ABSTRACT

The structure and conduct of the marketing systems (for maize and beans in Kenya), both formal
(controlled) and informal (uncontrolled) are described and analyzed. The analysis includes an
examination of the extent to which the marketing systems operate at lowest possible costs, prevent the
exploitation of farmers and consumers and provide secure outlets for producers and sources of supply to
consumers. The performance of the controls is scrutinized. The analysis suggests that the objectives of
controls are not being achieved and that at present the controls themselves contribute to marketing
inefficiencies. The control legislation has created a marketing framework which is conducive to low
operational efficiency as reflected in high marketing costs, low pricing efficiency as reflected in poor
integration and fairly high excess profits; and instability of market conditions. Those most affected by the
controls are smallholders and low-income consumers (rural and urban), large-scale farmers benefit. The
result is a negative income distribution effect. It is recommended that the controls should be relaxed and
other measures taken which would also fit in with present development strategy which aims to alleviate
rural and urban poverty.



