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EXECUTIVE SUMMARY 
Background of the project  
Good Neighbors Tanzania (GNTZ) has been 
working with coffee farmers in Songwe 
Region since 2015. The GNTZ, in collaboration 
with Agricultural Marketing and Cooperative 
Societies (AMCOS has implemented the 
coffee project to support farmers to increase 
the ir household income. During the 
implementation of the project, significant 
challenges were identified that require 
interventions through smallholder coffee 
development projects to unlock the potential 
of coffee for socio -economic development. 
This coffee v alue chain study aimed at 
assembling, validating, and making available 
the newly generated and/or existing 
information and knowledge drawn from 
science and practice including farmers rich
knowledge) inappropriate sources, for 
dissemination and extension  of the coffee 
farming project.  
 
The study s overall objective was to help
understand how agricultural development 
fits within market dynamics and impacts 
coffee smallholder farmers and businesses by 
identifying knowledge gaps and priorities for 
every value chain actor in coffee and 
recom mendations for improving the coffee 
value chain.  
 
Methodology  
The study was conducted in the Songwe 
region in the Southern Highlands of Tanzania. 
The region lies between latitude ° and °
south of the equator and between longitude 

° and ° East of the Greenwich 
 

1 Statistics | SONGWE REGION 
2 NVivo is a qualitative data analysis software that enables questioning of data to identify 
themes and draw conclusions, employ advanced data management and visualization 

meridian.  It has four districts: Songwe 
(Mkwajuni), Momba, Ileje and Mbozi, 12 
Divisions, 94 Wards, and 307 Villages. The 
region has a total population of 998,862 
(Males - 478,880, Female 519,982), a Per Capita 
GDP of TZS 1,311,602 and a land area of 
27,598.9 km2 (land surface 26,595 and water 
area of 1,061) 1 . Most  of the population 
engages in agriculture, livestock, and fishing 
as economic activities.  

The task was undertaken using mixed 
research methodologies in a holistic and 
integrated manner. The study targeted 128 
AMCOS in the Songwe region with a 
population (N) of 30,000 farmers. The sample  
size was derived using the formula by 
Yamane, 1967 with a margin e rror ( e), 
resulting in 395 farmers with an additional 
sampling of 28 farmers, giving a total of 418 
farmers. The value chain study involved 
quantitative and qualitative mixed 
approaches in the various coffee core 
processes/value chain nodes .  

Quantitative data wa s collected using a 
structured questionnaire administered 
through face -to -face interviews with 418 
respondents (89% male (374) and 11% female 
(44)) identified using a multistage sampling 
technique. Qualitative data was collected 
through KIIs involving 13 s takeholders and 3 
FGD with farmers in 3 AMCOS. Descriptive 
and inferential statistics were used to analyze 
quantitative data in Stata, while      qualitative 
data were analyzed by thematic content 
analysis in N -vivo2.  
 

tools to uncover richer insights, and produce clearly articulated, defensible finding s 
backed by rigorous evidence (https://lumivero.com/products/nvivo/)  

https://songwe.go.tz/statistics
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Key Findings  
Farmer demographics  
Out of the sampled 418 coffee farmers in 
Mbozi District, 89% of the decision -makers 
were male, and 11% were female, implying 
that coffee farming production and 
marketing decisions in the study area are 
male -dominated. The average age of the 
sampled respondents was 49 years, with 
female decision -makers being older (55 
years) than male decision -makers (48 years) . 
The average household size was five 
members, and the majority (68%) had 
primary education. Agriculture (crop and 
livestock) was the mai n occupation (97%), 
indicating that most households rely on 
agriculture for income and food.  

Farmer institutional support  
On average, 68% of farmers received training , 
especially from AMCOS (73%). In terms of 
frequency, farmers received training six times 
in the last three year s, with more than half 
(57%) confirming that the training received 
was adequate for coffee production. About 
86% of the farmers received credit mainly 
from farmer cooperative s (79%). However, 
access to credit was mainly constraine d by the  
unavailability of credit (37%), inadequate 
means of repaying the credit (29%) and high -
interest rate (25%).  

Coffee production in Tanzania  
Tanzania is the fourth largest coffee -
producing country after Ethiopia, Uganda and 
the Ivory Coast and the second  in East Africa 
with an annual production of 73,027 MT 
compared to Uganda at 374,760 MT 3 . 
Tanzania s coffee production accounts for
about of the world s output4. Coffee is the 
second largest foreign exchange earner after 

 
3 https://apps.fas.usda.gov/psdonline/circulars/coffee.pdf  
4https://apps.fas.usda.gov/psdonline/circulars/coffee.pdf   
5 TCB : Tanzania Coffee profile  

tobacco, accounting for 24% of Tanzania s
foreign exchange revenues. About 450,000 
households (making up to 90%  of the total 
coffee producers) benefit directly from coffee 
production.  Tanzanian mainly produces 
Arabica coffees  (70%) on the slopes of Mount 
Kilimanjaro and Mount Meru in  the Northern 
areas. In the Southern Highlands of Songwe, 
Mbeya and Ruvuma regions,  the remaining 30 
% is Robusta coffee  which is grown in the 
western areas along Lake Victoria in the 
Kagera region. The total area under coffee in 
the country is estimated a t 265,000 hectares 
for Arabica and Robusta 5. 

Status of the coffee sector in the Songwe 
region  
Coffee Production and Productivity  
Songwe region is ranked second best 
nationally in coffee production after Ruvuma 
in the production of Arabica coffee, 
contributing up to 16.6% of the Tanzanian 
annual coffee production 6. On average, coffee 
farmers produced an  average of 2282 kg of 
coffee per year. Farmers reported an average 
coffee productivity of 775 kg/acre of the 
coffee cherry. The traditional variety  had the 
highest annual productivity of 782 kg/acre 
annually compared to the improved variety 
(742 kg/acre). Male farmers reported higher 
productivity (796kg/acre) than female 
farmers (597 kg/acre). Farmers reported an 
average tree productivity of 0.97 kg/ tree. 
Analysis by variety revealed that improved 
variety had the highest productivity (1.23 
kg/tree) compared to traditional variety (0.92 
kg/tree).   On average, each farmer earned an 
average net income of TSh 9,131,692. By 
variety, farmers who integrated both varieties 

6Songwe region coffee production report 2021, Ministry of 
Agriculture  

https://apps.fas.usda.gov/psdonline/circulars/coffee.pdf
https://apps.fas.usda.gov/psdonline/circulars/coffee.pdf
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reported the highest net income (TSh 
10,144,858.80) compared to those with only 
local varieties (TSh 9,219,214) and improved 
varieties (TSh 2,7816,616). In terms of positive 
and negative net income earned, farmers 
who integrated both varieti es reported the 
highest positive net income (TSh 
12,970,555.80) and the highest negative net 
income (TSh -2,176,519) compared to those 
with only local varieties and improved 
varieties.  

Coffee Acreage  
Songwe region has 1,918,776.94 Ha of land 
suitable for agriculture, out of which 70,644 
Ha are ideal for cultivating coffee. In 
2021/2022, Songwe region produced 11,355 
MT of coffee, a reduction of 337.32 MT 
compared to 2020/2021.  The sampled coffee 
farmers  owned an average of 8.45 acres of 
land and rented 0.42 acres, with male coffee 
farmers owning larger parcels (8.87 acres) 
than females (4.91 acres). The uptake of the 
preferred coffee varieties was limited majorly 
by the unavailability of seeds/seedlings (62%) 
and inadequate capital (45%).  
Coffee tree population  
The total coffee tree population in the year 
2021/2022 in the Songwe region was 
74,200,301 trees in the year 2020/2021, where 

 
7 Songwe region coffee production report 2021, Ministry of 
Agriculture  
8 Multi -purpose trees planted by coffee farmers (e.g. forage 
trees, fruit, nut trees, etc.) either as shade, shelterbelt and 
windbreaks, or for beautifying homesteads, and serve as 
shelter for coffee plants from excessive sun and high 
temperatures 
9 Mekonnen Alemu (2015). Effect of Tree Shade on Coffee 
Crop Production. Journal of Sustainable Development.8(9), 
66. http://dx.doi.org/10.5539/jsd.v8n9p66  
10 In the wet coffee processing method, coffee beans are 
pulped, fruit and skins are separated, and mucilaginous 
mesocarp is removed in fermentation. In the wet coffee 
processing methods, fermentation occurs in water at 

88% were old trees (65,203,211 trees) , and 
12% were young trees (6,025, 714 trees) 7. The 
sampled coffee farmers had an average of 
3,055 coffee trees in their coffee farms, with 
male coffee farmers having more (3,229) than 
female coffee farmers (1,574 trees).  

Adopted coffee management practices  
The adoption of Good Agricultural Practices 
among the sampled farmers was low. 
However, pruning  (97%), fertilizer application 
(90%) and pesticide application (88%) were 
the most adopted coffee management 
practices regardless of the sex of the 
respondents. About 94% of the surveyed 
farmers had planted  shade trees 89  in their 
coffee farms , with  avocado (64%), banana 
(53%) and mango (39%) being the most 
common shade trees planted by coffee 
farmers.  

Coffee processing methods and capacity  
Processing coffee involves both primary and 
secondary processing stages. Primary 
processing is done through wet 10  or dry 11 
processing. About 65% of the wet -processed 
coffee is done at home, while 35% is 
processed in Coffee Processing Units (CPUs). 
Dry processing is the quickest and cheapest 
and usually result s in coffees with an original 
flavor  whereas wet processing is complex 

controlled temperatures, producing lower levels of 
undesirable flavours. That is why washed coffee is often 
associated with better cup quality ( Misgana Banti, Eba 
Abraham. Coffee Processing Methods, Coffee Quality and 
Related Environmental Issues. Journal of Food and 
Nutrition Sciences. Vol. 9, No. 6, 2021, pp. 144-152. doi: 
10.11648/j.jfns.20210906.12) 
11 The berries are sorted or cleaned manually to remove 
dirt, leaves, and twigs. Afterwards, the berries are spread in 
the sun and regularly raked to prevent fermentation 
(Misgana Banti, Eba Abraham. Coffee Processing Methods, 
Coffee Quality and Related Environmental Issues. Journal of 
Food and Nutrition Sciences. Vol. 9, No. 6, 2021, pp. 144-
152. doi: 10.11648/j.jfns.20210906.12) 
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and requires technical expertise.  Out of the 
128 registered AMCOS only, 32 AMCOS have 
CPUs, representing about 25%. The 
remaining 75% are involved in aggregating 
farmershome -processed  coffee.   

Secondary processing, commonly referred 
to as coffee curing, involves the conversion 
of coffee from parchment to clean coffee, 
also known as green coffee. Songwe region 
has 5 curing companies: Mbozi Coffee 
Curing Company (MCCO), GDM Coffee 
Limite d, Coffee Management Services 
Limited (CMS), City Coffee and Lima Coffee. 
The study established that most of the 
curing companies were operating at 30 - 50% 
of their annual production capacity due to 
low coffee production. All the equipment 
used in coffee c uring is imported with no 
local manufacturing or assembling plant.  

Coffee processing losses  
Coffee processing results in product loss at 
both primary and secondary stages. At the 
primary processing, 5 kg of ripe cherries 
produces  1 kg of parchment, indica ting a 
product conversion rate of 20 %. The 
remaining 80 % comprises the pulp, outer, 
and inner skin. However, some AMCOS 
reported a conversion rate of up to 8:1. 
Other losses at this stage include pulper 
damage, spillage, theft and over -drying. 
Quality lo ss occurs due to overfermentation, 
defects, foreign matter, inappropriate 
drying methods, poor water quality, 
improper sorting,  and delayed pulping.  

 
12 Blinová, L., Sirotiak, M., Bartošová, A. and Soldán, M., 
2017. Utilization of waste from coffee produ ction. Vedecké 
Práce Materiálovotechnologickej Fakulty Slovenskej 
Technickej Univerzity v Bratislave so Sídlom v Trnave, 25 
(40), p. 91. 
13 Oliveira, L. S. and Franca, A. S., 2015. An overview of the 
potential uses for coffee husks. Coffee in health and disease 
prevention, pp. 283-291. 

Losses at the curing stage are called milling 
loss which is the difference between the 
parchment and green beans weight after
curing. From the AMCOS sampled, the 
average milling loss is 18.84 % for CPU -
processed coffee and 19.89 % for home -
processed coffee.   

Coffee processing and the environment  
Primary and secondary coffee processing 
requires water which is already a scarce 
resource globally. The wet processing of 
coffee utilizes  approximately 20 litre  of fresh 
water per Kg of cherry in the traditional fully 
washed technique. On the other hand, 
mechanical coffee mucilage removal 
machines used in semi -washed coffee 
production utilize  about 1 litre of fresh water 
per Kg of fresh cherry 12. The main wastes 
from primary processing are pulp, mucilage 
and wastewater. On the other hand, though 
rarely used  in the Songwe region, dry 
processing utilizes  about 1.4 -14 litres per kg 
of processed coffee based on the efficiency 
of the processing equipment. This method 
mainly produces husks, constituting as high 
as 50% of the harvested weight 13.  

At secondary proce ssing/curing, dust and 
endotoxins from the curing plants pollute 
the air and can cause respiratory diseases if 
proper containment and protective 
measures are not in pla ce 14 . The 
accumulation of coffee husks (solid waste) 
can also become an environmental haza rd 15. 
Though data on the amount of waste from 

14  Kassa, H., Suliman, H. and Workayew, T.,. 2011. 
Evaluation of composting process and quality of compost 
from coffee by-products (Coffee Husk & Pulp). Ethiopian 
Journal of Environmental Studies and Management, 4 (4). 
15  Hernández-Sarabia, M., Sierra-Silva, J., Delgadillo-
Mirquez, L., Ávila-Navarro, J. and Carranza, L., 2021. The 
Potential of the Biodigester as a Useful Tool in Coffee 
Farms. Applied Sciences, 11 (15), p. 6884. 
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coffee -growing regions of Tanzania is 
unavailable, studies from other coffee -
growing countries reported an estimated 
annual generation of solid wastes from 
coffee processing is 430,920 tons per year for 
husks and 72, 960 tons of coffee pulp per 
year. 
 
Coffee grading system  
The coffee beans are graded based on 
multiple indicators, including size, shape and 
density based on British nomenclature that 
classifies coffee into different grades ; AA, A, 
B, PB, C, E, F, AF, TT, UG and TEX. Qualitative  
interviews with AMCOS revealed that the 
most common grade for home and CPU -
processed coffee is AA at 31.26% and 36.36%, 
respectively. The three topmost grades (AA, 
A and B) cumulatively accounted for 72.78% 
of home and 76.06 % of CPU-processed 
coffee.   
Analysis of the coffee processing and 
grading in Tanzania and Kenya  
Tanzania grows about 70% Arabica coffee and 
30% Robusta coffee, while Kenya grows 
approximately 98% Arabica Coffee and only 
2% robusta coffee. Arabica coffee in  both 
countries is mainly wet -processed.  In Kenya, 
Farmer Cooperative Societies (FCS)  own , 
pulping units called  Factories /wet mills . 
About 99% of smallholder farmers in Kenya 
process their coffee at wet mills. Most of the 
wet mills  are regularly repaired and 
maintained  after every harvesting season and 
are managed by trained and highly 
experienced  and skilled  staff . The large -scale 
centralized processing of coffee standardises 
the processing methods and therefore results 
in uniformity in post -harvest quality 
management.  

In Tanzania, the new government 
regulations led to the formation of coffee 
AMCOS, whose mandate is to process the 

coff ee in Central Processing Units (CPUs) and 
market on behalf of farmers , but most lack 
the capacity . In the Songwe region, there are 
128 registered AMCOS, but only 32 AMCOS 
have CPUs. Therefore, 65% of the coffee 
produced is home -processed , and only 35% 
is through CPUs. Farmers sometimes 
process their coffee at CPUs or hire pulpers 
but do the drying at home. These variations 
in the processing and drying of coffee create 
inconsistencies in post -harvest handling and 
quality management practices. However, 
stakeholders interviews indicated that
home -processed coffees could even have 
higher quality than CPU processed if the 
proper pre - and post -harvest quality 
management practices are undertaken. It 
was noted that most AMCOS lack the 
structural  and  technical capacity to process 
and market coffee. The CPUs are not well 
maintained , and most of the staff managing 
them lack coffee post -harvest  handling and 
quality management  skills.  
 
Coffee trade  
Coffee production in Tanzania is mainly for 
export (93%), with an average of 7% 
consumed locally. Tanzania coffee is sold 
through auction sales (80%) and direct sales 
(20%) operated by TCB. The price volatility in 
the international markets and policy 
uncer tainty in Tanzania have created an 
unstable coffee market. Over the last 10 
years, coffee export from Tanzania has 
ranged from 34,020 MT to 64,980 MT. 
Projections statistics indicate that coffee 
farmers will experience a 4% decrease in 
overall coffee produ ction in 2022/23 due to 
high fertilizer  prices and dry conditions at 
the beginning of the marketing year. This is 
expected to translate directly to a 4% 
decrease in export performance due to 
lower exportable supplies. The country 
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exports both green coffee and soluble 
coffee Tanzania s green coffee is largely
exported European Union, Japan, Morocco, 
USA, Russia, India, Australia, South Korea 
and South Africa. The EU commands the 
largest market share of Tanzania s coffee
between 2019 to 2021, followed by Jap an. For 
instance, in 2021, the EU and Japan 
contributed to about 75% of the Tanzanian 
volume of coffee exports. A Tanzanian coffee 
brand known as Kilimanjaro Coffee has
persisted in Japan. This has made Japan 
emerge as the second importer of Tanzanian 
coffee. Tanzania exports soluble coffee 
mostly to Kenya, European Union and other 
countries. Kenya was the major importer of 
Tanzania s soluble coffee in and
2021 (68%).  

Coffee roasting  
Most of Tanzania s coffee is exported as
green beans. The country has not exported 
any roasted coffee beans for the last three 
years. The limited trade in roasted coffee is 
associated with the quality attributes of 
coffee that deteriorate fast once roasted , thus 
making it unsuitable for long -distance export 
destinations. In the Songwe region, several 
local roasters exist, including City Coffee, 
GDM Kahawa, Dormans Coffee, etc. Most of 
the roasters are in Mbeya town, with only City 
Coffee and GDM Kahawa loca ted in Mbozi. 
The local roasters utilize small to medium -
scale coffee roasting machines with annual 
capacities ranging between 5000 to 20,000 
tons. The roasting company at Mbozi has an 
annual roasting capacity of 5000 tons.  

Coffee consumption  
About 7% of Tanzania s coffee is consumed
domestically, with per capita annual 
consumption of 60 grams. As indicated in the 
coffee strategy plan of 2021 -2025, the 

consumption level is expected to increase to 
10% by 2025. The low consumption is mainly 
attributed to con sumers preferring tea over 
coffee due to traditions that have been 
passed on in successive generations, high 
prices and availability of coffee relative to tea 
in local markets,  lack of ready coffee 
products, such as instant coffee, constraints 
the consumpt ion of coffee in Tanzania and 
lack of coffee processing companies in 
Tanzania for full processing of coffee for 
consumption, instead, they invest in a semi -
finished product which is exported as raw 
material. Most (80%) of coffee consumers 
preferred brewed coffee, with 42% adding 
sugar.  

Challenges and opportunities in the 
Tanzanian coffee market  
The survey identified insect pests (86%), 
diseases (85%) and climate change (46%) as 
the major challenges that limit the potential 
of optimizing gains offered in th e coffee 
supply chain. Coffee Berry Disease (83%) and 
Coffee Leaf Rust (69%) were the major 
diseases, while Leaf Miners  (33%) and 
Antestia bugs (29%) are the major insect 
pests reported by farmers. Other challenges 
included input inefficiencies, quality is sues in 
processing, inadequate CPUs to facilitate 
joint processing, mismanagement of AMCOS 
by leaders, unstable coffee prices, limited 
access to market information, policy -related 
constraints and limited adoption of 
technologies and good agricultural pract ices. 
On the other hand, the availability of land for 
expansion, technological innovation in the 
coffee seed sector, the emergence of AMCOS 
in facilitating primary processing, linking 
specialty coffee and direct sales, developing 
the Tanzania coffee brand as a mark of 
quality, increased global demand for coffee, 
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low cost of production and favorable climatic 
condition are some of the opportunities in 
the coffee sector.  

Coffee policy and regulatory landscape  
TCB has taken some steps in enhancing the 
regulato ry framework amidst the financial 
and human capacity challenges that have 
limited its effectiveness. However, the 
unstable policy framework has limited 
investment to unlock some of the challenges 
inherent in the value chain. Some 
stakeholders are of the vi ew of 
overregulation of the sector by TCB. For 
instance, TCB is responsible for setting the 
minimum price for the coffee, which, if not 
met during the on -season auction, the green 
coffee is withdrawn and stored  in 
warehouses  until the next auction . However , 
in other cases, the coffee is sold off -season 
at even lower prices than what was offered 
during the on -season. This affects the sector 
as it results in lower prices for farmers and 
delayed payments, which means farmers 
have limited financial resources fo r 
investment in the next season.  
 
Ongoing Government interventions  
Specific government interventions include:  
Support to producers  
× Fertilizer subsidy programme to increase 

access to inputs at an affordable price  
× Facilitation of extension officers with 

motorbikes to facilitate movement and 
increase access to extension services  

× Collaborative initiatives with NGOs and 
private institutio ns to increase farmers' 
access to improved coffee varieties and 
extension services through projects run 
by the AGRICONNECT Programme, 
Solidaridad East and Central Africa, Good 
Neighbors Tanzania and VIAgroforestry , 
among others.   

× TaCRI- funding research t o develop 
varieties resistant to CBD and CLR, 
resilient to climate change, advisory 
services, training, and multiplication of 
seedlings.  

Support  to  trade and marketing  
× Market support and improvement - 

initially no control of buyers - now 
controlled through establishment of 
cooperative s (AMCOS); introduc tion of  
three  markets - Farmgate , Direct 
export/sales  and Auction  

Support  for  social inclusion and 
sustainability of the sector  
× Support for special groups  by increasing 

their access to financial  services through  
soft loans issued by District councils. The 
fund ɄMufumo 4:4:2Ʌ is allocated as follows - 
Women 4%, Youths 4%, PLWD 2% by law. 
PLWD is not necessarily a group,  even 
individuals are issued . 

 
Technology and Innovation and global 
trends in coffee production and 
marketing  
Coffee in Tanzania is mainly sold through the 
auction and a small percentage through 
direct sales. However, Tanzania has no 
established national digital marketing 
platforms that  can connect farmers to the 
world. Though there are efforts to digitise the 
coffee space through global and national 
initiatives, farmers were unaware  of them. 
Some of the coffee industry trends include 
end-to -end coffee industry digital service, 
Global Coffee Platforms, social media 
platforms, innovative coffee products, 
sharing the story behind the coffee cup
contract farming, r oasting coffee at the 
origin, agri -tourism in the coffee industry, 
private  collection  auction  and coffee 
subscription approach.   
Climate change and other shocks  
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Over the past 4 decades (1979 to 2021), the 
Songwe region has been facing a rise in 
temperature of 1.5 OC (in 1979, the mean 
annual temperature was 21.5 OC,  and in 2021 
it was 23O C) and a reduction in rainfall of 
343.70 mm (in 1979, the mean annual 
precipitation was 1788.50 mm, and in 2021 it  
was 1444.80 mm) demonstrating the changes 
in climatic conditions in the region. Climate 
change mainly led to wilting (55%), reduced 
flowering (55%), increased pests and diseases 
(52%) and flower abortion (51%). The Russian -
Ukraine war, coupled with the no vel 
Coronavirus 2019 (COVID -19), led to the 
disruption of input supply in Tanzania. 
Tanzania was a net importer in 2021 of 
fertilizer from Russia, where about 19% was 
sourced. The disruption in supply led to a 
supply deficit, thus leading to increased 
pric es. During the farmer survey, 64% and 
46% of the sampled respondents reported an 
increase in the price trend of pesticides and 
fertilizer over the last one year. About 3% of 
the farmers reported increased food 
insecurity after the COVID -19 shock.  
Conclusi on  
The coffee sector in the Songwe region has 
been growing slightly and is recently further 
expanding. Most of the coffee development is 
based on expanding the area under coffee 
production despite the low yields attributed 
to poor crop management practices  coupled 
with inadequate technical assistance. Some 
coffee value chain development has taken 
place, including strengthening of AMCOS and 
regulatory framework and introducing 
disease-resistant and drought -tolerant 
varieties, among others. However, rising 
temperatures and changing rainfall patterns 
related to climate change threaten coffee 
development. Moreover, market 
uncertainties, limited product and market 

diversification, and instability in the 
regulatory framework and governance rules 
have constrained c offee upgrading 
investments. Nevertheless, coffee remains a 
key strategic crop.  
Recommendations  
Based on the findings, the following 
recommendations are proposed to upgrade 
the coffee value chain in Songwe region to 
guarantee inclusive and sustainable gro wth.  
× Promote practices that i mprove the 

production, productivity, and quality of 
coffee and minimize losses  at the farm 
level.   

× Promote practices that maintain  the 
quality of coffee beyond the farm level 
and minimize post -harvest losses.  

× Reduce the environmental impact  of 
coffee production and enhance 
adaptation to climate change.  

× Advocate for an enabling political, coffee 
marketing and business environment.  

× Develop and support strategies that 
improve local consumption of coffee.  

× Cushion farmers agai nst environmental, 
political, and economic shocks.  

× Improve the performance of AMCOS by 
selecting AMCOS that are ready and 
willing to participate in the project, have 
successfully managed previous 
grants/development funds, support 
women leadership and have a substantial 
number of women farmers.  

 
Selection criteria for AMCOS  
The following are suggested as a criterion for 
selecting AMCOS to be involved in the project:  
× AMCOS that have developed 

management and farmer support 
strategies structures on their i nitiative 
(not imposed and externally driven)  
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× AMCOS that have (co -) developed low -
external input innovations on coffee 
processing that are relevant for small -
scale farmers and  waste management 
and bring returns in the long run -in terms 
of increased income,  reduced drudgery, 
saving labour etc. 

× AMCOS that have interacted with other 
stakeholders (TaCRI, TCB, Local 
government, NGOs) in Participatory 
Innovation Development such production 
of coffee seedlings, farmer training 
programs, extension programs among 
others.  

× AMCOS that have experience in managing 
Local Innovation Support Funds (LISFs) 
such as grants from the government, local 
organizations, marketers or NGOs or 
loans from banks,  

× AMCOS that have developed new ways of 
doing things that have/can substantial ly 

change coffee production and processing, 
waste management practices and the 
livelihood of their members. The focus 
should be on locally suitable innovations 
or those that can be applied more widely 
in the country.  

× AMCOS with a substantial number of 
inno vative farmers whose activities have 
influenced a large number of other 
farmers  

× AMCOS, whose leadership and members 
are willing to take part in the project  

× Priority can be given to AMCOS that 
support/approve women leadership in 
the AMCO and have a substant ial number 
of women farmers or have participated in 
programs to support women s
participation in the coffee sector.  
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1.0 INTRODUCTION  

1.1 Context and description of 
GNTZ Coffee project    
Good Neighbors Tanzania (GNTZ) is a 
Non -Profit organization established in 
2005 with the mission to alleviate 
hunger, promote harmony, and respect 
for human rights of our neighbours 
suffering from poverty, disasters, and 
oppression. Additionally, it seeks to help 
them to achieve self -reliance and enable 
them to rebuild hope in Tanzania. Since 
2005, GNTZ has implemented socio -
economic development projects and 
provided comprehensive support 
through an inclusive and participative 
process -dominated Community 
Development Programs (CDPs) in Dar es 
Salaam, Bagamoyo, Mwanza, Shinyanga, 
Dodoma, Mbeya, and Kigoma. It has 
implemented projects in education, 
water and sanitation, health, income 
generation, advocacy and humanitarian 
assistance for children and residents.  
 

Good Neighbors Tanzania (GNTZ) has 
been working with coffee farmers in 
Songwe Region in collaboration with 
farmers cooperative society in project
implementation to support farmers to 
increase their household income. During 
the Implementation of the proj ect the 
significant challenges identified that 
require interventions through 
smallholder coffee development 
projects includes low productivity and 
production of quality coffee, inadequate 
extension services, high prices, and 
insufficient access to reliable  agro -
inputs . Other factors include poor 
agronomic practices, Deforestation, the 
instability of market coffee prices, lack of 
financial institutions investing in the 
coffee value chain, the presence of old 
trees (decreased coffee production), and 
poor/no benefits of coffee return to 
women. GNTZ wants to increase 
resilience and build adaptive capacity by 
agroforestry/agroforest approach.  
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1.2 Objectives and purpose of the study   
This study aim ed at  assembl ing , validat ing , and making  available the newly generated 
and/or existing information and knowledge drawn from science and practice (including 
farmers rich knowledge in appropriate sources for dissemination and extension of the
coffee farming project. Broadly, it identif ied: - knowledge gaps and priorities for every 
value chain actor in coffee; and the information and practices about the coffee value 
chain needed by value chain actors for improvement of the value chain. It also dr ew 
attention to the best practices on invo lvement of all groups in the value chain ( youths 
considerations and marginalized groups) and provide d findings and recommendations 
of the value chain analysis that w as presented and deliberated on the research 
stakeholders workshop and call for other areas of research needs The overall objective 
of the study  was to help the understanding of how agricultural development fits within 
market dynamics and impact on coffee smallholder s farmers and businesses by
identifying knowledge gaps and priorities for every value chain actor in Coffee and 
recommendations for improvement of the coffee value chain. Specifically,  the study  
sought  to : 

a) Identify value chain actors and analyz e the strengths , weakness, opportunities, 
and threats to the value chain on coffee perspective.  

b) Document the available practices and best practices on coffee value chain in 
every stage of value chain development.  

c) Assess areas and practices that need further research, validation, and improved 
dissemination.  

1.3 Scope of work to be undertaken  
The research study w as carried out as specified in the TOR. The study  target ed the small 
holder coffee farmers  in three Agricultural Marketing Cooperative Societies (AMC OS) in 
Mbozi representing the Songwe region of Tanzania . The coffee value chain assessment 
was to provide insights into the various nodes that included:  production,  processing, 
trade and marketing, roasting, coffee packaging and distribution, consumption,  
challenges and opportunities in the Tanzanian coffee market, policy and regulation, 
technology and innovation global trends in coffee production and marketing, and  effect 
of climate change and other shocks on coffee  production . 

1.4 Structure of the report  
This report is divided into four (4) main chapters, which include introduction, 
methodology, results and discussion, and conclusions and recommendations. The 
introductory section gives context and description of GNT Z Coffee Project, objectives,  
and scope of the assignment. The second section of the report describes the methods 
used to address the objectives. The methodology presents the study approach detailing 
the data collection methods/tools, sample size determina tion, data collection and 
analysis, quality assurance measures and limitation. Chapter 3 presents study findings. 
The final section summarizes conclusions from the study and provides 
recommendations generated from the GNTZ Coffee Project . 
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2.0 METHODOLOGY 

2.1 Study area and proposed approach  
The study was conducted in the Songwe region of Tanzania (Figure 1). The region is 
located in the Southern Highlands of Tanzania between latitudes 7° and 9° 36' south of 
the equator, and between longitudes  30° and 33° 41' East of the Greenwich meridian.  

Figure 1: Map showing coffee growing areas in Songwe region  
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It shares borders with Malawi and Zambia to the south, Tabora and Mbeya to the North, 
and the Rukwa and Katavi areas to the West. Songwe region has four districts: Songwe 
(Mkwajuni), Momba, Ileje and Mbozi. The region has an approximate land area of 
27,598.9 km2. Most  of the population engages in agriculture, livestock, and  fishing as 
economic activities.   Paddy, maize, coffee, simsim, sunflowers, beans, and sorghum are 
among the crops grown.  
 
The task was undertaken using mixed research methodologies in a holistic and 
integrated manner that includes: (i) Desktop research -literature search and 
file/document review; (ii) In -depth key informant/Expert interviews and focus group 
discussions  (FGDs); (iii) Household surveys and (iv) Observational and Visual techniques. 
The Value Chain study involved quantitative and qualitative mixed approaches in the 
various coffee core processes/value chain nodes as presented in Figure 2. The advantage 
of the mixed  method approach is that it allows for the triangulation of the quantitative 
and qualitative approaches.  
 
 
 
 
 
 
Figure 2: Coffee core processes/value chain nodes  
 

2.2 Value chain study process  
The value chain study was implemented in three phases (Figure 3). 
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Figure 3: Successive phasing of the assignment  

2.3 Data collection method and instrumentation  
The different stakeholders that were involved in the study are summarized in Table 4. 
The value chain study data collection methods that was employed include:  

Desktop review:  The study team undertook content analysis drawing from available 
global, regional and country  specific literature. It consisted of a 
review of project documents and other relevant publications that 
included reports, journal/conference articles and coffee statistical 
abstracts. The rigorous literature review process facilitated the 
unearthing of pa st, current and emerging trends and status of 

coffee sector in Tanzania.  
 

Farmer survey:  There are 128 AMCOS with about 30,000 farmers in Songwe region .  
The sampling of 
farmers involve d a 
sample of 418 coffee 
farmers selected 
respondents from 
three  purposively 
sampled AMCOS 
(Hasambo, Igamba 
Mpya  and Itumpi) . 
Further, the selection 
of the respondents 
ensure d adequate 
gender 
representation. The 
questionnaire in line 
with the value chain  study 
objectives and deliverables . 
The approved questionnaire w as coded in Kobo collect data collection platform.  The 
main data collection was preceded by pre -test of the tool with 30 farmers , where relevant 
adjustments were made to the tool.  
 

Key informant interviews:  This involve d undertaking an inquiry on systemic and 
institutional issues, including regulatory  changes related to the coffee 

value chain in Tanzania, climate change and ongoing interventions  
and contextual issues . The study team administer ed interviews to 
pre -selected respondents among the stakeholders in the coffee 
sector including regional coffee  Union representative, AMCOS 
chairperson, Tanzania Coffee Board ( TCB), Tanzania Coffee 
Research Institute (TaCRI), government  and ministry officials in 

charge of cooperative societies among others (Table 1).  
 



 

 

 

6 

 
Table 1: List of selected respondents interviewed for study  

Target Group  Members  Tools (n)  
Farmers  1. Smallholder coffee 

farmers  
Household survey ( 418) 

2. Coffee farmers  Focus group discussion ( 3) 
Stakeholders  1. Ministry of agriculture - 

Department of 
cooperatives  

Key Informant Interview (1)  

2. TCB representative  Key Informant Interview (1)  
3. Curing companies  Key Informant Interview (2)  
4. Union Chairperson 

(Songwe regional person)  
Key Informant Interview (1)  

5. AMCOS chairperson  Key Informant Interview (4)  
6. TaCRI representative  Key Informant Interview (1)  
7. Agricultural extension 

officer  
Key Informant Interview (1)  

8. Coffee roasters  Key Informant Interview (2)  

 Focus Group Discussions (FGDs):  The study  team undert ook  3 FGDs involving 
mixed groups (men , female and youths ) among the three  
sampled AMCOS to assess the qualitative aspects of the value 
chain study  indicators.  FGDs were conducted via face -to -face 
meetings and data w as recorded for future reference purposes.   
 

2.4 Sampling design  
2.4.1 Sampling f rame  
In terms of sample size determination for the quantitative data, the target population 
for the quantitative data were  coffee farmers in Tanzania The survey s primary sampling
units w ere AMCOS while farmers w ere the secondary sampling units. The sampling 
frame consist ed of a list of the respondents drawn from the three  sampled AMCOS to be 
considered in the study. From the constructed sampling frame, a simple  random 
sampling procedure was used to select the farmers.  

2.4.2 Sample size determination and sampling of  farmers  
According to the TOR, the AMCOS considered for this survey were  128 targeting 30,000 
farmers.  To arrive at the sample size (n), the formula by Yamane, 1967 w as adopted with 
a margin error  (e) of 5% and a population size  30,000 farmers (N) as follows.   

 
This sample of 395 coffee farmers w ere then distributed  equally in the  four  AMCOS. 
However, 23 households were oversampled to make a total of 418 respondents.  

n = ὔ
ρ ὔὩ

σπȟπππ
ρ σπȟππππȢπφπυ σωυ Coffee farmers 
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2.5 Data processing and analysis  
The consultants team cleaned the quantitative data from the field ready for analysis. 
This entail ed checking for inconsistencies and outliers in Stata software . Discrepancies 
were accordingly corrected. Data cleaning generate d a non - Personally Identifiable 
Information (PII) survey d ataset. The do files used for cleaning was shared with the GNTZ 
study team. The data analysts proceed ed with analysis of all the variables of interest. 
Quantitative analysis include d descriptive statistics  (Cross-tabulations, mean, 
percentages) for indicators of interest in the study . Analysis of quantitative data w as be 
done using Stata, SPSS, and Excel packages. Data visualization techniques w ere used to 
present the findings.  The summarized statistical plan is presented in Table 2. 

Table 2: Data analysis methods employed  
Data analytical 
methods  

Description of what was  assessed  

Descriptive 
analysis  

Was used to describe key variables  from literature review to lay the 
basis for further statistical analysis.  

Content analysis  
 

It  start ed from desktop review and lead to concretize the line of 
inquiry along with the indicators to analyse the 
patterns/commonalities in trends and patterns in different value 
chain study  variables . 

o Document recommendations on how the coffee sector  can 
be streng thened  to improve performance . 

It w as triangulated with quantitative data that feeds into the final 
reporting.  

Comparative 
analysis  

Was used to compare statistics from different sources of literature 
as well as undertake gender analysis where applicable.  

Qualitative data was analysed using  content analysis  that enable d interpret ation and 
triangulat ion with  quantitative data from survey and literature review. The key steps 
followed in analysing  the qualitative data is  presented in Figure 4. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 4: Steps in analysis of qualitative data   

1 2 3 4 5 

Process and 
transcribe data 
immediately as 
they are 
collected  

Data reduction 
and 
transformation 
to identify and 
focus on 
important 
themes  

Drawing 
conclusion 
and 
verification  

Content and 
thematic 
analysis to 
identify patterns 
and themes in 
N-VIVO 
computer  
software  

Reviewing 
data and 
mentally 
grouping the 
mentally the 
emerging 
themes and 
patterns  
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2.6 Data quality assurance and management protocol  
2.6.1 Quality assurance of data  
The value  chain study follow ed a set of strict quality control measures throughout the 
assignment, from methodology design  to data collection, to analysis and reporting to 
ensure quality. The quality control measures t hat were put in place in each of the phases 
of the assignment are highlighted in Figure 5. 

Figure 5: Data quality measures to be employed in the coffee value chain study  

2.6.2 Data management  
The study  team use d its servers for data storage that had  relevant security passwords 
and updated antivirus. The study  team used a backup with an external drive as well as 
in the cloud to store all the data. The raw and cleaned data was shared with the GNTZ 
team. Data from the KIIs and FGDs was transcribed for further analysis. For survey data, 
the data was cleaned for further analys is. Cleaning generate d a non - Personally 
Identifiable Information (PII) survey dataset. The PII dataset did  not include 
respondents names phone numbers and other personal Information identifiers 

2.7 Limitation of the study   
The study was mainly limite d by the following:  
× Lack of farmer awareness of the coffee varieties:  Most of the sampled farmers 

were not conversant with the specific coffee varieties and hence this limited varietal 
analysis. However,  they were able to identify the improved varieties promoted by 
TaCRI and other stakeholders. To this end, analysis was done based on improved vs 
the traditional varieties.  instead, they either referred to them as either modern or 
traditional varieties. This further limited the analysis of the cof fee productivity by 
varieties.  

× Bureaucracy in accessing information from government offices:  Due to the long -
time  frame required to get relevant statistics from the government, this limited some 
quantitative analysis. Data was sourced from internationally  approved sites like 
International Coffee Organization (ICO) and the Food and Agriculture Organization 
(FAO), among others, to bridge the gap.  

¶Creating and coding of quantitative tool on android 

Kobo collect with necessary skip logics. 

¶Thorough training of enumerators 

¶Pretesting the tool and pilot testing the procedure 

Inception stage 

¶Strict supervision of the data collection process by the 

core team.  

¶Morning and evening debrief to correct any errors and 

issues during data collection.  

¶Using Afridev tablets in data collection.  

¶Recording of GPS coordinates of the respondents.  

Data collection stage  

¶Data cleaning and checking for outliers  

¶Triangulating qualitative and quantitative data 

¶Data from literature will be triangulated from different 

sources for consistency  

Analysis and reporting stage  
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3.0 FINDINGS  

3.1 Overview of the coffee value chain in Tanzania  
Input provision, production, processing, curing and warehousing, marketing, and 
exporting are the five main nodes of the coffee value chain in Tanzania (Figure 6). Both 
the governmental and private sectors contribute to the coffee industry's input supply. 
Commercial banks like NMB and CRDB PLC provide loans to coffee producers to 
purchase agricultural inputs from input dealers. District Councils are the primary public -
sector actors in charge of overseeing coffee plantations. The TaCRI supports promoting 
imp roved coffee varieties. Farmers can use public sector extension assistance at the 
point of production. To provide farmers with extension services, TCB, local governments, 
and other interested parties all work together. Commercial banks like NMB and CRDB 
provide farmers loans to buy farm equipment, pay for farm labor, and buy necessary 
agricultural products. Non -governmental organizations (NGOs) and other groups help 
provide agricultural supplies and extension services to coffee farmers.  
The processing node involves pulping red coffee beans (cherries) into parchment. This 
can be done either at home (referred to as "home processing") or at the AMCOS Central 
Processing Unit (CPU). The local district council regularly  checks the CPUs to ensure they 
meet  all safe ty and quality guidelines. The council also establishes local standards for 
the production and sale of coffee. Parchment is processed into green coffee for 
shipment at the curing and warehouse node. The Ministry of Agriculture issues curing 
and warehousing  permits through TCB. The Warehouse Receipt Regulatory Board 
(WRRB) conducts random inspections of all licensed warehouses to ensure that 
warehouses run efficiently and provide necessary services. TCB is the government coffee 
authority in Tanzania responsi ble for controlling, regulating, and setting rules for the 
auction of Tanzanian coffee . 
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Stakeholders analysis in the coffee value chain 
The coffee  value chain has several value actors at each node,  and they are presented in Table 3 with their 
corresponding roles and responsibilities.  

Table 3: Stakeholder analysis of the coffee sector in Tanzania  
S/
NO 

 Stakeholder  Role 

1. Research Tanzania Coffee 
Research Institute 
(TaCRI) 

Provides  coffee growers with relevant and practical 
technological innovations and assistance to improve 
productivity and quality, but also boosts profitability and 
livelihoods for coffee producers and enhanced the 
competitiveness of Tanzanian coffe e on the world market  

2. Policy, 
regulation 
and 
licensing  

Government/Tanz
ania Coffee Board 
(TCB) 

It regulates the Tanzanian coffee industry and advises the 
government on coffee production, processing, and 
marketing.  

3. 
 

Production  CRDB and Exim, 
Kilimanjaro 
Cooperative Bank 
(KCB), among 
others  

Provides financial services to coffee farmers directly and 
indirectly through AMCOS  

Smallholder 
farmers  

Coffee smallholders are the major stakeholders 
responsible for over 90% of coffee production.  

Estates Responsible for coffee production. Production by estates 
forms about of Tanzania s annual coffee production 

Government - 
Local Government 
Authorities  

Local Government Authorities are charged with the task of 
levying taxes (Cess) on all coffee produced in the area.  
LGAs are charged with the responsibilities of creating 
favourable  and working business environment for 
investors in coffee sector by maintaining and creating a 
conducive business environment by inves ting and 
maintaining feeder  roads, access to water, recruitment,  
and allocation of field officers to advise coffee growers on 
the  Good Agricultural Practice (GAP ) and  sensitize on the 
formation of coffee growing cooperative  societies.  
Support coffee produc tion by providing subsidies on 
coffee seedlings to coffee farmers.  

Input stockists  Supply agricultural inputs to coffee farmers  
Farmer 
cooperatives 
(AMCOS) 

Farmer cooperatives provide extension support to 
farmers.  
Farmer cooperatives provide farmers with agricultural 
inputs such as pesticides and fertilizer.  
Involved in aggregation of coffee either as parchment or 
coffee berries  

TaCRI Research, advice to farmers and extension services.  
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Responsible for producing and distributing improved 
coffee varieties.   

  Private Coffee 
Buyers (PCBs) 

Supply coffee farmers with coffee seedlings  
Assist in constructing central processing units for groups 
of farmers  

5. Processing  
(Primary 
and  
Secondary)  

Primary: 
Farmers/estates 
and central 
pulpers (primary):  

Process coffee berries to parchment  
 

Secondary: Curing 
plants 
(government and 
private)  

Processing coffee from parchment to green beans. 
According to TCB, one of the biggest stakeholders is the 
Mbozi Coffee Curing Company. Cur ing companies have 
programs that help cooperative societies access inputs. 
For instance, when the AMCOS have limited collateral to 
guarantee loan qualification the curing companies chip
in to help the process succeed.  

6. Marketing  Farmers/groups  Sell coffee from their gates to AMCOS for marketing   
AMCOS Aggregates coffee  from farmers  

and sell at the auction  
Private Coffee 
Buyers (PCBs) 

Purchase coffee from farmers and market at the auction  

TCB TCB is mandated to auction any type of coffee produced in 
Tanzania 

7. Export  TCB Issue licenses and regulate the export trade  
PCBs Export coffee  

8. Transport   Cooperative and private sector  
9. Tax 

collection  
Government and 
district councils  

Collect taxes in the coffee sector  

10. Auction  Government/TCB  Issue licenses to exporters  
Licensed exporters  The exporter s role majorly is in the provision of market

linkages. They also provide market information to the 
AMCOS.  
Assist farmers in complying with exportation requirements, 
for example, certification.  

 

11. Advocacy  Tanzania Coffee 
Development 
Trust Fund, (TCDF) 

Managing stakeholders, and resources for coffee 
development activities  
 

Tanzania Coffee 
Association (TCA) 

Private Association of Coffee Traders  

12.  Tanganyika Coffee 
Growers 
Association  (TCGA) 

Association of Coffee Estate growers  
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3.2 Coffee production  
Global coffee production  
The global coffee production increased by  1,690,380 MT from  2011/2012 to 2020/202 1 representing about 
17% increase (Figure 7) 16,17. Global production has had a steady but low rise from 2014/2015 to 2018/2019. 
Between 2018/2019 and 2019/2020, 
the global production  declined by  
444,480 MT. This change was 
mainly  attributed the climatic 
change which has hit hard coffee 
producing countries especially 
Brazil, the world leading producer.  
 
As Brazil's Arabica crop shifts into 
the on -year of the biannual 
production cycle in 2022/23, global 
coffee output is expected to 
increase by 6.6 million bags from 
the previous year, reaching 172.8 
million. Most of the increase will 
come from the European Union, 
the United States, and Brazil, but 
overall consumption is predicted to 
rise by 800,000 bags to 167.9 
million. As a result of declines in 
Brazil, Vietnam, and India, as well 
as advances in Honduras and  
Colombia, the global projection for 
coffee bean exports has decreased 
by 3.0 million bags, to 116.1 million. 
Total bags on hand are predicted to 
increase by 1.5 million, to 34.1 
million 18. 
 
The top five largest producers were Brazil, Vietnam, Indonesia, Colombia and Ethiopia, with a total 
production of 2,993,780 MT, 1,845,033 MT, 765,415 MT, 560, 340 MT and 456, V000 MT respectively, in 2021. 
Brazil accounted for of the world s production Cumulatively the top producers accounted for

of the world s production Tanzania is second in East Africa with an annual production of
MT compared to Uganda at 374,760 MT 19 Tanzania s coffee production accounts for about of the
world s production20. 

 
16 https://www.ico.org/historical/1990%20onwards/PDF/1a -total -production.pdf   
17http://www.ico.org/#:~:text=Total%20production%20for%20coffee%20year,remains%201.4%25%20below%20world%20production .  
18 https://apps.fas.usda.gov/psdon line/circulars/coffee.pdf   
19 https://rankingroyals.com/agriculture/coffee -production -facts-history/  
20 TCB. Midterm evaluation of Tanzania Coffee Development Strategy 2011-2021: Moshi, Tanzania, 2017 

https://www.ico.org/historical/1990%20onwards/PDF/1a-total-production.pdf
http://www.ico.org/#:~:text=Total%20production%20for%20coffee%20year,remains%201.4%25%20below%20world%20production
https://apps.fas.usda.gov/psdonline/circulars/coffee.pdf
https://rankingroyals.com/agriculture/coffee-production-facts-history/
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Figure 7: Global trends in Coffee production volumes  (Metric tons)  
Source: I CO 
 
Coffee production in Tanzania  
Tanzania is Africa's fourth largest coffee -producing country after Ethiopia, Uganda and Ivory Coast 21. 
Coffee is Tanzania s second largest foreign exchange earner after tobacco22 , accounting for 24% of 
Tanzania's foreign exchange revenues (NBS, 2019). During the previous 15 years, coffee exports have 
generated USD100 million annually 23. Directly coffee is grown by ab out 450,000 households making up 
90% of the total coffee producers. Estate farmers produce the remaining 10%. Indirectly, the sector is a 
source of livelihood for over million people which is approximately of the entire country s
population 24. Tanzanian mainly produces Arabica coffees (70%) on the slopes of Mount Kilimanjaro and 
Mount Meru in the Northern areas, and in the Southern Highlands of Songwe, Mbeya and Ruvuma 
regions. The remaining 30 % is Robusta coffee which is grown in the western areas  along Lake Victoria in 
the Kagera region 4 (Figure 8). The total area under coffee is estimated to be 265,000 hectares for both 
Arabica and Robusta. The average area devoted to coffee production was 0.63 ha, ranging from 0 ha to 
0.8 ha25.  

 
21 http://www.coffeeboard.or.tz/tzcoffee_%20profile.php  
22 http://www.coffeebehindthescenes.com/en/country/tanzania  
23  TCB (2021) Tanzania Coffee Industry Development Strategy 2021-2025: https://www.coffeeboard.or.tz/News_publications/2022 -
2023/National%20Coffee%20Industry%20Strategy_Final%20_25.MAY.2021-2.pdf  
24 http://www.coffeeboard.or.tz/tzcoffee_%20profile.php  
25https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=Coffee%20Annual_Dar%20Es%20Salaam_Tanzania_05-15-
2020  
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Figure 8: Map showing major coffee growing areas in Tanzania  
Source: TCB  
Figure 9 presents Tanzania s national coffee production trend between to The
highest production (70,500 MT) was reported in 2018/2019  compared to 45,000  MT for Kenya 26 . However, 
projections statistics indicate that coffee farmers will experie nce a 4% decrease in overall coffee 
production in 2022/23 due to high fertilizer prices and dry conditions at the beginning of the marketing 
year27. Coffee production is rainfall dependent, and productivity has been rated as relatively low (between 
200 and 750 kg/ha). Compared to Kenya, smallholder yields decreased from 2019/20 (289 kgs  per hectare) 
to 2020/2 (275 kgs  per hectare), whereas estate yields climbed from 421 to 466 kgs  per hectare, according 
to the Kenya coffee yearbook  2020/21 28. 

 
26 https://www.statista.com/statistics/1206562/production -volume-of-coffee-in-kenya/  
27 Synder, M., & Gitonga, K. (2022). Coffee annual. USDA 

28 http://coffee.agricultureauthority.go.ke/index.php/statistics/reports?download=22:coffee -year-book-2018-19-25-06-20 

https://www.statista.com/statistics/1206562/production-volume-of-coffee-in-kenya/
http://coffee.agricultureauthority.go.ke/index.php/statistics/reports?download=22:coffee-year-book-2018-19-25-06-20
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Figure 9: National trend in coffee production (Metric tons)  
Source: International Coffee Organization (ICO) 
 
Status coffee farming in Songwe Region  
Demographic profiles of the sampled farmers  
The survey sampled 418 coffee farmers in Mbozi District. Most of the decision -makers were male farmers 
(89%), implying that coffee farming 
production and marketing decisions in the 
study are a are male -dominated (Figure 10). 
This was affirmed during qualitative 
interviews with farmers who noted, " Coffee is 
a cash crop, and traditionally it is seen to be 
owned by a man. This perception has affected 
how womenɅs and menɅs roles in coffee 
production, that attitude also leads to seeing 
that the ownership of properties and houses 
remains the man's and makes the woman remain with the tasks of raising children, cooking, fetching water and 
preparing food crops but in decisions about money, house s and things the man remains to have a say the end".  

The respondent's age plays a significant role in adopting new technologies, decision making and access 
to information. The average age of the sampled respondents was 49 years (Table 4). Sex disaggregate d 
results revealed that female decision -makers were older (55 years) than male decision -makers (48 years). 
The average household size was five members, and the majority (68%) had primary education. Agriculture 
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(crop and livestock) was the main occupation ( 97%), indicating that most households rely on agriculture 
for income and food.  

Table 4: Demographic characteristics of sampled farmers  
Demographic 
characteristics  

Category  Female  Male  Overall 
sample  

Age (years)  Age 54.98 47.75 48.51 
Household size (numbers)  Household size  5.00 6.00 5.00 
Education level (%)  No education  13.64 5.61 6.46 

Primary Level  68.18 68.18 68.18 
Secondary Level  15.91 21.12 20.57 
Advanced secondary  0.00 1.60 1.44 
Tertiary/University  2.27 3.21 3.11 

Main occupation (%)  Agriculture (crop and livestock)  97.73 96.52 96.65 
Own business/trade  2.27 3.21 3.11 
Salaried work with regular 
income  

0.00 0.27 0.24 

Daily/casual labourer  1.56 1.19 1.29 

Land ownership and utilization  
Land ownership and size greatly influence decision -making among smallholder farmers. Farmers are 
likely to invest in long -term good agricultural practices (GAPs) such as adopting improved varieties, 
planting shade trees, manure application, terracing and b enching as opposed to leased or rented land. 
Likewise, farmers with bigger portions of land are likely to adopt new technologies in response to climate 
changes, diversify their farming systems and can expand their land under coffee. The survey findings 
revealed that each coffee farmer owned an average of 8.45 acres of land and rented 0.42 acres (Table 5). 
Male coffee farmers owned larger parcels (8.87 acres) than females (4.91 acres). Consistently, male coffee 
farmers rented in almost double (0.44 acres) co mpared to female coffee farmers (0.23 acres. Out of land 
owned, farmers have allocated about 72% of the land (6.06 acres) to coffee. Male farmers have allocated 
74% (6.57 acres) to coffee compared to 35% (1.71 acres) by female coffee farme rs. Overall, coff ee farmers 
reported an average of 3.01 acres of land under coffee, with male farmers reporting an average of 3.16 
acres compared to female farmers acres The differences in sex-related resource endowment were 
noted during KII with a government offi cial, ɈMen own and produce in larger coffee farm sizes than women 
on top of that, men have an upper hand in decisions regarding selling the coffee and in spending the profit 
obtained after selling coffee. The participation of men in off -farm economic activ ities is higher than that of 
womenɉ. 
Table 5: Land ownership and coffee production in acres  
 Land ownership  Female  Male  Overall sample  
Total land owned in  2022 4.91 8.87 8.45 
Total land rented in  2022 0.23 0.44 0.42 
Area of land owned under coffee  1.71 6.57 6.06 
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Area of leased in under coffee  0.07 0.11 0.11 
Total land area under coffee  1.75 3.16 3.01 

 
There were  mixed changes (increase/decrease) in land size under coffee in the last 10 years. From 
qualitative interviews with coffee stakeholders, the increase in land size under coffee was mainly caused 
by the conversion of more land to coffee production mainly dri ven by availability of arable land, availability 
of improved coffee varieties and emergence of AMCOS which enhanced market access. Other notable 
causes of change in land size under coffee included the purchase of land with coffee already established 
and th e motivation of favourable  coffee prices in recent years. On the contrary, shifting to other 
enterprises because of poor performance of coffee in previous years coupled with low prices and 
subdivision of land to family members were some of the major causes  of the decrease in land under coffee 
in the last ten years. The reduction in land under coffee through sub -division was confirmed during FGD 
with coffee farmers where it was noted that, ɈɎ some of the farmers keep on sub-dividing land as inheritance 
to their children which involves coffee so that they can have a source of income. However, some of the inherited 
land is converted to other crops Ɏɉ.  

Type of coffee grown  
Tanzania produces Arabica and Robusta coffee varieties. Arabica is the dominant coffee va riety forming 
about 70% of the total country's production volumes, while Robusta constitutes 30%. Survey findings 
indicate that most  (94%) coffee farmers in Tanzania plant traditional varieties (Figure  11). Conversely, 
more male farmers (40%) had higher adoption of improved varieties compared to female farmers (2 0%).  

 
Figure 11: Coffee varieties planted by farmers  
 
Preferred coffee varieties among farmers  
The survey further sought to determine farmers' preferences in terms of coffee varieties, and the findings 
are presented in Figure 12. Overall, more farmers (61%) preferred traditional varieties than improved 
variety (39%). Gender disaggregated results further revealed that more male (62%) farmers preferred 
traditional variety than female coffee farmers (61%).   
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Figure 12: Preferred coffee varieties by farmers  
The uptake of the preferred coffee varieties was limited majorly by the unavailability of seeds/seedlings 
(62%) and inadequate capital (45%), as shown in Figure 13. Analysis by sex revealed that more male 
farmers were limited by the unavailability of seeds/seedlings (63%), whereas inadequate capital to buy 
the seeds was a limitation among female coffee farmers (50%).  

 
Figure 13: Reasons for low uptake of preferred coffee varieties  
 
Total number of coffee trees  
Figure 14 presents the total number of coffee trees in the Songwe region (new and old) as of 2021/2022. 
According to regional statistics, the total coffee population in the year 2021/2022 in the Songwe region 
was 74,200,301 trees. Disaggregated by the age of the co ffee trees, 88% were old trees (65,203,211 trees), 
while 12% were young trees (6,025,714 trees).  
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Figure 14: Coffee tree population disaggregated by district in 2021/2022  
Source: Songwe region coffee production report 2021, Ministry of Agriculture  
 
New coffee varieties  
On average, 11,171,172 new coffee variety trees were produced and distributed to farmers between 
2018/2019 and 2021/2022 through TaCRI, TCB and NGOs (Table 6). The majority (3,278,061 coffee trees) 
were produced in 2021/2022. There has been a gradual increase in the number of new varieties in Mbozi 
district over the years. Overall, between the years 2018/19 and 2021/22, there has been a 30.72% increase 
attribu ted to the renewed effort by the government to promote improved coffee varieties.  
  
Table 6: Population for new coffee varieties produced and distributed to farmers  
District  2018/2019  2019/2020  2020/2021  2021/2022  
Ileje  645,000 597,000 201,000 278,061 
Mbozi  1,862,550 1,870,000 2,717,561 3,000,000 
Total  2,507,550 2,467,000 2,918,561 3,278,061 

Source: Songwe region coffee production report 2021, Ministry of Agriculture  
 
Songwe region is ranked second best nationally in coffee production after Ruvuma in the production of 
Arabica coffee. It contributes up to 16.6% of the Tanzanian annual coffee p roduction. Songwe region has 
1,918,776.94 Ha of land suitable for agriculture, out of which 70,644 Ha are suitable for cultivating coffee 
crops 29. In the Songwe region, coffee is mainly grown in Mbozi and Ileje, occupying about 68% of this 

 
29 Source: Songwe region coffee production report 2021, Ministry of Agriculture  
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(47,804 Ha) of t he total land under coffee in the area (Table 7). Over the years, there has been an increase 
in of land coffee, where the major increase was reported between 2019 and 2020 by 706 Ha.  
 
Table 7: Area under coffee in Songwe region from 2018 -2021 
District  Area under coffee (Ha)  

2018 2019 2020 2021 
Ileje  6,229 6229 6234 6,239 
Mbozi  40,562 40,869 41,570 41,575 
Total  46,791 47,098 47,804 47,814 

Source: Songwe region coffee production report 2021, Ministry of Agriculture  
 
In the Songwe region, coffee is mainly produced in Mbozi and Ileje districts. Table 8 shows that for the 
last four years (2018/2019 to 2021/2022), coffee production in the Songw e region has been reducing. 
Disaggregated statistics indicate that the Songwe region produced 11,355 MT of coffee in 2021/2022, a 
reduction of 337.32 MT compared to 2020/2021.  
Table 8: Tons of coffee in Songwe from 2018-2021 
Coffee zone  Coffee production (Tons)  

2018/2019  2019/2020  2020/2021  2021/2022  
Ileje  715.00 716.58 644.32 913.40 
Mbozi  12,752.00 11,559.00 11,048.00 10,441.60 
Total  13,467.00 12,275.58 11,692.32 11,355.00 

Source: Songwe region coffee production report 2021, Ministry of Agriculture  
 
Coffee tree population by variety in Songwe Region  
On average, sampled coffee farmers had 3,055 coffee trees in their coffee farms (Figure 15). 
Disaggregated findings by sex showed that male coffee farmers had more (3,229 coffee trees) than female 
coffee farmers trees This was attributed to females small land area under coffee compared to
males presented in  Table 5. 

 
Figure 15: Total number of coffee trees owned by sampled farmers  
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Coffee management practices  
Due to most farmers not being able to identify the specific varieties of coffee, the analysis was conducted 
by traditional (Mbozi, Nylon) and improved varieties (Types of varieties - Improved 11 varieties (developed 
by TACRI) Arabica coffee - TACRI F1, 3F, 4F, 6F (Compact); N39-1, N39-2, N39-3, N39-4, N39-5, N39-6, and 
KP423). On average, farmers had 1,766 improved coffee trees and 2,350 traditional coffee trees (Table 9). 
Most of the trees (1,170 improved varieties and 1,953 traditional varieties) were productive. The number 
of non -productive trees was mainly due to new establishments (543 improved varieties and 293 traditional 
varieties). Tree population by variety show ed that farmers had an average of 881 improved variety trees 
and 1,090 traditional trees. Regarding productive trees per acre, farmers reported an average of 470 
improved varieties and 892 traditional varieties. Analysis by sex indicated that male farmers dominated 
both varieties (productive and non -productive trees) as well as total trees per acre.  
 
Table 9: Coffee tree population (productive and non -productive) by the variety  
 Improved  Traditional  
 Female Male  Overall 

sample  
Female Male  Overall 

sample  
Total number of coffee trees  1281 1795 1766 1404 2466 2350 
Number of productive trees  707 1198 1170 1122 2055 1953 
Number of non -productive due to the new 
establishment  

363 554 543 216 303 293 

Number of non -productive trees due to 
change in cycle  

211 19 30 55 63 62 

Number of non -productive trees due to 
conversion  

0 24 23 11 45 42 

Productive trees per acre  407 474 470 790 905 892 
Total trees per acre  726 890 881 1006 1100 1090 

 
Growing coffee is an entirely unique endeavour . In order to maximize output and obtain superior beans, 
farmers must do all necessary agricultural tasks promptly and without delay adhering  to the coffee 
calendar. Loss of productivity and higher production c osts, particularly for disease and pest management, 
result from  delayed coffee agricultural husbandry. The summary of the coffee Calendar in the Songwe 
region is presented in Figure 16 generated from interviews with stakeholders in the region.   
 
June July August  Sep Oct Nov Dec Jan Feb Mar  Apr May 
    Short rains  Long rains   
  Irrigation        
   Pruning         
    Replanting     
 Nursery       
    Fertilizer  application     
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    Pesticide and Herbicide application    
    Weeding  

Harvesting          
Figure 16: Coffee calendar in Songwe region  
 
In terms of farmers adoption of coffee management practices pruningfertilizer  application (90%) 
and pesticide application (88%) were the most coffee management practices among coffee farmers, and 
the trend was similar across sex (Table 10). Notable, male farmers had higher adoption in most of the 
practices compared to female farmer .  
 
Table 10: Coffee management practices adopted by surveyed farmers in the last three years  

Coffee management practices   Sex Overall sample  
Female Male  

Pruning  100.00 96.52 96.89 
Fertilizer  application  90.91 90.37 90.43 
Pesticides application  84.09 87.97 87.56 
Manual weeding  61.36 70.05 69.14 
Coffee picking  56.82 64.97 64.11 
Manuring  59.09 58.56 58.61 
Mulching  20.45 38.50 36.60 
Top working (conversion)  22.73 31.28 30.38 
Intercropping  20.45 15.78 16.27 
Irrigation  6.82 17.11 16.03 
Mbuni stripping  13.64 13.64 13.64 
Change of cycle  11.36 13.1 12.92 
Integrated Pest Management  (IPM) 11.36 12.03 11.96 
Agroforestry  0.00 1.34 1.20 

 
Shade trees provide various ecological services that offer direct and indirect income and payback to 
farmers and the environment. Deep -rooted shade trees mine nutrients from deeper soil levels, and when 
the leaves fall and rot, they provide organic matter,  improving soil nutrition, texture, and water retention 
capacity. Some of the advantages of shade trees in coffee include soil protection/erosion control, carbon 
sequestration, natural pest control and improved pollination. Shade trees act as windbreakers to protect 
coffee trees from strong and destructive winds, hailstones, and high temperatures, reduce soil erosion, 
and repel certain pests. Additionally, farmers who shade their coffee may be less vulnerable to the effects 
of climate change, including incr eased temperatures and rainfall. Survey findings revealed that about 94% 
of the surveyed farmers had planted shade trees in their coffee farms (Figure 17). Further findings by sex 
indicate that more female coffee farmers (95%) have planted shade trees in their coffee farms compared 
to male coffee farmers (94%).  
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Figure 17: Proportion of farmers who have planted shade trees in coffee farms  
 
Coffee farmers majorly planted fruit trees as shade trees ( Table 11 11). Avocado (73%), banana (64%), 
Cordia  (50%) and mango ( 50%) were the most common shade trees planted by coffee farmers. 
Comparatively , female coffee farmers planted reported more avocado (7 9%) and bananas ( 67%) whereas , 
male coffee farmers planted Cordia  (47%) and mango ( 51%). However, there was low uptake of grevillea 
(3%), eucalyptus (2% ), macadamia (1%), wattle tree (1%), and Meru Oak (1%).   
Table 11: Types of shade trees planted by coffee farmers b y sex  (%) 
  
Shade trees  

Sex Overall sample  
Female Male  

Banana  78.57 72.44 73.10 
Avocado  66.67 64.20 64.47 
Cordia  45.24 47.16 46.95 
Mango  38.10 51.14 49.75 
Grevilia  0.00 2.84 2.54 
Eucalyptus  0.00 1.70 1.52 
Macadamia  4.76 0.85 1.27 
Wattle tree  0.00 1.14 1.02 
Meru Oak  0.00 1.14 1.02 

 
Most preferred shade trees  
Farmers were further questioned on the most preferred shade trees and the findings  are presented in 
Table 12. Consistently, most of the coffee farmers preferred fruit trees (avocado  64%, banana  53% and 
mango  39%). Comparatively, female coffee farmers reported higher preference for avocado  75%, 
banana  57% and mango  41% than male coffee farmers. Additionally, 31% of t he coffee farmers 
preferred Cordia especially male coffee farmers (32%).  
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Table 12: Most preferred types of shade trees by coffee farmers by sex (%)  
Shade trees  Sex Overall sample  

Female Male  
Avocado 75.00 63.10 64.35 
Banana 56.82 52.41 52.87 
Mango  40.91 39.30 39.47 
Cordia  22.73 32.08 31.10 
Macadamia  6.82 2.67 3.11 
Grevilia  2.27 2.67 2.63 
Meru Oak  0.00 1.07 0.96 
Eucalyptus  2.27 0.27 0.48 
Wattle tree  0.00 0.53 0.48 

 
Average coffee productivity in Kg/Acre  
On average, farmers reported an average coffee productivity of 775 kg/acre of the coffee cherry (Figure 
18). Disaggregating findings by variety, traditional variety had the highest annual productivity of 782 
kg/acre annually compared to improved variety (7 42 kg/acre). On the other hand, male farmers reported 
higher productivity (796kg/acre) compared to female farmers (597 kg/acre). Male farmers reported 
higher productivity for traditional variety (804 kg/acre) and improved variety (755 kg/acre).  

 
Figure 18: Average annual coffee productivity (Kg/acre)  

Average coffee productivity in kg per tree  
Overall, farmers reported an average tree productivity of 0.97 kg/tree (Figure 19). Analysis by variety 
revealed that improved variety had the highest productivity (1.23 kg/tree) compared to traditional variety 
(0.92 kg/tree). Analysis by sex revealed that male farmers reported higher productivity per tree (0.99 
kg/tree) compared to fe male farmers (0.81 kg/tree). Further analysis by sex and variety showed that male 
farmers reported higher productivity per tree for improved variety (1.27 kg/tree) and traditional variety 
(0.94 kg/tree) compared to their female counterparts (improved varie ty - 0.82 kg/tree and traditional 
variety - 0.80 kg/tree).  
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Figure 19: Average annual coffee productivity (Kg/tree)  
 
Average production amount of smallholder farmers (per year)  
On average, coffee farmers produced ana average of 2282 kg of coffee per year ( Figure 20). By gender, 
male coffee farmers produced more ( 2,436 kg) of coffee compared to female coffee farmers (981 kg) of 
coffee.  
 

  
Figure 20: Average production amount of smallholder farmers (per year)  
 
Net income from coffee  
Findings in Table 13 presents the average income coffee farmers earned in 2021/2022 in Tanzania Shillings 
(TSh).  On average, each farmer earned an average net income of TSh 9,131,692. Input cost was t he main 
cost driver accounting for about 61% of the total costs. Gender disaggregated findings revealed that male 
farmers earned more than 4 times (TSh 9,869,007) compared to female coffee farmers (TSh 2,385,202). 
The huge difference in income between male  and female farmers is attributable to the difference in land 
ownership and land under coffee which is also reflected in the annual coffee production  
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Table 13: Net income from coffee   
Female  
(n=44)  

Male  
(n=374)  

Overall 
(n=418)  

Revenue  
   

A. Parchment production in 2022 (kg)  980.7727 2435.643 2282.499 
B. Price per kg of Parchment  3236.818 3522.41 3492.347 
C. Revenue from Parchment in 2022 (A X B)  3320693 11400000 10600000 
D. Mbuni production in 2021 (kg)  33.68182 37.94519 37.49641 
E. Price per kg Mbuni  2229.545 1031.283 1157.416 
F. Revenue from Mbuni in 2021  54022.73 108148.4 102451 
G. Total revenue from coffee (Mbuni + Cherry)  C + F 3374716 11508148.4 10702451 
Costs 

   

H. Total input costs  594182.8 1006739 963312 
I. Total labour costs  388994.7 613276.2 589667.6 
Other costs (Transport)  6336.364 19125.62 17779.38 
J. Total production cost  989513.9 1639141 1570759 
K. Net income from coffee (T.revenue -T.cost) G-J 2385202 9869007 9131692 
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Net income from different coffee varieties (all farmers)  
Table 14 presents net income for farmers who planted pure local variety, pure improved varieties and those who planted a mixture of 
both local and improved varieties. Overall, farmers who integrated both varieties reported the highest net income (TSh 10,144 ,858.80) 
compared to those with only local varieties (TSh 9,219,214) and improved varieties (TSh 2,7816,616). Disaggregated findings b y gender 
revealed that male coffee farmers earned more than female coffee farmers across all the varieties, and this further conf irms that coffee 
is a man s crop About of the gross revenue for farmers with mixed varieties for farmers with local varieties and28% for 
farmers with improved varieties was taken up by the cost of production implying that improved varieties ar e costly compared to local 
varieties thus integrating the two reduces the cost of production. Deep drive analysis revealed that  input cost was the main cost driver 
accounting for 65% of the total costs among farmers with mixed varieties, 57% among farmers with local varieties and 69% among 
farmers with improved varieties.  
Table 14: Average net income from coffee by variety (All farmers)   

Local  Improved  Both   
Female 
(n=35) 

Male  
(n=226) 

Overall  
(n=261) 

Female 
(2) 

Male (24)  Overall 
(26) 

Female 
(7) 

Male n 
=124) 

Overall 
(131) 

Revenue  
         

A. Parchment production in 2021(kg)  906.97 1590.64 1498.96 750.00 1098.75 1072.00 1415.71 4234.48 4083.86 
B. Price per kg of Parchment  3442.00 3850.42 3795.65 1250.00 4293.92 4060.00 2778.57 2775.26 2775.44 
C. Revenue from Parchment in 2021(A X 
B) 

3620357.0
0 

11400000.
00 

10300000.
00 962500.00 4052287.0

0 
3814611.0

0 
2496143.0

0 
13000000.

00 
12400000.

00 
D. Mbuni production in 2021 (kg)  40.57 48.93 47.81 0.00 5.04 4.65 8.86 24.29 23.47 
E. Price per kg Mbuni  1974.29 1270.35 1364.75 0.00 916.67 846.15 4142.86 617.74 806.11 
F. Revenue from Mbuni in 2021  54200.00 133296.90 122690.00 0.00 30666.67 28307.69 68571.43 77310.00 76842.75 
G. Total revenue from coffee (Mbuni + 
Cherry)  C + F 

3674557.0
0 

11533297.
00 

10500000.
00 962500.00 4082953.0

0 
3842918.6

9 
2564714.4

3 
13077309.

70 
12476842.

80 
Costs                    
H. Total input costs  507458.40 741807.60 710381.50 249250.00 777896.80 737231.60 1126357.0

0 
1533890.0

0 
1512113.0

0 
I. Total labour costs  391138.00 531391.50 512583.60 174125.00 333108.50 320879.00 439669.60 816743.50 796595.00 
Other costs (Transport)  7337.14 17888.27 16473.37 0.00 3458.33 3192.31 3142.86 24413.15 23277.00 
J. Total production cost  

905933.60 
1291087.0

0 
1239438.0

0 423375.00 
1114464.0

0 
1061303.0

0 
1569170.0

0 
2375046.0

0 
2331984.0

0 
K. Net income from coffee (T.revenue 
-T.cost) G -J 

2768624.0
0 

10242209.
90 

9219214.0
0 539125.00 2968490.0

0 
2781616.0

0 995544.60 10702263.
70 

10144858.
80 
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Average income from coffee by variety for farmers who recorded a positive net income  
The study further sought to establish farmers who recorded positive net income and findings are presented Table 15. Overall, farmers 
who integrated both varieties reported the highest positive net income (TSh 12,970,555.80) compared to those with only loca l varieties 
(TSh 12,684,734.60) and improved varieties (TSh 3,737,094). Disaggregated findings by gender revealed that male coffee farmer s 
reported more positive net income than female coffee farmers across all the varieties. About 15% of the gross revenue  for farmers with 
mixed varieties, 9% for farmers with local varieties and 22% for farmers with improved varieties was taken up by the cost of production 
implying that improved varieties are costly compared to local varieties thus integrating the two reduc es the cost of production. Deep 
drive analysis revealed that  input cost contributed about 59% of the total costs among farmers with mixed varieties, 59% among farmers 
with local varieties and 73% among farmers with improved varieties.  
Table 15: Average income from coffee by variety for farmers who recorded a positive net income   

Local  Improved  Both   
Female 
(n=26) 

Male 
(n=167) 

Overall(n
=193) 

Female(n
=1) 

Male 
(n=19) 

Overall(n
=20) 

Female(n
=5) 

Male 
(n=102) 

Overall 
(n= 107) 

Revenue positive  
         

A. Parchment production in 2021(kg)  1060.31 2018.44 1889.36 1250.00 1298.95 1296.50 1824.00 4839.67 4698.75 
B. Price per kg of Parchment  4058.46 4694.33 4608.67 1300.00 4723.90 4552.70 3450.00 3130.95 3145.86 
C. Revenue from Parchment in 2021(A X 
B) 

4670481.0
0 

15200000.
00 

13800000.
00 

1625000.0
0 

4964046.0
0 

4797094.0
0 

3264000.0
0 

15600000.
00 

15100000.
00 

D. Mbuni production in 2021 (kg)  54.42 27.19 30.86 0.00 5.32 5.05 12.40 23.32 22.81 
E. Price per kg Mbuni  1734.62 1255.09 1319.69 0.00 368.42 350.00 5800.00 633.33 874.77 
F. Revenue from Mbuni in 2021  70884.62 98444.31 94731.61 0.00 22947.37 21800.00 96000.00 87131.37 87545.79 
G. Total revenue from coffee (Mbuni + 
Cherry)  C + F 

4741366.0
0 

15298444.
00 

13894732.
00 

1625000.0
0 

4986993.0
0 

4818894.0
0 

3360000.0
0 

15687131.
00 

15187546.
00 

Costs                    

H. Total input costs  417040.20 753537.30 708206.10 353500.00 811974.80 789051.10 1327300.0
0 

1296474.0
0 

1297915.0
0 

I. Total labour costs  256683.90 517398.90 482276.70 38250.00 304038.40 290748.90 592662.50 907191.10 892493.50 
Other costs (Transport)  9684.62 21044.91 19514.51 0.00 2105.26 2000.00 1800.00 27796.37 26581.59 
J. Total production cost  683408.70 1291981.0

0 
1209997.0

0 391750.00 1118118.0
0 

1081800.0
0 

1921763.0
0 

2231462.0
0 

2216990.0
0 

K. Net income from coffee (T.revenue -
T.cost) G -J 

4057957.0
0 

14006463.
30 

12684734.
60 

1233250.0
0 

3868875.0
0 

3737094.0
0 

1438237.0
0 

13455669.
40 

12970555.
80 
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Average income from coffee by variety for farmers who recorded a negative net income  
Overall, farmers who integrated both varieties reported the highest negative net income (TSh -2,176,519) compared to those with only 
local varieties (TSh -511,607.50) and improved varieties (TSh -403,312.50) as shown in Table 16 . Male coffee farmers reported highest 
negative income on both varieties (TSh 2,176,519) and improved varieties (TSh -452,975.00) while female coffee farmers rep orted highest 
negative net income on local varieties (TSh 443,801.00). The cost of production was more than 3 times (383%) of the gross rev enue for 
farmers with mixed varieties, almost twice (163%) of the gross revenue for farmers with local varieties and almost twice (168%) of the 
gross revenue for farmers with improved varieties. Farmers mostly incurred on input where input cost (excluding labour and tr ansport) 
was about 87% of the total cost of production among farmers with mixed varieties, 54% among far mers with local varieties and 57% 
among farmers with improved varieties.  
Table 16: Average income from coffee by variety for farmers who recorded a positive net income   

Local  Improved  Both   
Female 
(n=9) 

Male 
(n=59) 

Overall(n
=68) 

Female(n
=1) 

Male 
(n=5) 

Overall(n
=6) 

Female(n
=2) 

Male 
(n=22) 

Overall 
(n= 44) 

Revenue positive  
         

A. Parchment production in 2021(kg)  464.00 379.76 390.91 250.00 338.00 323.33 395.00 1480.43 1386.04 
B. Price per kg of Parchment  1661.11 1461.71 1488.10 1200.00 2660.00 2416.67 1100.00 1144.07 1140.24 
C. Revenue from Parchment in 2021(A 
X B) 

586666.70 612809.50 609349.40 300000.00 587600.00 539666.70 576500.00 754764.80 739263.50 

D. Mbuni production in 2021 (kg)  0.56 110.47 95.92 0.00 4.00 3.33 0.00 30.14 27.52 
E. Price per kg Mbuni  2666.67 1313.56 1492.65 0.00 3000.00 2500.00 0.00 571.43 521.74 
F. Revenue from Mbuni in 2021  6000.00 231947.50 202042.60 0.00 60000.00 50000.00 0.00 33285.71 30391.30 
G. Total revenue from coffee (Mbuni + 
Cherry)  C + F 592666.70 844756.90 811392.10 300000.00 647600.00 589666.70 576500.00 788050.50 769654.80 

Costs                    

H. Total input costs  768666.70 708606.80 716555.90 145000.00 648400.00 564500.00 624000.00 2738425.0
0 

2554562.0
0 

I. Total labour costs  779561.10 570997.80 598601.80 310000.00 443575.00 421312.50 57187.50 416318.90 385090.10 
Other costs (Transport)  555.56 8953.39 7841.91 0.00 8600.00 7166.67 6500.00 6523.86 6521.78 
J. Total production cost  1548783.0

0 
1288558.0

0 
1323000.0

0 455000.00 1100575.0
0 992979.20 687687.50 3161268.0

0 
2946174.0

0 
K. Net income from coffee (T.revenue 
-T.cost) G -J -956117.00 -443801.00 -511607.50 -155000.00 -452975.00 -403312.50 -111187.50 

-
2373217.0

0 

-
2176519.0

0 
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Institutional support  
Table 17 presents access, sources and challenges to training and credit among farmers. On 
average, 68% of farmers received training.  By sex, more ( 68%) male farmers received credit 
compared  64% of their female counterparts. AMCOS (73%) was the main source of traini ng for 
famers especially male farmers (73%). On average, farmers received training six times in the last 
three years where female farmers received eight times while male farmers received six times. 
About 57% of the farmers confirmed that the training recei ved was adequate for coffee 
production. On average, 86% of the farmers received credit. Analysis by sex revealed that a ccess 
to credit was high among female farmers (93%) compared to male farmers  (85%). The results 
further indicate that farmer cooperative was the main (79%) source of credit . More (89%) female 
farmers accessed credit from farmer cooperative compared to male farmers (78%).  Access to 
credit was mainly constrained by unavailability of credit  (37%), inadequate means of repaying the 
credit (29%) and high -interest rate (25%).  

Table 17: Access, sources and  challenges to training and credit among farmers  
 Description  Sex 

Female  Male  Total  
Received 
training  
(%)  

Yes 
63.64 68.45 67.94 

Sources of 
training  

AMCOS 71.43 72.66 72.54 
Government extension  32.14 31.25 31.34 
NGOs 14.28 22.27 21.45 
TaCRI 21.43 19.53 19.72 
Lead farmer  7.14 11.33 10.92 
Private service providers  7.14 3.91 4.23 
Agricultural shows  0.00 1.95 1.76 
Farmers business days  3.57 1.17 1.41 
Learning institutions 
(Universities/colleges)  

3.57 1.17 1.41 

Media outlets  7.14 0.78 1.41 
Published materials  0.00 1.17 1.06 
Websites  0.00 0.39 0.35 

Frequency 
(numbers)  

Number of times the farmer 
received training in the last 3 
years 

8.00 6.00 6.00 

Adequacy (%)  
 

Inadequate  46.43 42.58 42.96 
Adequate  53.57 57.42 57.04 

Access credit 
(%)  

Yes 
93.33 84.93 85.76 

Sources of 
credit (%)  

Farmer cooperative  89.29 77.92 79.15 
Table banking/Merry go rounds  14.29 11.26 11.58 
AMCOS 0.00 9.52 8.49 
No available sources  3.57 1.30 1.54 
Banks 0.00 1.30 1.16 
SACCOs 0.00 0.43 0.39 
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Challenges in 
accessing credit 
(%)  

Unavailability of credit  25.00 39.30 37.80 
Inadequate means of repaying 
the credit  

43.18 27.81 29.43 

High -interest rate  15.91 26.47 25.36 
Short repayment rate  13.64 7.49 8.13 

3.3 Coffee processing  

 
Primary processing  
Primary processing involves the conversion of coffee from cherry to parchment  through wet 
(washed and semi -washed) or dry or sun -dried  also known asnatural Figure. Coffee 
processing is done through wet (Figure 21 A) or dry processing  (Figure  21 B), with 98% of 
Arabica coffee being wet -processed. 65% of the wet -processed coffee is done at home, while 
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35% is processed in Coffee Processing Units (CPUs) 30. The detailed stages of CPU and home -
wet processing, and dry processing are presented in Figure 22. Dry processing is the quickest 
and cheapest. It usually results in coffees with an original flavor . Dirt, leaves, and twigs are 
removed from the berries by hand. The berries are then laid out in the sun and frequently 
scraped  to avoid fermentation.  The qua lity of the finished bean and cup can be significantly 
impacted by the transfer of chemical elements from the pulp to the inner bean during dry 
processing  thus affecting the cup quality.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
On the other hand, wet coffee processing involves pulping the beans, removing the fruit and 
skins, and fermenting to remove the mucilaginous mesocarp. Wet coffee processing methods 
involve fermenting the beans in water at temperature controls, resulting in fewer off -flavors. 
This is why washed coffee has a reputation for producing superior brews. Conventional 
fermentation resulted in higher aroma quality in both green and roa sted coffee comparable 
to mechanical mucilage removal. Although this strategy works best where there is an 
abundance of freshwater. The technical expertise needed, and the enormous volume of 
wastewater produced. This has environmental concerns regarding wa ter demand and the 
amount of wastewater as most CPUs processing uses disk pulpers with a capacity of 2 tons per 
hour. They are either powered by electricity or fuel. All the CPUs visited during the study had 
wastewater management facilities. However, the p ulp is normally collected by farmers and 
spread to farms as a fertilizer. There is minimal composting by farmers. It has been reported 
that the treatment of coffee pulp by composting allows the full preservation of residual energy 
as opposed to the immatur e application of the coffee pulp 31.  
 
  

 
30  TCB (2021) Tanzania Coffee Industry Development Strategy 2021-2025: https://www.coffeeboard.or.tz/News_publications/2022 -
2023/National%20Coffee%20Industry%20Strategy_Final%20_25.MAY.2021-2.pdf 
31 Preethu D, Bhanu Prakash B, Srinivasamurthy C, Vasanthi B (2007) Maturity indices as an index to evaluate the quality of 
compost of coffee waste blended with other organic wastes. In: Proceeding of international conference on sustainable solid 
waste management, Chennai, India, Citeseer, pp 270ɀ275. 

Figure 21: Demonstration of washed coffee (A) and sun -dried coffee (Naturals) (B)  

A B 

https://www.coffeeboard.or.tz/News_publications/2022-2023/National%20Coffee%20Industry%20Strategy_Final%20_25.MAY.2021-2.pdf
https://www.coffeeboard.or.tz/News_publications/2022-2023/National%20Coffee%20Industry%20Strategy_Final%20_25.MAY.2021-2.pdf
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Figure 22: Schematic presentation of primary coffee processing in the Songwe region  
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The qualitative interviews indicated that 
though the CPU offers an advantage in 
large -scale uniform processing and quality 
management, home processing can also 
produce high -quality coffee. Thus, sundried,  
or home -pro cessed coffee is not necessarily 
inferior to CPU -washed coffee in terms of 
quality when properly processed. However, 
the management of the process is much 
more complicated and requires an 
important amount of care and attention to 
detail. Further, qualitati ve interviews with 
stakeholders revealed that, on average, 
every 5 kilograms of ripe cherries produce 1 
kilogram of parchment after processing 
representing a product conversion rate of 20 
%. The remaining 80 % represents the outer 
skin, the pulp and the in ner skin which are 
discarded as organic waste and in the form 
of wastewater. The conversion rate depends 
on the coffee cherry quality determined by 
the Good Agricultural Practices (GAPs) 
adopted at the farm level. However, some 
AMCOS reported a conversion rate of up to 
8:1. The ratio is used to compute the 
payment rate for farmers by AMCOS.  
 
Additionally, quantity product loss at this 
stage includes pulper damage due to 
incorrect setting of the pulper, spillage 
during transportation and drying, theft 
durin g drying and storage, and over -drying. 
Conversely, quality loss is mainly caused by 
overfermentation, stinkers due to remains 
of previously pulped coffee, foreign matter 
such as leaves, sticks and stones, 
inappropriate drying methods, poor water 
quality (o dor, colour and chemicals), 
improper sorting and delayed pulping due 
to late cherry delivery, machine breakdown, 
power shortage or excess cherry intake.  

Secondary processing (curing)  
This stage, commonly referred to as coffee 
curing, involves the conversion of coffee 
from parchment to clean coffee, also known 
as green coffee. The detailed curing process 

is presented in Figure 25. The pre-milling 
process starts with the inspection and 
weighing of the parchment received from 
farmers and storage in the warehouses of 
curing companies. The curing process starts 
with removing impurities from the 
parchment, and thereafter, the pre -cleaned 
coffee beans undergo hulling to remove the 
husks. The h ulled beans undergo polishing 
to remove the thin layer of silver skin.  "Ɏwe 
have the pre-cleaner machines whose function 
is to remove the impurities before coffee gets 
into the grinding mill. These pre cleaners are of 
three types using a separator, magnet and 
destonerɎFrom here is when we go to the 
milling machine to hull the parchment. Hulling 
has two major sections. Pre-huller section 
where the largest percentage of husks from the 
dry coffee beans are removed. Coffee is hulled 
to remove the parchment husks from dry 
parchment coffee or the cherry husks from dry 
cherry coffee. In the polisher section, the thin 
layer of silver skin is removedɎ The remains of 
husks from pre hauler are removed too and this 
leaves the coffee shining. After the coffee has 
gone through these two stages, we say we have 
that the coffee has been hulled (kukobolewa) 
and it becomes Green Coffee. From here our 
coffee is allowed to go to the next stage which 
is quality assessment. This starts by grading in 
terms of size, density and weight..." KII with 
curing company.  
The main wastes from this stage are the 
husks and the skin, which raises 
environmental concerns if poorly managed. 
The curing manages them by burning them 
in incinerators. Like in most coffee -growing 
countries, coffee gradi ng in Tanzania is 
based on bean size and density, while the 
drink attributes of brewed coffee determine 
quality. Once delivered to curing companies, 
the parchment coffee is separated into three 
categories, P1, P2 and P3, based on density 
(Figure 23) before  hulling each group 
separately. Parchment coffee may also be 
categorized  into CPU or home processed 



 

 

 

36 

(HP) and hulled separately.  The green coffee 
beans are separated into various grades 
based on their size using screens  after 
hulling  (Figure 2 4). 

 

Additionally, depending on the processing method, Tanzanian coffee can also be categorized  
as either hard arabica natural process or mild arabica washed process The majority of
arabica in the country is classified as mild The official Tanzanian export grades are AA A B
PB (Pea berry ), C, E, F, AF, TT, UG and TEX32. These are all determined by both bean size and 
density, AA being the largest screen size and TEX the smallest. Tanzanian Pea berry  coffee is 
highly regarded for its high quality. From the sampled AMCOS in the study, the summary of the 
recent  curing reports is presented in Table 18 for home and CCPU -processed coffee. For both 
processing methods, the most common grade of coffee is AA at 31.26% and 36.36%, 
respectively.  
Table 18: Grades of coffee in sampled AMCOs  
Grade  Home -processed coffee (%)  CPU processed coffee (%)  
PB 8.38 9.77 
AA 31.26 36.36 
A 19.79 19.34 
B 21.73 20.36 
C 4.43 3.67 
E 0.94 0.88 
F 7.13 4.77 

 
32http://www.coffeebehindthescenes.com/es/country/tanzania   

Figure 23: Grading of Parchment coffee based on the Right: density and Left: 
processing method  

http://www.coffeebehindthescenes.com/es/country/tanzania
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AF 2.90 3.17 
TT 3.42 1.70 
HP 0.00 0.00 
TEX 0.04 0.00 
UG 0.00 0.00 

Other common grades are A and B. The 3 topmost grades (AA, A and B) cumulatively 
accounted for 72.78% of home -processed coffee and 76.06% of CPU -processed coffee. The 
quality of the coffee is further assessed using the Specialty Coffee Association (SCA) st andards, 
based on bean size, shape and density, cup quality, number of defects, and appearance after 
roasting. The assessment is done by certified Q -graders. The coffee is given scores for the raw 
green beans, roasted beans and cup quality, which are then averaged to an overall score 
ranging from to Classes and are considered fine fair and fair good while
classes 4, 5, and 6 are labelled as FAQ+, FAQ, and FAQ-, respectively. The remaining 
classifications are poor fair poor very poor and unclean Typically coffee from the
Songwe region has medium body and acidity levels with more citric, chocolate, floral, and fruit 
flavor  notes as compared to from the Northern highlands which have a pleasant aroma, rich 

in acidity and body,  and sweet taste with balanced flavors  due to mineral nutrients from 
volcanic soils.  
The green coffee is sorted to remove defects to improve the quality, making it ready for auction 
or direct sales. Most of the curing equipment is sourced from Brazil. Ther e are five coffee -
curing companies in the Songwe region, as shown in Table 1 9. Two are local companies, one 
government -owned and one privately owned. The others are multinationals with a presence 
across the globe or region. All the equipment used in coffee  curing is imported with no local 

Figure 24: An excerpt of a curing statement from sampled AMCO  
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manufacturing or assembling plant. Most of the curing equipment is sourced from companies 
in Brazil that have distributors or sales agents in East Africa.  

Table 19: List of coffee curing companies in Songwe region  
No.  Name  Status  Ownership   Locations of 

Mills in 
Tanzania  

1 Mbozi Coffee Curing 
Company (MCCO)  

Local Government/Public  Mbozi  

2 GDM Coffee Limited  Local Private  Mbozi  

3 Coffee Management 
Services Limited  

Regional ( Kenya, 
Tanzania and 

Rwanda)  

Private  Mbozi and 
Mbinga  

4 City Coffee  Local Private  Kilimanjaro 
and 

Mbeya/Mbozi  
5 Lima Coffee  Local Private  Mbozi  

The study established that most of the curing companies are operating under -capacity of up to 
50% due to inadequate raw materials  as a result of  low production and burgeoning numbers of 
curing companies in the Songwe region. "Another one would be on the amount of raw 
materials, which in this case is coffee received. It is below our processing capacity, someti mes 
down up to 50%", KII curing company. For instance, the government owned  MCCCO in the 
Mbozi District has a processing capacity of 6 -8 tons  per hour and an annual production capacity 
of 21,000 tons  of coffee. However, in the coffee year 2020/2021, the co mpany received 6,000 
tons  of coffee, whereas, in 2021/2022, it received only 8,000 tons  of coffee from the entire 
Songwe region. The company operated at only 29% and 38% of its capacity in those two 
seasons. The production manager attributed this to the re gion's increased number of curing 
companies and reduced coffee production.  

Losses at this stage include milling loss which is the difference between the parchment and 
green beans weight after curing TCB has capped curing loss to a range of betweenand 
20 % for home -processed coffee and 17 % to 18 % for CPU -processed coffee. "We have set 
standards such that for home processing, the average normal loss should be between 19% and 20%. 
Anything above that is a normal loss that should be explained.  For the CPUs it should be between 
17% and 18%. These are the standards for not only TCB but the International  Coffee Organization 
too. These are the general standards for all coffee received because, after the grading process, we 
determine the percentage of curing losses", KII, with a curing company representative. This is 
meant to protect farmers from exploitati on by curing companies. From the AMCOS sampled 
during the survey, the average milling loss is at 18.84 % for CPU -processed coffee and 19.89 % 
for home -processed coffee.  
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Figure 25: Schematic flow of coffee processing in Tanzania  
Source: Photo taken at Songwe Region Coffee auction office  
Coffee Processing and Quality  
The quality of coffee is broadly defined as a combination of the sensory attributes/cup quality, 
which includes beans flavour , fragrance, aroma, sweetness, and acidity; and the physical 
characteristics such as length, width, centre  cut, thickness, weight, shape and colour  of raw 
and roasted coffee beans 33. Coffee quality is affected by coffee variety, soils, climate, elevation, 
crop management practices, processing, storage,  and handling methods. Primary and 
secondary coffee processing determines 60 % of the final coffee quality 34 and is therefore 
essential for maintaining the inherent quality and value of coffee. The quality of Tanzania 
coffee may increase over time as more international coffee distributors are contracting directly 
with Tanzania farmers. Under these contracts, farmers are expected to produce coffee 
according to buyer standards, often resulting in better productio n practices and higher grades 
of coffee. This may make Tanzania coffee more attractive in high -income markets in the long 
run.  The stakeholder interviews indicated that though the CPU offers an advantage in large -
scale uniform processing and quality manage ment, HP coffees can also be of high -quality 
coffee when properly processed. Thus, sundried or HP coffee is not necessarily inferior to CPU -

 
33 Giomo, G. S., Borém, F. M., Saath, R., Mistro, J., Figueiredo, L., Ribeiro, F., Pereira, S. and Bernardi, M., (2012). Evaluation 
of green bean physical characteristics and beverage quality of Arabica coffee varieties in Brazil. In 24th International 
Conference on Coffee Science 12thɀ16th November.  
34 Abrar, S., Mohammed, A. and Endris, S.,.(2014). Processing method, variety and roasting duration effect on physical 
quality attributes of roasted Arabica coffee beans. Discourse Journal of Agriculture and Food Sciences, 2 (2), pp. 70-75. 
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processed coffee in terms of quality. However, the process management in HP is much more 
complicated and requires an  important amount of care and attention to detail.  

 
Coffee Processing and the Environment  
Primary and secondary coffee processing requires water which is already a scarce resource in 
the world and  results in waste being released  into the environment. The main wastes from 
primary processing are pulp, mucilage,  and wastewater. Wastewater generated from coffee 
processing plants is acidic and may be toxic to plants and animals. Further, the digestion of 
mucilage in the wastewater results in forming of a crust on the surface, clogging up waterways 
and contributing to anaerobic conditions that release a foul smell (characteristic of coffee 
processing units) 35. Additionally, pesticides and other chemicals in the coffee pulp can also 
contaminate surface and water bodies 36. The wet processing of coffee utilizes  approxim ately 
20 litres of fresh water per Kg of cherry in the traditional fully washed technique. The 
mechanical coffee mucilage removal machines used in semi -washed coffee production utilize  
about 1 litre of fresh water per Kg of fresh cherry 37. Although the amo unt of wastewater 
generated from semi -washed coffee processing is lower than that of washed coffee, significant 
amounts of coffee pulp and wastewater are still generated. On the other hand, though rarely 
used in the Songwe region, dry processing is not a m ajor water consumer and pollutant. In 
this method, the water used to wash out impurities and facilitate the drying process ranges 
from 1.4 -14 litres per kg of processed coffee based on the efficiency of the processing 
equipment. This method mainly produces  husks, constituting as high as 50% of the harvested 
weight 38.  

At secondary processing, dust and endotoxins from the curing plants pollute the air and can 
cause respiratory diseases if proper containment and protective measures are not in place 39. 
This dust contains allergenic compounds (mainly chlorogenic acid) that may cause asthma, 
rhinitis or dermatitis. The accumulation of coffee husks (solid waste) can also become an 
environmental hazard 40. Though data on the amount of waste from coffee -growing regio ns of 
Tanzania is unavailable, studies from other coffee -growing countries reported an estimated 
annual generation of solid wastes from coffee processing is 430,920 tons per year for husks 
and 72, 960 tons of coffee pulp per year.  The study found that ther e was low utilization  of 
wastes from primary and secondary processing among AMCOS and farmers in the Songwe 
region. Coffee pulp was mainly used as manure but was not well decomposed before 
application. The coffee husks were mainly incinerated at the coffee  curing companies.  
Status of coffee AMCOS in Songwe region  

 
35 Esquivel, P. and Jimenez, V. M., 2012. Functional properties of coffee and coffee by-products. Food Research International, 
46 (2), pp. 488-495.  
36 Acchar, W., Dultra, E. J. V. and Segadães, A. M., 2013. Untreated coffee husk ashes used as flux in ceramic tiles. Applied 
Clay Science, 75, pp. 141-147. 
37 Blinová, L., Sirotiak, M., Bartošová, A. and Soldán, M., 2017. Utilization of waste from coffee production. Vedecké Práce 
Materiálovotechnologickej Fakulty Slovenskej Technickej Univerzity v Bratislave so Sídlom v Trnave, 25 (40), p. 91. 
38 Oliveira, L. S. and Franca, A. S., 2015. An overview of the potential uses for coffee husks. Coffee in health and disease 
prevention, pp. 283-291. 
39 Kassa, H., Suliman, H. and Workayew, T.,. 2011. Evaluation of composting process and quality of compost from coffee by -products (Coffee 
Husk & Pulp). Ethiopian Journal of Environmental Studies and Management, 4 (4). 
40 Hernández-Sarabia, M., Sierra-Silva, J., Delgadillo-Mirquez, L., Ávila-Navarro, J. and Carranza, L., 2021. The Potential of the Biodigester 
as a Useful Tool in Coffee Farms. Applied Sciences, 11 (15), p. 6884. 
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Self-regulating aggregation groups initially characterized  coffee marketing in Tanzania. In 2018, 
the government issued a directive to convert all the coffee aggregating groups into Agricultural 
Marketing Cooperative Societies (AMCOS), resulting in drastic changes in the sector 
organization . The new system requir es all the coffee to be processed  centrally at the Centralized 
Processing Units (CPU) owned by AMCOS. In the Songwe region, there are 1 28 registered 
AMCOS involving over 30,000 members. However,  32 AMCOS have CPUs, representing 25%. The 
remaining 75% are i nvolved in aggregation of farmers home processed parchment .  
 
The restructuring of the marketing system aimed at creating an equitable representation of 
interests of the value chain actors, enabling farmers to take a leadership role in convening 
forums fo r discussion and exchange, promoting better trade practices and business efficiency, 
engaging in dialogue with the key stakeholders to advise on policy reforms and enhanced 
collaboration for strengthening best practices and a sustainable future for the Tan zanian coffee 
industry. Though envisaged on great impetus, the performance of the system and its success 
is threatened by capacity gaps in the operations and management of AMCOS which include:  
× Limited assets and capital to perform the legally assigned role s such as input acquisition 

and provision of credit facilities to their members . 
× Limited infrastructure  as only 32 AMCOS out of the registered 12 8 have CPUs, and most 

AMCOS lack adequate drying infrastructure, fermentation and washing tanks . 
× Low technical skills in coffee processing and quality management . 
× Most AMCOS do not have agronomists/experts to provide technical support to farmers . 
× Low capacity for leadership, management, and business skills . 
× Corruption/rent seeking behavior  in exchange of services, especially among the leaders  in 

some AMCOS. 
× Side-selling of coffee by farmers reducing the turnover of the AMCOS.  
× Limited gender and youth inclusion in management.  
 
Comparative Analysis of Coffee Post Harvest Handling and Processing in Tanzania and 
Kenya  
Tanzania grows about 70% Arabica coffee and 30% Robusta coffee, while Kenya grows 
approximately 98% Arabica Coffee and only 2% Robusta  coffee. Coffee in both countries is 
mainly wet -processed by the full -washed method. In both countries, coffee is mainly produced 
by small -holder farmers who market it through their organizations.  In Kenya, these farmers 
are organized into Farmer Cooperative Societies (FCS)  that own , pulping units called  
Factories/wet mills . About 99% of smallholder farmers in Kenya process their coffee at wet mills. 
The large -scale centralized processing of coffee standardises the processing methods and 
therefore results in uniformity in post -harvest quality management.  

In Tanzania, smallholder farmers mainly market their coffees through AMCOS. Until 2018, most 
of the coffee was sold at the farm gate to aggregators either as cherry or parchment. However, 
the new government regulations led to the formation of coffee AMCOS, whose  mandate is to 
process the coffee in CPUs and market on behalf of farmers. Nonetheless, most AMCOS do not 
have the capacity to undertake this mandate.  In the Songwe region, there are 128 registered 
AMCOS, but only 32 AMCOS have CPUs. Most farmers, therefo re, still process their coffee at 
home using hand or motorised pulpers, resulting in about 65% of the coffee produced being 
home -processed, and only 35% being processed through CPUs. Farmers sometimes process 
their coffee at CPUs or hire pulpers but do the  drying at home. These variations in the 
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processing and drying of coffee create inconsistencies in post -harvest handling and quality 
management practices However stakeholders interviews indicated that both home-processed 
coffees could even have higher q uality than CPU processed if the proper pre and post -harvest 
quality management practices are undertaken.  
 

3.4 Coffee trade  
Coffee production in Tanzania is mainly for export, with an average of 7% consumed locally 41. 
According to Tanzania Coffee Boards, coffee is sold through two market windows: auction sales 
and direct sales. Auction sales entail selling physical consignments stored in the different coffee 
warehouses in Tanzania through the electronic coffee auction of the samples presented by th e 
buyers. On the other hand, direct sales entail direct negotiation and signing of the contract 
between Tanzania coffee producers and international buyers authorized by TCB. The price 
volatility in the international markets and policy uncertainty in Tanzan ia have created an 
unstable coffee market. TCB owns and operates the auctions in Moshi for the Northern zone 
and Songwe and Mbinga for the Southern Highlands, where coffee is sold through the 
monopolized government system. TCB holds auctions, where traders  can purchase coffee to 
export and process. The world's best -known exporters typically supply multinational 
corporations that operate in the nations where their coffee is roasted. The New York Futures 
market for Arabica coffee and the London Futures market  for Robusta coffee are used as 
benchmarks for setting prices in the Tanzanian market 42. 

Coffee export performance  
The study investigated the import and export markets for coffee in Tanzania. For the last 10 
years, coffee export from Tanzania has ranged f rom 34,020 MT to 64,980 MT (Figure 26). The 
highest production (64,980 MT) was reported in 2018/2019. However, projections statistics 
indicate that coffee farmers will experience a 4% decrease in overall coffee production in 
2022/23 due to high fertilizer prices and dry conditions at the beginning of the marketing year 43. 
According to TCB 44, Arusha, Moshi, and Kilimanjaro are three of the most well -known brands of 
premium coffees produced on the slopes of Kilimanjaro and Meru. Most of these coffees are 
wet processed , resulting in a cup quality that is generally chosen by specialty  coffee mar kets 
worldwide. Coffee from the western part of Tanzania (Kagera) is often dry -processed and is of 
poorer quality, hence it is more commonly used in blends or instant coffee mixes and sells for a 
lower price.  

 
41  TCB (2021) Tanzania Coffee Industry Development Strategy 2021-2025: 
https://www.coffeeboard.or.tz/News_publications/2022 -
2023/National%20Coffee%20Industry%20Strategy_Final%20_25.MAY.2021-2.pdf 
42 https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=Coffee%20Annual_Dar%20Es%
20Salaam_Tanzania_05-15-2020 
43 Synder, M., & Gitonga, K. (2022). Coffee annual. USDA 

44  TCB (2021) Tanzania Coffee Industry Development Strategy 2021-2025:  
https://www.coffeeboard.or.tz/News_publications/2022 -
2023/National%20Coffee%20Industry%20Strategy_Final%20_25.MAY.2021-2.pdf 

https://www.coffeeboard.or.tz/News_publications/2022-2023/National%20Coffee%20Industry%20Strategy_Final%20_25.MAY.2021-2.pdf
https://www.coffeeboard.or.tz/News_publications/2022-2023/National%20Coffee%20Industry%20Strategy_Final%20_25.MAY.2021-2.pdf
https://www.coffeeboard.or.tz/News_publications/2022-2023/National%20Coffee%20Industry%20Strategy_Final%20_25.MAY.2021-2.pdf
https://www.coffeeboard.or.tz/News_publications/2022-2023/National%20Coffee%20Industry%20Strategy_Final%20_25.MAY.2021-2.pdf


 

 

 

43 

 
Figure 26: National coffee export trend  
Source: ICO  
 
Coffee import performance  
Despite the significantly higher coffee volumes, Tanzania imported 360 MT of soluble coffee in 
2020/2021 and 480 MT in 2021/2022 (Figure 27). According to USDA in the GAIN report, project 

statistics indicate that the 
consumption of soluble coffee will 
like ly remain at 480 MT in 
2022/2023 due to unchanged 
domestic consumption. Regarding 
export earnings, Tanzania 
registered $135.1 million in 
2020/21 from exporting green 
coffee beans. Dur total of 23 

auctions was held in key coffee zones. This includes nine in  Moshi, eight in Songwe, and six in 
the Mbinga and Ruvuma regions.  
 
Destination for Tanzania coffee  
The country exports both green coffee and soluble coffee. It is expected that Tanzania coffee 
production to decrease by 4% due to high fertilizer prices and  dry conditions at the beginning 
of the marketing year. This is expected to translate directly to a 4% decrease in export 
performance due to lower exportable supplies 45. According to USDA in the GAIN report, 
Tanzania s green coffee is largely exported European Union Japan Morocco USA Russia

 
45TANZANIA: COFFEE ANNUAL 2022 |USDA FOREIGN AGRICULTURAL SERVICE: https://www.fas.usda.gov/data/tanzania -
coffee annual-6  

47,700 

34,020 

63,720 

45,000 
40,680 

49,680 
46,620 

41,520 

64,980 

49,860 

 -

 10,000

 20,000

 30,000

 40,000

 50,000

 60,000

 70,000
Vo

lu
m

es
 in

 m
et

ric
 to

ns

Export

360
480

0

200

400

600

2020/2021 2021/2022A
m

o
u

n
t 

(M
e
tr

ic
 

to
n

s)
 

Year 

Figure 27: National coffee import trends  
Source: ICO  

https://www.fas.usda.gov/data/tanzania-coffee%20annual-6
https://www.fas.usda.gov/data/tanzania-coffee%20annual-6


 

 

 

44 

India, Australia, South Korea and South Africa (Table 20). The EU commands the largest market 
share of Tanzania s coffee between 2019 to 2021, followed by Japan. For instance, in 2021, the 
EU and Japan contributed to about 75% of the Tanzanian volume of coffee exports. TCB has 
faced many obstacles and continues striving to improve the Tanzanian coffee brand 
internationally. The ma jority of the country's exports are used to blend with  other coffee 
brands, which has lowered their worldwide competitiveness. Nonetheless, a Tanzanian coffee 
brand known as Kilimanjaro Coffee has persisted in Japan This has made Japan emerge as
the second importer of Tanzanian coffee 46.  
Table 20: Export destinations and volumes for Tanzania s green coffee from-2021 
Export destination  Amount (MT)  Market share  

2019 2020 2021 2019 2020 2021 
EU 27 External Trade (Brexit)  30,366 30,628 40,165 48% 54% 56% 
Japan 15,552 11,231 13,524 25% 20% 19% 
Morocco  3,034 2,987 6,115 5% 5% 9% 
USA 3,168 3,220 2,487 5% 6% 3% 
Russia 1,434 1,476 1,282 2% 3% 2% 
India  3,070 1,131 1,265 5% 2% 2% 
Australia  988 720 1,097 2% 1% 2% 
South Korea  1,467 1,097 874 2% 2% 1% 
South Africa  872 1,192 452 1% 2% 1% 
Other countries  3,020 2,777 3,873 5% 5% 5% 

Source: Trade Data Monitor, LLC  
Tanzania exports soluble coffee mostly to Kenya, European Union and other countries (Table 
21 Kenya was the major importer of Tanzania s soluble coffee in and
This strategy is value chain upgrading,  or de -commodifying green coffee aimed at increasing 
the value of coffee through strategic supply chain relationships of traders, roasters and 
farmers.  

Table 21: Export destinations and volumes for Tanzania s soluble coffee from19-2021 
Export destination  Amount (MT)  Market share  

2019 2020 2021 2019 2020 2021 
Kenya 112 71 151 46% 37% 68% 
EU 27 External Trade (Brexit)  109 84 62 44% 44% 28% 
Other countries  25 36 8 10% 19% 4% 
Total  246 191 221 100% 100% 100% 

Source: Trade Data Monitor, LLC  

Notably, Tanzania has a very narrow base of coffee export destinations, creating a vulnerability 
to market dynamics Exploring other viable destinations will increase the country s
competitiveness and attract higher prices for coffee. The new marketing str ucture (Figure 28), 
which seeks to create a more stable and conducive business environment, is likely to attract 
more buyers, increase demand for Tanzanian coffee and eventually secure better prices for 
farmers. It may be a long shot,  but market structures  have been known to create incredible 

 
46 TCB (2012). Tanzania Coffee Industry Development Strategy 2011-2021" (PDF). coffeeboard.co.tz. Coffee Board of Tanzania. 
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shifts in commodity trading across the globe.  The new marketing system seeks to enhance 
access to market information, reduce costs involved in auctions by creating regional auction 
centres,  and improve transparency by adopting online platforms and reorganization of  the 
sector into cooperatives.  
 
 
 
 
 
 

 
 
 
 
 
 

 

 

 

 

3.5 Coffee roasting  
Most of Tanzania s coffee is exported as green beans The country has not exported any roasted coffee
beans for the last three years 47. The limited trade in roasted coffee is associated with the quality attributes 
of coffee that deteriorate fast once roasted, thus making it unsuitable for long -distance export 
destinations. In the Songwe region, several local roasters exist, including Cit y Coffee, GDM Kahawa, 
Dormans Coffee, etc. Most of the roasters are in Mbeya town, with only City Coffee and GDM Kahawa 
located in Mbozi. The local roasters utilize small to medium -scale coffee roasting machines with annual 

 
47 USDA Gain report, Coffee Annual Tanzania, June 2022 
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capacities ranging between 5000 to 20,000 tons. The roasting company at Mbozi has an annual roasting 
capacity of 5000 tons  

 

3.6 Coffee packaging and distribution  
At farmers level, the coffee packaging materials are sourced from the local shops and agrovets. 
The packaging materials are mainly plastic gunny bags that is mainly used for handling the 
cherries from the farm and transport them to the CPUs or used to stor e the parchment for 
home processed coffee. The plastic bags contribute to  the loss of quality. In other instances, 
the study team observed the usage of the bags in handling other produce. At CPU/AMCO level, 
most of the produce is stored in the recommended sisal gunny bags.  At secondary processing  
and beyond, the coffee beans are packaged in 60 kg sisal gunny bags. However, for traders 
undertaking value addition through roasting, coffee is packaged in khaki and plastic packaging 
bags depending on the quantit y of coffee to be packages.  An interview with a local roaster 
indicated that the cost of packaging materials was very high because they import from either 
China or Kenya. ɈThe cost of packaging materials is very high as we mainly import from Kenya. There 
is no local manufacturer in Tanzania, and the locally available ones are much costlier and low 
qualityɎ.the challenge we have with importing is there is a minimum order of 15,000 pieces for each 
packaging size which is more than what we need..ɉ KII Local ro aster . Further, there was 
considerable variation in the price of roasted coffee with more than 100% price differences 
being recorded in different locations.  
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3.7 Coffee consumption  
According to TCB about of Tanzania s coffee is consumeddomestically, with per capita 

annual consumption of 60 grams 48 . This is expected to 
increase to 10% by 2025 49 In comparison Kenya s domestic
consumption of coffee has been rising from 1.26% in 2011/12 
to 4.81% in 2020/21, representing 629,500 kg and 1,65 5,850 
kg, respectively 50. As Figure 29 indicates, Tanzania registered 
the highest domestic consumption of 5,700 MT of coffee in 
2019/2020. This level of consumption was more than three 
times higher than that of Kenya, which recorded 1,500 MT in 
2019/2020 51. According to USDA in the GAIN report, local 
consumption is expected to increase to remain steady at 

4,500 MT in the year 2022/2023 52.  
 

 
Figure 29: National trend in coffee consumption  

 
48 https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=Coffee%20Annual_Dar%20Es%
20Salaam_Tanzania_TZ2022-0003.pdf  
49  TCB (2021) Tanzania Coffee Industry Development Strategy 2021-2025: 
https://www.coffeeboard.or.tz/News_publications/2022 -
2023/National%20Coffee%20Industry%20Strategy_Final%20_25.MAY.2021-2.pdf  
50 : AFA-Coffee Directorate, coffee yearbook 2020/21. 
51 https://www.statista.com/statistics/1154533/domestic -coffee-consumption-in-kenya/  
52 https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=Coffee%20Annual_Dar%20Es%
20Salaam_Tanzania_TZ2022-0003.pdf  
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Source: ICO  

The low consumption is mainly attributed to consumers preferring tea over coffee due to 
traditions that have been passed on in successive generations. This can be attributed to the 
high prices and availability of coffee relative to tea in local markets also contri buted to the low 
consumption of coffee in Tanzania 53. ɈCoffee consumption rate is very low here in Tanzania. Our 
people are not consuming coffee mainly because of the high cost of purchasing coffee which a 
normal person cannot afford. Also, our cultural beliefs are partially responsible for this low intake 
of coffeeɉ, KII Extension officer. This was further reinforced during FGD with farmers, where it 
was noted that , ɈɎCoffee is not as available in or local shops as tea. Every shop has sachets of tea 
leaves sold in affordable quantities, but for coffee, it is rare to find it in the shops and for those who 
have, the prices are too highɎ The other one would be that we are inheriting the culture of not 
consuming coffee from our predecessors, and we are passing it to the next generations too. People 
are born in families where they do not take coffee and they continue that way because that is how 
they are oriented.ɉ Additionally, qualitative interviews revealed that a lack of ready coffee 
products, such  as instant coffee, constrains the consumption of coffee in Tanzania. Coffee 
processing companies in Tanzania do not fully process coffee for consumption, instead, they 
invest in a semi -finished product which is exported as raw material. ɈɎalso having semi-finished 
products may be another contributing factor to our peopleɅs low level of coffee. We do not have 
instant coffee here; we have grounded coffee which is not preferred by manyɉ, KII Extension officer . 
However, with the new regulations and increased g overnment efforts to promote domestic 
coffee consumption through TaCRI and TCB, the volumes are expected to increase, though at 
a low pace.   
 

 
53 Synder, M., & Gitonga, K. (2022). Coffee annual. USDA 
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From a survey of farmers in the Songwe region, low consumption of coffee was attributed to 
mainly (62%) influenced by the preference for other beverages (Table 22). This is supported by 
findings by USDA which reported that the low consumption is mainly att ributed to consumers 
preferring to drink tea rather than coffee due to 
traditio n 54 . Other notable factors which 
influenced coffee consumption in Tanzania 
included the negative perception that it has 
health effects (15%), not knowing how to prepare 
(14%) and being expensive (8%). Analysis by sex 
revealed that preference for other beverages is a 
cross-gender issue, especially among male 
farmers (62%). Health effects were majorly 
reported by female farmers (38%), while not 
knowing how to prepare was reported b y male 
farmers (14%). There has been a recent 
proliferation of coffee shop chains in Tanzania, 
particularly in urban and suburban areas where 
they can be found in supermarkets, shopping 
malls, and gas stations. Consumers are increasingly 
interested in coff ee, as indicated during KII with a 
coffee shop proprietor ɈMost of them like the Cappuccino drink. A big percentage of them have 
never seen or tested the drink so they are more curious to know how it is ɎWhen a customer comes, 
we give them the menu and explain to them if they need to know the different types we have been 
prepared. For the first time, many come to do testing, and when they come back to buy, you will 
realize that many customers order the Cappuccino typeɉ.  
 
Table 22: Factors influencing coffee consumption in Tanzania (%)  
Factors influencing coffee consumption   Sex Overall sample  

Female Male  
Preference for other beverages  54 62 62 
Perception that it has negative health effects  38 13 15 
Don t know how to prepare 8 14 14 
Expensive 0 9 8 
Availability  0 3 3 
Taste 0 1 1 

  
According to survey findings in the Songwe region, most (80%) of the farmers preferred brewed 
coffee, with 42% adding sugar (Table 23). Consumption of soluble coffee is still low in Tanzania, 
as indicated by 7% of the respondents. Consumers' low consumptio n preference for soluble 

 
54 https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=Coffee%20Annual_Dar%20Es%
20Salaam_Tanzania_05-15-2020 
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coffee could be attributed to the constant importation of soluble coffee 480 MT in 2022/23, like 
2021/22 as indicated in USDA in the Coffee Annual GAIN report 55. 
 
Table 23: Coffee consumption preference among farmers in Tanzania (%)  
  
 Preference  

Sex Overall sample  
Female Male  

Brewed coffee  81 80 80 
With sugar  42 42 42 
Without sugar  6 8 7 
Soluble e.g., Nescafe 3 7 7 
Brewed with milk  3 5 5 
Brewed without milk  6 4 4 
Soluble with milk  0 2 2 
Soluble without milk  0 1 1 

 
Coffee consumption among coffee farmers in the Songwe region remains very low. Progress 
towards increased domestic coffee consumption is promising with the opening one coffee shop 
in Mbozi (GDM Kahawa). However, the coffee shop's prices for the different c offee recipes were 
relatively higher than for tea. It was noted that the coffee shop attracted younger middle -aged 
adults than older adults. An aspect that can be attributed to awareness, willingness to try new 
tastes, perception,  and preferences.  
 

3.8 Challenges and opportunities in the Tanzanian coffee supply chain   
Challenges  
Challenges limit  the potential of optimizing gains offered in the coffee supply chain. During 
the farmers survey the following were identified as the challenges in the coffee supply chain
in Tanzania.  
 

Diseases infestation:  Diseases in coffee result in reduced quality of coffee cherries, 
reduced production and overall loss to 
farmers. About 85% of coffee farmers 
surveyed were constrained by 
diseases (Figure 30). Disaggregated 
findings by sex showed that more 
(89%) female coff ee farmers were 
affected by coffee diseases than their 
male counterparts (84%). During KII 
with AMCOS officials, the high 
disease infestation in coffee farms 
was attributed to the old coffee 
variety planted by farmers. ɈOur 

 
55 https://apps.fas.usda.gov/newgainap i/api/Report/DownloadReportByFileName?fileName=Coffee%20Annual_Dar%20Es%
20Salaam_Tanzania_TZ2022-0003.pdf  
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Figure 30: Farmers who reported coffee diseases as a 
challenge  
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traditional seeds normally give us good yields, but the challenge is that they are more susceptible to 
diseases compared to the improved varieties which are more resistantɉ.  Coffee Berry Disease (83%) 
and Coffee Leaf Rust (69%) were the most common coffee diseases reported by farmers (Table 
24). Female coffee farmers experienced CBD (93%) and CLR (70%) more than their male 
counterparts (CBD  82% and CLR  68%). Other notable coffee diseases farmers experienced 
included stem rot (37%) and root rot (32%).  
  
 Table 24: Common coffee diseases experienced by coffee farmers in 2022 (%)  
  
 Disease  

Sex Overall sample  
Female Male  

Coffee Berry Disease CBD) 93.18 82.35 83.49 
Coffee Leaf Rust (CLR) 70.45 68.45 68.66 
Stem rot  31.82 37.97 37.32 
Root rot  25.00 34.22 33.25 
Bacterial Blight of Coffee (BBC)  11.36 22.46 21.29 
Bark disease  2.27 6.15 5.74 

 

Insect -pest attack:  Coffee plants are vulnerable to insect -pest attack. The presence of 
pests causes harm to coffee plants and 
their overall productivity. About 86% of 
the sampled farmers experienced pest 
infestation (Figure 31). Analysis by sex 
further revealed that more (87%) male 
coffee farmers were more affected by 
pest infestation than female coffee 
farmers (80%). Overall, leaf miners 
(33%), antestia bugs (29%) and green 
scales (21%) were the most common 
insect pests reported by coffee farme rs 
(Table 25). Leaf miners (45%) and 
antestia bugs (41%) were more 
common among female coffee farmers, 
whereas green scales (21%) were 
common among male farmers. Other notable coffee insect pests experienced by coffee farmers 
in 2022 included white borer ( 20%), coffee berry borer (19%), mealyborer (11%) and yellow -
headed borer (11%).  

Table 25: Coffee insect pests experienced by farmers in 2022  
Insect -pests  Sex Overall sample  

Female Male  
Leaf Miner  45.45 32.09 33.49 
Antestia Bugs  40.91 28.07 29.43 
Green Scales 18.18 21.12 20.81 
White Borer  13.64 20.59 19.86 
Coffee Berry Borer  34.09 16.84 18.66 
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Figure 31: Percentage of farmers indicating 
pests and diseases as a challenge  
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Mealybugs  4.55 11.50 10.77 
Yellow Headed Borer  11.36 10.43 10.53 
Systate weevils  6.82 5.08 5.26 
Giant loopers  0.00 5.61 5.02 
Black borer  4.55 4.28 4.31 
Thrips  4.55 4.01 4.07 
Fried Egg scales 0.00 0.80 0.72 
Root mealybugs  0.00 0.53 0.48 
Leaf skeletonizer  0.00 0.53 0.48 

 

Input supply inefficiencies:  Coffee farmers cited input supply inefficiencies as a major 
bottleneck to sectoral development. Survey findings showed that the cost of inputs for fertilizer 
(64%), pesticides (52%), labor (18%), manure (17%) and credit (16%) constrained coffee 
production (Table 26 The high cost of inputs has reduced coffee farmers potential to
maximize profit in the enterprise.   
Table 26: Percentage of farmers reporting input costs as a challenge (%)  
 Challenges  Sex Overall sample  

Female Male  
Cost of fertilizer  56.82 64.97 64.11 
Cost of pesticides  52.27 51.60 51.67 
Cost of labour  13.64 18.72 18.18 
Cost of manure  13.64 17.11 16.75 
Cost of credit  6.82 17.11 16.03 

The limited/untimely access to farm inputs constrains coffee production. Farmer survey 
findings in Figure 32 revealed that most of  the coffee farmers were constrained by the 
unavailability of fertilizer (27%), credit (21%) and pesticides (19%). Analysis by  sex showed that 
female coffee farmers are mainly constrained by the unavailability of fertilizer (27%) and 
pesticides (20%) whereas, male coffee farmers were majorly constrained by the unavailability 
of fertilizer (26%), credit (22%) and pesticides (19%).  ɈThen there are inputs whose availability is a 
challenge, for instance, CAN in what we use to top-dress, but it has not been in the market for a long 
time Ɏ Also, we have some pesticides that were very effective years back, but due to the increased 
number of agrochemical companies, some of them have faced stiff competition, and they are no 
longer available in the marketsɉ, a farmer indicated during FGD.  

 
Figure 32: Coffee input -related challenges reported by farmers  
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Climate change:  Weather volatility is a hallmark of climate change. This is manifested in 
droughts, floods, severe storms, heat waves, cold snaps and frosts. Changes in precipitation 
and temperatures have 
led to increased pest 
incidences and water 
stress. In turn, this has 
reduced the quality of 
coffee beans, reduced 
the survival rates of 
coffee seedlings and 
exacerbated the 
lowering of coffee 
produ ctivity. From the 
survey findings, about 
46% of the sampled 
coffee farmers experienced the negative impact of climate change as a constraining factor in 
coffee production  (Figure 33). Analysis by sex revealed that more (48%) male farmers 
experienced the negative impacts of climate change compared to 32% of their female 
counterparts. These findings were affirmed during FGD with farmers, where it as indicated that, 
ɈɎ The climate has been changing, and we are experiencing weather adversities. The rains come in 
the form  of hailstorms and winds which destroy the crops, and summer seasons are too hot to the 
extent that crops dry up due to drought. These imbalances cause crops to lower their productivity Ɏɉ. 
 
Other bottlenecks identified by coffee stakeholders  

Quality issues in primary processing:  
Qualitative interviews with stakeholders 
indicated that the quality of coffee processed 
using homemade processors is low compared 
to those processed in the CPUs. Most (65%) of 
Tanzania coffee is processed using 
homemade processors, which is prone to 
mishan dling by farmers, especially when 
resource constrained. The coffee quality 
issues can be attributed to overfermentation, 
stinkers due to remains of previously pulped 
coffee, foreign matter such as leaves, sticks 
and stones, inappropriate drying methods, 
poor water quality, improper sorting and 
delayed pulping due to late cherry delivery, 
machine breakdown, power shortage or 
excess cherry intake. This is due to 
inadequate CPUs, as only 32 AMCOS out of 
128 in the Songwe region have CPUs. ɈɎ We 
have AMCOS, which lack CPUs and relies on the 
aggregation of parchment that have undergone 

home processing method, which makes it 
difficult for their products to compete in the 
market due to qualityɉ, KII government official 
indicated.  

 Inadequate CPUs to facilitate jo int 
processing:  There are inadequate CPUs thus, 
most coffee farmers in Tanzania resort to 
manual home processing, which is tiresome 
and inefficient. Moreover, not all coffee 
farmers own the hand machine as they hire 
from those who own it. ɈThose without access 
to CPUs do traditional processing using 
homemade processors that are operated 
manually. The problem with these is that they 
are very tiresome, and process very little coffee 
compared to the CPUs. Not all the farmers own 
manual equipment, and they also hire each 
otherɉ. KII government official. The AMCOS 
faces high costs at primary processing, 
majorly caused by inefficient processing due 
to poor maintenance of pulpers, washing 
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Figure 33: Farmers who reported climate change to be a 
challenge  
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facilities, fermentation     tanks, drying 
structures and storage facilities. The old 
machines also contribute to inefficiency 
through high maintenance costs, high water 

requirements, frequent breakdowns,  and 
high -power consu mption.  
 

Mismanagement of AMCOS by leaders:  Mismanagement and lack of transparency of 
AMCOS by its officials have been a bottleneck to their growth. The opaqueness in the operations 
of AMCOS attributed to a lack of trust among leaders, especially in disclosing the sales report 
to farmers, has raised  concerns. This, in turn, has led to AMCOS facing financial difficulties, thus 
affecting farmers income Poor management skills and professionalism inrunning  AMCOS as 
per the Act of cooperative management have negatively affected their performance leadin g to 
low payouts to farmers. During FGD with farmers in Songwe, it was noted that ɈIn terms of input 
supply, especially fertiliser, we majorly depend on our FCS, but due to poor management, we have 
been experiencing late supply of fertiliser to an extent we receive the fertiliser when the application 
time has passed making it useless to our crops Ɏɉ. There are also cases of corruption that were 
reported by farmers locally known as Kata kichwa This involves selling of coffee at the
early stages of flow ering in exchange cash or inputs, mainly engineered by cooperative officials. 
Further, the mismanagement has contributed to unfulfilled contractual obligations between 
marketers and AMCOS.  

Unstable coffee prices:  Despite the good 
yields, coffee farmers are constrained by the 
uncertainty of the market prices. This has led 
to a delay in selling the coffee as AMCOs tend 
to wait for better coffee prices for coffee.  
ɈMajor gaps are in the marketplace. We get good 
yields, but when it comes to the market for our 
coffee, we encounter some challenges. Markets 
are not stable, and this is quite challenging. For 
instance, we were forced to sell our produce for 
the last season, on the 9th of March this year, 
since the then prevailing prices were too low. We 
kept postponing sales every now and then until 

we settled for this date.ɉ KII AMCOS. The 
postponement in sales leads to delayed 
payments from farmers, thus lowering the 
new seasons production especially for
coffee farmers wh o depend on the sales 
proceeds to reinvest back in the production. 
ɈThen when we get to the market place the prices 
are very unstable, they keep fluctuatingɉ, KII 
TCB. The rise of intermediaries in the coffee 
sector has led to farmer exploitation as coffee  
farmers do not sell their coffee directly to the 
buyers. The middlemen extortion has led to 
low coffee prices compared to those who sold 

ɈAnother one which is not a major challenge is that we have some leaders of the AMCOS who are 
not trustworthy in terms of disclosing the exact amounts that they sold the farmersɅ coffee at. this 
lack of transparency raises concerns among farmers, but in such incidences, the government 
steps in to follow upɉ, KII with a government official.  

ɈThe AMCOS leaders are not loaded with information and skills on successfully running societies, 
following the Act on Cooperative management. This presents a challenge to the performance of 
the AMCOS KII with a government official.  

ɈɎ we sometimes are challenged by the issue of lacking professionalism. AMCOS is like a business 
entity, the aspects of leadership, accounting, the law (this involves the signing of contracts) and 
management are incorporated in them. So when it comes to management, our cooperatives lack 
strategic plans for both long and short term this means that setting targets for achieving our 
mission and vision is a challengeɅɅ KII with a coffee marketer . 
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to CPUs, which in turn reduces the overall 
profit received by coffee farmers.  

Limited access to market information:  
There is a limited flow of market information 
to farmers and farmer organizations . This has 
made them vulnerable to actors at the higher 
nodes of the supply chain. The market 
information asymmetry has limited farmers
decision -making and price discovery, 
subsequently inveigling their bargaining 
power. Information on coffee prices, 
oppo rtunities in the market and exchange 
rates is mainly a preserve of high -node 
players. ɈɎfarmers face the challenge of market 
accessibility; farmers canɅt access the markets 
directly, limiting their coffee ownership and 
value addition activitiesɉ, KII AMCO 
representative, ɈCoffee markets channels are 
not clear well because we have some middlemen 
who come down to exploit our farmersɉ, FGD 
with farmers.  

Policy -related constraints:  The country 
has made some strides to regulate the coffee 
sector. However, the lack of a standalone 
policy to regulate the coffee sector has limited 
its potential to enhance inclusive access and 
sustained equitable profits to the value chain 
actors. This ha s made the sector reliant on 
government directives that are dynamic with 
changes in government regimes. 
Policies/regulations have not encouraged the 
participation of farmers in the higher nodes 
of the value chain, with limited actions by 
higher node player s to support farmers. 
Further, farmers are not fully aware of the 
policies, including the procedures for farmers 
and farmer organizations to participate in the 
direct marketing of coffee. Further, some of 
the regulations in the marketing of coffee 
through auctions  are prohibitive. For 
example, TCB sets minimum prices which if it 
is too high, the produce is stored for longer. 
Thereafter, the produce is sold off -season 
fetching lower prices.  

Limited adoption of technology and 
good agricultural practices aff ecting:  
Coffee production in Songwe is characterized  
by an ageing farmer population and aged 
coffee trees. Most of the varieties adopted by 
farmers are old, with very limited adoption of 
good coffee agricultural practices, limited 
advancement in coffee pro cessing techniques 
and very limited farm mechanization. 
Supporting research and development in 
advanced varieties, climate -smart processing 
technologies, and farm mechanization could 
greatly reduce the cost of production. The 
promotion of existing technolo gies is also 
critical in improving coffee productivity.  

Minimal integration of farmers in the 
higher nodes of coffee value chain:  Most of 
the farmers are trapped in the lower nodes of 
the value chain which have lower margins 
compared to the upper nodes (Figure 34). 
Generally, the higher the node, the higher the 
profit. Most small -scale farmers and estate 
farmers end up in the second node through 
primary processing. The integration based of 
farmers in the higher nodes of the supply 
chain through value addition enhances their 
ability to enjoy maximum returns. Based on 
the average price and costs presented in 
Figure 34, gains/benefits in crease with the 
increase in the nodes, therefore, farmers 
benefit from additional profits along each 
node of the value chain with maximum gains 
at the highest node of the chain 
(consumption stage) (1 56 USD). A farmer in 
Tanzania earns a margin 0. 1 USD for selling a 
kilo of red cherries . If farmers strive to add 
value by roasting, they will get a margin of 5.6 
USD. Therefore, this justifies the need of 
farmers involvement in the higher nodes for 
them to benefit from higher returns in the 
coffee supply chain.   
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     Figure 34: Average revenue and costs per kg at each node in USD among coffee farmers in Tanzania  
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Table 27: Cost  distribution along the coffee value chain  
Level  Value chain 

node  
Costs (Mild/Washed Arabica) Exchange rate - 2,343 
 Item  TZS USD      

Producing 
country  

Farm Production cost (per kg clean 
coffee)  

       4,000.00     1.7072  

Primary 
processing 
(AMCOS/CPU) 

AMCO Operational costs (Per Kg 
of parchment)  

            10.00      0.0043  

Secondary 
processing 
(Curing)  

Curing charges (per kg of 
parchment)  

          160.00      0.0683  

Export sisal gunny bags (per Bag)         8,050.00      3.4358  
Handpicking bags (per bag)         4,500.00      1.9206  
Advocate fee (per season)       52,900.00    22.5779  
Collateral fee (per kg of 
parchment)  

       8,000.00      3.4144  

Collection bags (per bag)         2,800.00      1.1950  
Levies and 
taxes charged 
direct to 
farmers  

Research contribution tax (0.375% 
of auction total value)  

              9.23      0.0039  

District cess (3% of auction total 
value)  

            73.83      0.0315  

Contribution to trust fund (0.1% of 
the auction total value)  

              2.46      0.0011  

Coffee development levy (Per Kg 
of clean coffee)  

          200.00          
0.0854  

Auction/Buyer  Sample fee (per season) 3,514,500.00  1,500.00  
Exporter  Warehouse costs              75.21      0.0321  

Export business licence (Green 
coffee)  

  300,000.00  128.0410  

Contribution to trust fund (0.1% of 
the total auction value)  

              2.46      0.0011  

Export business licence (Roasted 
coffee)  

   100,000.00    42.6803  

Export Levy (1% of the total 
auction value)  

            24.61      0.0105  

Freight and insurance            225.63      0.0963  
Clearing and forwarding            200.56      0.0856  
Interest (Cost of Money)            200.56      0.0856  
Consumption Tax (10% of the 
export price)  

       1,094.65     0.4672  

Factory Factory costs     803,649.00  343.0000  

Source of data: Tanzania Coffee Board, Tanzania Coffee Research Institute, literature,  International Coffee 
Organization. Calculations by AfriDev Economic Consulting Limited. *** Figures are estimates for Japan as the 
main single country destination for Ta nzanian coffee; **(20gms ground coffee per cup;1Kg makes 50 cups) at 
an average price of USD 4.5000 per cup. 
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Opportunities /Strengths of Tanzanian 
coffee  

Availability of land for expansion:  
Availability of land provides an incentive for 
the production process. The large tracts of 
land in Tanzania in the coffee growing 
regions present provide an opportunity for 
the farmers to expand their coffee 
production, thus increasing the volumes of 
supply in the international market.  

Technological innovation in the 
coffee seed sector:  Tanzania has invested 
in research and technological innovation in 
the seed sector in a public -private 
agricultural institute, TaCRI, through District 
councils. In the coffee strategy plan 2021 -
2025, TaCRI has been tasked with 
researching  improved coffee varieties 
resistant to pests and diseases. The seeds 
are sold to farmers at a subsidized price to 
coffee farmers thus. ɈOne seedling goes for 
about TZS 300 at the nurseries. This is a 
subsidized price because the cost of producing 
one seedling is TZS 800. So, the subsidy 
amount is 500, but these prices are not fixed, 
they can change depending on inflation and 
deflation of the currency and commodities and 
also political interferenceɉ, KII TaCRI. 
Through resear ch and development, TaCRI 
has produced a hybrid variety of Bourbon 
and Kent, which farmers call Compact 
seeds. The variety takes 18 months to 
produce cherries compared to the 
traditional varieties, which take 3 years.  

Emergence of AMCOS in facilitating 
primary processing:  There has been a 
proliferation of AMCOS involved in primary 
processing via the CPUs that have reduced 
the dynamism in coffee quality. Further, 
despite the AMCOS being relatively new, 
they provide a good platform for facilit ating 
farmer integration in the upper nodes in the 
supply chain and access to services such as 
extension and input supply, which is 

important in enhancing the performance of 
coffee at the production node.   

Link specialty and direct sales:  After 
2018, the Tanzania Coffee Board (TCB) 
started licensed AMCOS and estate farmers 
to do redirect sales of coffee, including 
specialty coffee. Direct marketing offers 
potential for farmer integration in the 
higher nodes of the supply chain, increasing 
the value of thei r coffee. ɈɎI know there are 
people already practising the specialty coffee 
like, ɎThey normally harvest their coffee, and 
then it goes for primary processing. They allow 
it to dry in the shade, then take it to the curing 
companies for curing then they export.ɉ, KII 
government official.  

Developing the Tanzania coffee brand 
as a mark of quality:  Tanzania produces 
Colombian Mild Arabica one of the top-

quality beans with premium prices in the 
international market. The emerging new 
markets for Colombian Mi ld, such as USA, 
Italy and Belgium and increased demand by 
Germany and Japan require increased 
export. Additionally, the climatic condition 
provides Tanzania with the capacity to 
export Colombian Mild Arabica as early as 
July/August when the world is facin g a 
shortage in supply of fresh quality arabica 
before Central American, the leading 
producer of Colombian Mild Arabica, 
harvesting season begins. Another brand 
that offers the potential to enhance market 
penetration and prices is Kilimanjaro
Coffee which is performing well in 
countries such as Japan.  

Increased global demand for coffee:  
There has been relatively steady and 
sustainable growth in world coffee 
consumption over the last decades. The 
increased global consumption coupled with 
the reduced prod uction by Brazil and 
Vietnam due to competition from other 
crops, urbanization and a shift to other 
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economic activities presents potential for 
international markets as domestic 
consumption outpowers domestic 
production. This provides a symptomatic 
progress ive change in the global coffee 
landscape, thus allowing Tanzania to 
increase their export volumes.  

Low cost of production:  This is mainly 
attributed to the good soils that require 
minimal input. Further, coffee farmers in 
Tanzania reported a low production cost 
due to reduced use of inputs and the use of 
subsidized fertilizer and seedlings. One 
seedling goes for about TZS 300 at the 
nurseries. This is a subsidized price because 

the cost of producing one seedling is TZS 
800. KII with a government official. This 
provides the potential for Tanzania s coffee
to attract better revenue if sold at good 
prices in the international mark et. 

Favorable  climatic condition:  Despite 
the threats posed by climate change, the 
favorable  weather condition for  coffee 
provides a good foundation for expansion 
and sustained production.  Amidst climate 
change, there is potential to mitigate its 
effects through adopting irrigated 
production and a myriad of climate -smart 
agricultural practices by farmers for 
sustained coffee production.  

 

3.9 Coffee policy and regulatory landscape   
The Ministry of Agriculture is responsible for providing regulations to Tanzania's coffee sector 
in conjunction with the Tanzania Coffee Board (TCB). The primary responsibility of the 
Tanzania Coffee Board (TCB) is to oversee and advise the government of Tanzania on all 
aspects relevant  to the production, processing, and export of coffee.  Its goal is to create 
favorable economic conditions so the coffee industry may thrive in the long run. To enable 
adequate dialogues amongst all industry actors (multi -stakeholder's process), the Coffee 
Development Strategy tasked TCB with being at the centre and leading the overall 
coordination of the plan's execution. It is also responsible for promoting Tanzanian coffees in 
both established and emerging markets and ensuring a conducive environment for 
production, processing and trade. This section elaborates on the existing policies, rules, and 
regulations in the coffee sector, which have played essential roles in sectoral development and 
that continued implementation of the same will improve the econom ic profitability of 
producers while warranting a sustainable economy. Some of the policies guiding the sector 
include:  

The National Agriculture Policy 2013 (NAP 2013):  This policy focuses on developing an 
efficient, competitive and profitable agricultural industry that contributes to improving 
Tanzanians' livelihoods and attaining broad -based economic growth and poverty alleviation. 
The NAP 2013 seeks to address agricult ural -related challenges that affect sectoral 
development. Some bottlenecks include low productivity, environmental degradation, crop 
and pest diseases, poor infrastructure, inadequate support services, over -dependence on 
rainfed agriculture, weak agro -indu stries and low -quality agricultural produce. As described 
in NAP, the Government of Tanzania is steadfast in transforming the agricultural sector from 
subsistence to commercial farming through crop intensification, diversification, technological 
advancemen t and infrastructural development. The government has recognized  and 
improved the business working environment through NAP to favor  the private sector due to 
its importance in economic growth. However, the NAP 2013 does not prioritize  any crop, so 
Tanzania has no specific policy dealing with the coffee industry. Instead, several coffee 
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development strategies, regulations and programs focus on addressing the coffee sector's 
constraints 56. 

The Agricultural Sector Development Program (ASDP) and ASDP 11:  This program 
emphasizes  improving agricultural growth through implementing the country s blueprint and
industrialization  agenda. Additionally, the program underlines the improvement in farm -level 
productive investments, creating an enabling business environment  for potential investors 
and intensifying the access and use of agricultural farm inputs. The Agricultural Sector 
Development Program Phase II (ASDP II) recognizes  coffee as one of main Tanzania s
agricultural value chain commodities.   

Agricultural Sector  Development Strategy (ASDS):  This strategy champions improved 
coffee productivity to improve Tanzania s coffee sector The strategyrecognizes  that creating 
an enabling business environment and optimizing  the internal marketing system can lead to 
a competitive and sustainable coffee sector. Besides, the strategy advocates promoting coffee 
export markets for premium coffee prices by exploring new and emerging international coffee 
markets.   

Tanzania Develop ment Vision (TDV) 2025:  This document articulates that by 2025, 
Tanzania s agricultural sector will transform from a low-productive agricultural economy to a 
semi -industrial economy by implementing science and technology.  

Tanzania Coffee Industry Developm ent Strategy 2021 -2025: This builds on the Tanzania 
Coffee Industry Development Strategy of 2011/2012  2020/2021, and its overall objective is to 
facilitate the performance of the coffee sector to ensure increased income for all actors along 
the coffee va lue chain including farmers so that its contribution to the payment of farmers and 
other actors along the value chain and the economy at large is felt more significantly. The 
Strategy intends to achieve this through increasing coffee production and product ivity from 
68,000 MT to 300,000 MT by 2025 through technical training and development and promotion 
of improved coffee varieties with high yielding and drought tolerant potential, improving the 
quality of coffee and value addition by promoting good agronom ic practices (GAPs) among 
smallholders 57. In addition, the strategy intends to encourage the utilization  of technologies 
during processing by facilitating the use of CPUs (from 35% to 100%) for primary coffee 
processing. Some of the interventions geared towards achieving this include expanding 
Tanzania s international business network alongside the local market, increasing domestic 
consumption of Tanzanian coffee, encouraging participation of women and youth in the coffee 
value chain and improving the business environment for both production and marketing of 
Tanzania coffee. The strategy also intends to acqui re simple testing kits that extension can 
support soil sampling.  

 The Tanzania Coffee Auction Manual , 2017: It stipulates  the government interventions to 
regulate coffee trading at the various auction centres in the Country. Through the Sales 
Committee, t he Tanzania Coffee Board sets reserve prices for each lot. The terminal market for 
Arabica and Robusta is mainly used to determine the auction s reserve price. However, Estate 

 
56 Southern Highlands coffee value chain analysis in Tanzania 
57  TCB (2021) Tanzania Coffee Industry Development Strategy 2021-2025: 
https://www.coffeeboard.or.tz/News_publications/2022 -
2023/National%20Coffee%20Industry%20Strategy_Final%20_25.MAY.2021-2.pdf 

https://www.coffeeboard.or.tz/News_publications/2022-2023/National%20Coffee%20Industry%20Strategy_Final%20_25.MAY.2021-2.pdf
https://www.coffeeboard.or.tz/News_publications/2022-2023/National%20Coffee%20Industry%20Strategy_Final%20_25.MAY.2021-2.pdf
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suppliers with long -term contracts  register their contracts with TCB and the quo ted contract 
prices are used as reserve prices. During bidding, a bid is accepted if it is equal to or higher than 
the reserve price and noted if lower. The growers have to accept noted bids or offer a  reserve 
price to the highest bidder. However, if the b idder does not take the price the lot is withdrawn 
and is offered in the next auction and the coffee cannot be offered to any other exporter at a 
price below the reserve price. During the study, it was npted that though this system is meant 
to protect grow ers, it has gaps that can be exploited. Tanzanian coffee has a very narrow 
season, which means that if it is delayed, it may fetch a much lower price after the season's 
lapse.  
 

Tanzania s government has put in place several measures to ensure coffeefarmers enjoy 
increased profit margins and increased farmer income in the long run. They include:  

Elimination of intermediaries:  The government of Tanzania issued directives in 
2018/2019 regarding the marketing of coffee. These directives were envisioned to increase the 
overall farmer coffee income through increased coffee prices by eliminating intermediaries 
involved in the coffee value chain. The directives included collection/purchase by AMCOS only 
implying that no farmer groups or private traders will be involved in the collection/purchase 
of coffee from farmers. In addition, the AMCOS are allowed to take coffee to curing factories 
and sell it at the TCB auction in Moshi, Kilimanjaro. At the auction, only licensed private traders 
are permitted to purcha se coffee.  

Removal of export duties:  The government of Tanzania has removed export charges 
constraining coffee export as a step aiming at increasing the profit margins earned by coffee 
farmers. For instance, in March 2022, the government of Tanzania remo ved 42 export duties 
out of 47 intended to lower the levies on coffee exports by about $0.3 per kilogram (from $.4 to 
$.1 per kilogram) 58. Reinvestment of the increased gains in the coffee value might increase 
coffee production.  

Enhance access to the int ernational market:  On top of licensing farmers to export coffee, 
still exists barriers to direct contact with foreign buyers. In 2021, the government of Tanzania 
lifted restrictions limiting coffee buyers from directly contacting farmers 59. This has enable d 
foreign buyers to purchase coffee directly from farmers leading to increased profit margins 
among farmers. In addition, international buyers can now contract coffee farmers to produce 
based on their requirements.  

Facilitation of extension services:  The government has been simplifying farmer access 
to extension services facilitating extension officers with motorbikes to ease movement and 
increase the coverage of extension services. ɈAlmost all villages here have an agricultural 
extension officer for t he entire sector. At the district level, we have a subject matter specialist, a 
coffee specialist who assists in giving training on exceptional trainingɉ, a KII Government official.  

 
58 https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=Coffee%20Annual_Dar%20Es%
20Salaam_Tanzania_TZ2022-0003.pdf  
59  Tanzania: Coffee Annual 2022 |USDA Foreign Agricultural Service: https://www.fas.usda.gov/data/tanzania -
coffee-annual -6 

https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=Coffee%20Annual_Dar%20Es%20Salaam_Tanzania_TZ2022-0003.pdf
https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=Coffee%20Annual_Dar%20Es%20Salaam_Tanzania_TZ2022-0003.pdf
https://www.fas.usda.gov/data/tanzania-coffee-annual-6
https://www.fas.usda.gov/data/tanzania-coffee-annual-6
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Public -Private Partnerships:  Through the Ministry of Agriculture under cooperative 
departments, the government of Tanzania has been coordinating partnerships between 
AMCOS and non-governmental organizations  to increase coffee production. For instance, in 
the Songwe region, the Union o f AMCOS is implementing the Agriconnect programme 
supported by 
European Union. 
This programme 
has introduced 
Café Africa, HRNS, 
Solidaridad East 
and Central Africa 
as the 
implementing 
companies. Mainly, 
the programme 
aims at increasing 
coffee productivity 
and improving 
quality while dealing with issues regarding the marketing of coffee. The government also 
partners with VI Agroforestry to aid in seedling production, provides technical support and 
offers extension services for farmer field visits.  

Input sub sidy:  Subsidizing agricultural input encourages input use among farmers, 
enhances crop yields and increases farmer income. The government of Tanzania has invested 
in input subsidies to improve coffee production. The government of Tanzania, through TaCRI, 
has invested in the multiplication and distribution of hybrid coffee seedlings to farmers at a 
subsidised price . ɈOne seedling goes for about TSh. 300 at the nurseries. This is a subsidised price 
because the cost of producing one seedling is TZS Tsh. 800. So the subsidy amount is Tsh.500, but 
these prices are not fixed; they can change depending on inflation and deflation of the currency and 
commodities and also political interferenceɉ, KII TCB 

Facilitating soil tests for farmers:  Testing soil is cr ucial in farming as it enables farmers 
to ascertain the right type and amount of fertiliser needed to improve the nutritional balance 
of the growing media to optimise crop production. Coffee production has a scheduled feeding 
regime to assist in nutrient a pplication. As part of the interventions geared towards increased 
coffee production, the government of Tanzania intends to acquire simple soil testing kits for 
extension officers to enable them to do soil analysis for each farm  er to inform the fertilizer  
subsidy programme.  

Development and distribution of improved coffee varieties:  The government of 
Tanzania, through the strategy, has tasked TaCRI with the mandate of research and 
development, multiplication and distribution of hybrid varieties resistant to  CBD and CLR and 
resilient to climate change to farmers at a subsidized  price. Farmers received 17,613 seedlings 

Our other role is coordinating primary cooperatives and non -
governmental organisations. For example, we are currently 
implementing Agri -connectɅs big projects with the support of the 
European Union. So we have the involvement of implementer 
companies such as Café Africa, HRNS, Solidaridad East and Central 
Africa, who try to increase productivity, improve the quality of crop 
output, and deal with marketing issues. For instance, we are closely 
working with the government to shift from arbitrary sales and 
marketing of sesame to the Warehouse Receipt System. Our role is to 
sensitise the community as a whole and champion the new marketing 
system. KII AMCOS Union.   
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in 2016, 128,468 in 2017, 2,507,000 in 2018, 20,000 in 2019 and 3,000,000 in 2020. Then we also 
have TaCRI, whose primary role is assisting us in research concerning coffee. ɈWe assist in the 
provision of planting materials, that is, the seedlings, but also there are AMCOS that help in seedling 
production, we have the coffee board that provides subsidies to TaCRI to be able to do multiplication, 
then we have NGOs such as Solidaridad who are helping the distribution of the seedlings, and 
hopefully Good Neighbor will joinɉ, KII with Government official.  

Market support and improvement:  The government of Tanzania, through TCB, control s 
coffee buying by setting farmgate prices of coffee in Tanzania to ensure buyers do not distort 
farmers. For instance, before 2018, farmers were selling coffee in groups where nobody was 
controlling the selling of coffee. The current government dissolved the groups and established 
AMCOS with auction markets to set room for regulating coffee marketing. The TCB introduced 
three markets for coffee; farmgate, where buyers were AMCOS with a price set by TCB; direct 
export/sales, mainly for estate farms licensed  to export to the international market and lastly, 
through the auction market.  

. Block Farming:  Coffee production is a perennial crop requiring practice on owned land. 
In Tanzania, most land belongs to the government making land tenure a big issue. Therefo re, 
the government has introduced a block farming system that will ensure that youths/young 
farmers have the right to own farms through leasing of between 33 to 66 years. In addition, 
youths under this farming system are set to benefit from training, input  supply and extension 
services.  
 
In summary , TCB has made some steps in enhancing the regulatory framework amidst the 
financial and human capacity challenges that have limited its effectiveness. However, TCB has 
not taken steps to ensure that its subsidiaries are not operating in the same industry as one 
another, violating the regulations prohibiting the holding of multiple licenses. The same 
traders buy coffee at auctions and from farmers, using new names and locations to bid on 
their own coffee a t the auction. This leads to a conflict of interests that leads to lower prices 
due to reduced competitiveness during bidding. Further, some stakeholders are of the view of 
overregulation of the sector by TCB. For instance, TCB is responsible for setting t he minimum 
price for the coffee, which, if not met during the on -season auction, the green coffee is 
hoarded in warehouses. However, in other cases, the coffee is sold off -season at even lower 
prices than what was offered during the on -season. This affects  the sector as it results in lower 
prices for farmers and delayed payments,  which means farmers have limited financial 
resources for investment in the next season.  
 
Ongoing Government interventions  
Specific government interventions include:  
Support to pr oducers  
× Fertilizer subsidy programme to increase access to inputs at an affordable price  
× Facilitation of extension officers with motorbikes to facilitate movement and increase access 

to extension services  
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× Collaborative initiatives with NGOs and private in stitutions to increase farmers' access to 
improved coffee varieties and extension services through projects run by the AGRICONNECT 
Programme, Solidaridad East and Central Africa, Good Neighbors Tanzania and 
VIAgroforestry , among others.   

× TaCRI- funding re search to develop varieties resistant to CBD and CLR, resilient to climate 
change, advisory services, training, and multiplication of seedlings.  

Support to trade and marketing  
× Market support and improvement - initially no control of buyers - now controlled through 

establishment of cooperatives (AMCOS); introduction of three markets - Farmgate, Direct 
export/sales and Auction  

Support for social inclusion and sustainability of the sector  
× Support for special groups  by increasing their access to financial  services through  soft loans 

issued by District councils. The fund ɄMufumo 4:4:2Ʌ is allocated as follows - Women 4%, 
Youths 4%, PLWD 2% by law. PLWD is not necessarily a group, even individuals are issued.  

 

3.10 Technology and innovation  and global trends in  coffee production and 
marketing  
Currently, coffee in Tanzania is mainly sold through the auction and a small percentage through 
direct sales. Tanzania has no established national digital marketing platforms that c an connect 
farmers to the world. Though there are efforts to digitise the coffee space through global and 
national initiatives, farmers were unaware of them. Some of the coffee industry trends include:   

End-to -end coffee industry digital service : At the global level, Sweden -based Era of We
launched the world s first end-to -end coffee industry digital service, 60  which connects all 
stakeholders (Figure  35). This innovative concept promotes equitable and sustainable business 
models through a global dig ital marketplace and social networking. Through technology, the 
platform will promote direct relationships between coffee farmers, marketers, roasters, and 
consumers and improve traceability through a new open ecosystem. The platform will further 
support a ll coffee farmers to build their own coffee brands and market directly to both roasters 
and consumers and be able to set their prices. Other technologies being promoted include 
blockchain technologies to increase the transparency of the coffee supply chain  by recording 
every transaction as they occur 61.  

 
60 https://www.eraofwe.com   
61 https://www.fantine.io/blockchain -coffee/#blockchainbenefitscoffee  

https://www.eraofwe.com/
https://www.fantine.io/blockchain-coffee/#blockchainbenefitscoffee
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Figure 35 A snapshot of the Era of We website 

Global Coffee Platform : The Global Coffee Platform (GCP) is a unique multi -stakeholder 
membership association of coffee producers, traders, roasters and retailers, civil society, 
associations, governments, and donors, united under a shared vision to work collectively 
towards a thriving, sustainable coffee sector for generations to come 62. Even though GCP is not 
a marketing platform and does not provide digital marketing services, farmers can exploit its 
broad membership network and establish connections with buyers (Figure 36).  

 
Figure 36: A snapshot of the global coffee platform  
 

 
62 https://www.globalcoffeeplatform.org/about -gcp/  

https://www.globalcoffeeplatform.org/about-gcp/
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Social media platforms : social media  provides the most comprehensive digital marketing 
platform ever that can be utilised by coffee farmers to market their coffee (Figure 37). 
Approximately 2.2 billion people actively use Facebook, and 32% of these users regularly 
engage with brands 63.  

 
Figure 37: A snapshot of the world producer forum  

Innovative coffee products : Exploiting innovations in processed coffee products offers 
immense potential for farmers 
to market more exclusive 
coffees. Farmers can be 
facilitated to add value to their 
products by improving the 
processing of the bean. 
Innovative coffees include but 
are not limited to washed, 
honey or slow -dried anaerobic 
processing on raised beds. 
Additionally, value can be 
added by farmer organizations /groups that provide marketing, financial and entrepreneurship 
development. However, farmers seeking to exploit these u nique coffee markets should be able 
to replicate consistent flavors  profiles and quantity. Examples of unique coffee fetching high 

 
63 https://perfectdailygrind.com/2018/05/5 -digital -marketing -tools-coffee-professionals-should-use/  

New technologies that attract speciality coffee consumers and 
high value markets should be used to produce, wash, ferment, 
and dry coffee beansɉ. KII government official.  
 
ɈɎfarmers should be supported and encouraged to adopt 
innovative processes after  harvesting, such as washed 
parchment  coffee, honey or dried cherry (natural),  which are 
made intentionally  to develop complex or exotic flavors and 
aromas in the cup, produced in a natural  biochemical way.ɉ KII 
Marketing  Agency  

https://perfectdailygrind.com/2018/05/5-digital-marketing-tools-coffee-professionals-should-use/
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prices are Indonesian Kopi Luwak 64, which fetches between USD 80 -200 per cup 65 and the luxury 
and rarest elephant coffee 66 . Other rising innovative products are certification schemes, 
including organic farming (Figure 38). 

 
Figure 38: A farm undergoing certification in Mbozi  

Sharing the story behind the coffee cup Branding of Tanzania coffees with specific and 
unique attributes based on social, cultural, terroir and other features of the points of origin as 
closer to the farm as possible. This will create opportunities for direct marketing by farmers, 
subsequently f etching higher prices. Further, coffee branding through Geographical Indication 
(GI) provides pathways for value addition through domestic roasting and packaging (Figure 39). 
Such investments will help widen the market for coffee through segmentation 67. ɈWe have seen 
a wave in the coffee culture focusing on sustainability and transparency in the coffee supply chain. 
This includes a growing interest from consumers to become more aware of how much farmers are 
paid and push for more financial equityɉ. KII Roaster.  

Unlike in the wine industry, coffee terroirs are  least explored and utilised in marketing and price 
setting 68. The past decade has seen a significant increase in consumer awareness and curiosity 
about the food they consume, a trend also seen in the coffee industry. Consumers want to know 
what s in their coffee and how it is produced More excellent communicationchannels between 

 
64 https://www.siamhillscoffee.com/kopi -luwak-coffee-the-most-expensive-coffee-an-honest-opinion/   
65 https://bootstrapbeverages.com/blog/kopi -luwak/   
66 https://www.siamhillsc offee.com/elephant-coffee-the-new-luxury-coffee-how-great-is-it/   
67 https://tanzacoffee.com/   
68 Williams, S.D.; Barkla, B.J.; Rose, T.J.; Liu, L. Does Coffee Have Terroir and How Should It Be Assessed? Foods 2022, 11, 
1907. https://doi.org/10.3390/ foods11131907  

https://www.siamhillscoffee.com/kopi-luwak-coffee-the-most-expensive-coffee-an-honest-opinion/
https://bootstrapbeverages.com/blog/kopi-luwak/
https://www.siamhillscoffee.com/elephant-coffee-the-new-luxury-coffee-how-great-is-it/
https://tanzacoffee.com/

























