.6% of participants highlighting their impact. This suggests that awareness of 
sustainable and agroecological practices is intertwined with broader concerns about food security and 
the ability to meet the demands of a growing global population. 

Organic certification holds a substantial but somewhat lower position, suggested by 14.1% of the 
participants. This underscores the significance of certification in assuring consumers of the adherence 
to organic standards, contributing to their purchasing decision. 

 

Figure 24: Factors affecting demand (farmers) 

The overwhelming optimism expressed by respondents regarding the future outlook of the 
agroecological sector is noteworthy, with more than 87% expressing confidence in its growth over the 
next five years. This optimistic perspective suggests a collective belief among participants in the 
sustainability, viability, and potential expansion of agroecological practices. Such positive sentiments 
can serve as a motivating force for continued investment, innovation, and collaboration within the 
agroecological sector. It also underscores a shared expectation that societal and market trends will 
increasingly align with the principles and benefits associated with agroecology. 

While this optimism is encouraging, it’s crucial for stakeholders, policymakers, and practitioners to 
work collaboratively to address challenges and capitalize on opportunities that may arise during this 
anticipated growth. This shared confidence in the future of the agroecological sector provides a solid 
foundation for collective efforts aimed at fostering sustainable agriculture practices. 

 

Figure 25: Expected growth of agroecological sector in the next 5 years (farmers)  
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Consumers’ answers 
Consumers responses were anticipated to yield valuable insights into the trends and dynamics of the 
agroecological market. By understanding consumer perspectives, preferences, and behaviours, 
stakeholders can gain crucial information about the market’s current state and potential future 
trajectories. 

Collecting 78 questionnaires from consumers is a commendable effort, providing a substantial dataset 
for analysis. The mean age of 41 years suggests a diverse representation across age groups, allowing 
for a comprehensive understanding of consumer perspectives. 

Examining the age distribution, the majority of participants, at 42.3%, fall within the 35-50 age group. 
This demographic is often a key target for market strategies due to their purchasing power and 
influence. Following closely, consumers under 35 years old make up 38.5% of participants, indicating 
a significant presence of younger individuals in the survey. The third position is held by consumers 
older than 50 years, further contributing to the overall diversity of the sample. 

 
Figure  26: Age distribution of participants (consumers) 

Having a satisfactory representation of both men and women among the respondents is crucial for 
obtaining a well-rounded understanding of consumer perspectives on agroecological products. While 
men make up the majority at 61.5%, the notable presence of women at 38.4% enhances the diversity 
and inclusivity of the survey. 

 
Figure 27: Gender distribution of participants (consumers) 

Education level is a critical factor for market segmentation in the context of agroecological products. 
By including a diverse range of educational backgrounds, the survey aimed to capture how individuals 
with different cognitive foundations respond to innovative concepts, thereby enriching the 
understanding of market dynamics. 

<35 35-50 >50

Female Male



 

Page 144 of 181 D5.1 Consumer segments for agroecological food products 

GA 101083653 

 

The inclusion of a significant proportion of individuals with university education, constituting 48.7%, 
acknowledges the potential influence of higher education on receptiveness to new and innovative 
ideas. Following this, participants with secondary education make up 28.2%, and those with primary 
education represent 19.23%. This segmentation ensures a varied representation of educational 
backgrounds, allowing for nuanced insights into how varying levels of education may shape attitudes 
and perceptions toward agroecological products. 

 
Figure 28: Distribution of education level of participants (consumers) 

The initial question of our survey regarding the consumers’ familiarity with the concept of agroecology 
sets the foundation for exploring potential correlations between familiarity and demographic factors 
such as age and education level. Though no such correlations were confirmed, the significant finding 
that the vast majority of participants, comprising 80%, have at least a slight familiarity with 
agroecology is indeed encouraging. This high level of awareness sets a positive foundation for future 
initiatives aimed at promoting and expanding the concept of agroecology in the countries of interest. 

 
Figure 29: Familiarity with agroecological products (consumers) 

A noteworthy aspect of our survey was determining the number of respondents who had experience 
with products produced through agroecological practices. The findings revealed a positive trend, with 
almost 90% of participants identifying themselves as consumers of agroecological products. This high 
percentage is a pleasant surprise, indicating a considerable existing market for such products among 
the surveyed population.  
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Figure 30: Have you ever consumed products based on agroecological practices? 

The survey inquired about the ways respondents locate agroecological products, revealing notable 
patterns. A significant majority of consumers (46.1%) prefer acquiring agroecological products directly 
from farmers. Social circles play a key role for 25.6% of participants, while 16.7% rely on 
advertisements for relevant information. Notably, only 11.5% have identified a suitable niche market. 
These findings highlight the prominence of direct farmer engagement and word-of-mouth influence, 
underscoring the significance of personal connections and direct sourcing in the agroecological 
product market. 

 
Figure 31: Methods of sourcing agroecological products (consumers) 

The survey delved into the factors influencing decision-making in agroecological product purchases, 
yielding insightful results. Health and nutritional benefits emerged as the foremost influence, driving 
42.3% of consumers to prefer agroecological products. Following closely, taste and quality played a 
significant role for 25.6% of respondents, while environmental sustainability was a notable factor for 
21.8%. A noteworthy finding from this question is that price seems to have minimal influence on 
buying decisions for agroecological products, registering at just 1.3%. This suggests that consumers, 
at least in this sample, prioritize other factors over price considerations when opting for agroecological 
products. This insight underscores the unique market dynamics within the agroecological sector, 
where consumers place a premium on factors beyond cost, reflecting a commitment to values and 
priorities associated with these products. 
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Figure 32: Factors influencing decisions to buy agroecological products (consumers) 

Examining the frequency of purchasing is crucial for understanding the buying behavior of potential 
customers for agroecological products. Notably, a weekly buying pattern is the most common, with 
38.5% of participants engaging in this regular purchasing behavior. On the other hand, less than 38% 
of respondents claim to either never or hardly ever buy agroecological products. This observed pattern 
of a significant portion of participants purchasing agroecological products on a weekly basis could 
potentially serve as a leverage point for expanding the market. The consistent and frequent buying 
behaviour indicates a regular demand, presenting an opportunity for market growth by strategically 
catering to the preferences of consumers who are already seeking and purchasing agroecological 
products. 

 
Figure 33: Frequency of purchasing agroecological products (consumers) 

Undoubtedly, as one of the foundational 4 Ps of Marketing, the 'place' aspect holds paramount 
importance in delineating the market for any product, including agroecological products. Analysing 
responses to a pertinent question underscores that local markets play a crucial role, representing 
62.5% as a preferred outlet for purchasing agroecological products. Direct purchasing from farmers 
follows at 19.4%, and supermarkets rank third with 9.7%. This market distribution highlights the 
significance of local markets in the agroecological sector, emphasizing the value of proximity and 
direct sourcing for consumers in the purchase decisions. 
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Figure 34: Purchasing locations (consumers) 

Given the relatively early stage of development in the market for agroecological products, it is 
anticipated that consumers may encounter challenges in accessing such products. The most 
prevalent of these challenges, as reported by respondents, include issues of low availability, identified 
by 40.9% of participants, and concerns about high prices, acknowledged by 37.9%. These challenges 
underscore the need for strategic interventions to improve product distribution, enhance availability, 
and address pricing dynamics in order to facilitate broader consumer access to agroecological 
products. 

 
Figure 35: Challenges to access products based on agroecological practices (consumers) 

As mentioned earlier, our respondents exhibit a notable insensitivity to price when it comes to 
purchasing agroecological products. Remarkably, over 70% of survey participants express a 
willingness to pay a premium for agroecological products. This robust willingness to invest in 
agroecological choices indicates a premium market dynamic, where consumers prioritize the 
perceived value and quality attributes of the product over its price. This insight emphasizes the 
significance of highlighting the unique values and benefits associated with agroecological practices 
when marketing to consumers. 
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Figure 36: Are you willing to pay a higher price for products based on agroecological practices? 

The survey aimed to illuminate the sources consumers use to gather information on agroecological 
products. The findings indicate that word of mouth is the most prevalent means, with 46.1% of 
respondents relying on personal recommendations. Following, information from other consumers 
accounts for 23.1%, and social media plays a notable role for 17.9%. This underscores the influential 
role of interpersonal communication and peer recommendations in shaping consumer perceptions 
and choices within the agroecological product market. 

 
Figure 37: Main information sources (consumers) 

In a promising revelation, the survey participants display a high level of optimism regarding the future 
trajectory of the agroecological sector. Over 86% express confidence that there will be more than 
slight growth in the next five years. This optimistic sentiment among participants underscores a 
positive outlook for the expansion and acceptance of agroecological practices, suggesting a collective 
belief in the sector's potential for sustained growth and impact over the coming years. 

 
Figure 38: Expected growth of agroecological sector in the next 5 years (consumers) 
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Processors’ answers 
Processors are crucial contributors in the value chain of agroecological products, serving as the bridge 
between producers and consumers while adding value to these products. Analysing the perspectives 
of processors provides unique insights into the dynamics of the agroecological market. 

The 41 collected questionnaires serve as a sufficient sample, offering a foundation for initial 
conclusions and guiding future actions to deepen our comprehension of the agroecological sector. 
With a mean age of 43 years, the sample reflects diversity across age groups, enhancing the 
comprehensiveness of insights into the perspectives of processors in the agroecological value chain. 

The responses to our initial question highlight a significant level of familiarity with the concept of 
agroecology among the majority (about 88%) of respondents. The robust familiarity suggests a 
potential receptiveness among participants towards embracing sustainable and ecologically sound 
agricultural approaches, indicating a promising starting point for engaging them in initiatives related 
to agroecology. 

 
Figure 39: Familiarity with the concept of agroecological products (processors) 

The survey results indicate that an overwhelming majority of respondents, comprising 88%, are 
actively involved in processing products based on agroecological practices. This high percentage 
underscores a substantial engagement and commitment among the participants to incorporate 
agroecological principles into their processing activities. 

 
Figure 40: Are you currently processing products from agroecological practices? 

An important observation from the survey is that most respondents, specifically 61%, are involved in 
operating mills. Following this, grinders represent 14.6%, and packagers account for 12.2%. This 
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distribution provides a clear insight into the primary processing activities among the surveyed group, 
with milling being the predominant function. 

 
Figure 41: Type of processing 

The survey reveals a diverse range of perspectives among participants regarding the demand for 
agroecological products in the markets they operate. While the majority (39%) holds the view that the 
demand for agroecological products can be considered as high, a significant minority (36,6%) tends 
to believe otherwise. This diversity in opinions underscores the complexity of market dynamics and 
suggests variations in the perceived demand for agroecological products among the surveyed group. 

 
Figure 42: Perceived level of demand for agroecological products (processors) 

As shown in the next figure, the most prevalent distribution channel is “Other” (46,3%) followed by 
local retailers (26,8%) and export markets (14,6). The "Other" category calls for further elaboration to 
gain deeper insights into how agroecological products are distributed within the countries of interest. 
This exploration could unveil unique and innovative distribution methods that contribute to the 
prevalence of this category. Additionally, the notable presence of local retailers surpassing exporters 
is intriguing. This dynamic hints at the emergence of a local market for some of the agroecological 
products under consideration. This insight into the prioritization of local retail channels suggests a 
potential shift towards promoting and meeting local consumer demands, providing valuable 
information for market strategies and development effort.  
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Figure 43: Distribution channels (processors) 

In terms of raw product sourcing, a predominant trend among participants is the direct purchase from 
agroecological farms, with 70.7% of respondents following this approach. This strong inclination 
towards sourcing directly from agroecological farms underscores a direct and transparent supply 
chain model and indicates a preference among processors for establishing close relationships with 
agricultural producers. 

 
Figure 44: Sourcing of raw materials (processors) 

The participants' opinions regarding the willingness of consumers to pay more for agroecological 
products are notably divided, suggesting that a clear momentum has not yet been established in terms 
of consumer trends in the agroecological sector of the under-examination countries. This divergence 
in perspectives may indicate a dynamic and evolving landscape where consumer behaviors and 
preferences are still in the process of crystallizing. It underscores the need for continued observation 
and analysis to capture emerging patterns and understand the factors influencing consumer decisions 
in the agroecological market. 
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Figure 45: Perceived consumers’ willingness to pay a premium for agroecological products (processors) 

The next figure illustrates that a significant portion of processors (43.9%) adopt a cost-plus pricing 
strategy for agroecological products. Additionally, a significant percentage of respondents (29.3%) 
employ a value-based pricing approach. This distribution sheds light on the pricing strategies 
prevalent among processors in the agroecological sector. The use of cost-plus pricing suggests a 
consideration of production costs, while the adoption of value-based pricing reflects an emphasis on 
the perceived value and benefits of agroecological products. 

 

Figure 46: Pricing policies (processors) 

Traders’ answers 
Traders play a crucial role within the agroecological product value chain, serving as vital intermediaries 
connecting producers with consumers and enhancing the overall value of these products. Delving into 
traders' perspectives offers distinctive insights into the intricate dynamics of the agroecological market. 

With a dataset of 38 collected questionnaires, the sample size provides a sufficient foundation for 
drawing preliminary conclusions and guiding future initiatives to deepen our comprehension of the 
agroecological sector from the traders' viewpoint. The mean age of 42,2 years within the sample 
contributes to a diverse range across age groups, adding richness to the comprehensiveness of 
insights into traders' perspectives within the agroecological value chain. 

No, lower than conventional No, same as conventional

Yes, slighty Yes, significantly

0 10 20 30 40 50

Competition_based

Cost_based

Dynamic pricing

Value-based



 

Page 153 of 181 D5.1 Consumer segments for agroecological food products 

GA 101083653 

Responses to the initial question underscore a notable familiarity with the concept of agroecology 
among the majority (approximately 87%) of traders suggesting a potential openness among them to 
adopt sustainable and ecologically sound approaches, marking a promising starting point for engaging 
them in initiatives related to agroecology. 

 

Figure 47: Familiarity with the concept of agroecological products (traders) 

The survey findings reveal a significant level of involvement among respondents in trading products 
based on agroecological practices, with an overwhelming majority of 92%. This high percentage 
underscores a robust engagement and commitment among participants to integrate agroecological 
principles into their trading activities. It signifies a considerable dedication to promoting and supporting 
sustainable and ecologically conscious agricultural practices within the trading sector. 

 

Figure 48: Are you currently involved in trading of products based on agroecological practices? 

Illustrated in the following figure, a predominant proportion of respondents (31%) emanated from the 
retail sector, with importers/exporters (20%) and distributors (17%) following suit. 
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Figure 49: Type of trading activity 

A substantial majority of our participants (72%) holds the view that demand for agroecological products 
is, at least, high. This prevalent perspective may serve as a cornerstone for further development and 
consolidation of the agroecological market in the countries of interest. The widespread 
acknowledgment of elevated demand creates a favourable environment for fostering growth and 
encouraging the adoption of agroecological practices, paving the way for a promising future in these 
regions. 

 

Figure 50: Perceived level of demand for agroecological products (traders) 

The predominant distribution channel for trading agroecological products appears to be local markets, 
constituting 58% of the distribution, while export markets follow in second place at 34%. This 
distribution sheds light on the primary avenues through which agroecological products are traded, 
emphasizing the significance of local markets in facilitating the accessibility and availability of these 
products. The substantial representation of export markets suggests a potential for broader reach and 
international engagement in the trade of agroecological products. 

 

Figure 51: Distribution channels (traders) 

When it comes to product sourcing, a prevailing trend among traders is the direct purchase from 
agroecological farms, with 65% of respondents adopting this approach. This inclination towards 
sourcing directly from agroecological farms is also notable among the processors who took part in our 
survey. From the above it becomes obvious that there is a clear preference for transparent and direct 
supply chains and that strong links exist between the farmers and the rest of the value chain actors. 
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Figure 52: Sourcing of agroecological products (traders) 
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Transporters’ answers 
Transporters play a pivotal role in the agroecological product value chain, serving as indispensable 
intermediaries that facilitate the movement of the products between the various value chain actors. 
Exploring the viewpoints of transporters provides distinct insights into the nuanced dynamics of the 
agroecological market. 

With a dataset comprising 29 collected questionnaires, the sample size forms a foundation for drawing 
initial conclusions and guiding forthcoming initiatives to deepen our comprehension of the 
agroecological sector from the transporters' perspective. The mean age of 34 years within the sample 
introduces diversity across age groups, enriching the comprehensiveness of insights into transporters' 
perspectives within the agroecological value chain. 

In contrast to the other surveyed groups, transporters exhibit a limited familiarity with agroecology, 
with almost half of them (48.3%) indicating that they have little or no knowledge about agroecological 
products. There is a clear need for targeted initiatives to enhance awareness about the concept of 
agroecology among transporters.  

 
Figure 53: Familiarity with the concept of agroecological products (transporters) 

Despite the earlier finding indicating limited familiarity, a significant majority of respondents (82.7%) 
are actively engaged in transporting products based on agroecological practices. This paradoxical 
situation suggests that, while there may be a lack of awareness about the concept among some, a 
substantial number of transporters are actively participating in the transportation of agroecological 
products. This underscores the practical involvement of transporters in facilitating the movement of 
such products, despite potential gaps in theoretical knowledge about agroecology. 
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Figure 54: Are you currently involved in transporting products based on agroecological practices? 

The resounding consensus among the participating transporters, with a significant majority at 55.2%, 
is that there exists a substantial demand for transportation services tailored to agroecological 
products. The acknowledgment of this high demand is a promising sign, suggesting a positive 
reception and recognition of the importance of transporting agroecological products within the market. 
It underscores the potential growth and significance of sustainable transportation services in 
supporting the agroecological sector's development. 

 
Figure 55: Perceived level of demand for transportation services for agroecological products  
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Annex V: Experts’ opinions 

Interview Guide 1: Domestic markets 
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Interview Guide 2: International markets 
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Annex VI: Additional consumers’ survey 

Questionnaire 
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Results 

 

Table 6: Analysis results – All countries 

 

 

 

 

 

All
Q2.1.1..Interested.in.
healthy.lifestyle

Q2.1.2..conscious.efforts.t
o.eat.healthy

Q2.1.3..regularly.exercis
e

Q2.1.4..attention.to.pro
duct.labels

Q2.1.5..concerned.ab
out..impact.of.climat
e.change

Q2.1.6.Try.to.reduce
.carbon.footprint

Q2.1.7.Support.business
es.that.prioritize.environ
mental.sustainability

Q2.1.8..Actively.seek.e
nvironmentally.friendly.
products

Q2.1.9..Important.to.su
pport.local.economy

Q2.1.10..Interaction.wit
h.food.producers.is.imp
ortant

Q1.1.Country 0.051249 0.000583 1.7e-05 0.02005 1.70E-05 0.005417 1.7e-05 3.00E-04 0.0042 1.7e-05

Q1.2.Area 0.638973 0.275929 5.00E-05 0.00195 0.028383 0.000533 0.019766 8.00E-04 0.749804 0.001017

Q1.3.Age 0.690672 0.385277 0.938951 0.864269 0.034783 0.371744 0.648906 0.389644 0.256046 0.398027

Q1.4.Gender 0.083649 0.37111 0.011616 0.081415 0.574624 0.644639 0.089565 0.079499 0.22628 0.061332

Q1.5.Education 0.438393 0.284079 1.7e-05 0.046649 1.7e-05 0.00295 0.003117 0.004617 0.086715 1.7e-05

Q1.6.Income 0.79302 0.288695 0.011716 0.503858 0.0017 0.17988 0.044883 0.468559 0.772004 0.085815

Q1.7.Job 0.589424 0.080549 0.021233 0.219713 0.128248 0.083649 0.251562 0.287145 0.0158 0.093532

Q1.8.Size.of.household 0.942484 0.18118 0.315078 0.894285 0.104415 0.327478 0.026833 0.059116 0.732254 0.121215

All

Q2.1.11..Interested.i
n.learning.about.wher
e.food.comes.from

Q2.1.12..Interested.in.the.
preservation.of.local.tradit
ions.and.heritage

Q3.1.Familiarity.with.pro
ducts.based.on.agroecol
ogical.practices

Q4.1.Ever.consumed.pro
ducts.based.on.agroecol
ogical.practices.

Q5.1.Preference.for.p
roducts.based.on.agr
oecological.practices

Q5.2.How.do.you.ide
ntify.such.products.

Q6.1.Frequency.of.purch
ase.such.products

Q6.2.Where.do.you.buy
.such.products.

Q7.1.Willingness.to.pa
y.a.higher.price.for.suc
h.products

Q8.1.Where.do.you..gat
her.information.about.su
ch.products

Q1.1.Country 5.00E-05 1.00E-04 1.7e-05 0.489759 0.209997 0.194713 1.7e-05 1.7e-05 0.179747 1.7e-05

Q1.2.Area 1.7e-05 1.7e-05 0.392793 0.000117 0.414043 0.032483 1.7e-05 0.015716 0.02145 0.000567

Q1.3.Age 0.286995 0.406793 0.015033 0.041783 0.041099 0.149264 0.011816 0.239029 0.538108 0.232613

Q1.4.Gender 0.032566 0.181914 0.022316 0.143014 0.489875 0.937068 0.484109 0.709822 0.429576 0.142748

Q1.5.Education 1.7e-05 1.7e-05 0.00235 0.007633 0.034749 0.130748 1.7e-05 0.00225 0.003033 0.000183

Q1.6.Income 0.249796 0.633406 0.000883 0.00465 0.01465 0.056516 0.00165 0.270429 0.404677 0.000683

Q1.7.Job 0.000333 0.002967 0.00445 0.266846 0.293512 0.295862 0.001933 0.003117 0.042933 0.022616

Q1.8.Size.of.household 0.135731 0.069116 0.387327 0.275429 0.090232 0.121148 0.116948 2.00E-04 0.149814 0.324878
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Table 7: Analysis results – Rwanda 

 

 

 

 

 

Rwanda
Q2.1.1..Interested.in.h
ealthy.lifestyle

Q2.1.2..conscious.effort
s.to.eat.healthy

Q2.1.3..regularly.exerc
ise

Q2.1.4..attention.to.pro
duct.labels

Q2.1.5..concerned.
about..impact.of.cli
mate.change

Q2.1.6.Try.to.reduc
e.carbon.footprint

Q2.1.7.Support.business
es.that.prioritize.environ
mental.sustainability

Q2.1.8..Actively.seek.
environmentally.frien
dly.products

Q2.1.9..Important.to.sup
port.local.economy

Q2.1.10..Interaction.wit
h.food.producers.is.imp
ortant

Q1.2.Area 0.604507 0.838969 0.366144 0.123148 0.496992 0.22973 0.39906 0.785987 0.577824 0.38146

Q1.3.Age 0.656339 0.757304 0.994533 0.453826 0.047533 0.18233 0.243896 0.884969 0.357094 0.456709

Q1.4.Gender 0.923018 0.430909 0.567674 0.787304 0.550707 0.453259 0.936568 0.315561 0.784704 1

Q1.5.Education 0.304378 0.446643 0.106215 0.002783 0.037699 0.485109 0.205013 0.557907 0.243046 0.78697

Q1.6.Income 0.756004 0.566607 0.417376 0.231629 0.440643 0.902402 0.20273 0.716705 0.81842 0.677322

Q1.7.Job 0.095532 0.283045 0.953434 0.712088 0.080649 0.235263 0.414843 0.640539 0.003033 0.285695

Q1.8.Size.of.household 0.443726 0.689539 0.990917 0.874202 0.107448 0.836636 0.165114 0.01655 0.079115 0.39441

Rwanda

Q2.1.11..Interested.in.l
earning.about.where.fo
od.comes.from

Q2.1.12..Interested.in.th
e.preservation.of.local.tr
aditions.and.heritage

Q3.1.Familiarity.with.p
roducts.based.on.agro
ecological.practices

Q4.1.Ever.consumed.pro
ducts.based.on.agroecol
ogical.practices.

Q5.1.Preference.for
.products.based.on.
agroecological.prac
tices

Q5.2.How.do.you.id
entify.such.product
s.

Q6.1.Frequency.of.purch
ase.such.products

Q6.2.Where.do.you.b
uy.such.products.

Q7.1.Willingness.to.pay.
a.higher.price.for.such.p
roducts

Q8.1.Where.do.you..gat
her.information.about.su
ch.products

Q1.2.Area 0.187564 0.239529 0.983134 1 0.736771 0.376177 0.334111 0.702605 0.029016 0.451159

Q1.3.Age 0.671822 0.840836 0.044399 0.368661 0.569391 0.755737 0.450659 0.230013 0.674239 0.573424

Q1.4.Gender 0.835153 0.144264 0.784537 0.310579 0.198797 0.304028 0.557391 0.883435 0.353311 0.886152

Q1.5.Education 0.069366 0.931918 0.524408 0.77457 0.0283 0.339278 0.170847 0.292995 0.40111 0.586224

Q1.6.Income 0.319361 0.725355 0.072482 0.145981 0.289712 0.944918 0.37651 0.57994 0.871069 0.946201

Q1.7.Job 0.087915 0.434459 0.191013 0.611006 0.533941 0.878202 0.199497 0.085715 0.080249 0.486842

Q1.8.Size.of.household 0.707122 0.737754 0.101632 0.967051 0.038616 0.865252 0.279129 0.253762 0.430176 0.011483
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Table 8: Analysis results – Cameroon 

 

 

 

 

 

Cameroon
Q2.1.1..Interested.i
n.healthy.lifestyle

Q2.1.2..conscious.effor
ts.to.eat.healthy

Q2.1.3..regularly.ex
ercise

Q2.1.4..attention.to.pro
duct.labels

Q2.1.5..concerned.ab
out..impact.of.climat
e.change

Q2.1.6.Try.to.reduce.c
arbon.footprint

Q2.1.7.Support.business
es.that.prioritize.environ
mental.sustainability

Q2.1.8..Actively.seek.en
vironmentally.friendly.pr
oducts

Q2.1.9..Important.to.sup
port.local.economy

Q2.1.10..Interaction.wit
h.food.producers.is.imp
ortant

Q1.2.Area 0.113565 0.020933 0.545824 0.17573 0.045866 0.005467 0.116231 0.207297 0.252996 0.446059

Q1.3.Age 0.690222 0.01025 0.644873 0.134764 0.397693 0.019516 0.78652 0.091415 0.18403 0.382094

Q1.4.Gender 0.127465 0.011883 0.047649 0.341194 0.071565 0.128848 0.636423 0.011316 0.132064 0.245913

Q1.5.Education 0.141281 0.099665 0.388827 0.561407 0.264829 0.58074 0.128415 0.225996 0.368394 0.264562

Q1.6.Income 0.300012 0.869619 0.394193 0.887702 0.850919 0.98125 0.877052 0.463209 0.288895 0.82842

Q1.7.Job 0.900352 0.284879 0.460726 0.069499 0.832203 0.138548 0.913485 0.80507 0.400977 0.529725

Q1.8.Size.of.household 0.793487 0.286979 0.772487 0.630473 0.002167 0.476159 0.113465 0.684205 0.467459 0.437009

Cameroon

Q2.1.11..Interested.
in.learning.about.wh
ere.food.comes.fro

Q2.1.12..Interested.in.t
he.preservation.of.local
.traditions.and.heritage

Q3.1.Familiarity.wit
h.products.based.o
n.agroecological.pr

Q4.1.Ever.consumed.pro
ducts.based.on.agroecol
ogical.practices.

Q5.1.Preference.for.p
roducts.based.on.agr
oecological.practices

Q5.2.How.do.you.iden
tify.such.products.

Q6.1.Frequency.of.purch
ase.such.products

Q6.2.Where.do.you.buy.
such.products.

Q7.1.Willingness.to.pay.
a.higher.price.for.such.p
roducts

Q8.1.Where.do.you..gat
her.information.about.su
ch.products

Q1.2.Area 0.166164 0.171347 0.518408 0.699072 0.481142 0.174747 0.654839 0.588024 0.537341 0.348194

Q1.3.Age 8.3e-05 0.073782 0.051749 0.419343 0.001383 0.427526 0.046483 0.326895 0.034683 0.092698

Q1.4.Gender 0.036266 0.343211 0.875702 0.339762 0.131998 0.964234 0.430776 0.670739 0.764087 0.501992

Q1.5.Education 0.175614 0.283279 0.757054 0.58874 0.982584 0.354061 0.658239 0.724288 0.065999 0.034449

Q1.6.Income 0.471809 0.663756 0.671505 0.476375 0.448793 0.748088 0.79672 0.461176 0.063699 0.332511

Q1.7.Job 0.010533 0.452326 0.154164 0.990883 0.103898 0.963367 0.147231 0.226463 0.421776 1.7e-05

Q1.8.Size.of.household 0.027333 0.233246 0.100298 0.571474 0.000517 0.150147 0.880685 0.016483 0.454992 0.126798



 

Page 176 of 181 D5.1 Consumer segments for agroecological food products 

GA 101083653 
 

 

 

 

Table 9: Analysis results – DRC 

 

 

 

 

 

 

DRC
Q2.1.1..Interested.in.he
althy.lifestyle

Q2.1.2..conscious.effort
s.to.eat.healthy

Q2.1.3..regularly.exercis
e

Q2.1.4..attention.to.pro
duct.labels

Q2.1.5..concerned.abou
t..impact.of.climate.cha
nge

Q2.1.6.Try.to.reduce.car
bon.footprint

Q2.1.7.Support.business
es.that.prioritize.environ
mental.sustainability

Q2.1.8..Actively.seek.en
vironmentally.friendly.pr
oducts

Q2.1.9..Important.to.sup
port.local.economy

Q2.1.10..Interaction.wit
h.food.producers.is.imp
ortant

Q1.2.Area 0.0085 0.275129 0.880135 0.441326 0.547874 0.191597 0.837236 0.149614 0.921151 0.241129

Q1.3.Age 0.674272 0.37081 0.236096 0.407477 0.9869 0.716221 0.481309 0.57284 0.180564 0.550324

Q1.4.Gender 0.279545 0.140098 0.484109 0.593173 0.114881 0.512758 0.083765 0.495775 0.325028 0.744654

Q1.5.Education 0.568891 0.598357 0.673972 0.961884 0.009 0.079449 0.029516 0.029183 0.242396 0.38711

Q1.6.Income 0.767704 0.775654 0.234929 0.328911 0.39771 0.01255 0.059066 0.268596 0.544274 0.244179

Q1.7.Job 0.035633 0.264762 0.909735 0.611406 0.090415 0.280745 0.767437 0.193413 0.324128 0.660189

Q1.8.Size.of.household 0.751087 0.884502 0.279495 0.646973 0.472425 0.124198 0.957234 0.388377 0.288845 0.950001

DRC

Q2.1.11..Interested.in.le
arning.about.where.food
.comes.from

Q2.1.12..Interested.in.th
e.preservation.of.local.tr
aditions.and.heritage

Q3.1.Familiarity.with.pro
ducts.based.on.agroecol
ogical.practices

Q4.1.Ever.consumed.pro
ducts.based.on.agroecol
ogical.practices.

Q5.1.Preference.for.pro
ducts.based.on.agroecol
ogical.practices

Q5.2.How.do.you.identif
y.such.products.

Q6.1.Frequency.of.purch
ase.such.products

Q6.2.Where.do.you.buy.
such.products.

Q7.1.Willingness.to.pay.
a.higher.price.for.such.p
roducts

Q8.1.Where.do.you..gat
her.information.about.su
ch.products

Q1.2.Area 0.537458 0.040566 0.348578 0.02495 0.335361 0.755704 0.034933 0.643023 0.093165 0.155647

Q1.3.Age 0.635423 0.849403 0.037016 0.265912 0.515491 0.740988 0.521041 0.387377 0.444593 0.286412

Q1.4.Gender 0.80672 0.442559 0.022933 0.082982 0.083765 0.584557 0.005633 0.227496 0.040349 0.532341

Q1.5.Education 0.295462 0.012183 0.680655 0.069266 0.649123 0.506942 0.054516 0.463726 0.322161 0.833919

Q1.6.Income 0.60794 0.085532 0.073499 0.623556 0.062482 0.223196 0.097515 0.333661 0.488509 0.461726

Q1.7.Job 0.077732 0.387327 0.683805 0.104448 0.098832 0.120048 0.245213 0.405493 0.456992 0.271212

Q1.8.Size.of.household 0.713988 0.79692 0.164064 0.57029 0.986167 0.136431 0.298212 0.496275 0.653772 0.960884
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Table 10: Analysis results – Burundi 

 

Table 11: Associations between Q6.2 and Q8.1 

 

Burundi
Q2.1.1..Interested.in.
healthy.lifestyle

Q2.1.2..conscious.effort
s.to.eat.healthy

Q2.1.3..regularly.e
xercise

Q2.1.4..attention.to.pro
duct.labels

Q2.1.5..concerned.ab
out..impact.of.climate
.change

Q2.1.6.Try.to.reduce.car
bon.footprint

Q2.1.7.Support.business
es.that.prioritize.environ
mental.sustainability

Q2.1.8..Actively.seek.en
vironmentally.friendly.pr
oducts

Q2.1.9..Important.to.sup
port.local.economy

Q2.1.10..Interaction.wit
h.food.producers.is.imp
ortant

Q1.2.Area 0.013933 0.119148 1.7e-05 1.7e-05 0.38146 3.3e-05 0.002133 1.7e-05 0.225946 3.3e-05

Q1.3.Age 0.862619 0.030833 0.609523 0.707655 0.120081 0.492342 0.101815 0.498642 0.156864 0.092632

Q1.4.Gender 0.20063 0.704422 0.079799 0.097515 0.835586 0.767637 0.0154 0.146948 0.952501 0.004767

Q1.5.Education 0.560641 0.0259 1.7e-05 0.107648 0.093682 0.142898 0.732938 0.19018 0.143881 0.039549

Q1.6.Income 0.829053 0.055966 0.001667 0.195663 0.01835 0.211913 0.921151 0.776387 0.891302 0.196297

Q1.7.Job 0.193747 0.006667 0.000733 0.019433 0.531958 0.00065 0.027416 0.266246 0.026716 0.099115

Q1.8.Size.of.household 0.557674 0.144331 0.127498 0.168697 0.119481 0.252379 0.046333 0.008283 0.067282 0.009933

Burundi

Q2.1.11..Interested.in
.learning.about.where.
food.comes.from

Q2.1.12..Interested.in.th
e.preservation.of.local.tr
aditions.and.heritage

Q3.1.Familiarity.wi
th.products.based.
on.agroecological.
practices

Q4.1.Ever.consumed.pro
ducts.based.on.agroecol
ogical.practices.

Q5.1.Preference.for.pr
oducts.based.on.agro
ecological.practices

Q5.2.How.do.you.identif
y.such.products.

Q6.1.Frequency.of.purch
ase.such.products

Q6.2.Where.do.you.buy.
such.products.

Q7.1.Willingness.to.pay.
a.higher.price.for.such.p
roducts

Q8.1.Where.do.you..gat
her.information.about.su
ch.products

Q1.2.Area 1.7e-05 6.7e-05 0.001333 1.7e-05 0.000233 0.005517 1.7e-05 0.00165 0.057416 0.0002

Q1.3.Age 0.034849 0.095698 0.031833 0.104915 0.150981 0.149381 0.162264 0.206913 0.823453 0.035716

Q1.4.Gender 0.047933 0.375327 0.256129 0.837244 0.616356 0.947834 0.826686 0.770604 0.035466 0.437126

Q1.5.Education 0.037966 0.300128 0.059332 0.027666 0.047249 0.463209 0.007083 0.21198 6.7e-05 0.055749

Q1.6.Income 0.139381 0.635223 0.001517 0.022633 0.011883 0.0001 0.036983 0.003383 0.162714 0.048799

Q1.7.Job 0.069232 0.026883 0.005583 0.01745 0.108865 0.067766 0.023 0.003933 0.019033 0.005783

Q1.8.Size.of.household 0.011416 0.000733 0.79337 0.185047 0.189864 0.273895 0.0061 0.009017 0.406027 0.049966

ALL RW BR DRC CR

Q6.2.Where.do.you.buy.such.
products.

0.050 0.6466 0.2863 0.3315 0.1623

Q8.1.Where.do.you.gather.information.about.such.products
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Table 12: Associations between Q2.1.1, Q2.1.5, Q2.1.9 and Q6.1, Q6.2 and Q8.1 

Table 13: Associations between Q6.1 and the factors that influence choosing agroecological products 

All
Q6.1.Frequency.of.purc
hase.such.products

Q6.2.Where.do.you.buy.suc
h.products.

Q8.1.Where.do.you..gather.info
rmation.about.such.products

Q2.1.1.Interested.in.healthy.l
ifestyle 0.5188 0.9121 0.9254

Q2.1.5.concerned.about..im
pact.of.climate.change 0.4353 0.3481 0.2739

Q2.1.9.Important.to.support.
local.economy 0.07987 0.5938 0.7594

RW
Q6.1.Frequency.of.purc
hase.such.products

Q6.2.Where.do.you.buy.suc
h.products.

Q8.1.Where.do.you..gather.info
rmation.about.such.products

Q2.1.1.Interested.in.healthy.l
ifestyle 0.7048 0.479 0.7237

Q2.1.5.concerned.about..im
pact.of.climate.change 0.224 0.4098 0.6289

Q2.1.9.Important.to.support.
local.economy 0.7445 0.3626 0.4742

BR
Q6.1.Frequency.of.purc
hase.such.products

Q6.2.Where.do.you.buy.suc
h.products.

Q8.1.Where.do.you..gather.info
rmation.about.such.products

Q2.1.1.Interested.in.healthy.l
ifestyle 0.9553 0.2318 0.9482

Q2.1.5.concerned.about..im
pact.of.climate.change 0.2252 0.04887 0.0019

Q2.1.9.Important.to.support.
local.economy 0.00105 0.051 0.2839

DRC
Q6.1.Frequency.of.purc
hase.such.products

Q6.2.Where.do.you.buy.suc
h.products.

Q8.1.Where.do.you..gather.info
rmation.about.such.products

Q2.1.1.Interested.in.healthy.l
ifestyle 0.4499 0.9583 0.2675

Q2.1.5.concerned.about..im
pact.of.climate.change 0.12 0.6775 0.4827

Q2.1.9.Important.to.support.
local.economy 0.8771 0.5524 0.4434

CR
Q6.1.Frequency.of.purc
hase.such.products

Q6.2.Where.do.you.buy.suc
h.products.

Q8.1.Where.do.you..gather.info
rmation.about.such.products

Q2.1.1.Interested.in.healthy.l
ifestyle 0.0084 0.8544 0.1753

Q2.1.5.concerned.about..im
pact.of.climate.change 0.0247 0.05693 0.1494

Q2.1.9.Important.to.support.
local.economy 0.03217 0.3555 0.07447

ALL
Environmental 
sustainability

Health and nutritional 
benefits

Supporting local farmers and 
communities

Ethical and social 
considerations

0.0085 0.2842 0.0013 0.06667

Taste and quality Price Availability Other
0.3227 0.0008167 0.0001167 0.005267

Q5.3.What.factors.influence.you.to.choose.products.based.on.agroecological.practices.over.conventi
onally.produced.ones.

Q6.1.Frequency.of.pur
chase.such.products
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