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PREFACE 

Fieldwork reported in this study was carried out 

as part of the western Sudan Agricultural Research project 

(WSARP) . WSARP 1s supported by the Government of Sudan 

(Agricultural Research Corporation), the World Bank, and 

the u.S. Agency for International Development (U.S.AID) • 

The U.S.AID portion of the project was implemented by 

Washington State University (WSU) for the Consortium for 

International Development. My particular contribution to 

WSARP was based on a short term consultancy for Washington 

state University in July and August 1985. However, WSARP 

has been in Kordofan for five years and has kindly provided 

me with access to all data they have available, for which I 

am most grateful. I would also like to thank Central 

Washington University (CWO) for partially funding the 

writing of this study through a Faculty Development 

Research Grant in the Summer of 1986. 

In addition, the contributions of a number of 

individuals must be mentioned. Dr. Thomas Gillard-Byers 

(agricultural economist, WSU) worked extensively with me in 

Kordofan, and was back at WSU during much of the period 

over which this study was written. He kindly shared his 

data and discussed major portions of this work with me. 

Mr. Bakheit Azrag, formerly of the Agricultural Research 

iii 
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corporation, Sudan, served as Dr. Gillard-Byers chief 

research assistant in Kordofan and as my field interpreter 

while I was there. He is now serving as my research 

assistant while he completes further training in Business 

Administration at Central Washington University. The 

assistance of these two colleagues has been immeasurable. 

The farmers and merchants of the Kadugli area must also be 

thanked for cooperating so wholeheartedly with a Khawaaja. 

other WSARP personnel, both at WSU and in Sudan, 

who deserve particular mention for long hours of work with 

me include Mr. Mohammad Abu Sabah (Kadugli Research station 

Director), Dr. Jan Noel (WSU Project Director for WSARP), 

and Ms. Genivieve Smith (Chief Administrative Assistant in 

Khartoum). Dr. Tareke Berhe (INTSORMIL agronomist) was 

stationed at the WSARP Kadugli Research station while I was 

there and helped immensely. There are many more, far too 

numerous to mention, at WSARP, INTSORMIL, the University of 

Khartoum, U.S.AID Khartoum, and sister projects in Kordofan 

without whom aspects of the fieldwork could not have been 

done. In the writing phase, Prof. James McCullough 

(Marketing, WSU), Prof. patriya Tansuhaj (Marketing, WSU), 

Prof. Joe Cote (Marketing, WSU), Prof. Boyd Johnson 

(Marketing, CWU), Prof. John Ressler (Geography, CWU), 

Prof. Yukiko Kawahara (Foreign Languages, CWU), and Prof. 

Chip Miller (Marketing, Univ. of Puget Sound) have all 

helped with considerable review and discussion of the 
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material found in this work. I would also like to thank 

Ms. Gretchen Ahlrichs, CWO geography student, for her 

excellent cartographic work. 

Last but certainly not least, the members of my 

committee deserve special mention for staying with me so 

long to the completion of this project. Prof. Michael 

Bonine has labored far above and beyond the normal duties 

of a dissertation chair in keeping me involved in Middle 

East Geography in general and in this study in particular. 

It is no exaggeration to say that I would never have 

completed it without his long term efforts and support. 

Prof. Amir Ajami has helped focus my thinking on aspects of 

rural development in Kordofan, and Prof. William Wilson has 

similarly aided in the discussion of the economic history 

of Kordofan. If, despite the considerable efforts of all 

of these colleagues and many others, errors still remain, 

it is because I have neglected to follow the good advise of 

the very many people who labored so hard to make me 

understand marketing in Kordofan. 

A note should be added about the transliteration 

of the Arabic words which appear in this study. I follow 

current usage as cited in WSARP documents whenever the word 

appears in those sources, otherwise, Persson, Persson & 

Hussein (1980) is followed. This is the manual available 

to non-Arabic speaking personal of WSARP, and is perhaps 

the most readily available comprehensive source of modern 
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Sudanese dialect for English speakers. Any serious use of 

this study will of necessity have to deal extensively with 

Sudanese Arabic, not Modern Standard or Classical Arabic. 

Similarly, the major sources on Kordofan are project 

documents, not academic works by trained Arabic scholars. 

Therefore, it seemed advisable to utilize the spellings 

which would be encountered by English speakers in work in 

Kordofan or in documents on Kordofan. other translitera

tion systems would perhaps be more academically acceptable 

but they would make serious use of this study and of the 

documents cited in it more difficult. 
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ABSTRACT 

Although Sudan is a country with enormous agric

ultural potential, agriculture has not prospered over the 

last two decades and Sudan now finds itself a bankrupt net 

importer of food. Much of the country's agricultural 

resource base is found in the rainfed agricultural region 

of western Sudan, which includes Kordofan. This study 

focuses on Kordofan, and reports on data gathered during 

work for the Western Sudan Agricultural Research Project. 

Rather than following the production orientation usually 

employed by economists, it addresses issues related to the 

role of marketing in agricultural eocnomic development. 

Marketing in Kordofan, as well as production, is 

subject to disruption because of climatic variations 

characteristic of arid and semi-arid regions. Extended 

annual dry periods and droughts distort price performance 

for agricultural commodities and cause shifts in marketing 

channel structure. Risk levels are substantially increased 

for producers and small traders, while at the same time 

they must take on increased responsibility for many channel 

functions. Marketing a~so suffers from infrastructure 

deficiencies: roads are often impassable during the rainy 

season, and storage losses become huge over the course of a 

xi 



xii 

year. The private marketing system in Kordofan has adapted 

to these conditions, and is performing quite effectively, 

efficiently, and equitably, given the adverse conditions. 

competition is extensive, farmers have many alternatives 

when selling crops, and merchants operate on fairly modest 

profit margins. 

A widespread bias against the private sector has 

led to extensive government intervention into marketing 

spheres. These policies include direct operation of some 

marketing channels, manipulation of price structures 

through artificial exchange rates and price controls, and 

restrictive liscensing practices. Wherever such policies 

have been applied in Kordofan, they have led to declining 

production of government controlled crops, they have 

restricted competition in marketing channels, and they have 

lowered living standards for producers and consumers. 

Sudan has not successfully identified areas where private 

channels in Kordofan cannot solve problems, and which 

therefore require public intervention. The government 

seems to have based its economic decisions upon ideological 

considerations and intervened in areas which it cannot 

perform as well as the private market. 



CHAPTER 1 

INTRODUCTION 

The Democratic Republic of the Sudan is a country 

with enormous agricultural potential by the standards of 

the Middle East and Africa. It is estimated to have 200 to 

300 million feddans of land suitable for agricultural 

production (1 feddan = 1.038 acres). It has considerable 

irrigation resources in the Nile River for much of this 

land, as well as moderately good rainfall in much of the 

country, and it has ample human resources to develop the 

agricultural potential of the country. Not many years ago, 

there was a widespread concensus that Sudan ~ould become 

one of the most prosperous non-oil countries in the Middle 

East or Africa. For example, 

in 1970 indicated the belief 

the Five Year Plan beginning 

that Sudan would be fully 

self-sufficient in foodstuffs and become a major exporter 

on world agricultural markets (Sudan 1970b). 

East. 

Sudan was 

Surplus 

livestock would 

to become the breadbasket 

sorghum, millet, vegetable 

supply the regional food 

of the Middle 

crops, and 

markets. In 

addition, cash crop exports of cotton, gum arabic, and oil 

seeds would further contribute to development efforts 

(Sylvester 1970; Commerce Today 1974; Forbes '1976; 

1 
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Oesterdiekhoff & Wohlmuth 1983b). Economic growth in other 

sectors was to be based on agriculture, which would supply 

raw material inputs and generate the needed funds for 

investment (Oesterdiekhoff 1983a; el-Bushra 1985; UNIDO 

1985) . 

Unfortunately, Sudan 

achieving the potential th~t 

has not 

people saw 

come close to 

less than two 

decades ago. Agriculture has not prospered in Sudan; in 

fact, for many crops, agricultural production has not even 

kept pace with population growth. FAO (1984) figures show 

that the indices of per capita food production and of per 

capita 

years 

overall production have declined since the base 

of 1974-1976. They stood at 92.42 and 90.18, 

respectively, in 1983. In some cases production has even 

declined (FAO 1984). Sudan must now import a sUbstantial 

proportion of its own food needs (Oesterdiekhoff & Wohlmuth 

1983a; D'Silva 1985; FAO 1985). In 1983, the country had 

to import over US $ 90 million in cereal grains, up from US 

$ 25 million in 1978 (FAO 1985). 

As a result, investment funds that were to have 

come from agriculture never materialized, and most of the 

rest of Sudan's economy has been stagnant. Industrial 

growth has been slow; it has certainly not produced jobs as 

fast as people have migrated to urban areas (Gurdon 1984, 

1986; el-Bushra 1985; UNIDO 1985). Infrastructure remains 

inadequate; many observers who have visited Sudan several 
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times over many years (including this author) actually note 

a deterioration of communication and transportation 

facilities (Nelson 1982). Government finances are in 

disarray; the International Monetary Fund (IMF) just 

recently declared Sudan in default and thus ine11igib1e for 

further loans (Sudanow March 1986). Sudan is one of the 

few countries in the world to have achieved this dubious 

distinction. 

This has happened despite the fact that Sudan has 

long been considered to be of major strategic importance by 

nearly every major and minor power in the world. Because 

of its position on the crossroads of the Middle East and 

non-Muslim Africa, the country became almost a showcase 

recipient of development aid from nearly any country which 

offered assistance to either region. The united States, 

all major countries of western Europe, Japan, the Soviet 

Union, China, and all of the Arab oil states with 

development programs have provided development aid (Arnold 

1979; Nelson 1982; Simmons 1981). This aid has often 

focused on agriculture; the Arab oil states, for example, 

shared the view that Sudan could become the agricultural 

center of the Arab World (Simmons 1981). 

Sudan, then, has received considerable attention 

from the major donors in international development. 

Nevertheless, the performance of the economy has been 

somewhat less than spectacular, and the economic problems 
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that Sudan faces are actually quite similar to those found 

in other countries of both the Middle East and Africa. 

Therefore, there is considerable utility in taking a more 

detailed look at aspects of the development process in 

Sudan. In particular, agricultural development should be 

examined closely, since agriculture is still the foundation 

of Sudan's economy and of the economies of most other 

non~oil countries of the region. 

This study will examine agricultural development in 

one region of Sudan, Kordofan. The perspective used will 

be that of marketing. The common approach of economics has 

been to examine problems of production and growth of 

production, but this study will not look at these issues 

except to the extent that production is affected by aspects 

of the marketing structure. Instead, the marketing 

perspective will focus on the exchange process. Some of 

the key issues to be addressed include the question of how 

the movement of agricultural products is organized in 

Kordofan, how public policy affects the marketing 

structure, and how marketing concepts and structure play a 

role in agricultural development. A recent World Bank 

report (1985) cited the lack of knowledge on such marketing 

topics in Sudan's traditional rainfed agricultural sector 

as an important impediment to better development planning. 
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The Agricultural Economy and Marketing 

The economy of Sudan is still heavily oriented 

toward agriculture and pastoralism. Agriculture, including 

forestry, livestock, and fishing, contributed nearly 40 

percent of the Gross Domestic Product (GOP) in 1985. It 

accounts for over half of government revenues, employs 

between 60 and 70 percent of the labor force, and 

contributes nearly 95 percent of all exports. Between 

one-third and one-half of Sudan's surface area of nearly 

one million square miles is classified as suitable for 

agriculture. Less than ten percent is currently cropped. 

A large proportion of the cUltivated land depends upon 

rainfall, so that the exact amount cultivated in any 

particular year can vary greatly due to fluctuation in 

precipitation. 

Traditional rainfed acreage has averaged around 

nine million feddans over the last decade. The mechanized 

rainfed sector had expanded rapidly in the early 1980s to 

nearly six 

due to the 

million feddans, but contracted more recently 

drought in the mid-1980s. Irrigated acreage 

does not fluctuate much, but has remained fairly constant 

at around four million feddans (Speece 1982, and D'Silva 

1985 review the agricultural economy of Sudan and contain 

more extensive references). 

Agricu1 ture is s1:i11 largely 

for the majority of the population. 

sUbsistance oriented 

There are, however, 
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several major commercial farming schemes, including the 

state run Gezira/Managil and Kashm al-Gerba areas, and many 

smaller mechanized schemes. The main commercial crop is 

cotton, but groundnuts (peanuts), sesame, wheat, fruits and 

vegetables, sugar cane, and gum arabic are also important. 

Long staple cotton is usually grown in the government 

irrigated schemes. Short and medium staple cotton is grown 

in rainfed areas, both on mechanized schemes and by 

traditional farmers. 

This cotton from rainfed lands has figured 

prominently in Kordofan's regional economy, although 

rainfed cotton accounts for slightly less than one-third of 

all cotton production in Sudan. About three-quarters of 

all groundnuts, nearly all sesame, and all gum arabic are 

grown in the non-irrigated sector, and western Sudan 

(Kordofan and Darfur) accounts for the vast majority of the 

rainfed production of these important cash crops. Sorghum 

is the principal grain and the main sUbsistance crop, and 

millet is important in the drier rainfed areas. Wheat is 

grown only in irrigated areas. 

Relatively little attention has be~n devoted to 

understanding agricultural marketing in Sudan by policy 

makers or academic researchers. Indeed, marketing of any 

kind in Sudan rarely receives more than passing mention in 

scholarly works or policy documents. Marketing" however, 

is a central issue in any economy, including the developing 
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agricultural economy which characterizes Sudan. The 

effectiveness and efficiency of the marketing system in 

serving social purposes requires close evalua'tion, and 

market forces provide excellent feedback to indicate the 

performance level of the system even when an economy is not 

formally market based. This study will primarily concern 

the examination of several broad areas in which marketing 

contributes to agricultural development. 

Increased production is not by itself sufficient to 

bring increasing prosperity to most agriculturally based 

economies. The surplus crop must also be moved from the 

farm to areas of demand. otherwise, the farmer does not 

benefit from producing more than can be consumed on the 

farm. Nor can agriculture raise living standards for 

consumers unless their purchasing power can be increased by 

having greater volumes and better assortments available. 

Marketing, of course, is the mechanism by which product is 

moved from producers to consumers, and therefore it is very 

important to understand how marketing works if agricultural 

development projects are to be effective. 

Furthermore, the nature and 

market mechanism itself can influence 

organization of the 

how much and what is 

produced by farmers. This, of course, translates into how 

much surplus and what kind of assortment will become 

available to consumers. If farmers do not receive a 

satisfactory return from the marketing channels for their 
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surplus production of a particular crop, they will not 

continue producing a surplus of that crop. The market 

structure, then, can stimulate or retard production. It 

therefore becomes important to compare alternative 

marketing channels to see their impact on production, as 

well as to examine the efficiency with which they move 

crops. In practice, the critical comparison is usually 

between the private and public sectors. Much of this study 

will look at how agricultural product is moved in Kordofan, 

both by private marketing channels and by channels under 

various degrees of government influence or control. 

Another important aspect of marketing concerns its 

role in raising skills levels and investment capital in the 

local economy. One very common avenue by which small 

farmers begin to acquire business/management skills in non

farming situations is in small retail shops. If they are 

good at accumulating skill and capital, they can expand 

small shops into full-time, large scale firms. This gives 

farmers access to more extensive participation in the 

economy than they have as small producers who supply 

marketing channels. Activities by channel members also 

lead to capital accumulation which can be invested in other 

industries, including agriculture, thus improving pro

ductive capacity. It should be clear that an analysis of 

agricultural marketing questions can contribute extensively 

to the knowledge of the economic development process. 
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Kordofan as s Case study 

Development planners in Sudan have begun to 

recognise that the rainfed agricultural sector is much more 

important than the attention usually given to it in the 

development budget since independence (eg D'Silva 1985; 

World Bank 1985). This importance has become particularly 

apparent as planners have realized that irrigated 

agriculture has largely failed to live up to the potential 

that had originally been hoped for from it (Ebrahim 1983). 

This increasing interest in rainfed agriculture makes an 

analysis focused on Kordofan particularly timely, since the 

region is one of the most important rainfed agricultural 

areas of Sudan. Data which allows an examination of 

marketing and agricultural development in Kordofan was 

gathered as part of the Western Sudan Agricultural Research 

Project (WSARP), a joint Agricultural Research Corpora'cion, 

Sudan (ARC), World Bank, and U.S.AID project. 

Research by WSARP is intended to improve production 

and household income in traditional agriculture through the 

introduction of new agricultural technology. The project 

has had a strong commitment to the farming systems 

approach, which posits that agricultural technology, and 

the transfer of agricultural technology, cannot be viewed 

separately from the socioeconomic and cultural context 

within which the technology is to operate. (Cook, et al 

1983; Gotsch & Wright 1984; and Winch 1984 discuss the 
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farming systems approach within the context of WSARP.) 

Therefore, WSARP operates a socioeconomic section which has 

gathered extensive data on the social, economic, and 

cultural context of agriculture in Kordofan, particularly 

in South Kordofan. 

This particular study is based on fieldwork 

conducted for WSARP's socioeconomic section during the 

summer of 1985. In 1985, WSARP was completing severa.l 

years of on-station agricultural research. This author's 

task during the field assignment was to analyze marketing 

in Kordofan to assess whether the market structure would 

support the introduction of various proposed agricultural 

innovations which had been developed through the research 

program. A key informant methodology was used, where 

extensive in-depth interviews were conducted with 

respondents who represented the particular situation on 

which data was needed. This information was combined with 

information on marketing which had been gathered as part of 

some other non-marketing study during WSARP's research over 

the previous several years, and with data available from 

sister projects in Kordofan. 

The socioeconomic section had already been working 

fairly closely with approximately 30 farmers in various 

on-farm trials and an extensive in-depth consumption 

survey. Several interviews of these farmers were 

conducted, sometimes with single farmers, sometimes in 
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focus group con'text, to get a view of marketing from the 

producer's end of the marketing channel. In addition, 

other WSARP work usually had touched upon the issue of 

farmers' interactions with the marketing structure. 

shopkeepers also give a view from the bottom end of the 

channel, so a rural shopkeeper was interviewed in the 

village of Katcha. Many other small shops were surveyed in 

less depth, both in villages and in Kadugli town. Because 

most of these rural shopkeepers are also farmers, 

information from several other shopkeepers was available 

because WSARP had worked with them in the on-farm research. 

Much less work had already been done with merchants 

and traders (other than shopkeepers/farmers), and more time 

was spent with them. One general purpose wholesaler who 

maintained a store in the Kadugli market was interviewed. 

Several specialized merchants who handled only one product 

line discussed marketing with us extensively, sometimes in 

a group context. Two lengthy interviews were conducted in 

the Kadug1i sorghum wholesale market, once with about six 

or seven merchants, and once with only three. (The number 

participating in such discussions changes as some 

respondents lose interest and others join the discussion.) 

Extensive group interviews were also conducted with small 

scale and medium scale cattle merchants. In addition, one 

large scale cattle merchant from Kosti talked with us at 

length. This author also spent ten days on the road with 
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truck drivers, who provided an excellent education on 

aspects of the trucking industry and the difficulties of 

physically moving product in the Kordofan region. 

Several detailed interviews were conducted with 

local officials in various state or para-statal organiza

tions which have responsibility for the marketing-of some 

agricultural crop or input. These included the Nuba 

Mountains Agricultural Corporation extension service, Nuba 

Mountains Rural Development Project, Nuba Mountains pilot 

project, and WSARP itself. Interviews with foreign groups 

advising or assisting Sudan on agricultural development 

included discussions with personnel from U.S.AID, GTZ 

(German foreign aid), an EEC group, and UNICEFF. 

Interviews were also conducted with several University of 

Khartoum professors who have studied aspects of marketing 

in Sudan and occasionally advise the government on 

marketing policy. 

In addition to the in-depth interviews, whenever we 

met producers, merchants, or consumers in the course of 

daily activities, we would ask questions on some point that 

required clarification or verification. Simple observation 

also played a role, and much time was spent in the markets 

and in individual shops to see what kind of products were 

offered, how they were stored and displayed, and how 

customers and sellers interacted. Nevertheless, despite 

the considerable amount that was accomplished in Sudan in a 
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short time, this study could not have been written without 

extensive use of supplementary documents from WSARP and 

sister projects. 

An allied International Sorghum and Millet 

(INTSORMIL) project shared resources with WSARP in el-Obeid 

and carried out similar socioeconomic research in North 

Kordofan. In addition, WSARP cooperated closely with the 

Nuba Mountain Rural Development Project (NMRDP) , a joint 

Sudan Ministry of Agriculture and European Economic 

Community project, and with the Nuba Mountain pilot project 

(NMPP) , a joint Nuba Mountain Agricultural Corporation 

(NMAC) and German project. Both of these also collected 

socioeconomic data which was shared with WSARP. The 

reports of these projects are discussed in more detail in 

Chapter 2, along with miscellaneous other documents 

relevant to the discussion of Kordofan. In addition, that 

chapter will review the literature in marketing and in 

economic development which is used to provide the framework 

for the discussion on agricultural development in Kordofan. 

Chapter 3 will look in detail at the regional 

economy of Kordofan, particularly the organization of 

agricultural production. SUbsistance sedentary agriculture 

and nomadism/transhumance are the most important, but there 

is also a small mechanized agriculture sector. All of 

thes~ sectors must operate 

environment, where drought is 

in a semi-arid to 

a frequent occurence. 

arid 

Since 
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the possibility of drought is probably the overriding 

factor in small farmers' planting decisions, a sUbstantial 

portion of Chapter 3 will examine the impact of drought 

upon the marketing of agricultural output. The food 

shortages characteristic of drought are at least partially 

the result of marketing failures. 

Annual price fluctuations and price volatility are 

marketing constraints in the best of times in Kordofan, but 

drought conditions greatly increase the problems caused by 

seasonal price differentials and price volatility. High 

market risk discourages small producers and small traders 

from moving product. Drought also causes a shift of many 

marketing channel functions to these smaller operators and 

producers. These people become more responsible for moving 

product at the same time that they assume more risk, but 

they are precisely the people in the marketing channels 

least able to finance additional functional responsibility. 

The result is that ~he market does not move food very 

efficiently from areas of surplus to areas of shortage. 

Chapter 4 summarizes the economi.o history of 

Kordofan. The chapter concentrates on the issues of 

cultural assimilation and economic integration, showing the 

role that trade and marketing have played in these 

processes. Kadugli, South Kordofan serves as the focus of 

the discussion. The town is an intermediate level urban 

market center. Spatially, Kadugli has been the link 
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between Kordofan's major trade center, el-Obeid, and the 

village level markets of South Kordofan. Functionally, it 

is a regional wholesaling center. Development over the 

past decade has greatly accelerated Kadugli's growth as an 

important central place, so that the town has taken on many 

functions formerly found only in el-Obeid, and has begun to 

establish direct links to higher level market centers. 

Kadugli also lies on the cultural boundary between 

the Arab Middle East and Black Africa, and the common 

sub-Saharan process of Arabization and Islamization can 

currently be observed in south Kordofan. Trade has been 

the major impetus toward cultural assimilation, but does 

not seem to have fostered integration of the African Nuba 

into the Sudanese economy. However, the rapid economic 

growth of Kadugli in the past two decades is now 

accompanied by the shift of regional economic power into 

the hands of the local people. 

The next two chapters examine the process of moving 

product from producers to consumers, which was identified 

above as one of the key questions in looking at marketing 

in agricultural development. The very important issue of 

the structure of private marketing channels is addressed in 

Chapter 5. Due to the widespread perception among 

intellectuals and planners in Sudan that private marketing 

channels are exploitive, government market intervention has 

become a major issue in the country, and it is imperative 
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that private channels be better understood. In any 

marketing channel, certain functions must be performed to 

move goods from producers to consumers. Performance of 

these functions involves cost, and requires compensation. 

The cost/compensation structure may differ between the 

public and private sectors, but the functions cannot be 

eliminated. 

Close examination of channel functional structure 

in Kordofan does not support the idea that private channels 

are exploitive. Profit margins by channel participants are 

relatively low, and there is little evidence that Kordofan 

merchants realize exorbitant profits. Channel members are 

not able to demand overly generous compensation because the 

channels are characterized by a high degree of competition. 

Producers and consumers in Kordofan usually receive more 

value for a better p'rice when they are able to deal with 

private rather than public marketing channels. 

Chapter 6 examines in detail several aspects of 

government market intervention in Kordofan. Public control 

over marketing has been exercised through direct operation 

of and/or strict regulation of marketing channels. A close 

examination of recent market performance in Kordofan 

indicates that the state intervention is achieving the 

exact opposite of the intended goals. On a micro-level, 

producers and consumers in Kordofan are worse off because 

of government policy, rather than better off. Furthermore, 
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two key macro-goals for Sudan, increased food production 

and increased foreign exchange earnings through cash crop 

exports, have also suffered. This policy failure is 

evident in many areas; artificially high prices to 

consumers of basic food stuffs, artificially depressed 

producer prices, unreliable supplies and shortages of many 

products, declining production and declining 

sharp drops, in foreign exchange earnings 

agricultural products of Kordofan. 

yields, and 

from the 

The final chapter attempts to integrate the various 

marketing topics discussed throughout the study. The 

implications for the theoretical issues are reviewed, and 

some areas of additional research are suggested. Much of 

the chapter, however, focuses on the identification of 

marketing constraints in Kordofan which hinder agricultural 

production. These constraints become clear through the 

analysis presented in the body of the study, and they 

concern excessive government intervention, physical and 

institutitional infrastructure inadequacies, and adverse 

climatic conditions which affect market performance. The 

chapter concludes with a dislcussion of marketing policy 

recommendations which could help ease the constraints 

identified and thus lead to increased agricultural 

production. 



CHAPTER 2 

SOURCE MATERIALS AND RESEARCH ON KORDOFAN 

Kordofan lies directly in the geographic center of 

Sudan (Figure 2.1). The country as a whole, however, has 

always focused its attention on the Nile Rivers, which 

largely flow through the eastern provinces. As a result, 

Kordofan is classified along with Darfur as part of Western 

Sudan. The province has usually been considered part of 

the periphery in Sudanese affairs, both historically and in 

modern times. It has occasionally received notice in 

chronicles, mentioned because it was often conquered by the 

kingdoms which arose in Darfur or along the Nile. 

MacMichael (1967) cites some of these chronicles in 

his historical background to his 1912. work on tribes in 

Kordofan. Issues of the journal Sudan Notes and Records 

from the early part of this century also contain several 

analyses of pre-modern Kordofan history. In the last 

decade, a few historians specializing in Sudan have taken 

an interest in this period of Sudan's history, and have 

occasionally touched on Kordofa,n in discussion of the 

Darfur or Sennar economies (eg Kaptiejns 1984; Spaulding 

1984) . 

18 
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Not much information concerning the social or 

economic organization of the peoples in Kordofan was saved, 

however, until travellers began to take some interest in 

western Sudan in the late Eighteenth and early Nineteenth 

centuries. Burckhardt (1822) was one of the first to 

discuss trade very extensively. His account is mostly of 

el-Obeid, which was already a major transit center on an 

important east-west trade route. Pallme (1844) similarly 

discusses trade, broadening the geographic focus to include 

other important North Kordofan towns such as Bara. He also 

describes the Nuba population and contrasts it to the 

Arabs. Hill (1948) and Martini (1961) discuss two other 

accounts by annonymous travellers who visited Kordofan in 

1824 and 1875, respectively. They, and Marno (1879) also 

concentrate on North Kordofan, with a broader focus than 

just el-Obeid. 

By the end of the century and the beginning of the 

Nineteenth, travellers were still occasionally visiting 

Kordofan. Meinhoff (1916) falls into this category, but 

his description was one of the most thorough to date at the 

beginning of the century. One begins to get glimpses of 

affairs in South Kordofan, through which a caravan route 

passed on its way farther into Africa. Otherwise, most of 

the reports until mid-century come from British colonial 

officials or those connected in some capacity with the 

colonial government. MacMichael (1967), mentioned above, 
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was one of those connected to the colonial government. He 

reported on the social structure of the transhumant/nomadic 

tribes of 

history. 

Kordofan, in addition to summarizing Kordofan's 

other sources of this nature include Great 

(1898, 1920); Sudan (1912); Gillan (1931); and 

(1947). Interest in economic affairs is often 

Britain 

Nadel 

greater in such documents than in travellers accounts. 

In addition, reports by those associated with the 

colonial government were often published in the newly 

established journal, Sudan Notes and Records, which became 

and remains one of the premier scholarly publications on 

Sudan. Some of those who provided information on Kordofan 

include Sagar (1922); Kanczor (1923); Hawkesworth (1932); 

Bell (1938); Corkill (1939); Stevenson (1940); and Nadel 

(1942). By the second decade of the century, accounts of 

Kordofan usually included considerable detail on the 

southern as well as the northern part. 

Authors were also presenting data on the Nuba as 

well as the Arabs and urban population. Those authors 

cited here are largely ones that report on socioeconomic 

organization among the Nuba. Nadel (1947) has even 

remained a standard reference manual for those working in 

south Kordofan. After Sudan's independence in 1956, Sudan 

Notes and Records remained a forum for research on Kordofan 

(eg. Stevenson 1963; cunnison 1971; Nasr 1971; Roden 
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1972). The government also began to publish the results of 

work in the province (eg. Sudan 1966). 

There has been extensive work on Kordofan in the 

past decade as western Sudan has received increasing 

interest from those concerned with the country's 

development. Both development project personnel and 

scholars interested in the development process have begun 

compiling data on the agricultural systems which are the 

mainstay of the provincial economy, as well as on other 

aspects of social and economic organization. As noted in 

Chapter 1, much of the data upon which this study is based 

was gathered as part of the Western Sudan Agricultural 

Research Project (WSARP). Data from allied projects and 

from scholars .supplements WSARP data. Because of the 

farming systems approach of WSARP, the Kadugli Research 

station in South Kordofan operated a socioeconomic section 

which gathered extensive data on the social, economic, and 

cultural context of agriculture in South Kordofan. 

Many reports from the extensive list of project 

documents specifically discuss aspects of marketing. 

Ahmed, et al (1982) examine horticultural resources of the 

region, and touch upon the marketing of fruit and vegetable 

crops. Araujo (1981) made one of the first large scale 

surveys of the agricultural production system in South 

Kordofan for WSARP. Marketing got somewhat more attention, 

especially aspects of marketing related to the 
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relationships between producers and merchants. Likewise, 

marketing, and again especially merchants, received some 

attention in Teitelbaum's (1984) report on the research 

results of the socioeconomic section in the first few years 

of the project. Abu Sabah and Patrick (1984) reported on 

the next phase of the socioeconomic research. Marketing 

aspects continued to receive some attention, although not 

as much as in earlier reports. 

Gillard-Byers and Azrag (1985a, 1985c, 1985e, 

1985f; Gillard-Byers 1986) gathered a considerable amount 

of marketing data, especially on price movements of 

agricultural commodities and livestock marketing. Speece 

(1985) was the first project researcher to specifically 

focus on marketing structures. These last three authors 

have continued to analyze WSARP marketing data after they 

left the project (Speece & Gillard-Byers 1986a, 1986b, 

1986ci Speece, Gillard-Byers, & Azrag 1986a, 1986b; 

Gillard-Byers, Azrag, & Speece 1986). Besides these 

documents which contain considerable amounts of marketing 

information, a great many of the other 57 WSARP reports 

also occasionally discuss marketing as it affects the 

particular topic upon which the report focuses. The WSARP 

documents also add considerably to our general knowledge of 

social, economic, and cultural conditions in Kordofan. 

In addition to the wealth of WSARP research, the 

allied International Sorghum and Millet (INTSORMIL) project 
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carried out similar socioeconomic research in North 

Kordofan. Reeves and Frankenberger (1981, 1982) contain 

quite a bit of detail on many aspects of marketing. They 

begin to trace product flows through various channel 

members, and they discuss merchants and relations with 

merchants by farmers fairly extensively. Reeves (1984, 

N.D.) examines the marketing system in even more detail, 

although it is still more of a socio-cultural approach to 

marketing than an economic one. Coughenour and Nazhat 

(1985; also Nazhat & Coughenour 1986) look at the role that 

market institutions play in the diffussion of innovations 

among farmers. 

WSARP also cooperated closely with the Nuba 

Mountain Rural Development Project (NMRDP) and the Nuba 

Mountain pilot Project (NMPP), both of which collected 

socioeconomic data which was shared with WSARP (NMRDP 1984; 

NMAC/GTZ 1985). In addition, all of these projects were in 

the field at the same time as WSARP, and they shared 

unpublished data as well as their documents. Reports from 

earlier research by development organizations was also 

available (Hunting Technical Services 1981; Louis Berger 

1983), as well as from a current U.S.AID transportation and 

storage project (Borsdorf & Haque 1984; U.S.AID 1985). 

Figure 2.2 presents a sketch map of the locations of much 

of this proj ect acti vit.y • 
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Several scholars who have not worked directly for 

Kordofan projects have also taken an interest in the 

commercial structure of Kordofan. Salih (1984) and Manger 

(1984) both address aspects of the role merchants play in 

the regional economy of South Kordofan. They both 

concentrate on the Jellaba, the merchants who come from 

outside of the region. Ad-Dawi (1972, 1980) examines the 

social origins and structure of the merchant class in 

el-Obeid and analyzes how merchants gained the capital and 

experience to become large operators. Ibrahim (1984) 

analyzes how the structure of trade in Western Sudan 

(Kordofan and Darfur) has affected the economic development 

of the region. Several other works touch upon marketing in 

the context of broader discussions (eg Asad 1970; Manger 

1983) • 

The Marketing Framework 

The theoretical context within which this study's 

discussion will take place comes primarily from the field 

of marketing. (In this discussion, marketing, an academic 

field of study, must be distinguished from marketing, a 

commercial exchange activity.) Drucker (1958) was one of 

the first in the field to point out the contribution that 

marketing could make to economic development. In fact, he 

maintained that other more traditional areas of concern 

(such as production or infrastructure construction) could 
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not by themselves accomplish the task of developing an 

economy if marketing was ignored. The market system, 

Drucker maintained, is the primary creator of small 

business and the means toward the development of a middle 

class, which possesses the skills necessary to run a modern 

economy. His article became one ~f the classics, and the 

points raised remain critical issues today. 

Several works came out in the late 1960s. Miller 

(1967) and Moyer and Hollander (1968), edited books which 

specifically looked at the relationships between marketing 

and economic development. Although some of the articles 

are somewhat oriented toward marketing by multinationals in 

developing countries (as are some later works; ego Kindra 

1984), most look at the role marketing can play in economic 

development. Many examine issues which have still not been 

resolved and remain important topics in this work. Berg 

(1968), for example, looks at the impact of government 

intervention into marketing channels in two African 

countries; and Abbott (1967, 1968) discusses marketing 

issues in agricultural economic development. Jones (1972) 

examines traditional agricultural marketing structures and 

government intervention in several African countries. 

While Africa received considerable attention in the 

first decade or so of works on marketing in economic 

development, the Middle East was covered only rarely. 

Sudan, of course, can easily be considered part of either 
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region, but here only a few relevant works on the Middle 

East need be mentioned. This is partly because the 

marketing in Africa material from the period is not 

difficult to find; some of it appears in the books just 

cited. But also, Kordofan is being drawn into the Middle 

East cultural orbit (Chapter 4) and marketing there is 

likely to evolve into forms characteristic of the Middle 

East, if indeed one can distinguish market characteristics 

based on cultural regions. 

Boyd, el-Sherbini, and Sherif (1961) examined 

marketing channels in Egypt. (Marketing channels will 

hereafter be refered to simply as channels.) They showed 

that channel members rather than producers (manufacturers) 

retained responsibility for most marketing functions in 

developing economies such as Egypt's. Samli (1964) showed 

similar patterns in Turkey; wholesalers assumed channel 

leadership. Hamid (1960) looked mainly at the retailing 

part of the channels in Afghanistan, and concluded that the 

small retailers characteristic of the country were highly 

inefficient. He noted, however, that when the supposedly 

more efficient department store was introduced, it was not 

very successful in competing with small retailers. (It is 

interesting to note that most criticism of traditional 

channels in the Middle East and Africa is found in sources 

from outside the fields of economics and business.) 
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By later in the decade, Preston (1967) shows that 

Egypt was already moving toward increased government 

intervention in marketing, the same trend that prevailed in 

Africa. Bauer and Yamey (1968) use numerous examples from 

Egypt, and.occasionally from Sudan, in their discussion of 

the impact of government control over marketing. One can 

see in the pattern of the few articles cited here exactly 

how matters progressed in Sudan. Marketing channels were 

and usually still are characterized by numerous small 

operators at the lower ends, and sometimes by concentration 

at the top. Policy makers decided in the absence of very 

much data that such characteristics indicated inefficiency 

and/or exploitation, and the government began moving toward 

increased control of marketing. Sudan (1970a) summarizes 

(the lack of) knowledge about channels in Sudan and 

government perceptions toward channels well in stating that 

"the marketing channel is unnecessarily long and defective. 

Crops are handled and rehandled many times by a chain of 

intermediaries who reap large profit margins at the cost of 

the producers." 

until recently, most work on marketing and economic 

development was empirically oriented. The theoretical 

understanding of marketing's. role in the development 

process was not substantially advanced beyond the framework 

which Drucker (1958) presented. By the late 1970s and 

early 1980s, however, a considerable amount of empirical 
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data from numerous developing countries had accumulated. 

The focus began to shift more toward an examination of how 

marketing contributed (or· could contribute) to economic 

development in general. Cundiff (1981) reviews previous 

work on marketing in economic development. He cites the 

increasing interest in the topic, and calls for a sharper 

focus on micro issues (functioning of individual firms) as 

well as on the broader macro issues of marketing. 

Etgar (1983) uses the rice marketing structure of 

the Ivory Coast as a case study to discuss a theoretical 

framework (transactions cost economics) for the evaluation 

of private vs public marketing channels. Dahringer (1983) 

illustrates how another framework (reverse channel mapping) 

can be used, this time in Lesotho, to analyze the 

effectiveness of marketing channels. Problem areas can be 

identified, and public policy can focus on those areas, 

rather than replacing the entire channel. Harris and 

Carman (1983, 1984) and Carman and Harris (1986), while not 

specifically interested in economic development, presented 

an extensive three part-analysis of the kinds of market 

failures which can occur, the public regulatory responses 

to such failures, and the impact of those public responses. 

They show that the cure has often been worse than the 

original disease when 

marketing activities. 

governments have intervened in 
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El-Sherbini (1983) discusses the need to include a 

behavioral analysis of marketing channel structure, rather 

than just an institutional approach. One of his main 

points is that marketing channel members (retailers and 

wholesalers) have accumulated skills which can contribute 

greatly to improved economic conditions for the whole 

country. Policy should be adapted to current channel 

conditions so that these skills can be utilized, rather 

than aimed at replacing traditional channels with forms 

which are inappropriate to the conditions of the country 

and which require many skills in short supply. 

Duhaime, McTavish, and Ross (1985) present a 

framework for social marketing in the developing world. 

(Social marketing, very simply, applies the principles of 

marketing to the issue of how to gain acceptence for social 

policy goals.) While the present study will not address 

social marketing issues to any great extent, it will draw 

upon the discussion of how marketing fits into the overall 

socioeconomic context of development. Layton (1985) shows 

how marketing stimulates productive capacity. Innovations 

in channel sturcture can improve agricultural producer 

incomes, foster increased demand, and cause channel members 

to seek additional products from producers in order to meet 

the higher and more sophisticated demand. 

Wood and vitell (1986) review the marketing and 

economic development literature five years after Cundiff 
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(1981) and summarize the value of marketing. Marketing 

clearly provides utility to consumers in the buying and 

selling, bulking, breaking bulk, and assortment functions 

through savings in time and money. (These and other 

marketing functions are discussed in detail in Chapter 5). 

Marketing helps develop managers and economic innovators, 

who are very necessary to economic growth. The bureaucracy 

usually lacks the commercial skills which are acquired 

through marketing activities, and which are needed to 

effectively administer government controlled economic 

activity. 

It has increasingly been recognized that in many 

cases where marketing activity has been exploitive (a 

standard argument for public intervention), exploitation 

has been possible because competition has been restricted 

by market entry barriers and trade restrictions imposed by 

public policy. Most findings now emphasize that government 

cooperation with traditional marketing channels, and 

focused, restricted intervention designed to improve the 

efficiency and effectiveness of traditional channels is 

more likely to bring beneficial results to the country. 

Government 

I'egulatory 

results. 

ownership of 

activity has 

marketing 

rarely 

channels and 

produced the 

sweeping 

desired 



CHAPTER 3 

PROUCTION, MARKETING, AND ENVIRONMENTAL CONSTRAINTS 

The organization of social and economic life in 

Kordofan is intimately tied to the environmental conditions 

under which the inhabitants live. Kordofan is largely 

desert in the north, while farther south conditions improve 

enough that South Kordofan can be classified as merely 

semi-arid. Life is precarious even under conditions which 

are regarded as good by the inhabitants of such dry 

regions. Unpredictable short-term climatic fluctuations 

can severely disrupt production systems in arid and semi

arid regions, and arid lands inhabitants are often at the 

mercy of such phenomena as drought. 

only one crop per season can be raised in Kordofan; 

there is no surface water to speak of which could serve as 

an irrigation source. This one crop must provide food for 

the entire year until the new crop is harvested in the next 

season. In good years, the inhabitants call the several 

months before the new harvest the "hunger perj.od." In years 

of drought, when many crops fail, the hunger period 

lengthens and many inhabitants face starvation. Several of 

the five years in which WSARP operated in Kordofan were 

drought years, and the project was able to gain a 

33 
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first-hand view of the impact· of drought on production and 

marketing. 

Climatic conditions in Kordofan can be extremely 

adverse in all but the best of years. Average annual 

precipitation ranges from only about 50 mm near the 

northern boundary of North Kordofan to 600 mm on the 

southern boundary of that province. Most of South Kordofan 

lies between the 600 mm and 800 mm rainfall isohyets 

(Figure 3.1). Because of the very high potential evapo

transpiration, the entire region faces annual water 

deficits ranging between 800 mm in southern South Kordofan 

to nearly 1700 mm in the northern deserts of North Kordofan 

(Oliver 1969; Speece 1982; Louis Berger 1983; NMACjGTZ 

1985) . 

Nearly all of the annual rainfall comes in the late 

summer rainy season, in which the heaviest rains fall 

during July and August. Rains occasionally begin as early 

as late May and sometimes last into October. In North 

Kordofan, the season is shorter than in the south. As is 

characteristic of arid and semi-arid regions, the amount of 

annual rainfall is highly variable, and the intensity and 

spacing of rains are highly unreliable. The production 

systems which have been adapted to these environments are 

quite susceptible to the recurring droughts of the region, 

as well as to the random fluctuations in timing of 

rainfall, and the wide variation in rainfall levels 
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spatially. Lebon (1968) specifically cites the shortage 

and unreliability of water supply as a major contributing 

factor in Kordofan's economic underdevelopment. (See also 

Araujo 1981; Speece 1982; Louis Berger 1983; Trilsbach & 

Hulme 1984; NMAC/GTZ 1985 for discussion of environmental 

conditions.) 

Production Systems 

Production systems in Kordofan are largely based on 

agriculture and/or transhumant/nomadic livestock herding. 

Sedentary agriculture is the primary economic activity. 

Farming systems include large-scale mechanized schemes, but 

the vast majority of farmers are small-scale SUbsistence 

producers. The primary crops are sorghum, groundnuts, 

sesame, and in North Kordofan, millet (Araujo 1981; Reeves 

& Frankenberger 1981, 1982; Cook, et al 1983; Teitelbaum 

1984; Abu Sabah & Patrick 1984; Abu Sabah 1985a; NMAC/GTZ 

1985). Transhumant/nomadic livestock production is also 

common, and perhaps a quarter of Kordofan's nearly 3.5 

million people are transhumants/nomads. Cattle are the 

predominant livestock herded by these people, especially in 

South Kordofan, 

well as camels in 

1984; Abu Sabah 

but sheep and goats are also common, as 

North Kordofan (Michael 1984; Teitelbaum 

1985b; Gillard-Byers, Azrag, and Speece 

1985; Bunderson 1985). 
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Traditional sedentary farmers in South Kordofan are 

largely Nuba, and SUbsistence agriculture in the province 

is largely organized in Nuba farming systems. The Nuba 

household utilizes at least two separate farms. The house 

farm, jubraka, is typically located near each family's 

living compound. The Nub a village is dispersed, as is 
-. 

common in many areas of Africa, rather than compact as in 

the Middle East. (Winters 1977 discusses Sudanese settle

ment patterns to see how they fit the Middle Eastern and 

African contexts). The village is generally located on the 

slope or foot of the "mountains" (really more like large 

hills), and the jubraka thus usually occupies terraces or 

gentle slopes around each household. 

Average size of a household's jubraka is slightly 

under one feddan. Main crops are maize and short-maturing 

sorghum, but groundnuts, cowpeas, and a wide variety of 

other vegetables are also grown. Women traditionally 

manage and work the jubraka. They use their crops both to 

provide for family consumption needs in the several months 

"hunger period" before the main harvest and to supplement 

family income through market sale. In such cases of market 

sale, women typically retain marketing responsibility for 

the jubraka crop (Araujo 1981; Abu Sabah & Patrick 1984; 

Abu Sabah 1985a; Gillard-Byers & Azrag 1985f). 

Far farms are primarily managed by men, although 

women also work on them extensively. (Far farms is the 
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English language technical term used by agricultural 

workers in Kordofan to identify these fields.) They are 

located in the plains on the characteristic cracking clay 

soils of South Kordofan. Average size of these far farms 

is around eight feddans, often scattered in two or more 

fields. Far farms are more oriented toward staple grain 

crops; main crops include long-maturing sorghum and sesame, 

although some cowpeas and groundnuts are also grown. 

While labor on jubraka is largely from the family 

itself, the Nuba utilize the institution of the nafir to 

work the far farms. This is a reciprocal labor arrangement 

among the population of one or several villages, and nafir 

groups do much of the work on the far farms. Some 

households have near farms also, which are on sandy soils 

closer to the foot of the mountain. These are usually 

somewhat larger than the jubraka, but not nearly as 

extensive as the far farms. Crops and management practice 

are more or less a mixture of what is found on the jubraka 

and far farms (Araujo 1981; Abu Sabah & Patrick 1984; 

Gi11a~d-Byers & Azrag 1985c, 1985d). 

Land preparation begins around April, and planting 

begins after the onset of the summer rains, although some 

farmers risk their seed by anticipating the rains and 

planting beforehand. Most planting is in June and July. 

Jubraka harvests may begin in late August, but most of the 

jubraka crops mature and are harvested in september and 
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October. The harvest from far farm fields begins in 

November, and most crops are harvested in December and 

January. This harvest is what provides food and cash needs 

(through market sale) to the family throughout the year. 

Most families have used most of their stores by mid-summer, 

and this mid-summer period before sUbstantial harvests 

begin is called the hunger period. The harvests can be 

greatly affected by the timing and length of the rains and 

rainy season, and a poor harvest extends the length of this 

hunger period (Araujo 1981; Abu Sabah & Patrick 1984; Abu 

Sabah 1985; Gillard-Byers & Azrag 1985c, 1985d). 

Subsistence agriculture is very similar in North 

Kordofan; the important variations can largely be 

attributed to cultural and environmental differences. Th~ 

sedentary population is largely Arab or thoroughly Arabized 

African in this province, the rainy season is shorter, and 

the soils are much more likely to be very sandy. Typical 

settlement patterns are compact, after the Middle East 

pattern, so that the jubraka is much smaller and therefore 

proportionately less important to the overall family diet. 

Arab farmers tend to mix the short- and long-maturing 

varieties more on far farms (true even in South Kordofan), 

which are usually located in the plains near the khors (dry 

stream beds). This tends to compensate for the reduced 

importance of the jubraka. 
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North Kordofan; 

the more arid 

conditions and more sandy soils. Groundnuts are somewhat 

more important and sesame slightly less important than in 

South Kordofan, although both are grown extensively as cash 

crops. The Nuba usually grow mainly sesame as a cash crop, 

but the Arabs grow several, and cash cropping to supplement 

subsistence agriculture is somewhat more common in North 

Kordofan (Reeves & Frankenberger 1981, 1982; Louis Berger 

1983; Reeves 1984). 

Market structure and Drought 

During the 1983-1985 cropping seasons, Kordofan 

suffered severe droughts, and WSARP was able to observe how 

the drought influenced production and market performance. 

The impact of drought upon agricultural production is well 

known, and Kordofan's food production certainly declined 

drastically, contributing to food shortages in the 

province. Western Sudan, including Kordofan, has 

traditionally been self-sufficient in sorghum production, 

the main staple food. By 1984, however, it was a net 

food-deficit area (D'Silva 1985). Figures on estimated 

yields in Kordofan of the major crops clearly show the 

impact of the drought in 1984 and 1985 (Table 3.1). 

The impact of drought upon agricultural production 

is fairly well known, and these trends are not at all 
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Table 3.1: Estimated Yields of Selected Crops in Kordofan. 

Year Sorghum Millet Sesame Groundnuts 
-------------------------------------------------
North Kordofan 

1976/77 120 ( 1) 146 74 299 
1977/78 115 134 76 253 
1978/79 70 170 82 283 
1979/80 75 154 97 250 
1980/81 190 184 87 300 
1981/82 190 116 93 378 
1982/83 56 57 28 113 
1983/84 45 56 40 85 
1984/85 15 13 10 30 

South Kordofan 

1976/77 
1977/78 
1978/79 
1979/80 
1980/81 
1981/82 
1982/83 
1983/84 
1984/85 

350 
320 
343 
217 
229 
229 
357 
134 

88 

(2) 

80 

(2) (2) 

40 35 

Notes: (1) all yields are in Kg/feddan. 
(2) for millet, sesame, and groundnuts, data 

was available only on a regional basis 
until 1984/85. South Kordofan figures 
are therefore exactly the same as those 
for North Kordofan for 1976 through 1984. 

Source: NMAC/GTZ 1985. 
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surprising. Drought impact upon market performance and 

structure, however, is not as well understood, but the food 

shortages which resulted in Kordofan seem to have been 

greatly exacerbated by drought-induced marketing failures. 

Increased price volatility 

volatility is characteristic 

is one major problem. Price 

of sUbsistence oriented agri-

culture in arid and semi-arid regions even under normal 

conditions,. as is evidenced by annual price fluctuations 

for agricultural commodities. Drought conditions greatly 

increase the impact of seasonal price differentials and 

price volatility, which translates into increased risk for 

producers and/or merchants when they move product to 

market. This is a market performance problem, but market 

structure also adapts to drought conditions in ways which 

inhibit the flow of agricultural product. Many important 

channel functions 

operators, who 

responsibility. 

are shifted down channel 

are less able to carry 

to the smaller 

the increased 

While an extensive discussion of market channel 

structure may be found in Chapter 5, a brief review of the 

main concepts is in order here so that the discussion of 

shifting functions may be better understood. In any 

marketing channel, certain functions must be performed to 

move goods from producer to consumer. One important set of 

functions typically involves such things as buying/selling, 

which entails identifying, locating, and negotiating with 
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parties interested in selling/buying products. A second 

main set of functions has to do with the actual physical 

movement of product. Agricultural commodities must be 

assembled/bulked, transported, stored, graded/sorted, and 

broken down into lot sizes which customers/consumers are 

willing to buy. A third major set might be classified as 

facilitating functions. Financing/credit provisions must 

be made, risk must be assumed on transactions, and market 

information must be available. 

The channel must also 

to perform these functions. 

have members who are willing 

Typical channels are made up 

of various levels of Wholesalers and retailers, who assume 

responsibility for performance of various functions. Since 

performance of any function entails a certain cost, it must 

have an associated compensation if the function is to be 

performed at all. The channel structure in any specific 

case depends upon how efficiently specific channel members 

can perform the function under the prevailing physical and 

economic environmental conditions. If the margin of 

compensation less cost represents an adequate economic 

return, the channel member will perform the function; if 

not, the member will attempt to shift responsibility to 

someone else. Drought conditions change the cost and 

compensation relationships of channel functions, with the 

result that channel structure changes as functions are 

shifted. 
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Price Performance 

Price volatility is a major issue in almost any 

agricultural economy. This volatility is particularly 

evident in Third World countries where the technological 

capabilities for storage and transportation are not well 

deveLoped. The problem is exacerbated in arid and semi

arid regions where cropping is not feasible all year round. 

With poor storage and only one crop per year, there are 

periods of distinct oversupply following harvest, and the 

"hunger period" of shortage late in the cropping cycle. 

Poor transportation hinders the ability to more closely 

match supply with demand through import or export of food 

from/to other regions of the country. The result is a very 

wide seasonal price differential for most agricultural 

commodities. A theoretical discussion of the seasonal 

price differential problem appears in Tolley, Thomas and 

Wong (1982), while Jones (1972) shows that just this 

problem is characteristic of most agricultural economies in 

Africa. 

Kordofan is certainly subject to large seasonal 

price differentials. Both Hunting (1981) and Louis Berger 

(1983) cite seasonal fluctuations, and point to storage and 

transportation inadequacies as major contributing factors. 

WSARP's·price data was collected over the 1984/1985 season, 

during a severe drought year, and it also shows substantial 

price fluctuations. Table 3.2 and Figure 3.2 show the 



Season 

1979/ 
1980 

1979/ * 1980 
deflated 

Table 3.2: Sorghum Price Differentials 
in Southern Kordofan. 

Village MAX/MIN MAX/AVE 

Jebel Teis 2.50 1.29 
Teisi Abd Salaam 3.00 1.59 
Ingarko 3.00 1.46 

Jebel Teis 2.19 1.25 
Teisi Abd Salaam 2.49 1.49 
Ingarko 2.54 1.37 
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MIN/AVE 

.52 

.53 

.49 

.57 

.60 

.54 

---------------------------------------------------------
1984/ Kadugli (sacks) 2.41 1.30 .54 

1985 Kadugli (malwa) 2.87 1.24 .43 
Katcha (sacks) 1.75 1.40 .80 
Katcha (malwa) 2.00 1.43 .71 
Kululu (sacks) 2.42 1.31 .54 
Kululu (malwa) 2.25 1.49 .66 

* Using October 1979 as the base month, the deflator was 
1.0188 raised to the n power, with n = number of months 
since October. This corresponds to an annual inflation 
rate of 25 percent, which is the rate cited for 1978/79 
to 1979/80. This is a conservative deflator, since the 
inflation rate was nearly 100 percent for 1979/80 to 
1980/81. 

Note: Four of the villages cited in this table are within 
50 km of Kadugli. Ingarko is near Dilling. 

Sources: 1979/1980 derived from Hunting 1981. 
1984/1985 derived from Gillard-Byers 1986; and 

Gillard-Byers & Azrag 1985a 



200 -
180 -
160 -
140 -
120 -

100 -
80 -
60 - a c 

---+--+--+--+--+--+--+--+--+--+--+--+--+--+--+--+---
SON D J F M A M J J A SON D 

Note: a = Kadugli 1984/85 
b = Kululu 

c = Jebel Teis 1979/80 
d = Teisi Abd Salaam 1979/80 
e = Ingarko 1979/80 

Figure 3.2: Monthly Sorghum Price Indices with 1979/80 
Prices Deflated. 

Sources: 1979/1980 derived from Hunting 1981. 
1984/1985 derived from Gillard-Byers 1986; and 

Gillard-Byers & Azrag 1985a 

46 



47 

range of prices for sorghum, the main food crop, during the 

1979/1980 and the 1984/1985 cropping seasons. This data 

shows that the price differentials, (figured as the ratio 

of maximum to minimum prices) are very similar during the 

two seasons, once inflation has been accounted for. The 

range from 1.75 to 2.87 is also consistent with Louis 

Berger (1983), which cites typical sorghum price 

differentials of about 2 based on work from 1982/1983. 

The sorghum price indices for 1979/1980 were 

deflated because price data (Hunting 1981) indicate that 

there was a rapid increase in sorghum price inflation 

during the years 1979 to 1980, after many years of very 

moderate price increases. (The real price of sorghum, 

expressed in 1969/1970 Sudanese pounds, was actually below 

1972 prices until 1980, when it shot up rapidly.) without 

deflation, the seasonal differential would be lost in the 

general upward trend of prices. The deflator, which is 

noted in Table 3.2, was derived from the sorghum price 

indices for Sudan cited in Hunting (1981) and NMAC/GTZ 

(1985). Its accuracy is confirmed by reference to the 

price series for the village Jebal Teis in Figure 3.2. 

Jebal Teis is the only village for which there is complete 

cropping cycle price data available, and it can be seen 

that the minimum price has remained constant from one 

cropping cycle to the next. 
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The price data for 1984/1985 has not been deflated. 

There is no sorghum price index available which is current 

enough to allow an accurate estimate of the deflator for 

1985. However, analysis of sorghum price inflation since 

1969 (Hunting 1981; NMAC/GTZ 1985) indicates that each time 

there has been a short ~eriod of very high inflation, it 

has been followed by several years of low inflation. These 

periods of rapid price increases came in 1973, 1979-1980, 

and 1983-1984. It is likely that inflation in sorghum 

prices subsided in 1985. 

after they were driven 

Prices remained high, to be sure, 

up by the drought which began in 

1983, but WSARP price data does not indicate an upward 

trend in sorghum prices during 1985 (Figure 3.3). 

Reference to Table 3.2 and Figure 3.2 indicates, 

then, roughly equivalent price differentials during 

1979/1980 and 1985/1985. Low prices come immediately after 

the harvest, early in the season (Dec/Jan), while maximum 

prices come just before the next harvest becomes available. 

The 1979/1980 cropping season represents a more or less 

normal year. Table 3.1 shows that yields dropped somewhat 

in 1979/1980, but nowhere near as much as in the drought 

years beginning in 1983. Sudan (1984) shows a decline in 

sorghum production in Kordofan in the late 1970s, but 

production had begun to increase again by 1980. D'Silva 

(1985) also shows a drop in production in 1979 in the 

rainfed agricultural sector, of which Kordofan is a major 
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component. This drop followed several years of increases, 

and in 1980 production began to increase again. 

These fluctuations in production are insignificant 

compared to the decline due to drought. Sudan (1984) cites 

sorghum production figures for Kordofan of 269,000 metric 

tons in 1980/1981, which was a slight improvement over 

1979/1980. (The exact 1979/1980 figures are not available, 

but graphs in D'Silva 1985 show that production in 1979/ 

1980 was only slightly below that of 1980/1981.) Sorghum 

production in 1983/1984, the first year of the drought, 

fell to 184,000 metric tons in Kordofan. Substantial rains 

first arrived in the fall of 1985, so that the 1984/1985 

cropping season clearly falls in a drought period. 

The drought, however, does not seem to have 

affected the magnitude of the price differential. Of 

course, price levels were higher in 1984/1985, but the 

seasonal fluctuation was no different than in normal years. 

The major difference between these two years can be seen 

most clearly in Figure 3.2. In normal years, there is a 

sharper drop in prices after harvest, a.nd prices stay low 

for several months, then tend to rise gradually. In 

1984/1985, prices did not drop much after harvest, and did 

not stay low very long. (At the beginning of the 1985/1986 

cropping cycle, after good rains arrived, Figure 3.2 does 

show the normal drop in prices for Kadugli sorghum.) 

Instead, they climbed rapidly and stayed high. This can be 
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seen even more clearly in Figure 3.3, which shows sorghum 

prices on a daily basis. There was a temporary sharp drop 

in prices in October, when the jubraka harvest came in. 

This was primarily due to a drop in demand as other food 

crops became available, since not much sorghum is harvested 

from the jubraka. 

In normal years, the jubraka harvest will carry 

farmers until the main harvest, so that prices stay low. 

During drought, the jubraka harvest is smaller and is 

exhausted quickly, so that prices rapidly shoot up again 

in. The sorghum harvest from until the main harvest comes 

the far farm fields begins 

years the sorghum supply 

months after the end of 

in late November, and in normal 

keeps prices low for several 

the harvest in late January. In 

WSARP's data, prices were already on their way up again in 

late January, since the drought year harvest was poor. By 

the end of January, sorghum prices were back at their pre

harvest high, and they stayed high throughout the rest of 

the cropping cycle. Figure 3.2 shows that prices remained 

high but relatively stable until the jubraka harvest of the 

following cycle. 

Figure 3.4 shows monthly price indices for several 

other important foods in Kordofan. Sesame, cowpeas, and 

groundnuts are all produced in Kordofan, and it can be seen 

that prices 

the cropping 

for these three crops rose substantially over 

cycle. Neither rice nor onions are produced 



240 -

220 -

200 -

180 -

160 

140 -

120 -

100 -

80 -

60 -

---+--+--+--+--+--+--+--+--+--+--+--+--+--+--+--+---
SON D J F M A M J J A SON D 

Note: a = sesame 
b = cowpeas 
c = peanuts 

d = rice 
e = onions 

Figure 3.4: Monthly Price Indices for Selected Food 
Crops, 1984/1985. 

Sources: derived from Gillard-Byers 1986; and 
Gillard-Byers & Azrag 1985a 

52 



53 

in Kordofan; they must be imported from provinces along the 

Nile river. Price levels of these crops were not affected 

by the drought. The peaks in onion prices correspond to 

the months of relatively heavy rainfall, which makes 

transportation very difficult. onions can be perishible 

under poor conditions, especially in wet weather. Rice 

prices did not rise at all. Of course, rice is relatively 

high priced in Sudan compared to sorghum. 

Appendix I presents the price series for sesame, 

cowpeas, and groundnuts, which are grown in Kordofan, as 

well as rice, onions, lentils, and sugar, none of which are 

produced in the region. (None of the daily price data is 

readily available past June). The drop in prices during 

the harvest is evident for sesame, but the extreme 

volatility of prices obscures the drop for other Kordofan 

produced crops. Price fluctuations on the order of 100 

percent within a few days are not at all uncommon for most 

agricultural commodities, whether the commodity is produced 

in Kordofan or not. This has serious implications for the 

movement of product to market, because high price 

volatility greatly increases the risk on market 

transactions. 

S.ubsistence farmers in general are risk avoiders 

rather than profit maximizers. They prefer enterprises 

with low yield and low risk to activities which may be more 

profitable but carry higher risk (Ghatak & Ingersent 1984). 
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Even if prices are high generally, and even if they have 

surplus in storage, small producers may not sell. Prices 

may drop by the time they move the commodity to the market, 

and they would either have to sell at the low price or 

carry the commodity back to their village. If small scale 

traders and merchants are similarly risk 

volatility will also induce them to stay 

moving product. 

avoiders, price 

local instead of 

Work in Kordofan clearly showed this risk aversion. 

Small farmers prefer wide diversification of crops to hedge 

against failure 

like to take 

of anyone or few crops, and they 'do not 

risks in selling any output. Small 

shopkeepers and traders are very risk conscious as well. 

They often regard themselves as farmers first, with only 

supplementary trading/shopkeeping activities, and thus they 

have the same mentality as other farmers. Even some of the 

slightly larger scale merchants who regard trading as their 

primary occupation recognise the high price risk and choose 

not ,to move product. For example, one cattle merchant in 

the Kadugli market stated that he had good price 

information 

market in 

on nearly a daily basis 

Dilling. He seldom attempted 

from the livestock 

to take advantage 

of favorable price differentials, however, because prices 

were likely to have shifted to his detriment by the time he 

could move animals between markets (Speece 1985). 
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To examine whether or not price risk varies over 

the year, moving standard deviations were computed for the 

price series of a number of agricultural commodities 

available in the Kadugli market. The standard deviation is 

a measure of the variation in prices, so that the moving 

quantity computed here gives a measure of how variation in 

prices (ie, price risk) changes over the cropping cycle. 

If price risk rises during dry periods between harvests, 

the moving standard deviation should be high and increasing 

before the harvest in the fall, should drop to a very low 

level during the harvest, then should begin to rise again 

after the harvest ends in January. A number of moving 

periods were tried for all of the commodities, but in most 

cases a 21 day moving standard deviation illustrated the 

process most accurately. Shorter periods contained too few 

observations to be very accurate, since price data was 

collected from the markets only two or three days a week. 

Longer periods smoothed the series so much that detail was 

lost. 

A time series graph of the 21 day moving standard 

deviation for sorghum prices is presented in Figure 3.5; 

the graphs for various other commodities are found in 

Appendix 2. Reference to Figure 3.3 indicates that the 

price ranged from £S 1.95/malwa to £S 5.00/malwa. Figure 

3.5 now shows that uncertainty about prices was fairly high 

and rising during the "hunger period" preceeding the 
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harvest. For example, prices at the end of August were in 

the range of 3 £S/malwa, but the standard deviation was 

about .4 £S/malwa. (A standard 95 percent confidence 

interval around the average price would be £S 3 ± .78.) 

This part of the series is not very relevant to farmers' 

risk, because most on-farm storage of sorghum had been 

exhausted by this period. Small merchants, however, faced 

high price risk in moving sorghum during this period. 

Uncertainty remained high even when prices 

themselves dropped during the jubraka harvest, but the 

volatility declined as the main harvest approached in 

November. The jumps in volatility in late November as the 

sorghum harvest began corresponds to uncertainty about 

where prices would finally settle. Once it was clear how 

the harvest would turn out, there was a short period of 

stable (although relatively high) prices in late December 

(standard deviation of zero), then increased uncertainty 

about where post-harvest prices would stabilize. In early 

February, there was another short period of stable prices, 

followed by gradually increasing volatility. These periods 

of price risk are faced by both farmers and merchants. 

A similar pattern prevailed for sesame prices 

(Figure II.I). High uncertainty preceded the harvest, but 

volatility declined during the harvest which begins in late 

October. There was a jump in uncertainty at the end of the 

harvest before the post-harvest price levels were 
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determined, then gradually rising volatility afterwards. 

There was insufficient data available for cowpea retail 

prices before November to calculate a moving standard 

deviation, so prices for 

used for the beginning 

larger volume transactions were 

of the series (£S/sack; the sack 

price data was too scanty to calculate moving values past 

December). The pattern is the same (Figure II.2). Peanut 

price uncertainty does not show very high levels prior to 

the harvest, but other elements of the pattern are evident. 

Volatility rises sharply during the harvest until post

harvest prices are established. Uncertainty falls sharply 

for a short period after the harvest is in, then remains 

high for the rest of the cycle (Figure II.3). 

The commodities discussed above are all produced in 

Kordofan, so that it is not difficult to imagine that price 

uncertainty increases during the dry inter-harvest period. 

However, commodities imported from the Nile provinces, 

where production is not affected much by drought, show 

similar patterns of price uncertainty in Kordofan. The 

moving standard deviation for rice prices (rice is actually 

mostly imported from outside of Sudan) shows a sharp rise 

in the period before harvest. It drops during the harvest 

months, then rises again (Figure II.4). Lentil .prices show 

a slight rise until December, when price risk drops very 

low for 

very high 

a few weeks. It then increases again, and shows 

levels in April and May (Figure II.5). Onions 
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have a similar price risk pattern. The standard deviation 

rises until January, drops, and then starts rising again. 

There is an additional temporary drop in price risk for 

onions in March, but by June, risk levels are high. 

The high prices characteristic of production short

falls during_drought periods may be attractive to large 

merchants, who operate more closely to the principles of 

profit maximization. Farmers, however, are not profit 

maximizers, but rather are risk avoiders. They do not 

respond very well to high prices if the high prices bring 

increased risk. The previous discussion makes it clear 

that higher price risk is characteristic of the periods 

between harvests. Drought greatly extends the length of 

the non-productive interval between the peaks in food 

availability, and thus increases the farmers' market risk, 

as well as their production risk. 

Table 3.3 confirms that higher risk is associated 

with higher prices. The correlations of the moving average 

for price with the moving standard deviation for seven 

major agricultural commodities are all positive and 

significant. Of course, many SUbsistence farmers sell to 

village shopkeepers or other small scale merchants, so that 

they can act immediately on price information. However, 

these small operators, as noted above, are risk avoiders 

also. The result is a general reluctance in the lower 



Table 3.3 Correlations between Price Risk 
and Price Level, 1984/1985 

Crop correlation t-statistic significant 
(alpha = .01) 

sorghum .312 5.88 yes 
sesame .566 12.28 yes 
peanuts .478 9.77_ yes 
cowpeas .690 17.11 yes 
lentils .367 7.06 yes 
onions .647 15.23 yes 
rice .428 8.51 yes 
sugar .307 5.75 yes 

Note: Price risk is measured by a 21 day moving 
standard deviation of prices. Price level 
is measured by a 21 day moving average of 
prices. 

Source: derived from price data in Gillard-Byers 
and Azrag 1985a. 
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levels of the marketing channels to move product to areas 

of food deficit if those areas are very far away. 

structural Adaptation in Channels 
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From the previous discussion, it is clear that one 

function which shifts to the lower ends of the marketing 

channel during drought is market risk. Small farmers and 

small merchants/traders face higher price risk. A related 

function, in that it transfers risk to small operators, is 

the credit/financing function. In Nuba areas, small shop

keepers do not as a rule provide credit to customers. The 

only source of credit to farmers is the agricultural bank, 

which is difficult for small farmers to deal with in the 

best of years. 

In 1985, the credit available from the agricultural 

bank had been sharply curtailed, due in part to the sharply 

rising default rate on bank loans, and in part to the 

perception that small farm loans were likely to continue to 

be risky. The agricultural bank in effect shifted credit 

cases involving responsibilities to small shopkeepers for 

small farmers. One village shopkeeper 

village near Kadugli st.ated that he 

interviewed in a 

had never offered 

credit in the past. His patrons were so short of cash 

during the drought, however, that he was forced to extend 

credit in 1985 if he wanted to move any inventory (Speece 

1985) . 
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Village level shopkeepers, then, faced greater 

price risk and extended more credit, factors which are 

aspects of the facilitating functions discussed earlier in 

this chapter. They also become more responsible for 

functions associated with the physical handling of products 

and the actual bringing of buyers and 

that transactions can take place. 

willing to take their crop to distant 

sellers together so 

Farmers were less 

markets themselves 

and face price risk. In the Kadugli area, after several 

seasons of drought, many farmers, even if they had grain, 

were out of cash and therefore faced difficulty in 

transporting grains to market. There also tended to be 

less activity by lower level channel members who would come 

out to villages from the larger markets, because the 

prospects of a good buy on crops was diminished. (This 

lessened competition in lower levels of channels is briefly 

discussed in Gillard-Byers, Azrag, & Speece 1986.) 

Shopkeepers, therefore, were purchasing a 

relatively greater share of the marketed crop. (Of course, 

in absolute terms, there is less marketed crop in drought 

years). They had to store that crop, and they had to find 

buyers. However, although responsibility for this wide 

variety of functions shifted to the lower ends of the 

marketing channel, these levels contain the channel members 

who are least able to finance increased functional 

responsibility. Furthermore, it does not appear that the 
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increased functional responsibility during drought brought 

increased compensation to shopkeepers. Data on price 

structures presented in Chapter 5 shows typical markups of 

10 to 20 percent on sorghum by small merchants in Kadugli 

area villages in 1985. Araujo (1981) shows a markup of 40 

percent on sorghum by small merchants in 1980. 

Rather than taking advantage of the drought 

situation, a charge which is often leveled at merchants, it 

appears that small operators, at least, cut their markups. 

with diminished markups but increased functional 

responsibility, one can safely conclude that profits 

suffered. The profit margins documented in 1985 were 

fairly low, on the order of a few percent. The fact that 

small operators do not receive increased compensation in 

return for shouldering additional costs makes them 

reluctant to take on these additional functions during 

drought. As a result, product flow is impeded. 

The contribution of market failure to food 

shortages during drought periods has occasionally been 

recognised (eg Bass 1986), but few concrete suggestions 

have been offered on marketing policy. The analysis 

offered here indicates that public policy must address the 

very serious price volatility 

stable prices if product is 

by the private market. They 

increase their ability to 

issue. Small operators need 

to be moved into drought areas 

also need policies which will 

expand the scope of their 
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operations. During drought, increased technical and 

marketing expertise must be made available to small 

operators. Small merchants and shopkeepers require better 

access to financing, and means of compensating their 

increased functional responsibility must be found. 

Policies which can deliver these aspects could greatly ease 

the marketing constraints associated with drought by 

facilitating the movement of agricultural commodities from 

areas of relative surplus to areas of relative deficit. 



CHAPTER 4 

TRADE, MARKETING, AND CULTURAL ASSIMILATION 

Economic development in the modern world often 

proceeds in nation-states which are multi-ethnic and 

multi-cultural. A common problem which many nations face 

is that the general improvement of economic status which 

comes with development may differ across the various groups 

within a society. Some ethnic, cultural, or racial groups 

may not benefit as much as others; this, of course, can 

easily turn into a major political problem. Africa has 

been particularly susceptible to the problems of disparate 

rates of economic development among different groups within 

the same country. Civil wars have even broken out over the 

issue, although civil war is, of course, the exception 

which attracts attention, not the largely unreported rule. 

Within Africa, the countries of the Sahel/Sudan 

geographic region are particularly suited for observing the 

evolution of the economy in the context of a multi-ethnic, 

multi-cultural society. This region coincides with the 

cultural boundary between the Muslim Arab/Arabized Middle 

East and non-Muslim Black Africa. South Kordofan lies 

directly along this boundary, and provides an excellent 
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case study for an examination of the process of cultural 

assimilation and economic integration. 

The socioeconomic organization of South Kordofan 

shows the characteristics of the "trilogy" common 

throughout the Middle East: agriculturalists, nomads, and 

urban dwellers. Sedentary agriculture is the primary 

economic activity. Farming systems include large-scale 

mechanized schemes, but the vast majority of farmers are 

small-scale SUbsistence producers, as was discussed in the 

previous chapter. Nomad/transhumant livestock production 

occupies slightly more than a quarter of South Kordofan's 

approximately 1.5 million people. Most of these people 

belong to one of the various cattle-herding Baggara groups, 

who consider themselves Arab and are classified as Arab by 

the Sudanese. (References to WSARP work among the Baggara 

are cited on page 32; see also Cunnison 1966.) They are 

distinguished from the camel-herding Kababish, also Arab, 

of North Kordofan (Asad 1970). 

Farag 

considering the third 

(1979) estimated that 

component of the trilogy, 

only about 12.8 percent of 

Kordofan's population was urban in 1973, which was somewhat 

lower than the 17 percent for Sudan as a whole. At the 

rates of urban and rural population growth cited by Farag 

for Kordofan (4.9 and 0.6 percent, respectively), approx

imately 20 percent of Kordofan's population should be urban 

by the mid-1980s. This would still be low for Sudan if 
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earlier U.S.AID projections for 1985 of 31 percent urban 

population for Sudan were accurate (cited in Speece 1982). 

However, Farag seems to have overestimated the pace of 

urban development. NMAC/GTZ (1985) figures based on the 

1983 census still show 13 percent urban population for 

Kordofan overall. South Kordofan is somewhat less 

urbanized than Kordofan as a whole (Table 4.1, Figure 4.1). 

All these figures really show, apart from the unreliability 

of statistical data from a country such as Sudan, is that 

the population of Kordofan is predominately rural, and that 

Kordofan's urban structure is somewhat less developed than 

the Sudan's overall. 

cultural Boundary Issues 

Closer examination of the three elements verifies 

that South Kordofan lies astride the cultural boundary 

between the Muslim Arab part of the Middle East and 

non-Muslim Black Africa. Figure 4.2a shows that in 1956, 

Arabs made up the vast majority of the population in 

Northern Kordofan, but not in most of South Kordofan. The 

core of the Nuba Mountains area has vElry small Arab 

populations, and appears white on that map; the percentage 

of Nuba in the population of the three census districts is 

(clockwise from the north) 94, 96, and 87. In other areas 

of South Kordofan which are lightly shaded on Figure 4.2a, 

the Nuba made up from one- to two-thirds of the population. 



Table 4.1: The population of Kordofan 

Area Councils Urban Rural Nomadic 
(Districts; (%) (%) (%) 
see Figure 4.1) 

Sodari 1 27 72 

Bara 5 91 4 

Umm Rawaba 12 88 

el-Obeid 47 32 21 

an-Nahud 9 83 8 

North Kordofan 14 64 22 

Kadugli 13 81 6 

Rashad 11 61 28 

Dilling 9 69 22 

Fola \ 
I 12 41 47 

Abyei / 

South Kordofan 11 62 27 

Kordofan Region 

Source: Based on 1983 Census Figures 
cited in NMAC/GTZ 1985. 
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Region 

Total 
(absolute) 

405,872 

245,744 

374,475 

316,005 

486,438 

1,828,534 

352,040 

385,064 

291,008 

220,642 

172,502 

1,421,256 

3,249,790 



I---------------------------~ ,. \ , \ , \ , \ 
I \ 
, NORTHERN KORDOFAN \ , r' , , 
\ , 
, " \ . , 

\ Sodiri I 

I 
I , 
I 

l , , , 
En Nohud 

Umm 
Ruwabo 
• 

I • 
I \ 
" ", 
" • Rashad " 

I l 
• I 

," Abu Gubeiha , 

\ " 
\ " 
\ Tolodi,' 
\ KORDOFAN , 

\ ,,~,,' 

\ "" \ I 'a.. ___ ' 
\ ,..-- ~ 
\ , '--_'/ 

___ Kordofon Region 

••••••• North/South Kordofon Province 

Area Councils 

Figure 4.1: Kordofan Area Councils. 

Source: Based on NMAC/GTZ 1985. 
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• 
· .... .0 · .... · .... · .... · .... · .... · .... · .... · .... · .... e.- ... 

91-100 72-90 51-70 31-50 16-30 0-15 

Figure 4.2a: Arabs as a Percentage of Kordofan population 
by Census Tract, 1956. 

Source: Derived from Sudan 1962. 
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D ...... -.. · .1 ./</.>~/'/', · .... · . /'/;"<,0 /, · ... . · ... · ... · :;;:::8~<::;:~ · .... · .... · .... · .... · .... 
91-100 71-90 51-70 31-50 16-30 0-15 

Figure 4.2b: Percent of Kordofan Population 
which Speaks Arabic by Census Tract, 1956. 

Source: Derived from Sudan 1962. 
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non-Arab population 
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they are not Nub a , nearly all of the 

is African from some group. For 

example, in the south-western district, one-third of the 

population is from one of the various Nilotic tribes. 

Figure 4.2b shows that use of the Arabic language is much 

more widespread than just among ethnic Arabs, but that 

Arabic had not penetrated the core Nuba area extensively. 

Abu Sabah and Patrick (1984) show that nearly 

three decades later the vast majority of the sedentary 

farmers (81 percent) in the Nuba Mountains area identify 

themselves as Nuba, not Arab, while an additional 8 percent 

consider themselves members of other non-Arab African 

ethnic groups. Nearly 86 percent of this sample from the 

Nuba mountains area speak a local language and Arabic as a 

second language; only 13.5 percent speak only Arabic (Table 

4.2). The nomads/transhumants are mostly classified as 

Arab under Sudanese convention, and are largely from 

various Baggara subdivisions. Many of these Arabs have 

become sedentary and 

farmers, though not 

make up 

usually 

a minority of the settled 

in the Nuba Mountains area 

itself. Kadugli, the major urban center in the province, 

is made up of a mixture of many ethnic groups (Araujo 1981; 

Abu Sabah and Patrick 1984; Teitelbaum 1984; also Wai 

1981) • 

South Kordofan, then, is an excellent area in 

which to gain a more detailed understanding of the impact 



Table 4.2: Ethnic Group, Language, and Religion 
of Farmers in the Nuba Mountains 

Ethnic Group Number 

Nub a 90 
Arab 12 
Falata 4 
Fur 3 
Shilluk 1 
Liri 1 

Language Number 

Arabic only 15 
Arabic and local 

language 95 
Local language 

only 1 

Religion Number 

Muslim 100 
Christian 3 
African religion 3 
none stated 5 

Percent 

81.1 
10.8 
3.6 
2.7 

.9 

.9 

Percent 

13.5 

85.6 

.9 

Percent 

90.1 
2.7 
2.7 
4.5 

Note: Based on a sample of 111 families from 14 
villages in the Nuba Mountains Area. 

Source: Abu Sabah & Patrick. 1984. 

73 



74 

of economic transformation upon diverse population groups. 

In the province, as well as in Sudan as a whole, economic 

transformation in the traditional agricultural sectors has 

meant the shift away from a sUbsistence economy toward more 

market participation. Historically, elements of the market 

economy were brought to the non-Arab parts of Sudan by Arab 

traders (cf eg Trimingham 1965; Salih 1984; Manger 1984), 

and trade has been one of the most important forces behind 

cultural and religious integration (Hasan 1967). This 

integration of population groups as the economy evolved has 

largely resulted in the Islamization and Arabization of the 

African population, ie, cultural assimilation of Africans 

into the Middle East cultural orbit. Economic integration, 

however, has come much more slowly. Even after a high 

degree of cultural assimilation, Africans generally have 

not moved very rapidly into positions of much economic 

strength. 

These issues of cultural assimilation and economic 

integration demand the attention of development planners in 

Sudan because they have become major political issues. In 

Southern sudan, the serious political implications have 

even led to civil war. According to Wai (1981), who 

presents a Southern Sudanese viewpoint, even the non-Arab 

Africans of the North, in which he includes Kordofan, are 

so thoroughly Arabized and Islamized as to be 

indistinguishable from the Sudanese Arabs. 
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Many in the Southern Sudan deeply resent what they 

see as cultural imperialism on the part of the Northern 

Arabs. A second major issue in the civil war is the very 

slow pace of economic integration of the African population 

into the Sudanese economy. On a macro-level, this 

translates into Southern complaints that they have not been 

allowed significant participation in the economic 

development of the country, either in planning or in 

benefits (cf eg Johnson 1986). 

South Kordofan has not joined the revolt to any 

significant extent so far, although some observers think 

there may be some support growing among the Nuba for the 

Southern rebels (cf eg Ibrahim 1986). The province is well 

suited for an examination of the processes of cultural 

assimilation and economic integration in an area where 

these processes are still occurring but are far from 

complete, and before they have led to a political upheaval. 

The assimilation process has begun relatively recently and 

the Nuba in South Kordofan still consider themselves very 

much Africa~, irregardless of Wails views. 

Economic integration on the micro-level has been 

slow. As the sUbsistence economy has evolved into a market 

based economy, Nuba have not participated extensively in 

very many aspects of the new economy. They have remained 

small producers and consumers, rather than becoming 

shopkeepers, merchants, agents, or otherwise participating 
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as channel members. They have not moved into industrial 

activity to any great extent, either, except for providing 

unskilled labor. Certainly, few mid- to upper-level 

managers have been Nuba to date, and little Nuba capital 

has been invested to found Nuba owned producing firms. 

These activities, however, are the measure of 

economic integration. otherwise Africans may feel that 

they are only providing the fuel for Arab economic growth 

from which they do not benefit; this is one of the most 

important issues in the civil war. Trade and marketing are 

intimately tied to these processes of cultural assimilation 

and economic integration, and thus with important political 

issues in Sudan. Historical data from South Kordofan can 

be combined with data gathered by WSARP and other 

development projects to get a view of how the processes 

proceed and the implications for the Nuba population. 

Assimilation and Integration in North Kordofan 

Throughout the following discussion, it will be 

assumed that the adoption of the Arabic language and of 

Islam, the religion of the Arabs, are fairly good measures 

of the process of cultural assimilation. Most historical 

sources comment on these aspects, but only rarely on other 

aspects of material culture, such as clothing, dietary 

habits, or housing structure. Where comment does appear on 

these other aspects, the patterns that have been inferred 
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from examining the spread of Arabic language and of Islam 

are confirmed. This way of measuring cultural assimilation 

is consistent with experts on the process of Islamization 

in Sudan (eg Stevenson 1963; Trimingham 1965). In fact, 

Trimingham even states that Arabization (adopting Arab 

culture) and Islamization (adopting the Islamic religion) 

are one and the same process in Sudan. 

It has been noted that this discussion of cultural 

assimilation and economic integration will focus on South 

Kordofan. The processes are currently occurring there and 

WSARP has collected relevant data which can be combined 

with the historical record to analyze the role that trade 

and marketing play. In North Kordofan, however, cultural 

assimilation and economic integration of the African 

population has also occurred and is largely completed. 

Therefore, a brief initial examination of North Kordofan's 

historical record is in order. E1-0beid is the primary 

market there and has been an important commercial center 

for a much longer period than has Kadug1i. 

Burckhardt (1822) is one of the earliest sources 

to give information about the town's economic role. He 

described e1-0beid as the political capital of Kordofan and 

the province's main trade center. The main exports from 

Kordofan were raw materials, esp~cia11y leather goods and 

gum arabic, which were assembled in e1-0beid for shipment 

to the Nile areas. E1-0beid was also a major transhipment 
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river. 
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and the central Sahel/Sudan 
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trade route connecting 

region with the Nile 

Hill (1948) cites an anonymous traveller who 

visited Kordo·fan in 1824-1825 and corraborated el-Obeid's 

role. He also noted that Bara was another important trade 

center, though somewhat reduced in prosperity since the 

Turks had captured Kordofan. (This refers to the conquest 

of Sudan by Muhammad Ali in 1820; cf Bj0rkelo 1984.) 

o 'Fahey (1973) discusses two travellers' accounts from 

1831. This source also cites the importance of el-Obeid, 

and states that it had long been the regional political' 

center for either the Fur or the Funj when Darfur or Sennar 

held sway over Kordofan. 

Pallme's (1844) account from 1837 is much more 

extensive than previous descriptions. He confirms that 

el-Obeid is the political and economic center of Kordofan, 

but his account clarifies that the term Kordofan in these 

earlier times really referred to the modern North Kordofan. 

South Kordofan was barely within the economic or political 

spheres of Sahel/Sudan affairs, and even in North Kordofan/I 

the Nuba were only marginally involved. Most traders were 

outsiders, Jellaba, usually from Dongola, and el-Obeid had 

a thriving trade directly with Dongola. In villages to the 

south of el-Obeid, the Jellaba had established a few shops. 

There were few Muslims among the Nuba, not much Arabic was 
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spoken, and the Nuba, to the extent that they participated 

in trade, did so on a barter rather than a cash basis. 

In the early part of the Nineteenth Century, then, 

the Nub a population around el-Obeid was not yet very 

Arabized or Islamized. Burckhardt (1822) states that 

villagers in the el-Obeid area did not speak Arabic as 

their first language, and Pallme (1844), as just noted, 

found very slight assimilation among Nuba only short 

distances south of el-Obeid. Cultural assimilation had 

barely begun despite the fact that Arabs had moved into 

North Kordofan by the early sixteenth Century, and that the 

Muslim Funj or Fur had controlled North Kordofan for much 

of the two hundred years prior to the time that European 

travellers began to visit (Stevenson 1963; Trimingham 

1965) . 

Clearly, neither casual contact between sedentary 

Nuba and nomadic Arab nor political domination by Muslims 

was the driving force behind assimilation. Indeed, Sagar 

(1922) and Trimingham (1965) point out that the Funj and 

Fur actually paid very little attention to the Nuba. Nor 

did the Arabs apparently bother them very much. Even slave 

raiding in Nuba areas was not velry common before the 

Nineteenth Century; Burckhardt (1822) notes a slave trade 

at el-Obeid, but says that the slaves mostly came from 

further south than Nuba areas. 
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EI-Obeid increased its importance as a major trade 

center throughout the Nineteenth Century, and cultural 

assimilation proceeded more rapidly. Marno (1879) gives a 

first-hand account of North Kordofan around 1875. EI-Obeid 

was still the major commercial center in Kordofan. It 

provided transit services to the Sahel/Sudan trade and 

pilgrim travel, and bulk breaking/ bulking functions for 

Kordofan's import/export trade (see Chapter 5 for a more 

detailed discussion of various marketing functions). 

Marno is one of the first to note market activity 

in small markets of villages surrounding el-Obeid. These 

small markets focused on agricultural produce and 

livestock, and helped bring sedentary Nuba and nomadic 

Arabs into the wider economy. It should be noted, however, 

that some Arab tribes, unlike the Nub a , already 

participated in trade fairly extensively as transport 

agents. Pallme (1844), for example, noted that the 

Kababish were heavily involved in carrying goods for the 

Jellaba. Marno also shows that Nuba in many of the 

villages in North Kordofan were speaking Arabic by 1875, 

although there were still some where Nuba languages 

prevailed. 

By the turn of the century, el-Obeid and the North 

Kordofan economy were thriving, and many other towns in the 

area had developed their own important markets (Great 

Britain 1898; Sudan 1912). The lower level market centers 
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in northern Kordofan also showed considerable economic 

activity early in this century, unlike the ones further 

south. Despite pockets of non-assimilated Nub a , North 

Kordofan had for all practical purposes been drawn into the 

Middle Eastern cultural orbit, and the population as far 

south as D~lling was already heavily Arabized. 

Economic integration took longer. The discussion 

in Sudan (1912) indicates that widespread commercial 

activity lessened the further south of el-Obeid the markets 

were situated, and that most marketing activities were 

carried on by Arabs. This source does note, however, that 

Arabized people were beginning to play a role. North 

Kordofan had also now begun to attract a considerable 

number of non-Sudanese merchants (Syrian, Lebanese, 

Egyptian, Greek; Frobenius 1893; Sudan 1912; Ibrahim 1984). 

Ad-Dawi (1980) discusses the commercial rise of 

el-Obeid and shows the integration of the Nuba into trade 

and commerce. He specifically covers the role of the urban 

center, and notes that rural Nuha with few ties to northern 

Kordofan's urban areas were not assimilated, but largely 

moved farther south. One of the important urban ties was 

the attraction of el-Obeid as a center where off-farm wage 

labor opportunities could be found (ad-Dawi 1980; Ibrahim 

1984). Economic integration followed once the assimilated 

Nuba were familiar with the culture of commercial affairs 

and had access to capital to enter commercial activities. 



82 

Ad-Dawi (1972) shows that by the 1970s, the 

majority of large merchants in e1-0beid were locally born, 

not outsiders. Similarly, Reeves (1984) shows from his 

extensive survey of North Kordofan villages that fully 70 

percent of all small shopkeepers were born in the villages 

in which they operate their shops. Another 25 percent were 

born in neighboring villages. Start-up capital was largely 

earned by small shopkeepers through their own efforts (72 % 

of the cases), usually through cash farming or livestock 

raising, migrant labor, or wage labor locally. One of the 

primary ways that the large merchants of el-Obeid 

accumulated the required capital was through gradual 

-expansion of their small businesses (ad-Dawi 1972). Not 

all of those born in northern Kordofan are Nuba, of course; 

but these works taken together show clearly that cultural 

assimilation of the Nuba is likely to be followed by 

economic integration. The key ingredient is the economic 

activity of urban areas, which gives local inhabitants the 

means by which to raise capital for the establishment of 

small businesses. 

cultural/Economic History of south Kordofan: 
Assimilation 

Two sources discuss south Kordofan at the turn of 

the century. Meinhof (1916) visited the area, including 

Kadugli, and the colonial Government of Sudan issued a 

report on Kordofan which included information on South 
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Kordofan (Sudan 1912). It is evident from these 

process had hardly 

African with only a 

Meinhof notes that 

descriptions that the assimilation 

begun, and that Kadugli was clearly 

small degree of Arab/Muslim influence. 

there were very few Muslims among the Nuba in Kadugli. 

In its morphological structure Kadugli differed 

considerable from el-Obeid in North Kordofan. According to 

a major study of traditional urban structure in Sudan 

(Winters 1977), African cities are diffuse, composed of 

dispersed housing compounds, and have low population 

densities. They are more agriculturally oriented, and have 

little specialization of function; the market was not an 

important focal point of the city. Characteristically 

Middle Eastern cities, on the other hand, typically focus 

on the market and mosque. They are compact, with permanent 

housing, and they contain considerable specialization in 

function. The merchant class plays a major role in civic 

affairs. 

places 

The brief 

it solidly 

description of Kadugli in Sudan (1912) 

in the African classification. That 

source considers it a "native village"; few houses were 

fixed, there was no commercial or religious focal point, 

most inhabitants were engaged in agriculture, and few 

merchants or commercial enterprises were active in the 

urban economy. Trayellers reports on el-Obeid, cited 

above, as well as Sudan (1912), just as clearly place that 
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city in the Middle Eastern category. It was compact with 

fixed buildings, merchants were very important. The city 

showed considerable functional specialization, and boasted 

an important retail and wholesale market. 

outside of Kadugli, the non-African influences 

were nearly non-existent, and hardly any Nuba could speak 

Arabic. The cultural boundary had shifted south from the 

vicinity of el-Obeid, but South Kordofan itself was still 

solidly African. Discussions of the Nuba in the Dilling 

area, near the northern boundary of South Kordofan, 

indicate that that area was very little Arabized. A few of 

the Nuba were just beginning to adopt such things as Arab 

clothing, and Islam was just beginning to have some 

influence (Meinhoff 1916; Great Britian 1920; Sagar 1922). 

Nuba just south of Dilling had not begun to adopt Arab 

clothing (Meinhoff 1916) or Islam (Hawkesworth 1932). Nor 

had the area to the east of Dilling (Jebal Dair) moved away 

from traditional religion (Kanczor 1923). Areas farther 

south in South Kordofan were similarly barely influenced by 

Arabs or Islam, except to a slight extent in several towns 

where the government had established markets and a few Arab 

Jellaba had opened shops (Sudan 1912; Meinhoff 1916). 

This situation prevailed into the 1920s. Gillan 

(1931) shows that there was not yet much assimilation among 

most Nuba. Howerer, increased contact with Arab'traders 

and the beginnings of participation in the cash economy and 
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the labor market were leading to Islamization in and around 

the market towns. This assimilation of Africans actually 

became a political issue among the colonial officials, as 

the colonial administration had begun to show concern about 

potential problems with Arabization among the Nuba. The 

somewhat paternalistic British administrators feared that 

the Arabs were more sophisticated than the African 

population, and would be able to exploit them more easily 

because of assimilation. They also faced political presure 

from Christian interests, which did not wish to see Islam 

spread rapidly is sub-Saharan Africa. The colonial 

government apparently instituted religious and educational 

policies in the 1920s and 1930s to counter Islamic 

influence (Nasr 1971). 

Nevertheless, by the late 1930s, Arabization and 

Islamization had progressed in many areas of South 

Kordofan, although not in regions more distant from major 

market towns. Bell (1938) shows that in the relatively 

isolated eastern Nuba Mountains, traditional religious 

belief still prevailed. Islam had not made much headway in 

the eastern areas between Dilling and Kadugli either, 

although the population was becoming fairly Arabized in 

other cultural aspects (Stevenson 1940). In Dilling 

itself, the typical Arab house type had begun to replace 

the dispersed compound of the African Nuba, although 

outlying villages retained the typical Nuba house type 
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(Nadel 1942). Around Kadugli, which had become a minor 

trade and manufacturing center, superficial Islamization 

was already apparent (Corkill 1939). 

Nadel (1947) also shows that much Islamization and 

Arabization had taken place in many areas, although 

sometimes at a fairly superficial level. At any rate, the 

use of Arabic as a common language had become widespread 

among many Nuba tribes, Muslim religious practices were 

common, and many other aspects of Arab culture were being 

practiced with increasing frequency. Nadel's discussion of 

the local economy is limited, except for attention to the 

subsistence agricultural cycle. However, it is fairly 

clear that the Nuba at that time had not yet been drawn 

into local economic life much beyond their roles as 

producers of agricultural commodities and consumers of 

goods which could be purchased at Arab shops. 

Cultural assimilation was fairly advanced by the 

late 1950s, especially in northern South Kordofan and in 

the immediate vicinity of market towns such as Dilling, 

Kadugli, and Talodi. Many areas were s'till little 

influenced, however, particularly in the Nuba Mountains in 

the southeastern portion of the province (stevenson 1963). 

Roden (1972) discusses the Mora Nuba, for example, who were 

hardly influenced at all by Islam even in the late 1960s. 

They did not actually begin very close contact with 

Arab/Arabized populations in the area until their cropping 
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patterns began to change in the 1960s and they expanded 

agricultural activity out of the hills onto the plains. 

A 1966 survey shows that 62 percent of the Nuba 

were Muslim (Sudan 1966). By the early 1980s, a WSARP 

survey of households in the Nuba Mountains area showed that 

99 percent of the men could speak Arabic, although only 11 

percent considered themselves to be Arab ethnically. 

Ninety percent of the households were Muslim, which 

indicates that at least 79 percent of non-Arabs were 

Muslim. This survey included 111 respondents from 13 

villages in the Nuba Mountains area (Abu Sabah and Patrick 

1984; cf Table 4.2). Bauman's study (1985) of religious 

assimilation among one group of Nuba confirms that the vast 

majority of Nuba now profess Islam. 

The Nuba Mountains area itself is somewhat 

unrepresentative of South Kordofan as a whole in that it is 

generally considered to be one of the least Arabized 

portions of the province, so that other areas would likely 

show even more Arabization and Islamization. Cultural 

trends over the Twentieth century are thus quite clear. 

Africans are being assimilated into the Middle East 

cultural sphere, and the assimilation has currently 

progressed to advanced stages. 
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Economic Integration 

In Kordofan, most observers agree that the 

mechanism behind the assimilation of the Nuba into Islam 

and Arab culture is the economic one, centered on the 

cities. [Two other causes sometimes cited are casual 

contact between African sedentary agriculturalists and Arab 

nomads/transhumants (cf eg Hasan 1967); and teaching 

evangelism by Muslim scholars (cf eg Holt 1961)]. Meinhof 

(1916) indicated that he believed Arabization and 

Islamization proceeded from the urban centers in Kordofan, 

rather than being driven by several other causes sometimes 

advanced for the assimilation process. The discussion of 

Kadugli's role in the 1930s (Corkill 1939) similarly points 

out the importance of an urban economic center in the 

process. stevenson (1963) specifically cites the role of 

the market towns in spreading Islam, and Trimingham (1965) 

discusses the intimate connection between Islamization and 

trade in Kordofan. Roden (1972) shows that Islamization 

did not become pronounced among the Moro Nuba until they 

had moved downslope and come into closer contact with 

merchants and trade centers. 

In Meinhof's time, el-Obeid was the market center 

for all of Kordofan; Kadugli in southern Kordofan was a 

small scale transportation center where several routes 

farther south met.' Trade was in the hands of the Arabs 

even in Kadugli, and caravans travelling farther south were 
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also predominantly Arab. The scale of trade was small in 

the southern part of the province, and the assimilation of 

Africans was not widespread. Trade volume at el-Obeid was 

quite large, and commercial activities in el-Obeid fostered 

much greater assimilation in northern Kordofan,as 

discussed above. 

Salih (1984) also discusses the Nuba economy in 

the early part of this century in his analysis of Jellaba 

traders among the Moro Nuba. He maintains that before the 

movement of the Jellaba into the region around the 

beginning of the century, there was almost no market 

exchange among the Nuba. The report by the colonial 

government (Sudan 1912) from this period supports this 

analysis and states that the Nuba did not participate in 

the market economy. Nadel (1947) also points out that the 

market was an institution introduced by the Arabs into the 

Nuba economy. Salih (1984) notes that the introduction of 

cotton into Kordofan in the 1920s provided a cash crop and 

generated more cash among the population to help support 

the growth of the Jellaba dominated markets. Small markets 

sprang up in many villages and towns as Arab Jellaba 

established small shops. Manger (1984) lends further 

support to this view of the process in his analysis of 

Jellaba among the Liri Nuba. 

By the 1930s, Kadugli boasted three locally 

important industrial concerns; two cotton ginneries and an 
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oil mill. It had also become a moderately important market 

center to the Jellaba in southern Kordofan. A fairly large 

colony of non-local merchants lived in Kadugli (Corkill 

1939). The Nub a , however, were not yet playing much of a 

role in economic affairs. Nadel (1947) s~ows that in the 

late 1930s small shops were still in Arab hands, and the 

Nub a were still not inclined to participate in economic 

affairs to any great extent. Corkill (1939) indicates that 

nearly all of the many suq lorries (market trucks)" that had 

become common were owned by Arabs. 

cultural assimilation, but it had 

integration by the end of the 1930s. 

Trade was fostering 

not brought economic" 

The Current situation 

By the 1980s, there is much evidence to suggest 

that along with increasing cultural and religious 

assimilation, the Nuba are finally becoming integrated into 

the local economy. The primary impetus to this integration 

has been the rapid growth of Kadugli in the last 15 years, 

which has greatly increased economic opportunity locally in 

south Kordofan. In the early 1970s, Kadugli was conne:cted 

to el-Obeid by paved highway and was also designated the 

provincial capital of the newly created South Kordofan. 

Farag's data (1979) shows Kadugli's growth into an 

important urban center, and he points out that the Kadugli 

economy has specialized in agricultural trade and industry. 
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He also notes that after the 1960s, urbanization in 

Kordofan was driven partially by internal migration, where 

previously most migration had been out of Kordofan. 

Gillard-Byers and Azrag (1985f) show that Kadugli has 

become as important a destination for off-farm wage labor 

as Khartoum, the most frequent destination outside of 

Kordofan (Table 4.3). 

A measure of Kadugli's growing commercial 

importance can also be gained by examining the spatial 

market structure. Work by INTSORMIL, a project which 

shared resources with WSARP in el-Obeid, and WSARP's own 

findings in South Kordofan, clearly indicate that el-Obeid 

is the dominant market center in Kordofan overall (Reeves 

and Frankenberger 1981, 1982; Reeves 1984; Speece 1985). 

Merchants in the Kadugli area, however, now regard Kadugli 

as a very important regional marke't, gaining in importance 

relative to other regional markets such as Dilling, Rashad, 

en-Nahud, and possibly several others. There is also a 

level of market centers associated with small towns such as 

Talodi, which are subordinate to Kadugli or other regional 

markets. A village level in the market hierarchy is made 

up of markets in small villages. 

Originally, Kadugli wholesalers were supplied by 

el-Obeid merchants when dealing in goods which were not 

available 

shipped to 

in the immediate vi'cinity. 

el-Obeid when they were 

Similarly, they 

performing bulking 



Table 4.3: Off-Farm Wage Labor Preferred Destination 
(% of farmers who prefer destimation) 

Wage Labor 
Destination 

Kululu 
Katcha 
Dobeibat 
Kadugli 

Khartoum 
Wad Medani 
Habila 
Abu Safifa 
Kerkaria 

village: 
Kululu 

50 

50 

50 
38 

Katcha 

63 

13 

25 

Dobeibat 

78 
33 

33 
11 
33 
11 
11 

Note: Figures are based on a sample of 30 producer 
families. The respondents could answer more 
than one category, so totals do not add to 100 
percent. The villages of Kululu and Katcha are 
Nub a , while Dobeibat is Arab. 

Source: Gillard-Byers & Azrag. 1985f. 
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functions for local products which were to be shipped out 

of Kordofan. Kadugli merchants supplied towns such as 

Talodi in the next lower level of the hierarchy, and 

received shipments from them. This spatial structure was 

similar to the dendritic patterns discussed in smith (1974, 

1975). Such a system is entirely tree-like, without links 

between markets of the same rank or between markets of a 

lower rank and a higher rank which bypass intermediate 

levels. 

As Kadugli's economic fortunes have risen, 

however, the town has broken out of this kind of structure. 

In the last two decades, Kadugli merchants have established 

horizontal links with market centers of the same rank, as 

well as links which bypass el-Obeid completely when dealing 

with higher order centers (Figure 4.3). For example, 

Kadugli cattle merchants very often trade directly with 

Dilling, hoping to take advantage of spatial· price 

differentials themselves, rather than leaving the 

opportunities to middlemen in higher order market centers. 

Direct links to higher order centers which bypass el-Obeid 

are also evident in cattle markets. Merchants often come 

directly from Kosti or even Omdurman to buy cattle in 

Kadugli. General merchandise wholesalers in Kadugl~ are 

now often supplied directly from Khartoum or Kosti on a 

regular basis, and may only deal with el-Obeid in 'an 

emergency when they run out of stock of a particular item. 
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Figure 4.3: Schematic Diagram of Spatial Market Structure. 
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(Speece 1985 presents a somewhat more extensive discussion 

of the evolution of spatial structures.) 

As Kadugli's economic role has increased' and the 

Nuba have become more culturally assimilated, they are 

increasingly taking part in economic activity. Although 

the majority of Nuba_crops are still destined for household 

consumption, ,a variety of crops are grown specifically for 

market sale (Tables 4.4; 4.5). Much of the marketed crop 

is exchanged at village shops, but Kadugli itself is nearly 

as important to farmers as their own villages in selling 

crops (Table 4.6). They often prefer to take their goods 

to Kadugli themselves or deal with merchants who come from 

Kadugli, in order to receive better prices. Sesame, 

cowpeas, and sorghum are especially common as cash crops, 

and wild okra is also very frequently harvested for market 

sale (Gillard-Byers and Azrag 1985f; Speece 1985). 

In addition, the Nuba are particularly active in 

the Kadugli cattle market, which is the most important 

cattle market in south Kordofan. They maintain their own 

agents in this market, and they dominate market activity at 

times of the year when the transhumant/nomad cattle have 

moved north. Nuba are also moving into other marketing 

channels. Many Jellaba have recently begun to move out of 

shopkeeping, preferring to diversify into mechanized 

farming. Increasingly, the village shopkeepers are Nuba, 

with some Fellata (West Africans). In Kadugli itself, 



Table 4.4: Crops Grown by South Kordofan villagers for 
Market Sale or for Barter Exchange in the Market 

(% of Farmers who Grow Crop for this Purpose) 

Village: 
Crop 

Sesame 
Lubia (cowpeas) 
Sorghum 
Groundnut 
Okra 
Cotton 
Watermelon 
Maize 
Pumpkins 

Kululu 

90 
50 
60 
10 

Katcha 

71 
14 

100 
14 
14 

14 

Dobeibat 

90 
40 

100 
30 
35 
30 
10 
10 

96 

Note: Figures are based on a sample of 30 producer families 
The respondents could answer more than one category 
so totals do not add to 100 percent. The villages 0 
Kululu and Katcha are Nuba, while Dobeibat is Arab. 

Source: Gillard-Byers & Azrag. 1985f. 



Table 4.5: Crops Sold by Traditional Farmers 
in South Kordofan 

Farmers Reporting Sale Quantity Sold 
Crop as % of as % who as % of 

total raise production 

Sorghum 24.3 27.6 24.4 
Sesame 14.4 23.9 24.7 
Groundnut 11.7 48.8 19.1 
Cotton 11.7 50.0 53.1 
Lubia 5.4 11.3 6.5 

Note: Figures are based on a sample of 111 families 
from 14 villages in the Nuba Mountains Area. 

Source: Abu Sabah & Patrick. 1984. 
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Table 4.6: Marketing centers for Crops Produced and Sold 
by South Kordofan Villagers 
(% of Farmers who Sell in Market Center) 

village: 
Market Center Kululu Katcha Dobeibat 

Kululu 80 
Katcha 90 
Dobeibat 70 
Kadugli 60 30 50 
Abu Safifa 10 90 
Hamra 20 

Note: Figures are based on a sample of 30 producer 
families. The respondents could answer more 
than one category, so totals do not add to 100 
percent. The villages of Kululu and Katcha are 
Nub a , while Dobeibat is Arab. 

Source: Gillard-Byers & Azrag. 1985f. 
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there are now many Nuba shops, and a few of the large 

general merchandise retailers are Nuba. Many Nuba now own 

lorries and function as low level wholesalers or agents. 

In the higher levels of wholesaling, Nuba still have not 

penetrated to any great extent, although there are a few 

Nub a wholesalers in the Kadugli market (Gillard-Byers, 

Azrag, and Speece 1986; Speece 1985; for the shift in 

economic activity among the Je11aba, see Salih 1984; Manger 

1984) . 

Nub a are able to enter marketing channels more 

readily now because of the economic growth in the area, 

which allows them to more easily raise the capital required 

to open small businesses. The start-up costs for a small 

village shopkeeper are well within the means of most 

villagers if they have access to some off-farm source of 

income. One shopkeeper interviewed in Katcha said that he 

had raised his £S 200 start-up capital several years ago by 

working at a construction site in Dongola for wages for six 

months (Speece 1985). Salih (1984) confirms that most 

small shopkeepers in Nuba villages are now of local origin 

and had accumulated their own capital. 

Capital requirements for larger operations are 

substantial. One Kadugli cattle merchant with an annual 

volume of about 1000 head estimated start-up costs of about 

£S 3000 to trade on such a scale. A large Kadugli grain 

wholesaler, whose annual volume was upward of 10,000 sacks, 
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estimated capital requirements of £S 3000 to 4500 if he 

were to enter the business today (Speece 1985). There are 

fewer Nuba in higher level marketing positions because 

extensive Nuba participation in off-farm economic affairs 

is relatively recent. Data from North Kordofan shows that 

one of the primary ways that large merchants accumulate the 

required capital is through gradual expansion of their 

small businesses (ad-Dawi 1972). This process is only 

beginning among the Nuba of South Kordofan, since they have 

only moved into the lower levels of marketing in the past 

few decades. 

Discussion 

The general phenomenon of ethnic control over some 

levels of the marketing channels is certainly not unique to 

Kordofan. Norvell and Morey (1983) show that it is very 

common for ethnic groups which originate outside the area 

to dominate marketing. (The main ethnic groups cited by 

Norvell and Morey are Chinese, Indians, and Arabs, in 

various parts of the world.) Although they do not discuss 

the reasons for this to any great extent, the examples they 

cite seem to indicate that the outside groups originated in 

societies which were both trade oriented and at the same 

time had relatively greater access to capital than local 

people. 
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The evolution of ethnic participation in the 

marketing structure of Kordofan is actually what one would 

expect to see as increasing economic opportunity gave local 

people more access to capital. Omer (1985) has documented 

a very similar process in another part of Sudan, Dongola. 

He found that historically, Dongola's trade began as 

transit trade on the Africa - Egypt route; local trade was 

not extensive. By the mid-Nineteenth century, foreign 

merchants (mostly Egyptians) had moved to Dongola, and 

increased economic activity had generated increased demand. 

Local and regional trade became more important, and the 

local population (Danagla) began to enter the lower levels 

of the marketing channels as small retailers. By the 

Twentieth Century, retailing was dominated by the Danagla. 

Omer shows that most small retailers originally raised 

their capital through agriculture or migrant labor, and 

that most wholesalers accumulated experience and capital 

through previous retailing activities. 

In conclusion, then, we can summarize the process 

occurring in South Kordofan as one of increasing cultural 

assimilation followed by the beginnings of economic 

integration. South Kordofan was initially of only minor 

economic importance; Kadugli was a small economically 

insignificant town, and there was very little Arab or 

Muslim influence. Kadugli took on greater importance as 

trade grew and the Arabs (or other Jellaba) established 
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markets. The Nuba began to acquire Arabic language, 

Islam, and other aspects of Arab culture. 

Economic integration proceeded much more slowly, 

because few Nuba had sufficient resources (even if they had 

had the desire) to open their own businesses. Once 

economic growth in Kadugli became very pronounced, the Nuba 

had already become quite familiar with the dominant culture 

of economic affairs, and their integration into the market 

economy became much more pronounced. This process is 

likely to continue at an accelerated pace in South 

Kordofan, as Sudan's economy grows and the benefits of 

development are more widely spread to the western parts of 

the country. 



CHAPTER 5 

MARKETING CHANNELS IN KORDOFAN 

Marketing has long been important in Kordofan for 

cash cropping. Crops such as cotton and sesame have 

reached the market since their introduction in the early 

part of this century, while a few crops (such as gum 

arabic) were produced for the market even earlier. 

Increasingly, however, the distinction between cash and 

traditional subsistence crops is becoming blurred. More 

and more small farmers move a portion of their food crops 

to the market, as reference to Table 5.1 and Tables 4.4 and 

4.5 will show. Farmers market crops to help finance their 

household consumption or their agricultural inputs, and 

this increased interaction with the market structure has 

made farmers much less self-sufficient and much more 

dependent upon market forces. 

Many economic policy makers in Sudan see in this 

process a problem which requires government intervention. 

There seems to be a widespread bias among Sudanese 

intellectuals and policy makers (as well as among many non

sudanese) that the private sector in Sudan is exploitive. 

The basic argument in support of this view seems to be that 

because private merchants take profits, producers and 
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Table 5.1: Proportions of Crops Consumed or Sold 

Crop Percent Consumed Percent Sold by 
or Stored by the the Producer 
Producer 

sorghum 75-80 20-25 
Millet 80-85 15-20 
Groundnuts 45-50 50-55 
Cowpeas 60-65' 35-40 
Okra 55-65 35-45 
Sesame 10-15 85-90 

Note: Based on surveys of nine villages in the 
Kadugli area. 

Source: Araujo 1981. 
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consumers would be better off if there were none of these 

middlemen to skim off part of the value through non

productive activities. Further, it is assumed that 

middlemen are able to skim off exorbitant profits because 

they conspire with each other to set prices which the 

producer will receive or the consumer will pay. 

Two pieces of evidence are often 

support this logic. The first is usually 

offered to 

the simple 

observation that many merchants are rich and successful. 

The second is the observation that the farmer is not able 

to demand whatever price s/he wants but usually must accept 

what is offered or go elsewhere. Presumably, merchants 

could not become rich if they did not conspire to exploit 

producers and consumers. (Eg., these views seem to be 

expressed in Reeves & Frankenberger 1981; Oesterdiekhoff 

1983a; Salih 1984; and Abu Sabah, personal communication 

1985.) 

Such arguments appear to be based primarily upon 

ideological considerations, rather than upon a detailed 

examinat,ion of the functioning of the marketing system in 

Kordofan. Without doubt, inequities have sometimes existed 

in Kordofan and still occasionally exist. However, WSARP's 

investigation did not find any evidence of widespread 

exploitation in the region, despite the fact that this 

author was predisposed to find exploitation because of 

preliminary examination of the scant literature on 
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marketing in Kordofan. Instead, it seems that the private 

marketing 

equitable, 

operate. 

structure 

given the 

is quite effective, 

conditions under 

efficient, 

which it 

and 

must 

There are certainly rich merchants, but no 

exorbitant profits were found. Merchants are able to 

accumulate wealth through the volume of their transactions, 

not through high profit margins on any particular 

transaction 0 Collusion in the marketplace was not found to 

be a particular problem. Farmers are unable to determine 

prices because prices in Kordofan are determined by the 

levels of supply and demand for agricultural commodities. 

This indicates an efficiently functioning market, rather 

than one characterized by oligopolistic distortions. 

Buying/Selling Functions 

Since there seems to be some discrepancy between 

what actual market conditions are in Kordofan and the 

perceptions of policy makers, there is some value in 

outlining how marketing channels work in the region. The 

basis for a thorough understanding of marketing channels 

must be an analysis of the functions which are performed by 

participants in the channel. Following an examination of 

functions, functional flows can be traced. This kind of 

analysis has been performed, in varying degrees of detail, 

for many countries in both Africa and the Middle East. 
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Norman, simmons, and Hays (1982) examined channels 

for agricultural inputs and agricultural commodities in 

Nigeria. Their conclusions were similar to those stated 

above for Kordofan, ie, that there was little evidence of 

excessive incomes considering the services that channel 

members provided, and little evidence that merchants were 

able to exploit market imprefections to command excessive 

profits. Arnould's (1985) approach is different from the 

detailed functional analysis of the just cited work and of 

this study, but his conclusions concerning marketing in 

Niger are quite similar. Merchants in most levels of the 

channel face intense competition and operate on fairly 

modest profit margins. 

Several works which examine channel functions and 

channel members in Middle Eastern countries have already 

been noted. Boyd, el-Sherbini, and Sherif (1961) discuss 

the organization of marketing channels in Egypt; Samli 

(1964) discusses channels in Turkey; and Hamid (1960) 

discusses. channels in Afghanistan. None of these three 

sources focuses spepifically on agricultural marketing, and 

the data presented in them is nearly thr~e decades old. 

Mahmoud and Rice (1984) do not really focus on channel 

organization However, their brief discussion of channel 

structure in Egypt indicates ·that the private sector has 

not changed very much since the earlier discussion of 

Egyptian channels, so that these channel descriptions just 
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cited can probably be considered still quite relevant. 

Reference to these works on Africa and the Middle East 

confirms that the structure of marketing channels in Sudan 

discussed below is fairly typical of both areas. 

Channel functions will be analyzed here following 

standard marketing channels textbooks (eg Rosenblum 1983; 

Stern & al-Ansary 1982). The most important function can 

be grouped into three main categories. The first includes 

the functions of buying, selling, and negotiating/ 

facilitating. These functions involve identifying and 

locating buyers for the sellers, or sellers for the buyers, 

as well as discussion about the terms of the exchange. 

Assembly/bulking, assorting, breaking bulk, transport, 

storage, and standardizing/grading are all functions 

related to the actual physical movement of product. 

Financing/credit, bearing risk (for physical or market 

loss), and the provision of market information are a third 

set, sometimes called facilitating functions. There is 

quite a bit of data available on most of these functions in 

the marketing channels in Kordofan, although it is often 

difficult to trace the cost structure of the functions 

completely. 

The following discussion of channels in Kordofan 

often refers to either male or female channel members. For 

all practical purposes, women participate in marketing 

channels only as producers or consumers, and references to 
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both men and women are in these contexts. Women's public 

activities are fairly unrestricted in Kordofan compared to 

most areas of the Middle East, especially among the African 

population. Women control substantial proportions of crop 

yields, especially produce from the jubraka. They are very 

active as producers in direct marketing of their crops; ie 

they will carry their crop to nearby towns and occupy a 

small space in the open air market to sell produce for the 

day. This activity is very much like that of women's 

garden crop marketing recently discussed for Senegal 

(Tansuhaj 1986; Tansuhaj & McCullough 1987). Women, how

ever, are rarely found as professional channel members; ie 

they do not usually open retail or wholesale businesses or 

act as professional agents. 

Buying and selling functions are self-evident, and 

most participants in the marketing channels at all levels 

perform both of them at some time with some product. For 

example, producers sell crops or livestock, but may also 

buy them for consumption or investment. They also purchase 

agricultural inputs sometimes, and they certainly purchase 

many non··agricultural consumption items. Similarly, 

merchants and shopkeepers buy and sell. Those channel 

members who choose to perform these functions themselves 

must make their own search for the supplier or customer 

willing to offer the best prices, and bear responsibility 

for making contact to make the exchange. Of course, they 
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must take into account the cost of spending various amounts 

of time to identify and locate the best price, and the cost 

of going to the place where it is offered. 

However, the channel participant may elect not to 

perform buying or selling him/herself, or at least not to 

do very much of it. Instead, the responsibility can be 

shifted to another channel member. This can be done by 

selling to another channel member who is in close proximity 

within the channel structure, so that most of the buying 

and selling activities which take place in moving the 

product to consumers is performed by others. It can also 

be done by engaging an agent. The member who shifts 

responsibility to someone else can expect to lower his/her 

costs, since s/he no longer must carry out certain 

activities. However, the compensation must also be lower 

if the activities are not performed, because the compensa

tion will be shifted to the channel member who has taken 

over the function. In practical terms, this is part of the 

reason why farmers receive lower prices when they sell to 

village shopkeepers than when they take their produce into 

distant market towns. 

In this discussion of buying and selling, one must 

distinguish between merchants, who take title to goods, and 

agents, who do not take title to goods and thus assume no 

risk "from ownership. This definition of agent is 

consistent with practice in marketing channels literature 
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(eg Rosenblum 1983; stern & el-Ansary 1982). It is not 

entirely consistent with the literature on marketing in 

Kordofan. There, "agent" often seems to mean simply a 

merchant on a lower level of the channel who has some sort 

of on-going, perhaps semi-exclusive relationship with a 

merchant on a higher level of the channel (eg Salih 1984). 

A similar use of "agent" is by Reeves (1984) and 

Louis Berger (1983), who use the term for those who move 

crops between village and town market. The description of 

these "agents" makes it clear that they are usually really 

merchants who buy in the village and sell in the town. In 

other words, one of the major functions they perform is 

transportation, but they do take title to goods and bear 

risk through ownership. Such small merchants are, of 

course, also performing selling functions for village 

farmers or shopkeepers, in that they take on responsibility 

for finding a buyer for the crop. 

buying functions for merchants in 

those who wish to sell the crops. 

They are also performing 

the towns by locating 

Small merchants may have 

in many cases a semi-exclusive relationship with certain 

town merchant wholesalers, and sometimes with suppliers at 

the village level. 

WSARP interviews in the cattle market did document 

real agents who perform only negotiating/facilitating 

functions on commission, but do not take title to or 

possession of goods. These agents bring buyers and sellers 
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together in the Kadug1i cattle market, and they receive a 

commission of about £S 5 per head (Summer 1985), which is 

generally 1.5 to 2.5 percent of the sale price. These 

agents seem to be the same as the "damin" discussed in 

Louis Berger (1983). As well as facilitating transactions, 

they serve as guarantors that the sellers' animals were 

legally owned, ie, they are assuming some of the risk from 

the buyer. These kinds of agents are particularly 

important in tribally oriented market systems where 

transactions cross tribal or ethnic lines. 

Interviews with grain merchants were not able to 

uncover evidence of this kind of facilitating agent in the 

Kadugli grain market. In a certain sense, the government 

plays this facilitating role in the establishment of 

auction markets, a primary purpose of which is to bring 

buyer and seller together (in a setting which can easily be 

effectively regulated) . The sale of commodities such as 

grain across tribal or ethnic boundaries is undoubtedly 

much less sensitive than the sale of cattle. 

Functions for Physical Handling of Products 

Assembly/bulking and bulk breaking functions are 

also performed at a number of points in the marketing 

channels. Village shopkeeper merchants purchase crops in 

small lots, usually one or a few malwa. These func~ions 

are well documented, ego in WSARP reports (Araujo 1981, Abu 
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Sabah & Patrick 1984), and in the INTSORMIL reports (Reeves 

& Frankenberger 1981, 1982; Reeves 1984, N.D.). The 

village merchants buy grain in small volumes from farmers 

who wish to raise small amounts of cash for immediate 

consumption needs. Often the grain is traded directly for 

the items in the merchant's shop. The grain's purchasing 

power is valued at the prevailing market price in the 

village. These merchants sell in larger lots to transport 

merchants or to town wholesale merchants. One shopkeeper 

interviewed in Katcha (near Kadugli) stated that he 

collected about 200 sacks (30-33 malwa per sack) annually. 

Village merchant shopkeepers also are the final bulk 

breakers, dividing their lots of consumer goods into the 

often very small portions purchased by consumers. 

Throughout the marketing chain, assembly/bulking 

and bulk breaking functions are repeated at different 

levels. Transport merchants will usually buy from several 

or all of the village shopkeepers (in Katcha there are six 

shops) in more than one village and move the grain to 

market centers. Similarly, if village merchants buy from 

transport merchants rather than go to town themselves, 

several will buy from the same merchant. Wholesale 

merchants in town may assemble large quantities of grain; 

one merchant interviewed in the Kadugli grain market dealt 

in 12,000 sacks of sorghum in the 1984-85 fiscal year and 

8,000 in the first two-thirds of the 1985-86 year. 
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Assorting is similar to assembly, except that this 

function concerns bringing together different products, so 

that buyers or sellers do not have to make many separate 

transactions when they are dealing with a variety of 

products. The village shops in the Kadugli area and many 

in Kadugli itself are general merchandise retail stores, in 

that they do carry a wide variety of products which 
-

consumers could buy, usually products which are in heavy 

demand in rural areas and have fairly rapid turnover. In 

Kadugli, however, there are also many more specialized 

shops, which carry a variety of products within a fairly 

narrow product line. This pattern of general merchandise 

stores in small villages while urban shops specialize seems 

to be common in the Middle East (eg in Iran, Bonine 1980). 

Many Kadugli shops, for example, specialize in 

food products, others may specialize in household utensils, 

while still others may carry only textiles and clothing. 

In the marketplace, specialized shops tend to be grouped 

together. This pattern is fairly common in Middle Eastern 

marketing channels in urban areas. For example, it was 

apparent in the marketing studies on Afghanistan (Hamid 

1960) and on Egypt (Boyd, el-Sherbini, & Sherif 1961), 

which both focused on urban areas, that many retailers 

specialized in particular product lines. The extreme 

specialization and grouping of shops in bazaars seems to be 

characteristic of the Middle East (eg wirth 1974-1975). 
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There were some general merchandise wholesalers in 

Kadugli, including one who was interviewed for this study. 

That particular merchant carried anything which presented a 

likely profit potential, from manufactured goods brought in 

from Khartoum to agricultural commodities. Nevertheless, 

most wholesalers in the Kadugli area are quite specialized. 

Studies priviously noted indicate that such wholesaler 

specialization is also a common characteristic in the 

Middle East. Indeed, it is the rule generally throughout 

much of the world (Rosenblum 1983; Stern & al-Ansary 1982). 

The volume of transactions allows adequate gross revenues 

from a narrower product line, and the assorting functions 

performed are within this narrow line. 

Transport functions, are also performed by a wide 

variety of participants in the marketing channels, and who 

has responsibility for transport depends to some extent 

upon whether goods are moving up, down, or laterally in the 

marketing structure with respect to the channel 

participant. It seems clear from interviews in Kadugli 

that merchants almost never assume responsibility for 

transport when dealing with a lower level of the hierarchy, 

and usually must assume transport functions when dealing 

with higher levels. Of course, there are transport 

merchants and agents, and village or town based merchants 

can divest the transport function by dealing with them. 

The wholesale merchant in Kadugli, for example, buys from 
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merchants who bring grain to Kadugli to sell, and sells to 

merchants from South Kordofan towns who have come to 

Kadugli to buy. The only time he must secure transport is 

when he deals with el-Obeid merchants. He must then move 

grain to el-Obeid to sell it. 

The village shopkeeper interviewed in Katcha 

divests his responsibility for the transport function when 

moving grain to Kadugli by selling the grain to a transport 

merchant, who ships it and resells it in the town. 

However, the shopkeeper retains the function when 

purchasing goods in Kadugli to stock his shop. He goes to 

Kadugli, buys the goods from wholesalers there, and hires 

space on a lorry to return to Katcha. The general 

merchandise wholesaler interviewed in Kadugli used to do 

the same when he purchased goods in Khartoum for his 

business. Now, however, he has divested his responsibility 

for transport to a transport merchant and buys goods off 

the truck of this merchant who works the Khartoum - Kadugli 

route. The wholesaler must provide his own transport if he 

needs to replenish out-of-stock items quickly from 

el-Obeid. He also stated that when he buys crops from 

smaller towns and villages, the crops have been brought to 

him in Kadugli. 

Because transportation is so difficult in Kordofan 

(as in most of Sudan), the function adds a great deal of 

cost to the final disposal price of goods. Albert (1985) 
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of fertilizer 

one hectare at 

Sudan to the 

estimates that the cost of moving 2 sacks 

(about 100 kg, or approximately enough for 

an effective rate of 40 kg/ha) from Port 

Kadugli area is £S 16. This figure does not include the 

cost of local transportation to move the fertilizer out to 

the village fields. Gillard-Byers an~ Azrag (1985c) do 

include this latter cost, and estimate that transport costs 

amount to about £S 26 for one hectare's worth of 

fertilizer. The Katcha shopkeeper stated that it cost him 

£S 3 to £S 5 (dry or rainy season, respectively) per sack 

of sorghum to hire a lorry one-way just between Katcha and 

Kadugli. In addition, he had to spend £S 5 (one-way) for 

his own place on the lorry. These transport costs 

represent between 4 and 8 percent of the sale price the 

consumer would pay for Katcha grain retailed in Kadugli. 

Similarly, storage functions may be assumed by 

participants at many levels of the market channels. 

Producers store their harvest on farm, usually in 

underground pits in North Kordofan (Reeves & Frankenberger 

1981, 1982) or in above ground structures in South 

Kordofan. In a survey taken in 1984, a drought year, 

farmers had about 1.5 to 2 sacks of sorghum left in 

storage, although better-off farmers averaged around 5 

sacks (NMRDP 1984). A sack (90 kg) would represent the 

approximate sorghum consumption of an average family for 

one month. WSARP data does not readily provide any 
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accurate estimates for on farm storage capacity; this 

author would guess from viewing some of these structures 

that the average compound could store about 10 to 15 sacks. 

On farm storage losses noted in the literature are very 

low, less than 5 percent. We were skeptical of this, and 

made a point of asking farmers about losses, but they 

insisted that losses were negligible. Small farmers do not 

seem to be at the mercy of the market because of any 

inability to store crops. 

Much storage loss is due to such factors as 

damaged grains, pests, and mildew (in the wet season). 

Small farmers can build fairly pest-proof small facilities, 

and they handle their own grain carefully. They rarely 

have substantial volumes still in storage by the time the 

next rainy season arrives, so that they do not really face 

mildew problems. Large facilities face all of these 

problems. In addition, SUbstantial losses also come from 

spillage/leakage associated with the movement of grain into 

and out of large storage facilities. 

Storage therefore becomes a major constraint for 

large volumes of crops. One mechanized farmer interviewed 

in Kadugli recognised the profit advantages from storing 

the harvest until prices rose later in the year, but did 

not have the capital to invest in large storage facilities. 

In addition, losses are enormous for large scale storage of 

grain crops. U.S.AID (1985) cites 18 to 25 percent storage 
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losses; Borsdorf and Haque (1984) cite 18 to 21 percent 

over one year. Using Ministry of Agriculture data, Louis 

Berger (1983) cites 12.5 percent for three to six months 

storage, 21.5 percent for six to nine months, and 45.9 

percent for storage of a year or more. These last figures 

seem in agreement with estimates WSARP received from a 

Kadugli wholesale grain merchant, who cited 33 percent or 

more over a year. 

storage loss is a major cost associated with the 

storage function at all but the very lowest level of the 

marketing channel. Much of the profit from dealing in 

grain, either by village shopkeepers or town wholesalers, 

comes from the seasonal price differential, which can be 

over 100 percent. These markups are only available to . 
those who can afford to tie up capital in grain stocks for 

six to twelve months. However, roughly one-third to 

one-half of the entire markup goes simply to cover the cost 

of storage loss, so that profits are much lower than would 

seem at first glance. 

Very little information is available about the 

standardizing/grading function. Araujo (1981) notes that 

the village merchants grade and sack grain they purchase, 

but gives no further details. Our interviews in the 

Kadugli grain market covered grading functions briefly. 

There, the merchants engage women to sort out cracked 

grain, and the women are paid in this cracked grain. The 
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cost of the sorting function in this case would then be the 

amount of grain which is cracked, but we did not obtain an 

estimate of the percentage. 

Facilitating Functions 

Financing/credit is an important function, and 

there is extensive discussion of credit availability to the 

small farmer through the sheil system (Reeves & 

Frankenberger 1981, 1982; Reeves 1984; Araujo 1981; Abu 

Sabah & Patrick 1984; NMAC/GTZ 1985; Hunting 1981). 

Essentially, sheil is private credit, usually extended by 

village merchants. The debt incurred by the farmer is 

usually in kind, valued at the prevailing market prices. 

Because farmers usually need credit primarily in the months 

preceeding harvest when their own stores are running low, 

prevailing prices are high, and the debt is relatively 

large. It is repaid after harvest, when prevailing prices 

are low. In effect, the law of supply and demand has 

devalued the currency in which the farmer pays between the 

time s/he incurred the debt and the time it is paid. 

A few points about sheil which are rarely 

discussed should be noted here. In Kordofan, sheil is an 

institution which is not widely used among the Nuba, but is 

largely restricted to the Arab or very Arabized population. 

Thus, the typical traditional 

not have access even to 

farmer in South Kordofan may 

this very costly form of 
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traditional credit. One Nuba shopkeeper we interviewed in 

Katcha told us that in past years he had never granted 

credit at all. He made an exception in 1985 only because 

harvests were so bad in the previous two years that he 

could not move any inventory at all without credit. It was 

clear that he did not like extending credit, and it is 

doubtful that sheil survived with him once harvests 

imporved this past winter. 

Sheil is usually described as being very 

exploitive. Literature on traditional economies in the 

Middle East places sheil in the context of Rent Capitalism, 

itself usually viewed as a highly exploitive system (cf eg 

Ehlers 1975). In Sudan, it is often claimed that profits 

are usually over 100 percent, often up to 200 or 300 

percent. While this may be true in some cases, the 

evidence has not been presented yet to support the claim. 

Instead, the figures presented invariably represent 

something like a gross margin. Very little is known about 

the actual or opportunity costs to the village merchant of 

loaning capital or extending credit. Nor is much known 

about default rates beyond the adjective "low." (However, 

Reeves & Frankenberger 1982, contrary to other sources, say 

that default under the. sheil system is fairly common). 

As an example, assume 40 percent inflation (low 

for Sudan), administrative costs of £S 5 for keeping track 

of ten loans of £S 10 each, and a 100 percent gross margin, 
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so that borrowers return £S 20 each upon repayment. 

without accounting for any other costs or opportunity 

costs, profit margins are near 35 percent with a 10 percent 

default rate, and the shopkeeper would would show losses if 

the default rate exceeded 23 percent. 

At other levels of the marketing channels, little 

is known about credit. 

in Katcha pays cash when 

The village shopkeeper interviewed 

he purchases his stock, and the 

grain wholesaler in Kadugli always makes cash purchases and 

sales. However, some references (notably Salih 1984) 

maintain 

suppliers 

that village 

on credit. 

shopkeepers often buy from 

Manger (1984) maintains that 

their 

the 

large merchants from outside Kordofan, the Jellaba, control 

access to the ranks of large merchants by controlling 

credit and loans of start-up capital. Ad-Dawi (1972), on 

the other hand, makes it clear that a significant 

proportion of the large merchants in el-Obeid became large 

operators through the gradual expansion of the small shops 

or businesses in which they started. 

Aside from the issue of risk bearing through the 

extension of credit, which is itself little understood, the 

whole issue of risk within the marketing structure has 

received very little attention. One should distinguish 

between two types of risk. The first is risk of physical 

loss through damage, theft, or some other cause by which 

the owner physically loses a portion or all of his/her 
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investment. Market loss refers to situations in which the 

owner does not lose any of the physical product, but loses 

money on market transactions because of adverse price 

movements, changes in demand, or something similar. 

Both kinds of these losses are fairly common. 

Cattle merchants in the Kadugli market responded, for 

example, that a major problem was the inability to react to 

market information. They generally had good price 

information from South Kordofan area markets on a daily 

basis, but once they were able to move livestock, a process 

that could take up to ten days, the favorable price 

differential sometimes had vanished and the merchants were 

forced to take a loss. Cattle merchants who move cattle 

out of Kordofan also cited losses during the trek of around 

five percent. Physical loss of stored grains has already 

been noted above. 

Functional Flows 

Figure 5.1 summarizes the important functions that 

can be identified within the marketing structure and shows 

which functions various participants may sometimes assume. 

Of course, in any particular channel, any individual 

participant may not assume all of the functions which are 

attributed to the role, but generally all of the functions 

must be performed and divided in some manner among channel 

members. The division of profits within channels will 
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correspond to how functions are divided, so that alterna

tive channels available to producers actually represent 

alternate divisions of functions and of share of the value 

added to the product. Any participant in the marketing 

system can always appropriate a larger share of the final 

disposal price of a product simply by assuming additional 

functions. However, these functions all have some cost 

associated with them also, so that market participants must 

balance additional revenues with increased cost when taking 

on additional functions. 

Based on patterns noted in the literature or from 

interviews, Figure 5.2 schematically traces various flows 

from the producers. Most of the small farmer's production 

will go into storage in the case of food crops (cf Table 

5.1). This is true even if a good portion is ultimately 

sold, because farmers use the crop to finance ongoing 

consumption throughout the year. Some of the crop will go 

immediately to shopkeepers to repay sheil loans or will be 

sold elsewhere to raise cash to repay the loans. Some 

farmers find it most profitable to retail direct to 

consumers, thereby usually assuming transport and risk 

functions at the least, since sales must usually take place 

in a market place away from the village where the farmer 

lives. 

Reeves and Frankenberger (1982) cite the case of a 

farmer who retails grain in the Abu Haraz periodic market, 
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Figure 5.2: Flows of Grain Crops from the village. 

Source: Based on Speece 1985. 
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after hiring camel transport to move his grain from his 

village. He generally sells a sack or less each time he 

goes to the market, in malwa lots. He prices at a slight 

discount from prevailing prices in order to 

and avoid having grain left at the end of 

move product 

the day. A 

traditional farmer we interviewed in Shaeer marketed 

similarly in Kadugli, offering slight discounts to move his 

grain after having had it transported into town. 

Farmers must also assume transport and risk 

functions when travelling to towns to sell in auction 

markets or to wholesale merchants. (Sometimes wholesale 

merchants do not want to deal in small quantities anyway.) 

By selling to village shopkeepers or to transport merchants 

who come to the village, they generally receive lower 

prices. However, because transport responsibilities and 

risk pass to the buyers, the farmer also reduces his/her 

costs. From the village level buyers, ie, shopkeepers, 

there are similarly many alternate channels. 

Some of the various alternatives for farmers and 

some of the other channel members can be found in Reeves 

and Frankenberger (1982). We simply add that their 

discussion is only an overview, and that the various paths 

which grain crops can take are more numerous and can be 

much more complex than described there. The discussion of 

groundnut marketing in Louis Berger (1983) shows that this 

crop has similar multiple complex channels. The principal 
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difference in livestock marketing is that the storage 

function is largely downplC'.yed, because of "storage on the 

hoof," so to speak, and that the avenue of sales to village 

shopkeepers is usually absent. Transportation is most 

often by trekking, so that merchants will hire herders 

rather than lorry drivers. In livestock marketing, there 

seems to be a much greater proportion of sales directly 

between producer and consumer or final purchaser- (eg., Cook 

and Bunderson 1983). 

Competitiveness of the Market 

The previous sections should have established that 

not all of the margins merchants and other channel middle-

men receive are profits. There are a number of channel 

functions which must be performed, and these entail certain 

costs. If, however, there is little competition among 

firms to provide the channel functions, it would be 

possible for middlemen to hold a monopoly position and 

charge exorbitant fees to perform the channel functions. 

Because of the sentiment noted above that the private 

market sector engages in market distorting practices such 

as price collusion and restriction of access to the, 

channels, the issue of competition should be examined in 

some detail. 

At the village level, we do not find monopoly/ 

monopsony situations to be common, despite some allegations 



129 

that farmers often were forced to sell to the single 

village shopkeeper or to one of a few shopkeepers who were 

in collusion to unfairly exploit the farmer. Most sources 

(eg Reeves & Frankenberger 1981, 1982; Reeves 1984; Araujo 

1981; Louis Berger 1983) clearly indicated that most 

villages which had any shops contained several, and that 

competition to attract customers was the rule, rather than 

collusion. Interviews in Katcha showed that there were at 

least six shops, and that Katcha residents engaged in price 

shopping among them rather than entering into an exclusive 

relationship with one shopkeeper. One Katcha shopkeeper 

stated that he was constrained in prices at which he could 

sell or buy in the village by competition. This 

competition came both from other Katcha shops and from 

merchants who would come out from Kadugli, particularly to 

buy crops. 

It has already been noted above that producers 

have multiple channels available in which to market crops 

or buy consumption items. It is not difficult to bypass 

the village shopkeeper. Producers patronize village shops 

(to sell as well as to buy) only as long as the share which 

the producer loses to this element of the marketing chain 

is less than the actual and opportunity costs to the farmer 

of assuming more marketing functions him/herself. In 

interviews and in the literature, ,it was apparent that 

village shopkeepers were well aware of this and regard it 
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as a major constraint to their ability to generate profits. 

Reeves (N.D.) notes that access to lorries was not a 

constraint in villages around el-Obeid. At the height of 

the marketing season during harvest, there were usually 

several truck owners visiting a village competing for 

business, making it easy to bypass village shopowners. The 

advantage of selling to shopkeepers is that the farmers can 

sell in small lots throughout the year to finance ongoing 

household consumption. 

The institution of sheil in some cases may confer 

a semi-monopoly/monopsony power on shopkeepers. Reeves and 

Frankenberger (1981) and Araujo (1981) hint at this in 

implying that a debt relationship with a shopkeeper may 

carry with it an obligation to sell a certain 

crops to the shopkeeper, presumably beyond 

amount of 

the amount 

and already owed from credit advances. 

Frankenberger (1982) also feel that to a 

sheil allows shopkeepers to divide up the 

Reeves 

certain extent, 

population of a 

village into exclusive clienteles which remain relatively 

fixed. 

However, cash repayment has become much more 

common in recent years in the areas where sheil is found 

(Reeves & Frankenberger 1981), which reduces the obligation 

to ~ell crops to a particular shopkeeper. Furthermore, 

extension of credit is itself a competitive factor among 

many shopkeepers, designed to attract customers from other 
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shops (Reeves 1984). This would also serve to eliminate. 

the most exploitive aspects of the sheil system. Also, as 

noted above, the institution of sheil is often not present 

in South Kordofan, especially in Nuba villages. 

Village shopkeepers are not the outsiders that 

they are sometimes reputed to be. (Cf also the discussion 

in Chapter 4 on this issue). Reeves (1984) presents 

convincing data on this point from his survey of villages 

in the el-Obeid area. Fully 70 percent of shopkeepers were 

born in the village where they operate their shops, while 

25 percent were born in neighboring villages. outsiders 

may be somewhat more common in South Kordofan. However, 

the Katcha shopkeeper who was interviewed in depth was from 

Katcha and had lived in Katcha most of his life. Using 

data from Liri, South Kordofan, Manger (1984) shows that 

even when a merchant comes from outside the community, 

integration into and acceptance by local villagers is a 

prerequisite for success. This includes marriage into 

local families and long residence in the area. Most 

village shopkeepers throughout Kordofan tend to regard 

themselves as local farmers, with shopkeeping as a 

supplementary activity. 

The cost of entering the marketing chain as a 

village shopkeeper is fairly low, well within the 

capabilities of many villagers. The Katcha shopkeeper just 

mentioned said that he had raised his £s 200 start-up 
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capital three years ago by migrating to Dongola for six 

months to work in construction. The cases cited in Reeves 

(1984) largely show that start-up capital was earned by the 

shopkeeper's own efforts (72 % of the time), usually 

through farming, livestock raising, migrant ~abor, or wage 

labor locally. Even Salih (1984), who is very ready to see 

merchants as exploitive, notes that shopkeepers in a 

village he examined were of local origin and had 

accumulated their own capital. Merchants putting relatives 

into village shopkeeper positions is simply not very 

common. 

The competitiveness of the village level system is 

further illustrated by noting the fairly high turnover 

rates in shopkeeping. Twelve percent of Reeves' (1984) 

sample said that they had gone out of business at least 

once, and had had to raise new capital to open a new 

business. If profits are excessive, they are apparently 

not excessive enough to save poor managers from failure. 

At the town level, there is slightly more evidence 

to support the view of merchants as outsiders. However, 

ad-Dawi's (1972) data for el-Obeid, which is the largest 

market center in Kordofan, shows that 40 percent of the 

large merchants were born in el-Obeid, and another 11 

percent were from elsewhere in Kordofan. Entry into the 

ranks of big el-Obeid merchants is obviously more difficult 

than starting up a small shop, but ad-Dawi's figures show 
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that only one-third inherited the business or the money to 

start it. Forty percent became big merchants through 

gradual expansion of their own previously small business 

operations. Twenty-five percent previously had worked for 

relatives or co-nationality businessmen 

their large firms through their own 

loans from their close connections. 

and may have built 

efforts or through 

The start-up capital for large operations is 

substantial, as was mentioned in Chapter 4. There it was 

noted that a cattle merchant with an annual volume of about 

1000 head would face start-up costs of about £5 3000. 

Presumably, to trade on the scale of a Kosti cattle 

merchant interviewed in Kadugli, about 2500 to 3000 head 

annually, would take even more initial capital. Chapter 4 

also noted that a large Kadugli grain wholesaler, whose 

annual volume was upward from 10,000 sacks, had estimated 

capital requirements of £5 3000 to 4500 if he were to enter 

the business today. 

Except in a few cases where government regulation 

restricts the entry of new competitors into the market (cf 

Chapter 6), merchants face a highly competitive situation 

in the towns as well as at the village level. Ad-Dawi 

(1972) states that success by one merchant in a particular 

field rapidly attracts many new investors, greatly 

increasing the competition. Menger (1984) stresses that 

even though big merchants may sometimes be able to limit 
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access to their ranks, trade itself is very competitive 

among the large firms. Profits are due to business skill, 

not to 

large 

Kadugli 

collusion, and failures certainly occur even among 

merchants. The Kadugli grain wholesalers and the 

and Kosti cattle merchants all noted this high 

degree of competition among larger firms. They perceive 

excessive competition as a major problem which keeps their 

profits down. 

Producer and Channel Member Shares of output Prices 

Almost no data has been collected on profit 

margins of the various 

has been very little 

channel participants, because there 

interest to date on the cost 

structures of the various players. Some sources present 

data on .. ,gross margins. For example, Araujo (1981) shows 

that in the sorghum market this markup from the producers 

to sale by local merchant (shopkeeper) is 40 percent. The 

markup from sale by the shopkeeper to sale by a regional 

merchant is 34.8 percent, and markup from sale by the 

regional merchants to sale by national merchants is 23.3 

percent. (This source actually reports markons, which have 

been converted to markup here, and mistakenly calls the 

gross margins "profit margins"; cf 5.2 for markon.) From 

interviews in the Kadugli grain market, actual profit 

margins for grain wholesalers can be estimated at around 

five to seven percent. Most of the 34.8 percent cited 
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above is therefore absorbed by transport, storage,' sorting/ 

grading, and other costs, as well as shares of profits 

acruing to middlemen who may come between the shopkeeper 

and the regional wholesaler. 

From price data (Gillard-Byers & Azrag 1985ai 

Gillard-Byers 1986) and some costs which were documented in 

interviews, the maximum profit margins for a typical 
-channel can be estimated. Figure 5.3 shows the pricing 

structure of sorghum sold by the producer in December and 

resold by the Kadugli merchant in May. Actual profit 

margins will be lower than the hypothetical margins noted 

in this table, because not all of the the costs involved 

are known, and they have therefore been left out of the , 

calculations. Note that very unfavorable circumstances 

could actually cause a loss to larger wholesalers. 

According to Reeves (1984, N.D.) 41 percent of producer 

sales transactions and 29 percent of crop volumes are sold 

directly to the village shopkeepers. Another 19 percent of 

sales and seven percent of volume is at rural auction 

markets, at which villa.glg shopkeepers are some of the 

principal buyers. The channel depicted in Figure 5.3 is 

therefore one of the most common ones. 

These profit margin e,stimates are consistent with 

knowledge from interviews. since it is known from these 

interviews, for example, that grain wholesaler profit 

margins are on the order of five to seven percent, and that 



Location in 
Marketing 
Chain 

Price 
S=Sell 

Time B=Buy 

Katcha Producer Dec S £S 2.00/mal 
Price 

Costs 

Katcha Shopkeeper Dec 
Buys 
(Sacking costs) 

B £S 2.00/mal 

.01/mal 

Profit 
Margin 
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Katcha Shopkeeper Dec 
Sells 

S £S 2.25- 10.7 to 19.6 % 

Transport Merchant Dec 
Buys in Katcha 
(Transport costs) 

Transport Merchant Dec 
Sells in Kadugli 

Kadugli Wholesaler Dec 
Buys 
(average loss @ 15 %) 
(inflation @ 20% for 

six months) 
(storage cost) 

Kadugli Wholesaler May 
Sells 

2.50/mal 

B £S 2.25-
2.50/mal 

.025/mal 

S £S 2.50- 2.4 to 18.8 % 
2.80/mal 

B £5 2.50-
2.80/mal 

.63 - .69/mal 

.84 - .92/mal 

S £S 4.20-
4.60/mal 

.01/mal 

-1.9 to 11.7 % 

Note: mal = malwa, approximately 2.8 kg. 

Figure 5.3: Maximum Profit Margins of Channel Participants 
in Sorghum Marketing. 

Source: Speece 1985. 
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shopkeeper margins are around five to ten percent, it is 

apparent that a substantial portion of the actual costs 

involved in some operations have not been captured. (For 

instance, it was noted previously that nothing is known 

about the cost of sorting cracked grain out.) Reeves 

(N.D.) estimates that about half of total markups by 

village shopkeepers is profit, which would put profit 

margins between five and ten percent for Katcha shop

keepers. (Katcha shopkeepers seem to have relatively high 

markups; see Table 5.2.) In the cattle markets, similar 

profit margins were found. It is estimated that the 

smaller cattle merchants operating in the Kadugli area gain 

about eight percent profit margins, while large merchants 

from Kosti may reach around ten percent. Figures in Louis 

Berger (1983) indicate that an Omdurman merchant buying in 

Kordofan could expect profits of about ten to fifteen 

percent. 

The producer's share of the price at which the 

Kadugli merchant disposes of grain is between 43.5 and 47.6 

percent. W5ARP does not have data to trace the chain 

further, but it is possible that the producer's grain 

eventually retailed in an outlying village at prices of £5 

5/malwa, a price that was reached in outlying areas in 

June, 1985. The farmer would then have received 40 percent 

of the final disposal price. other estimates of producer 

share are consistent with this: Araujo (1981) cites 30 



Table 5.2: Markups on a Malwa of Sorghum 
in Kadugli Area Villages. 

Avel;'age 
Markup 
(%) 

Std. Dev. 

n 

Range 

Katcha 

19.1 

15.3 

12 

5.0 to 
42.9 

Source: Speece 1985. 

Kululu 

20.3 

9.5 

16 

11.1 to 
37.5 

Dobeibat 

17.2 

6.9 

14 

7.5 to 
33.3 

Abu Seifa 

11.6 

.8 

3 

11.1 to 
12.5 

138 

Damiq 

5.4 

1.7 

8 

3.4 to 
9.1 

Note: We distinguish markup, with the selling price as the 
base, from markon, where purchase price is the base. 
For example, a merchant who buys sorghum for £S 3.00 
per malwa and sells it for £S 4.00/malwa has a markup 
of 25 percent, but a markon of 33 percent. These 
terms are confused so often in practice that one can 
rarely be certain which one an author means when 
using the term "markup" unless the base is explicitly 
stated. 
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percent for sorghum, but the chain goes up to the national 

level for export. 

The producer receives 39.1 percent share of the 

price at which the regional merchant disposes of the grain, 

which is very close to our estimates. Hunting (1981), 

again using sorghum in the export channels, cites a 

producer share of export price of 33.5 percent. Producer 

shares for other export crops cited by Hunting include gum 

arabic (52 percent), sesame (56 percent), groundnuts (35 

percent), and cotton (18 percent). (Actual figures are 

used here, not the hypothetical figures under deregulated 

exchange rates.) Louis Berger 1983) cites producer shares 

of export prices as gum arabic (33 percent) and groundnuts 

(49 percent). 

Discussion 

Evaluation of marketing channels in the private 

sector of Kordofan should include, at the very least, the 

factors of functional structure and flows, competitiveness, 

and producer shares discussed in this chapter. Unless the 

decision is to be based entirely upon ideological grounds, 

any determination of whether marketing should be in private 

or public hands must first understand the process of moving 

products from producers to consumers. In Kordofan, the 

marketing middlemen do not simply rake off profits without 

contributing anything to the value of the product. They 
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perform a great many activities without which the product 

would not move, and which therefore add value to the 

product. The activities entail costs, and the activities 

are compensated, in the case of merchants, by profits. 

How these costs and compensations are divided up 

among various channel members, including producers and 

consumers, depends upon 'how the various functional 

activities are divided up. There are many different ways 

for a producer to move product, from direct marketing to 

consumers to sale in long channels with many middlemen. 

Producers make use of these various channels according to 

their own perceptions of the return in the channel relative 

to the cost to them of using the channel, and according to 

their own current needs. Most farmers who were interviewed 

actually use several different channels throughout the year 

for selling crops. 

There is strong competition among the various 

channels, as well as strong competition among individual 

firms within any particular channel (horizontal, vertical, 

and channel system competition; cf Rosenblum 1983). 

Channel members feel constrained in their price structures 

by the ability of farmers to choose alternate channels, and 

farmers are aware that price structures differ in the 

various channels. Individual merchants also feel 

constrained in their prices by the competition of other 
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similar merchants, and stated that villagers often price 

shop. 

Merchants do not seem able to control entry into 

the channels, especially in the lower levels. The start-up 

capital for village shops is well within the reach of the 

more enterprising villagers. For example, a short period 

(less than a year) of wage labor migration to a major urban 

center or other focus of economic activity seems to be a 

common way to raise capital for a small shop. Entry into 

the wholesaler ranks is more difficult, because it requires 

a great deal more capital, but it is very possible to build 

up a small shop into a large business if one is talented at 

commerce. Small merchants are almost exclusively local 

people, not outsiders, and the larger firms are also 

.increasingly dominated by local people. 

Monopoly/monopsony and price collusion do not seem 

very common in Kordofan because the highly competitive 

conditions do not allow for an oligopolistic situation to 

develop for long. The only cases where some evidence of 

excessive merchant power was noted were in some instances 

where the government restricts the entry of channel 

participants through tight licensing policies (cf Chapter 

6). This is a problem with public policy, rather than with 

private marketing channels. Profits do not seem excessive 

in Kordofan if judged by the standards of profits for 

channel participants in other countries. The profit 
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margins in Kordofan range most often from three to seven 

percent, occasionally up to ten percent or slightly more. 

Rosenblum (1983) and stern and el-Ansary (1982) cite profit 

margins in various retail and wholesale industries in the 

united states. These margins range from 1.5 to 10.7 

percent in retailing and 1.3 to 8.9 percent in wholesaling. 

Private marketing channels, then, do provide real 

value to producers/consumers in the functions they perform, 

do exhibit a high degree of competitiveness, and do 

generally receive fair, not excessive, compensation for the 

marketing services they perform. Even so, it is possible, 

of course, that producers and consumers would be better off 

with public marketing channels if the public sector can 

perform the marketing functions more efficiently than the 

private sector. In this case, producers would receive 

higher prices from public sector middlemen and consumers 

would pay lower prices to government middlemen. Efficiency 

and effectiveness of government marketing channels are 

issues examined in Chapter 6. It seems very clear from 

that discussion that producers and consumers are much worse 

off when they must deal with government rather than private 

marketing channels. 



CHAPTER 6 

GOVERNMENT MARKET INTERVENTION 

One of the major economic policy issues in the 

developing world today concerns the role which government 

should play in the economy. In particular, this has been a 

key issue in Africa and the Middle East, where the public 

sector has often taken on gigantic proportions relative to 

the size of the economy. In the past several years, there 

has been some movement away from such heavy reliance on 

government rather than private initiative in the economy, 

particularly as international donor organizations have 

become more insistent upon economic reform. Discussions of 

these issues have even become frequent in the popular press 

in the last few years (eg Wilson 1985; Business Week, June 

23, 1986; Economist, 28 June-4 July, 1986; U.s. News k 

World Report, Sept 1, 1986). 

The public/private debate has also attracted 

considerable attention from those concerned specifically 

with Sudan (eg World Bank 1982; D'Silva 1985; Gurdon 1986; 

Niblock 1986). Unfortunately, though, the level of 

discussion on the relative merits of the public or the 

private sector has sometimes remained on the ideological 

level, with little examination of the details of 

143 



144 

performance by either sector. For example, a University of 

Khartoum economics professor recently called for 

substantial increases in the government's 

the Sudanese economy (Sudanow, June 1986). 

involvement in 

This call comes 

despite advice to cut government intervention from a wide 

variety of 

including 

international and bilateral 

the World Bank and the IMF 

1985; S'udanow, March 1986). 

aid organizations, 

(World Bank 1982, 

In another example, Adam, Mohamed, & Hassan (1983) 

present a very ideologically based attack on private sector 

agriculture. Therefore, there is some value in examining 

how well government control has worked in one sector of the 

economy in one particular region. The discussion here will 

focus on government actions which have an impact on the 

marketing of agricultural commodities in Kordofan, Sudan. 

Policy goals behind public intervention in the 

marketing structure can be divided into three main areas. 

The first concerns producers, and would seek to assure the 

best possible prices to producers in order to raise the 

living standard in rural areas. A more general statement 

of this topic in agriculture is sometimes called the 

"income parity" issue (cf eg Marion 1986). The second main 

goal seeks to maximize the benefits to the consumer. 

Important questions here concern, for example, whether 

consumers have access to adequate supplies of the products 

they need at affordable prices. The quality of the 
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products consumers can buy is also an important 

consideration. These are the effectiveness and efficiency 

issues discussed in marketing channels literature (eg stern 

& al-Ansary 1982). 

Third, the major macroeconomic goals behind public 

intervention in the economy should be mentioned. In Sudan, 

these revolve around the need to increase agricultural 

production of both cash and food crops. The country needs 

to produce crops for import substitution as well as to 

increase Sudan's foreign 

(cf eg Ahson 1985; Gurdon 

exchange earnings through exports 

1986). These issues will be the 

basis for assessing how well Sudan has achieved its goals 

through its marketing policies in Kordofan. 

Public Intervention 

As noted in Chapter 5, marketing has long been 

important in Kordofan for cash cropping, and increasingly 

the distinction between cash and traditional sUbsistence 

crops is becoming blurred, as more and more small farmers 

move a portion of their food crops to the market. Many 

economic policy makers in Sudan see in this process a 

problem which requires government intervention. There is a 

widespread belief in Sudan that the government must 

exercise considerable control over the economy in order to 

protect small producers and consumers fromexploitive 

private marketing practices as well as to achieve Sudan's 
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development needs (Chapter 5 notes references presenting 

these views). Hammeed (1977) discusses a survey which 

shows just how common this attitude is. In response to a 

statement that anything that private industry does the 

government could do better, 81 percent of the 237 

university students and civil servants indicated some level 

of agreement. 

Such attitudes, in marketing at least, must be 

based primarily upon ideological considerations. The 

analysis of the private marketing channels in Kordofan 

presented in Chapter 5 did not find any evidence of 

widespread exploitation in the region. Rather, the private 

marketing structures seem to be quite effective, efficient, 

and equitable, given the conditions under which they must 

operate. Even so, it is certainly possible, of course, 

that producers, consumers, and the country as a whole would 

be better off with public intervention in marketing 

channels if the public sector could perform or regulate 

marketing functions more effectively and efficiently than 

the private sector. Because of these questions, it is 

essential to examine the extent to which government 

intervention in marketing channels in Kordofan has achieved 

the micro- and macro-level goals which are 

justification for that public intervention. 

In Kordofan, quite a number 

the ostensible 

of important 

constraints on the efficient functioning of markets can be 
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identified. Not all of these are directly related to 

intervention by the government, of course. Kordofan has 

very serious physical infrastructure deficiencies which 

hinder transportation and storage (Louis Berger 1983; 

U.S.AID 1985; Speece 1985). The institutional infra

structure is also inadequate. This results in poor access 

to credit by small producers as well as poor information 

flow about many market market aspects. Information about 

new products such as fertilizer or seed dressing is 

particularly poor (Araujo 1981; Reeves & Frankenberger 

1981, 1982; Louis Berger 1983; Reeves 1984; Abu Sabah & 

Patrick 1984; NMAC/GTZ 1985; Speece 1985; also Chapter 7) . 

As discussed in Chapter 3, wide fluctuations in supply and 

demand induce high price volatility and thereby put small 

producers and consumers at a disadvantage. However, direct 

government intervention in the marketing structure of 

Kordofan is one of the most serious constraints this author 

has been able to identify. 

This government intervention can be classified for 

convenience into four main areas. Direct operation of the 

marketi.ng channels sometimes takes the form of a monopoly 

over agricultural inputs, and sometimes means government 

monopsony over agricultural output. Inputs over which the 

government maintains complete or sUbstantial control 

include fertilizers, seed dressing, seed varieties, or even 

mechanization (tractors for plowing). Government control 
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over output has been concentrated on Sudan's traditional 

cash crops such as cotton, gum arabic, groundnuts, and 

similar products. The artificial exchange rate regime is a 

second constraint which hinders the efficient functioning 

of markets in Sudan. It represents an implicit tax on 

agricultural production. The effect is to' squeeze the 

agricultural sector for funds which are allocated 

elsewhere. Price controls are the third area in which the 

government has intervened in marketing, while a restrictive 

licensing policy for upper level wholesalers and exporters 

is the fourth. 

Direct control of Marketing Channels 

Government control of marketed output has been 

discussed extensively in the literature on African economic 

policy and/or on marketing policy in economic ~evelopment 

(eg Bauer & Yamey 1968; Jones 1972; World Bank 1981; Bates 

1983; Reca 1983; Ghatak & Ingersent 1984). Although such 

direct control often extends to food crops, in Kordofan 

this kind of control is exercised primarily in the cash 

crop sector, mainly for export crops. Direct control of 

marketed cash crops is usually for the stated purposes of 

raising producer income through stabilization of producer 

prices, as well as to raise government foreign exchange 

revenue. An additional, sometimes unstated objective has 

been the implicit taxation of the agricultural sector 
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through the manipulation of the price structure (eg World 

Bank 1981; Ghatak & Ingersent 1984). 

Bates (1983) shows that while producer welfare may 

have been the major objective originally, the focus has 

changed over the last few decades as world prices for 

primary products have declined. Direct control has largely 

shifted objectives now to stabilization of government 

revenue, which translates into low producer shares. 

sometimes this tax on agricultural production is justified 

on the basis that it helps finance the subsidization of 

agricultural inputs and services (World Bank 1981). 

Government intervention into input markets has 

also been widely discussed, although more often in the 

context of price controls or subsidies than direct control 

of marketing (eg World Bank 1981; Bates 1983; Brown 1983; 

Reca 1983). Objectives of the policies may be to promote 

use of the inputs in order to increase production, or 

sometimes simply to repay the farmer for the taxes 

extracted through other policies (Bates 1983; Reca 1983). 

According to the observers cited here, such policies do not 

aid small SUbsistence farmers very much; rather, the major 

benefits go to large farmers. 

The World Bank discussion (1981) does address the 

issue of direct control of marketed inputs in some detail. 

That analysis of a wide range of African countries 

concludes that input marketing by the government is 
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invariably ine~ficient, and cannot move inputs to the farm, 

especially small farms, in a reliable, timely manner. 

(This was certainly WSARP's experience in trying to get 

agricultural inputs for the research program.) Vengroff 

and Farah (1985) also present very strong empirical 

evidence that the growth of agricultural production in 

Africa is actually inversely related to the degree of 

government control over agricultural inputs. 

The generally negative assessment of government 

control of marketing channels in these sources seems to be 

confirmed by the evidence in Kordofan. The question of 

government operation of marketing channels for agricultural 

outputs is perhaps the best documented for the case of 

cotton. cotton is still one of Sudan's main foreign 

exchange earners, and can serve as a good example of the 

impact of marketing policies. All cotton must be sold to 

government corporations; in Kordofan this is the Nuba 

Mountain Agricultural Corporation. According to NMACjGTZ 

(1985), overall cotton production and cotton yields in 

Kordofan have been declining over the last decade (Figure 

6.1; note that the government took control of cotton 

marketing in the early years of the Numairy regime, which 

began in 1969). These declines have occurred largely for 

reasons other than the drought, which merely exacerbated 

the trends. 
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Figure 6.1: Annual cotton Production 
in the Nuba Mountains Area. 

Source: NMAC/GTZ 1985. 
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The artificially low farm gate price for cotton 

clearly stands out as a major cause of these trends. 

During the 1984/85 harvest, farmers received £S 23/kt. 

(One kanter equals approximately 45 kg.) NMAC/GTZ (1985) 

calculations show that in order to gain a return equal to 

that from growing sorghum, the cotton "equilibrium" farm 

gate price would have to be £S 48.02. From discussions and 

interviews with farmers it is clear that they only plant 

cotton for the Nub a Mountain Agricultural Corporation 

because they cannot get access to tractor services 

otherwise. However, they expend very little effort on the 

cotton fields; in fact it would not make economic sense for 

them to invest labor and time in cotton. The result has 

been that yields have fallen drastically, when cotton is 

even harvested at all. 

According to NMAC/GTZ figures (1985), the FOB 

export price of cotton from Port Sudan in 1985 was £S 

2910/MT, or about £S 130.95/kt. The £S 23 farm gate price 

represents a 17.6 percent share for the producers. In 

private sector marketing channels, we estimate that 

producer shares a:ce at least 30 percent of the final 

disposal price (for sorghum, the crop with the lowest 

producer share). If the government monopoly were 

eliminated, producers would likelY'do no worse than the 

lowest share available to them for other privately marketed 

crops. A 30 percent producer share would cause the farm 
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gate price of cotton to rise to at least £S 39.29/kt. This 

goes a long way toward reaching the "equilibrium" price 

noted above, at which the reward for planting cotton would 

be equal to that for other crops. (Note that the estimates 

presented here of 17.6 percent and 30 percent producer 

shares for cotton and sorghum, respectively, in 1985 are 

similar to the 18 and 33 percent in 1980 cited by Hunting 

1981. ) 

To reach that "equilibrium" price, the producer 

would need a 37 percent share. Hunting's figures (1981) 

show that in 1980 producer shares were actually lowest for 

sorghum of all the crops moving through private marketing 

channels. Producer shares for cotton are more likely to 

rise to something similar to the 35 percent for groundnuts 

or the 56 percent for sesame cited by Hunting. Louis 

Berger (1983) cites a 49 percent share for groundnuts as 

the sales price in the an-Nahud auction market. (In most 

cases, this 49 percent represents one middleman removed 

from the producer, but it is sometimes the producer price 

because about 20 percent of sales in this market are by 

producers.) At any rate, the producer share for all crops 

moving through private channels is substantially higher 

than the share available in government channels. Further

more, producer shares of privately marketed cash crops are 

generally still better than for the sorghum cited in the 

above example. 
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It seems likely that turning cotton marketing over 

to the private sector would essentially eliminate the price 

disincentives for cotton production in Kordofan. The 

argument is sometimes offered by officials in Sudan that 

low cotton prices help subsidize a wide range of services 

which the farmers receive from the government cotton 

corporation. Indeed, as noted above, this is one of the 

common arguments presented for public control of marketed 

output. While this mayor may not hold for the irrigated 

sector (which was not investigated), there is not much 

evidence of any particular services provided by NMAC in 

Kordofan except tractors. 

Agricultural inputs are generally not available at 

all (see below), and extension services are nearly 

non-existent as well (Louis Berger 1983; Trail 1985). Nor 

did farmers interviewed for this study seem to know of any 

particular 

The other 

benefits available from government agencies. 

argument, that the government needs the foreign 

exchange earnings from cotton, seems equally irrelevant 

when applied to Kordofan. Current policies have led to 

essentially zero cotton production (as opposed to planting) 

and thus zero revenue. 

It should be noted that turning marketing of cash 

crops over to the private sector did in fact produce 

improved results when the government monop~ly on oilseeds 

was eliminated in 1979. The entry of private merchants 
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into the market and the resulting increased competition led 

to improved producer prices for groundnuts (World Bank 

1982; Louis Berger 1983). Sesame prices to producers also 

increased after the government monopoly was abolished, 

production increased, and foreign exchange earnings rose 

(Louis Berger 1983; D'Silva 1985). 

Louis Berger (1983) has suggested that elimination 

of the government monopoly on gum arabic exports would 

increase producer prices substantially and stimulate 

production, just as has occurred for oil seeds. Gum arabic 

marketing has not yet been reformed, however. Producers 

are still taxed through the manipulation of the price 

structure, and production has declined drastically in 

recent years (D'Silva 1985). It is quite interesting to 

observe that Pallme (1844) discussed the issue of gum 

arabic production in Kordofan in the early Nineteenth 

century. He found then that production had suffered 

greatly since Muhammad Ali had imposed a gov~rnment 

monopoly. Producer prices fell, and it made no economic 

sense for producers to worry about the trees from which gum 

arabic came, because the return was far less than they 

could obtain from unregulated crops. They cut the trees 

for firewood and planted grain crops on the cleared fields. 

Partial government control over mechanized inputs 

(tractors), in conjunction with current cotton policy, also 

affects sorghum production. Because cotton lands must all 
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be plowed first, farmers do not actually gain use of the 

NMAC tractor for food grains until late in the planting 

season, which greatly decreases the effective rainfall 

available to their grain crops. In addition, because NMAC 

drivers seem to be paid by the area plowed, rather than for 

the quality of the plowing, much plowing is very 

superficial. 

One farmer interviewed stated that he has had only 

three good years out of the last ten, and that some of 

those bad years could be attributed to his own bad 

decisions rather than to any natural causes. When pressed 

on what his bad decisions were, it became apparent that he 

meant relying on the NMAC tractor. Poor and untimely 

plowing led to low yields. He stated that he had been able 

to hire a private merchant one year, which had cost much 

more. However, the plowing was done on time, and the 

quality was much better. Therefore, yields were good and 

the return was quite satisfactory. This is a clear example 

of the World Bank (1981) contention that the government 

cannot deliver on inputs as efficiently or effectively as 

the private sector. 

While the government is the main supplier of 

tractor services, it does not restrict the entry of the 

private sector into the marketing of this input. Private 

sector marketing of inputs such as fertilizer, seed 

dressing, and pesticides, however, is largely restricted, 
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government is usually the only organization with 

to improved seed varieties, as well. Government 

dictates that the irrigated sector receive top 

in the use of such inputs. Very little is priority 

. allocated to the rainfed sector of which Kordofan is a 

part, and when such inputs are made available, they are for 

use in mechanized agriculture. Sometimes the inputs leak 

into the private sector marketing channels when those to 

whom they are allocated sell what they cannot use. 

However, it was clear from a series of interviews 

with institutional representatives, farmers, and merchants 

in the Kadugli area that agricultural inputs are generally 

not available to small farmers at all. This is the case in 

North Kordofan, as well (Abu Sabah & Patrick 1984). 

Furthermore, even government institutions such an NMAC, the 

Plant Protection Department, or WSARP, which have been 

allocated agricultural inputs, often cannot obtain seed, 

seed dressing, fertilizer, or pesticides reliably for 

timely planting. Research by WSARP, INTSORMIL, and other 

projects clearly indicate the potential for improved 

production and improved economic return in the traditional 

agricultural sector of western Sudan if modern inputs are 

employed. All of these factors, when viewed along with the 

disappointing performance of the irrigated sector, and the 

declining yields in most rainfed mechanized schemes, 
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indicate that marketing policy for agricultural inputs must 

be regarded as somewhat less than successful. 

Artificial Exchange Rates 

The exchange rate issue has also been discussed 

extensively (eg World Bank 1981, 1985; Bates 1983; Reca 

1983; D'Silva 1985). In this policy area, the objectives 

are much more revenue oriented; little pretense is made 

that such policies benefit the producer. Overvalued 

currency reduces the domestic price that the producer 

receives for an exported product, so that such policies act 

to discourage production. Additionally, imported goods 

have artificially low prices, which can lower the 

competitiveness of domestic agricultural products. 

This second problem has occurred in the irrigated 

sector in Sudan, where artificial exchange rates combined 

with bread subsidies have made imported wheat much more 

attractive than domestic sorghum (D'Silva 1985, 1986). It 

has not been a major problem in Kordofan. The majority of 

grain production is not destined for market sale, while 

that which does reach the market is largely traded 

regionally, rather than moving into export marketing 

channels. 

Exchange rates have had an impact on cash crop 

production, and along with the factors discussed above, 

have contributed greatly to the decline in cotton 
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production in Kordofan. They have also affected oilseed 

production. The impact on producer prices can be 

illustrated using some simple calculations based on data in 

Louis Berger (1983). That report cites the case of the 

groundnut market in Kordofan at the time when world prices 

were 650 US $/Metric Ton (MT). During 1982, the government 

required conversion of 50 percent of export revenues from 

groundnuts at the artificial rate of 1.32 £S/$. The banks 

generally converted another 10 percent at this rate as 

"incentive" to provide good service, and the remaining 40 

percent could be converted at the then prevailing market 

rate of 1.80 £S/$. 

Under this system, export merchants would not 

enter the market to buy at the initial asking price of 

17.50 £S/kt because they felt that they could not earn a 

profit at that price. Prices dropped with few buyers, and 

the export merchants finally bought at an average price of 

15.50 £S/kt. At these prices, the export merchants were 

earning a gross margin of 257.20 £S/MT for shelled and 

sorted groundnuts. There is no data on exactly what their 

profi twas. Ho'wever, operating costs can be estimated to 

have been at least 195.70 £S/MT, because the merchants 

would not buy at the price of 17.50 £S/kt, which would have 

resulted in a gross margin of 195.70 £S/MT. If costs. were 

exactly 195.70 £S/MT, then at the lowered price of 15.50 
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£S/kt profit would have been £S 71.50, a profit margin of 

7.3 percent. 

This upper limit on profit margins is consistent 

with profit margins found interviewing merchants in several 

lower levels of grain and livestock markets (Chapter 5). 

The figure of 195.70 £S/MT as an accurate lower limit on 

costs to the export merchants also seems trustworthy, 

-because, as Louis Berger (1983) notes, some export firms 

were still not profitable even at the lower auction market 

prices of 15.50 £S/kt. The situation which would have 

occurred had merchants entered the market at the higher 

price, as well as the situation that did occur when they 

entered at the lower price, is illustrated in Table 6.1A. 

The seller share in that table represents the amount 

received at the auction market. 

It should be noted that the auction price (seller 

share) is not the farm gate price, because only about 20 

percent of sellers are actual producers; the rest are 

village shopkeepers or transport merchants who have 

collected groundnuts from producers. Therefore, producer 

share is also listed in Table 6.1, assuming that there has 

been a 20 percent markup by the shopkeepers or transport 

merchants. This is the average ma~kup calculated from 

pricing data available in South Kordofan (Chapter 5). 

Government share noted in the table is the tax on sales in 

the auction market, at prevailing rates noted in Louis 
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Table 6.1: Distribution of Share of Export Price 
for Groundnuts. 

A. Under the prevailing Exchange Rate Structure in 1982 

Hypothetical Case at 
Initial Asking Price 

Auction Price (£S/kt) 

(Producer Share) 
Seller Share (price) 
Government 
Transport 
Processing/Handling 
Merchant Gross Margin 
Merchant Profit 

Export Price 

£S/MT Share % 

17.50 

(434.00) (44) 
542.50 55 
86.18 9 
91.50 9 
67.32 7 

195.70 20 
(0.00) (0.0) 

983.20 
* 

Actual Case after 
Asking Price Fell 

£S/MT Share % 

15.50 

.( 384.40) (39) 
480.50 49 
76.88 8 
91.50 9 
67.32 7 

267.20 27 
(71.50) (7.3) 

983.20 

* These figures represent profit margins, not shares. 

B. Hypothetical Situations with Various Assumptions 
under Free Market Exchange Rates 

a. b. 

17.50 20.74 Auction Price (£S/kt) 

(Producer Share) 
Seller Share (price) 
Government 

(434.00) (37) (44) 
542.50 
86.18 
91.50 
67.32 

46 
7 
8 
6 

55 
9 
8 
6 

* 

Transport 
Processing/Handling 
Merchant Gross Margin 
Merchant Profit 

382.50 
(186.80) 

33 
(16.0) 

(514.32) 
642.90 
101.08 

91.50 
67.32 

267.20 
(71.50) 

23 
(6.1) * 

.Export Price 1170.00 1170.00 

* These figures represent profit margins, not shares. 
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Table 1B (cont.) 

c. d. 

Auction Price (£S/kt) 19.73 18.49 

(Producer Share) (480.44) ( 41) (458.64) (39) 
Seller's Share (price) 600.55 51 573.30 49 
Government 94.73 8 90.63 8 
Transport 91.50 8 91.50 8 
processing/Handling 67.32 6 67.32 6 
Merchant Gross Margin 315.90 27 347.25 30 
Merchant Profit (120.20) (10.3) * (151.55) (13.0) * 
Export Price 1170.00 1170.00 

* These figures represent profit margins, not shares. 

e. 

Auction Price (£S/kt) 

(Producer Share) 
Seller's Share (price) 
Government 
Transport 
Processing/Handling 
Merchant Gross Margin 
Merchant Profit 

Export Price 

20.33 

(504.06) 
630.24 
99.83 
91.50 
67.32 

281.11 
(85.41) 

1170.00 

(43) 
54 

9 
8 
6 

24 
(7.3) * 

* This figure represents profit margin, 
not share. 

Source: Derived from figures in Louis Berger 1983. 
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Berger (1983). The other two shares are fixed costs, not 

affected by changes in the exchange rate regime. 

Assuming that free market exchange rates had 

prevailed (they would be different in 1986), Table 6.1B 

illustrates auc~ion prices and merchant gross margins under 

various assumptions. Assumption (a.) shows the breakdown 

if export merchants had entered the market at £5 17.50, the 

opening price. This price would clearly have been 

profitable to them under the free market exchange rates. 

Assumption (b.) shows what the situation would have been if 

merchants had received the same amount of £5 under free 

exchange rates as they received under the administered rate 

structure. The third assumption (c.) shows the situation 

if the merchants received the same percentage share as 

under the administered rate, while (d.) shows the same 

percentage seller share as under the administered rate 

structure. The fifth example (e.) is perhaps the most 

realistic; it assumes that merchants would operate under 

the same profit structure (same profit margins) as in the 

current administered exchange rate system. 

It is clear that sellers would be better off under 

any of these assumptions with a free market exchange rate, 

and merchants would be no worse off. It is probable that 

the improvement in seller price would largely be passed 

along to improvement in farm gate price, because this lower 

end of the channel is very competitive with very many 
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options for the producer in selling (Chapter 5). It is 

also likely that competition among export merchants would 

keep them from drastically improving their profit margins, 

especially if the government did not artificially restrict 

competition through its export licensing policy. .Also note 

that Hunting (1981) estimated a 53 percent producer share 

for groundnuts had free exchange rates prevailed in 1980. 

Under the administered rates in 1980, producers got 35 

percent of the £5 export price of groundnuts. The 

assumptions presented in Table lb, then, are relatively 

conservative. Hunting would predict even more favorable 

terms for producers than under any of the assumptions 

presented here. 

Price Controls and Restrictive Licensing 

The final two issues, price controls and licensing 

policy, will be addressed only briefly. They certainly 

hamper the efficient operation of the market, but in 

Kordofan they have not had the impact on agricultural 

production that control of channels and artificial exchange 

rates have had. Therefore, W5ARP's research did not 

address price controls or licensing policy in very much 

detail. General discussions on price controls indicate 

that they are usually applied to food or other staple 

consumer products, with the primary objective of holding 

down consumer prices. 
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Most research indicates that in the short run, the 

policies benefit middle to upper income consumers more than 

the low income consumers at whom the policies are 

ostensibly aimed. In the long run, price controls can lead 

to declining production of the price controlled food crop, 

retarded movement of the commodity to urban areas, or 

production shifts to lower quality products. These 

reactions to price controls thus cause artificial 

shortages, ultimately leading to much higher prices than 

would have prevailed under a free market (World Bank 1981; 

Bates 1983; Brown 1983; Ghatak & Ingersent 1984; Simon

Miller 1984). 

In Kordofan, price controls have largely been 

applied to meat, and they have had relatively little impact 

on production because they have been widely ignored. The 

government does not have the administrative 

attempt enforcement of price controls outside 

urban areas. The negative consequences noted 

structure to 

of the main 

above have 

occurred locally, however, in and around these urban areas. 

When the controls are not ignored entirely, customers will 

get only the lowest quality for the official low price. 

Kadugli officials were among the most energetic in 

upholding the price regulations, and in that city many 

price controlled goods simply became unavailable. They 

could still be purchased in the outlying villages, where 

the regulators did not reach, but it was not profitable for 
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livestock producers to move their stock to Kadugli at the 

official prices (Louis Berger 1983). 

Similarly, vigorously enforced controls of 

unrealistically low prices on meat caused merchants to stop 

trading in Wad Medani in 1976. Meat was unavailable in 

that city for a time. (Wad Medani is on the Nile east of 

Kordofan, but a sUbstantial proportion of its meat supply 

comes from Kordofan.) Louis Berger (1983) indicates thut 

price controls in Kordofan have discouraged the development 

of a market for premium quality meat, thus reducing 

incentive to upgrade herds and improve livestock 

technology. They also doubt that the controls are the 

major factor, though, except locally, because of the fact 

that controls are widely ignored. Even though the impact 

is slight and restricted to local areas, consumers are not 

well served by price policies that lead to artificial 

absence of products from the markets and less choice on 

quality levels. 

The purpose of restrictive licensing of merchants 

seems to be the protection of producers from their own 

"ignorance" about marketing, from unscrupulous merchants, 

or from the ills of "excessive" competition. The actual 

effect is to restrict entry of competitors into the market. 

This strengthens the oligopolistic position of merchants, 

if they hold such power, and thus shifts advantage away 

from producers. The result is lower producer prices, and 
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the policy can discourage the development of commercial 

farming (Bauer & Yamey 1968; Jones 1972). 

In Kordofan, those merchants and traders who 

usually deal directly with producers do not require. 

licenses. This level of the marketing channel is therefore 

very competitive (Speece 1985; Speece & Gillard-Byers 

1986a) • Some of the higher levels of wholesaling are 

sometimes less competitive, and this is because entry into 

the channel by new members is restricted. In the hide 

export industry, for example, Louis Berger (1983) notes 

that it is very difficult and expensive to get an export 

license. As a result, there are only a few firms licensed 

to export, and it is not difficult to keep producer prices 

low. They recommended that licenses be more readily 

granted, so that increased competition will lead to higher 

producer prices. Since Kordofan is a major producer of 

hides in Sudan, the licensing policy does have some impact, 

although hides are secondary to meat production. 

Louis Berger (1983) also notes that all of the 

merchants in the el-Obeid grain market have operated there 

for two decades, and that although others have applied to 

enter the market, they have been denied entrance, 

ostensibly because the physical size of the wholesaling 

facilities will not accommodate more wholesalers. However, 

coupled with government regulations restricting merchants 

from dealing in grain outside these facilities, this 
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amounts to an artificial restraint on competition. In our 

interviews with Kadugli merchants, we also heard this. The 

physical facilities were unable to accomodate more 

merchants, so that it was difficult for new channel members. 

to enter that level of wholesaling even if they were 

granted a license. 

These restraints on competition do not seem to 

have had a serious impact in Southern Kordofan, however, 

for several reasons. There are already quite a few large 

wholesalers within the physical facilities, so that 

collusion among merchants is very difficult and competition 

is the rule. Secondly, if the merchants as a group offer 

too poor a deal, they will be bypassed, and either the 

lower level traders will go to a more distant town with 

better prices or the merchants from another town will come 

and offer better prices. Most towns do not have walled 

facilities for the wholesale market and thus there is 

little restriction on the location of wholesaling 

activities. Finally, many general merchandise wholesalers 

include grain as one of their products, but operate from 

their shops, rather than from the wholesale market. (We 

have no information on whether this is legal or not, but it 

is common.) The merchants interviewed by WSARP were worried 

about competition from all of these sources. 



169 

Discussion 

The preceeding discussion of government inter

vention in the marketing of agricultural products in 

Kordofan should indicate that the policies have done 

considerable harm without providing much benefit. 

Producers are certainly not better off. All of the 

policies discussed here act to depress their incomes. Nor 

are consumers gaining much advantage, even when the 

policy's ostensible goal is aimed at benefiting them. The 

macro-goals of increased production and improved foreign 

exchange earnings are certainly not being met it Kordofan. 

Indeed, production of Sudan's main export crop', cotton, has 

declined drastically in Kordofan since the government took 

control of marketing. 

Direct operation of marketing channels for cash 

crops gives' the state a monopoly position. Producers 

cannot sell elsewhere, and their prices have been set at 

such low levels that they have essentially stopped 

producing cotton and are cutting production of gum arabic. 

They had been cutting back on oilseed production, also, 

until marketing for those crops was reformed around 1980. 

Thus the policy has negatively affected foreign exchange 

earnings and Sudan's macro-goals have suffered. 

Administered exchange rates have similarly affected 

producers by lowering their prices. Consumers may see 

short term benefit in an over-valued currency, because they 
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can buy imports at an artificially low price. However, 

since Sudan is essentially bankrupt, the country will not 

be able to continue to import consumer products at current 

levels very long, and the consumer benefit will disappear. 

Macro-goals have s~ffered, as the policy has discouraged 

production of both cash and food crops. 

Price controls have not affected producers to any 

great extent, because the controls are local and usually 

widely ignored anyway. They have affected consumers, in 

that urban populations have sometimes faced artificial 

shortages of price controlled foods. At the macro-level, 

the controls hinder the efficient movement of produce to 

urban areas, as well as discourage the development of 

higher quality products which would be more competitive on 

world markets. Licensing restrictions cut the level of 

competition in marketing channels and could potentially put 

producers at a disadvantage, although the impact seems to 

have been slight except perhaps in the export channels. 

Low producer prices resulting from any of these policies 

tend to discourage commercial production, which retards 

Sudan's potential for earning foreign exchange. 

It is difficult to see who benefits from any of 

these policies. There has been slow movement toward less 

government intervention in marketing in Sudan. It would be 

hoped that the government would move even more quickly to 

eliminate state monopolies, deregulate exchange rates, 
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eliminate price controls, and ease the restrictions on 

licensing of wholesalers and exporters. One would expect 

to see increased production, higher foreign exchange 

earnings, improved quality of many products, and higher 

producer incomes as long term results of less government 

intervention in the marketing system. 



CHAPTER 7 

RESEARCH AND POLICY IMPLICATIONS 

The discussion in the previous chapters should 

make it quite apparent that marketing must be considered a 

very important factor in any thorough analysis of the 

agricultural economy in Kordofan. Drucker (1958) pointed 

out long ago that development efforts were not likely to be 

very successful if marketing issues were ignored. It is 

clear that improvement of living standards in the agri

cultural sector of Kordofan is not likely to be very 

substantial if only technical aspects of crop production 

are addressed. Technical improvements usually require new 

agricultural inputs, which the market or some other 

mechanism must bring to the producers. Technical 

advancement should result in more crops, which the market 

must move to consumers or buyers if there is to be much 

benefit realized from increased production. 

This study has examined four main categories of 

marketing issues. The first is the problem of how the 

harsh climatic conditions of Kordofan affect marketing. 

Food shortages during drought are partially due to drought 

induced market failures, as well as to production 

shortfalls. D'Silva (1986) points out that hunger is still 

172 
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a serious problem in parts of Sudan, even though the 

drought has broken and the country had sufficient food crop 

production in 1985/1986. Part of the reason, as he shows, 

is that the civil war has disrupted distribution of food in 

the southern part of the country. However, part of the 

problem is that although production has recovered, the 

market structure has neither recovered completely from the 

drought nor been able to overcome the effects of misguided 

public policy. 

Research on the topic of how the physical environ

ment affects marketing is relatively rare. The field of 

geography has occasionally examined the adaptation of the 

spatial marketing structure to environmental constraints. 

References to some of that discussion may be found in 

Speece 1981, which touches upon the issue in the context of 

traditional spatial marketing structures in Oman. The 

geographic works which do address the issue have not been 

concerned with how market structures adapt to short term 

climatic fluctuations such as drought. 

Marketing has barely addressed the topic of 

environmental impact on marketing structures. McCullough 

(1982) looked at marketing of agricultural produce in arid 

North Yemen, but' the discussion really ~resented an 

overview of the market structure, such as is presented here 

in Chapter 5. The influence of the environment was hardly 

mentioned. A few researchers who are concerned with the 
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problem of famine in developing nations have recognised 

that much of the problem is often market failures rather 

than production shortfalls. Bass (1986) summarizes some of 

that research. It is evident that there has been little 

examination of the mechanism of these market failures, 

which would allow the formulation of policy recommendations 

for countering the failures. 

The evidence from 

failure during drought is 

Kordofan suggests 

only partially 

that market 

due to high 

prices. Policy makers, however, usually single high prices 

out and institute price controls in attempts to make food 

more available to consumers. Part of the problem is price 

volatility, which increases the risk on market transactions 

for small producers and small merchants, making them less 

willing to move product. Another part of the problem is 

the shift in channel functions to the lower end of the 

channel, without a corresponding shift in compensation for 

the performance of the functions. Smaller operators are 

less able to finance additional functional responsibility. 

Policy must address these issues in addition to the high 

prices if food shortages are to be solved. 

The phenomenon of ethnic domination of marketing 

channels is a second issue critical to marketing, as well 

as to politics, in many countries. Marketers who have 

looked at this issue are rare. Norvell and Morey (1983) do 

document fairly thoroughly cases in the Third World where 
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this phenomenon is common, and show the implications for 

foreign businesses which want to market in a country where 

channels are dominated by particular ethnic groups. They 

also note that. in some countries, domination of marketing 

by particular ethnic groups has become a political issue 

which has generated government intervention. They do not, 

however, discuss how such domination arose, or whether it 

is subject to change without political intervention. 

Geography and economic anthropology have 

contributed somewhat more extensively to the discussion of 

how such systems of ethnic domination arose. Some of that 

literature is reviewed in Speece 1981. That work examines 

the predominance of Indians at the top of the marketing 

channels, and the prevalence of other non-Omani Arab groups 

in the middle levels of channels in pre-oil Oman. smith 

(1975) asserts that ethnic domination of certain channels 

is a very common pattern where dendritic spatial marketing 

structures prevail, and that such dendritic structures are 

characteristic of exploitive penetration of a sUbsistence 

economy by a more advanced trade oriented economy. The 

ethnic groups which dominate the channels usually originate 

in that trade oriented society. 

The evidence presented in Norvell and Morey (1983) 

tends to partially confirm this view. The examples are 

mostly of ethnic groups long associated with trade in 

traditional societies, and they dominate channels in 
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traditionally agrarian countries. The issue of exploitive 

relationships, as opposed to the political perception of 

exploitation, is not addressed there. However, Norvell and 

Morey do point out that when presented with a choice 

between dealing with government channels and the 

(supposedly exploitive) traditional merchants, farmers 

usually prefer the latter. 

In Kordofan, there is little doubt that in the 

early phases of penetration by the Arab economy, there was 

some exploitation of Africans (and Kordofan Arabs) by the 

jellaba traders. However, much of the exploitation seen by 

Salih (1984), Ibrahim (1984), Abu Sabah (personal communi

cation 1985), and others seems to derive from ideological 

considerations, rather than from actual economic analysis. 

Marketing structures were originally dendritic, as Smith 

(1975) posited. The structures served the purpose of 

extracting raw materials (agricultural products) from 

Kordofan and of selling in Kordofan manufactured products 

from the more advanced economies in northern Sudan. The 

first merchants in Kordofan were outsiders because 

outsiders from more advanced economies had the capital and 

the business experience necessary to carryon commercial 

activities. 

Even when the channels were dominated by jellaba, 

exploitation was difficult to carry out, because business 

success attracted competitors. These competitors had their 
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own business interests to look after, even if they were 

fellow northern Sudanese Arabs, and collusion was very 

unlikely. Once Kordofan's sUbsistence economy had 

developed strong ties to the more commercial areas of 

Sudan, capital became more available to Kordofan Africans, 

and ethnic domination weakened. This has been accompanied, 

of course, by the development of a more integrated spatial 

marketing structure. In present day Kordofan, there is 

very little evidence of exploitation by merchants. Entry 

to marketing channels is relatively easy, and competitive 

conditions will not allow excessive profits to continue for 

long. 

It is unlikely that long term ethnic domination 

can be maintained once an area experiences sustained 

economic growth. Trade and marketing has certainly played 

a major role in the cultural and economic integration of 

Kordofan's ethnically diverse population. Whether cultural 

assimilation is to be applauded depends, of course, largely 

on political positions in modern Sudan. The increasing 

economic opportunity of Africans in Kordofan can hardly be 

opposed, however. Lack of economic opportunity in Arab 

dominated Sudan has been one of the major complaints by the 

southern rebels. Marketing activity as small shopkeepers 

has been one of the major avenues by which small farmers 

have been able to substantially improve their living 

standards. Commercial experience in small retailing 
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establishments is beginning to payoff and some are moving 

into larger scale activities. 

Channels in Kordofan seem to be typical of those 

found in other countries in the Middle East and Africa. 

The multitude of middlemen discussed in Boyd, el-Sherbini, 

and Sherif (1961), Samli (1964), Hamid (1960), and Norman, 

Simmons, and Hays (1982) are present in·Kordofan. Such 

long complex channels are characteristic of economies where 

capital is very scarce, transportation is poor, and storage 

facilities are inadequate. The wide variety of channel 

functions performed and the mechanisms for performing them 

in Kordofan are also similar to the channels covered in the 

just mentioned sources. Data presented in Norman, simmons, 

and Hays (1982) even shows that the compensation structure 

is similar in northern Nigeria to that of Kordofan. 

Private sector marketing channels are operating 

quite effectively at most levels in Kordofan given the 

adverse conditiions found there. Channel members provide 

real benefits to customers and suppliers through performing 

a wide variety of functions which are essential if product 

is to be moved from producers to consumers. Merchants are 

subject to intense competition, which does not allow them 

to realize excessive profits; indeed, profit margins are 

generally fairly low, certainly not above what one sees in 

other countries where free markets prevail. Following the 

approach in Dahringer (1983), the close look at channels 
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does allow one to identify several serious marketing 

constraints, which will be discussed below. These 

constraints, however, are largely due to limitations 

imposed upon commerce in Kordofan by the physical environ

ment, infrastructure deficiencies, or by political 

intervention, rather than because of business practices by 

private merchants. 

Public marketing channels, unfortunately, do not 

seem to be operating very effectively or efficiently. Nor 

have other forms of public intervention been particularly 

successful in accomplishing very many of the goals which 

they are supposed to achieve. These policies, of course, 

are responses to various real or perceived failures in the 

private sector marketing structure, but the cure has turned 

out to be worse than the disease. Government channels for 

cotton have resulted in the near end of cotton production 

in Kordofan, and they have led to drastic decreases in gum 

arabic production. In addition, they are a constant drain 

on the public budget. In running cotton marketing 

channels, for example, the Nuba Mountain Agricllltural 

corporation has run a large deficit every year since it was 

set up in 1970, and had accumulated losses of nearly £S 15 

million by 1985 (NMAC/GTZ 1985). 

Artificial exchange rates discourge production, 

and licensing policy restricts competition and aids large 

merchants in exercising undue channel power. Price 
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controls lead to artificial shortages and distort demand 

patterns. Controls coupled with subsidies often encourage 

imports, so that the taxpayer subsidizes foreign production 

with scarce foreign exchange while discouraging domestic 

production. D'Silva (1986) notes that government food 

policy has held wheat at artificially low prices. The 

result has been a shift in consumer preference toward low 

cost wheat, which must largely be imported, rather than 

higher cost domestically produced sorghum. Depressed 

demand is likely to put downward pressure on prices, with 

the result that there will be less incentive for market 

production of sorghum. 

This pattern of poor performance by the public 

sector is not rare. For example, as noted previously, 

Egypt had already moved toward extensive government control 

over marketing in the 1960s (preston 1967). Zananiri 

(1986) clearly shows the extent to which one aspect of that 

control, subsidies, had damaged the Egyptian economy by the 

mid-1980s. Official (conservative) figures on the cost of 

the subsidies are at about £E 2.5 billion in a country 

which runs chronic massive budget deficits. The subsidy 

structure has been a major production disincentive in 

agriculture. Production has been discouraged to the extent 

that in 15 years, Egypt has moved from a modest net 

exporter of agricultural products to a massive importer. 
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Etgar (1983) shows how direct government control 

of rice marketing channels in the Ivory Coast has distorted 

production. Government collection and distribution of rice 

at politically determined fixed prices led to declining 

rice production and increased imports. Costs were 

estimated to be 25 to 40 percent higher in government 

channels as well, so that the government corporation 

charged with rice marketing had accumulated a 100 million 

dollar deficit during the 1974 to 1980 period of government 

control. By 1980, the policy was clearly recognised as a 

failure, and channels were "returned to the private sector. 

Such interventions by the public sector into 

marketing activities are usually in response to certain 

perceived market imperfections. Even where the market 

failure is real, however, the cost of regulation can often 

outweigh the benefits of that regulation (Harris and Carman 

1983, 1984; Carman and Harris 1986). In Kordofan, as in 

many developing countries, the market imperfections at 

which the policies are aimed are often not real, but only 

perceived. The channel analysis of Chapter 5 showed that 

there is very little monopoly/monopsony or oligopoly/ 

oligopsony power in Kordofan, except where enforced by the 

government itself. Channel members cannot exercise undue 

power in their relationships with producers or consumers, 

or engage in anticompetitive conduct, because there is 

ample competition and they can easily be bypassed. 
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Marketing Constraints to Agricultural Production 

The analysis of marketing in Kordofan presented in 

this study allows the identification of several categories 

of important marketing related constraints to agricultural 

production in Kordofan. The category which contains many 

of the probably most important constraints is that of 

government intervention. Such intervention may originally 

have been intended to correct real or perceived marketing 

failures, but it is clear that, in Kordofan at least, the 

interventions have not succeeded~ Public monopsony over 

outputs has severely depressed crop production, not only of 

the monopsonized cash crops, but also of food crops ·that 

are planted on the same farms. Public monopoly over inputs 

has not allowed access to most inputs by small farmers, 

even though technical research has clearly shown the 

economic benefits of' increased use of such inputs. For 

inputs where the government competes with the private 

sector (eg tractor services), the government cannot supply 

the quality level that is available through private 

merchants. 

Artificial exchange rates lower producer shares of 

export prices and thereby discourage production. Price 

controls discourage production of premium quality agri

cultural products and discourage the development of a 

market for such products. Farmers will not produce and 

merchants will not trade products on which they must take a 
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loss. In addition to the negative impact on producers and 

consumers, such policies will in the long run hurt Sudan's 

competitive position in international markets. Licensing 

policy for large merchants and import/export firms tends to 

restrict competition and encourages the price collusion and 

other exploitive practices which the proponents of public 

intervention ostensibly oppose. The Government of Sudan 

should move to eliminate state monopolies, deregulate 

exchange rates, eliminate price controls (and subsidies), 

and ease the licensing restrictions on wholesalers and 

exporters. The likely results would be increased agri

cultural production, improved producer incomes, raised 

living standards for consumers, and increased ability to 

compete in international markets. 

These arguments do not mean that the government 

has no role to play in marketing in Kordofan. Some 

constraints do require government intervention, because 

they concern system-wide deficiencies in infrastructure, 

which individual firms cannot remedy. The constraints will 

be reviewed here; policy recommendations will be discussed 

below. Physical infrastructure is very poor in Kordofan. 

Most merchants interviewed cited transportation as a 

serious impediment to the movement of goods, particularly 

during the rainy season. One wholesaler indicated that 

transport rates can increase up to 700 percent during the 

late summer and early fall. He tries to ship large 
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quantities to his clients or partners in more remote areas 

before the rainy season starts, so that they can stockpile 

to avoid excessive transport costs. storage constraints, 

however, limited this strategy for perishable products. 

A village shopkeeper similarly stated that 

transportation costs restricted his ability to operate 

profitably and competitively. It is interesting to note 

that one grain wholesaler stated that poor transportation 

during the rainy season helped his business. He operates 

on a regional scale, and is not supplied from outside 

Kordofan. He felt that transportation problems limited the 

movement of grain (including free Relief Aid grain) into 

Kordofan. He was thus shielded from the competition of 

merchants from other market centers. These examples make 

it clear that transportation deficiencies (mainly lack of 

all-weather roads) significantly raise costs to consumers. 

sometimes this is because local merchants are able to take 

advantage of reduced competitive pressure. Merchants who 

import products into Kordofan, however, clearly prefer to 

avoid higher costs and the necessity of raising prices. 

storage constraints, however, reduce the ability 

of many channel participants to overcome the predictable 

transportation problems. storage does ;not seem to be B. 

major problem to small traditional farmers, whose capacit:y 

is generally adequate for their harvests and whose losses 

are quite low. Traditional storage methods are not 
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adequate for large volumes, however, and mechanized farmers 

and merchants face considerable storage losses. Grain 

wholesalers face storage losses on the order of 20 percent 

when holding grain up to half a year, and nearly 50 percent 

for crops they hold for the whole year. Louis Berger 

(1983) shows that if a merchant in Kordofan holds grain for 

·six to nine months, prices must have risen at least 72 

percent for him to break even. Roughly one-third to one

half of the seasonal price differential may simply be due 

to the need of merchants to cover storage losses. 

storage loss, then, coupled with high 

transportation costs which coincide with the the "hunger 

period", contributes substantially to the very high prices 

faced by consumers in the pre-harvest months. Kordofan 

data confirms Bass's (1986) contention that often famine 

occurs even though food is available in the markets. Food 

was available in the Kordofan markets in the summer of 

1985, but it was simply too expensive for many to afford. 

WSARP found many farmers who were reduced to foraging for 

edible leaves because they had no cash and their stored 

grain was exhausted. Prices cannot be brought down through 

intensified regulation of merchants, because they are high 

mainly due to infrastructural problems. 

There are a few merchants who specialize in 

storing grain, but most prefer to rent storage space, often 

from the government. Most merchants do not feel that they 
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have the expertise to manage storage facilities and they 

are therefore reluctant to invest in them. Government 

investment is probably essential in storage facilities, as 

well as in transportation, if these important physical 

infrastructure problems are to be eased. Of course, this 

is already widely recognised, and many foreign aid projects 

are specifically for the purpose of building all-weather 

roads and modern storage facilities (eg Borsdorf & Haque 

1984; U.S.AID 1985). 

The institutional infrastructure is also deficient 

in many cases. Credit is generally not available to small 

traditional farmers in the predominately African areas of 

Kordofan, and is only available through the high cost sheil 

system in Arab areas. Reference to the discussion in 

Chapter 5 should indicate that the sheil is' not really 

exploitive in the sense that exorbitant profits are earned. 

(The Agricultural Bank can offer lower interest loans 

because it operates at a deficit, and losses are covered by 

the government. Small shopkeepers do not, of course, have 

this option.) Nevertheless, the farmer is at a clear 

disadvan'tage when required to repay loans in a commodity 

which has declined substantially in value from the time the 

debt was incurred. 

state institutions are usually not willing to deal 

with small farmers at all. Even when they are, the terms 

are often not much better than those available through the 
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sheil system. The Agricultural Bank and the Nuba Mountain 

Agricultural corporation may offer much lower nominal 

interest rates, but they also usually require repayment at 

harvest time, when the farmers' assets (crops) have low 

values. When taking payment in kind, these institutions 

sometimes even set prices below the prevailing already low 

market prices. 

Farmers need mechanisms which will allow them to 

get consumption loans at harvest time, so that they do not 

have to sell immediately upon harvest to pay debts or to 

resupply the family's stocks. They would then be able hold 

their crop to sell later after prices had risen. Selling 

later would also shift the sale to a time when more family 

labor was 

high, and 

available. 

the farmer 

At harvest time, labor demands are 

must utilize channels within the 

village which offer lower return because there is no free 

time to assume more marketing functions. with more time, 

farmers could move their own crops in many cases, and sell 

in alternative higher return channels. 

Market information is a serious problem. Here, 

the focus is more on new product (innovation) information 

than on agricultural commodity price information. Price 

information is generally fairly widely known, and the 

problem is not access to information, but ability act on 

the information. Product often cannot be moved quickly 

enough to take advantage of spatial price differentials. 
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Capital and storage is often lacking to take advantage of 

temporal price differentials. The flow of information 

about agricultural innovations is very poor, especially 

when the innovation is in the research and development 

stage. 

Extension services are 

Kordofan, and information on 

nearly non-existant in 

improved agricultural 

techniques can take years to reach farmers. Farmers do not 

understand the concept of hybrids; they do not know seeding 

rates or time to maturity of new varieties they are asked 

to try; they do not know that fertilizer can be effective 

outside of the irrigated sector. Often no one has bothered 

to tell them, even when they are asked to cooperate in 

on-farm trials. Often the source of the information has no 

credibility with the farmer, so that information is not 

believed. Farmers would have better access to knowledge of 

such innovations if agricultural imputs were available 

through private markting channels, even in small 

quantities. Coughenour and Nazhat (1985) found that one of 

the most important sources of information about innovations 

was merchants and traders who carried the inputs. 

The wide seasonal price differentials and the 

extreme volatility of prices discussed in Chapter 3 are the 

final major constraint that will be noted here. Such price 

behavior is probably characteristic of most agricultural 

economies, especially in arid regions when the marketing 
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infrastructure has not been highly developed. The wide 

differentials can be traced at least partly to the physical 

infrastructure deficiencies, as noted above. Important 

factors behind rapidly fluctuating prices include lack of 

information about levels of supply and demand, so that part 

of the reason for price volatility can be traced to poor 

information flow. Another factor is uncertainty about the 

ability of the physical infrastructure to move product, 

which relates to transportation problems. In a highly 

subsistence oriented, economy, most 

merchants are risk avoiders, and a 

producers and small 

high degree of price 

uncertainty can inhibit the movement of product. 

Research Recommendations 

The preceeding discussion of marketing in Kordofan 

should indicate that much remains to be investigated if 

coherent policies are to be formulated. 

areas which require much more extensive 

explicitly pointed out here. Research 

Several critical 

work will be 

on 

structure and performance are influenced by 

how market 

the physical 

environment is very important. The evidence from Kordofan 

suggests that physical environment can have a major impact, 

but the issue has not been addressed elsewhere. Marketing 

policy is not likely to achieve optimal 'results if the 

physical environment ~oes influence marketing but has not 

been accounted for in the policy implementation phase. 
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Ethnodomination in marketing channels requires 

much more extensive research. Many countries are composed 

of a multitude of ethnic groups, and the predominance of 

one particular group in marketing has often become a 

serious political issue. Evidence from Kordofan suggests 

that the domination cannot be maintained in the long run, 

but a more thorough understanding of this issue would allow 

intervention to speed up the process of diversifying market 

channel control among ethnic groups. The quick fix 

solution of many governments, simply to expropriate firms 

of certain ethnic groups, rarely works without severe 

disruption of marketing for many years. Such action 

eliminates the accumulated business experience in the 

marketing channels all at once, before the skills have been 

learned by the ethnic groups which will replace the ousted 

one. 

There must be work on the evolution of spatial 

marketing structures under the impact of development. 

Geographers have done extensive research on spatial 

structures. However, they usually treat marketing systems 

as static, probably because the time frame of the research 

required to analyze change would be much longer than the 

life of the typical. research project. The work in Kordofan 

suggests that an earlier dendritic spatial system is 

evolving toward a more classical central place structure. 

Since dendritic systems are generally regarded as fairly 
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exploitive, this evolution indicates that marketing is 

becoming less exploitive in Kordofan than it may have been 

in the past. This has taken place largely without any 

particular government intervention to influence spatial 

structure. Since, however, real or perceived exploitation 

by marketing channels is a political issue in Sudan and 

many other countries, better understanding of spatial 

evolution would allo~7 policies which would speed up the 

change in spatial structure without disrupting marketing. 

Empirical work on the role of marketing in skill 

and capital accumulation is required. Marketing theory has 

pointed out this role, but few studies have actually shown 

the net benefits to the economy in a particular country or 

region. Kordofan evidence suggests that entry into 

marketing channels is a very important avenue by which 

subsistence farmers can gain greater participation in the 

economy and raise their living standards. It also suggests 

that a SUbstantial proportion of private investment in 

local industry is financed by capital raised through 

marketing activities. We do not, however, have any good 

quantitative estimate of marketing's contribution to human 

and financial capital formation in the industrial sector. 

This is needed so that policy makers can assess the 

relative importance of marketing versus othe~ mechanisms by 

which skill levels improve or capital investment is 

generated. We suspect that in a low priority region like 
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Kordofan in a capital poor country like Sudan, marketing 

activities account for the majority of increase in 

business/management skills and private capital investment. 

It is absolutely essential to expand empirical 

knowledge of the cost structures associated with the 

performance of channel functions, and to trace these cost 

structures in both private and public marketing channels. 

The thinking that goes into much policy planning and 

research on marketing is simply wrong. Planners and 

researchers often assume that marketing performs no 

particular service, and therefore those engaged in 

marketing activities do not merit compensation. They often 

assume that gross margins are profit margins, and do not 

recognize that there are costs associated with channel 

functions which must be covered out of the gross margin. 

Too often the result of such misinformation is 

government market intervention to fix things which do not 

need fixing. Such intervention typically ends up costing 

producers and consumers much more, because governments 

cannot perform most marketing functions as efficiently or 

effectively as private channel members. Higher cost 

performance of marketing functions must be supported by 

lower producer prices, higher consumer prices, and heavier 

tax burdens, all of which keep living standards from rising 

and discourage production and investment. A better 

understanding of the cost and compensation structures of 
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channel functions would allow marketing policy to be based 

on sound economic analysis. Those functions which 

governments can perform better than private channels in any 

specific instance could be pinpointed, and public resources 

would be much more efficiently allocated. 

Policy Recommendations 

Marketing policy in Kordofan should be formulated 

to counter the constraints identified above. It will be no 

suprise that the first recommendation concerns the need for 

less government intervention in areas which are currently 

major concerns of the government. The public sector should 

not operate marketing channels, it should let the financial 

market determine exchange rates, it should let the 

commodities market determine prices of crops (cease price 

controls and subsidies), and it should stop licensing 

policies which restrict the entry of new channel members. 

Justification for lessened public intervention have been 

amply discussed above; there is no need to repeat that 

discussion here. It should be noted, however, that a great 

many observers have pointed out to Sudan the need for 

reform in this area. The World Bank (1982), for example, 

specifically cited the need for shifting reliance to the 

private sector in rainfed agriculture areas. 

Dissolving a few public corporations in Kordofan 

would allow the government to shift resources to areas 
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where public intervention is greatly needed. For example, 

the Nuba Mountain Agricultural Corporation lost over £S one 

million in 1984/1985 alone (NMAC/GTZ 1985), which could 

have gone toward programs which encouraged production, 

instead of ones that discouraged it. Roads are a critical 

need, especially all weather roads, including bridges, 

which are easily passable in the rainy season. In 

designing road projects, care must be taken that routes 

strengthen the growing horizontal links in the spatial 

marketing hierarchy. Local and regional trade usually 

offers producers and small traders better deals and less 

risky markets than does involvement in supplying distant 

national and/or international markets. 

This local trade must be encouraged by road 

projects which incorporate extensive feeder road networks. 

[The projects proposed in Borsdorf and Haque (1984) and 

U.S.AID (1985) seem to recognise this.] Road development 

which concentrates primarily on trunk roads only has 

contributed to the decline of lower level market centers in 

some countries, as, 

Oman. There may be a 

Kordofan, as well. 

for example, Scholz (1978) shows in 

slight tendency toward this in North 

Coughenour and Nazhat (1985) report 

that some villages near large market towns have suffered an 

absolute (as well as relative) decline in the number of 

economic institutions such as shops, and in the amount of 

economic activity within the village. When some of the 
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producers are left with fewer options 
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are eliminated, 

if they are not 

satisfied with the performance of a particular channel'. 

storage facilities must probably be constructed 

mainly by the government, as noted above. Here, provincial 

governments should be _ granted ownership of government 

financed storage'facilities, so that storage policy making 

stays more closely attuned to the need of the local 

markets. A system of management contracts should be worked 

out so that private business operates the facilities for 

the provincial government. Business expertise is readily 

available in the private sector, but is in short supply in 

the government. The facilities should be run on a profit

making basis, and the management contracts should be 

granted and renewed based on acceptable profit performance. 

Over time, this kind of plan will increase private sector 

experience with storage management, and will eventually 

lead to increased private sector investment in storage 

facilities. 

Charges for use of the modern storage facilities 

should be similar to the current cost structure which grain 

merchants face. The facility must remain profitable 

because Sudan, especially provincial government, simply 

does not have the financial resources to operate yet 

another subsidy program. In addition, cumulative storage 

losses currently limit the ability of merchants to hold 
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grain off the market during shortage periods, because the 

shortage periods come after extended storage periods. With 

better facilities, losses will be lower, and fees must 

correspondingly be higher to discourage hoarding. More 

modern facilities will also help moderate the seasonal 

price differential, because more of the stored grain will 

actually be available instead of lost. 

Credit policies need to be worked out which will 

lessen the need of small farmers to sell immediately after 

harvest when the value of their crops is low. This will 

probably have to come through some sort of village level 

credit cooperative, since large institutions will not loan 

to small farmers. In addition, local loan decisions and 

community pressure on borrowers greatly decreases the 

default rate. As with storage, credit should not be 

subsidized, but should reflect the cost of operating a 

credit co-op. (How this works under Islamic law which 

prevails in Sudan will not be addressed here.) 

Such co-ops could grant short term consumer loans 

which would hold farmers until a few months after harvest 

when prices had stabilized at higher levels. They could 

also grant production investment loans which did not come 

due at harvest. This would enable farmers to invest in 

innovations with less risk, since the portion of the crop 

allocated to repaying the loan would be less. Further, 
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increased competition would likely force sheil lenders to 

improve their terms. 

Village credit co-ops would need income generating 

activities in order to raise loan capital. W5ARP has had 

considerable success at introducing ox-carts into several 

villages around Kadugli. The ox-carts are owned by village 

cooperative corporations, managed by village leaders, and 

rented to villagers to haul crops and other goods. They 

are popular because the technology is easy to learn and 

fits in well with the local socioeconomic system. Ox-carts 

meet a critical need for transportation capable of carrying 

relatively large loads. They free labor during labor 

shortage periods, because they can haul many man and woman 

loads from the fields at a time (Gillard-Byers, Bunderson, 

& Azrag 1985). They also help small farmers bypass very 

expensive local hauling methods. Pack animal transport 

rates can cost up to several £S per sack for relatively 

short distances (only a few km), according to the owner of 

several camels which were engaged in hauling (Speece 1985). 

The village co-ops have generated considerable income for 

village projects through these ox-carts. 

The province should also establish some kind of 

small business loan program targeted at Kordofan citizens. 

It is widely recognized that most jobs are created by small 

business, but scarcity of capital is a limiting factor in 

starting small businesses and in expanding them. Better 
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access to capital would reduce risk to small operators, and 

improve the flow of products where price uncertainty is 

high. since ethnic economic integration is an important 

political issue, such a program could even target the Nuba 

and the Baggara Arabs, who lag behind other groups in the 

two Kordofans in economic development. 

Information flow about agricultural innovations is 

very poor. Farmers learn about innovations primarily from 

three sources: institutions, markets/merchants, and 

personal contacts in the community (Coughenour & Nazhat 

"1985). The institutional source in Kordofan is very 

deficient; the provincial and national 

do not have the resources to staff or 

governments simply 

supply an effective 

extension program. Because government policy rarely allows 

inputs into private channels, merchants do not know much 

about them, and few can be bought by anyone farmers know. 

Therefore, agricultural product information must be 

disseminated by other means. Radio is quite popular in 

Kordofan, but is not currently used much for agricultural 

education. Programs should be developed which provide 

understandable information about such things as fertilizer, 

new seed varieties, insecticides, and other inputs. 

Programs should also be developed which explain basic 

agricultural marketing principles, so that fanners will be 

able to evaluate various marketing options better. 
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A second way to improve information flow about 

agricultural input products is to allocate some of them to 

the private sector. If fertilizer were available on the 

private market, for example, most of it would be sold in 

rainfed agricultural areas, including Kordofan, because 

merchants would not be able to compete with government 

suppliers in the irrigated sector. Merchants and the 

farmers who bought fertilizer would gain experience with 

it. since merchants are a major source of information, and 

since the other major source is community opinion leaders, 

information about the input would be spread far beyond the 

circle of farmers who actually bought it initially. 

The merchants, of course, would attempt to gain 

the best profits, so that the fertilizer would be sold to 

those willing to pay the most for it. These people would 

be the ones for whom fertilizer produced the best increase 

in yield. The market would thus direct the scarce input to 

where the return was highest. The government has not been 

notably successful at doing this, as the evidence from the 

irrigated sector indicates (Ebrahim 1983). It is also 

likely that farmers who are able to buy fertilizer will 

allocate some of it to their own research programs. WSARP 

found that farmers who were given seed or fertilizer for 

on-farm trials often conducted their own trials also. The 

research design may not have been as tight as that of the 
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station scientists, but the transferability of the results 

to local farming was infinitely better. 

Finally, agricultural research projects themselves 

can be organized to incorporate local farmers and opinion 

leaders into the on-station research program. Increased 

involvement by projects in on-farm trials would also 

improve information flow about innovations. with these 

kinds of programs, the often discussed problem of how to 

introduce the innovation would become moot. Farmers would 

not need to be convinced that an innovation worked, because 

they would have gained the experience first hand. Farmers 

themselves would lead the introduction of promising new 

technology by incorporating it into their own croping 

systems. They would have knowledge of how to use the new 

technology correctly from hands-on experience. 

The problem of high price differentials and 

volatility would be greatly eased through implementation of 

the recommendations discussed above, but one final govern

ment level action could further help. A floor and ceiling 

price should be set by the provincial government. The 

floor should not be an administered price imposed upon 

private traders, but rather a trigger price at which the 

government would step in to buy grain for a regional 

stockpile. Neither should it be fixed; instead it should 

be determined at harvest time and should be set only 

slightly above the prevailing market price. The ceiling 
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should also not be fixed or imposed upon private merchants, 

but should be determined by setting it only slightly below 

prevailing prices during the hunger period. 

then be made out of the stockpile accumulated 

harvest. 

Sales would 

during the 

The objective of this policy should not be to 

eliminate the seasonal price differential, but rather only 

to slightly moderate it and to accumulate modest stockpiles 

for emergencies (drought years). The differential between 

floor and ceiling prices should only slightly dampen the 

prevailing market differential. Merchants must remain 

profitable if they adjust their operations to compete with 

government prices, because if they cannot remain profitable 

through taking advantage of seasonal price changes, no 

grain will be stored by the marketing channels (Tooley, 

Thomas, & Wong 1982). However, competition from the 

government will force them to reduce channel costs to 

remain profitable. In particular, there will be greater 

incentive to improve storage capabilities, which are the 

major cost involved in taking advantage of temporal price 

fluctuations. 

The program must also be self supporting for the 

government. If prices were set so that private merchants 

were driven out of business, this would suggest that the 

government program would be operating at a loss. As noted 

before, provincial governments do not have sufficient 
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resources to finance subsidized programs. Realistic prices 

would insure that a modest stockpile could be accumulated, 

but the government would not be forced to buy up major 

portions of the harvest because the private market would 

continue to operate, and there would be no-long term drain 

of government capital. It should be noted that this kind 

of program is not original with this author. Tolley, 

Thomas, and Wong (1982) discuss the theoretical basis for 

partial seasonal price stabilization, and Louis Berger 

(1983) has made a similar recommendation for Kordofan. 

Conclusion 

The discussion presented in this study should make 

it clear that marketing considerations play a critical role 

in agricultural economic development. Improved production 

cannot be separated from various policies which influence 

the products available on the market, the prices of those 

products, the way the products are moved, and information 

flow about products and market conditions. Technical 

advances will not be successful without close attention to 

marketing issues. The discussion of Kordofan here can 

serve as a case study of the integration of marketing into 

the analysis of agricultural development. For those 

regions which are quite similar to Kordofan in climate, 

production systems, and marketing structures, much of the 

analysis and many of the recommendations will be directly 
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applicable. The greater value of this study, however, is 

probably the presentation of a framework of how to approach 

some of the key issues. 

Regardless of what kind of climate a region has, a 

thorough analysis should be made of how climatic factors 

influence the marketing of products. Regardless of how 

production and marketing are organized, those interested in 

imporving agricultural production must have a thorough 

understanding of how inputs reach farmers and how output is 

moved to consumers. Government intervention into marketing 

can easily do more harm than good, and a thorough analysis 

should reduce the tendency to base economic policy 

decisions on political biases. Public intervention should 

be organized to overcome marketing problems which private 

firms cannot solve individually, not to replace private 

firms when they are operating effectively and efficiently. 

It is also this author's hope that this study will 

contribute to the current debate among those interested in 

Sudan's agricultural development. Kordofan has enormous 

agricultural potential. Unfortunately, that potential has 

largely been squandered over the past several decades, and 

one significant contributing factor 

the agricultural sector has been 

to poor performance by 

poor policy decisions 

regarding marketing aspects. Further research and better 

data may well require modification of some of the specific 

details presented here, or improve upon some of the 
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specific recommendations. The general analysis of how 

marketing functions in Kordofan, however, is much more 

detailed than is generally available for any area of Sudan. 

It provides a basis and framework for further research on 

marketing's role in the agricultural development of the 

Middle East and Africa. 
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Figure 2: Kadugli Cowpea Price Series, 1984/1985. 

Source: Derived from Gillard-Byers & Azrag 1985a. 
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Source: Derived from Gillard-Byers & Azrag 1985a. 
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Source: Derived from Gillard-Byers & Azrag 1985a. 
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