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Abstract 
The study provides an output of banana markets characterization in Sudan.  It was 
specifically explores reviewing of the current status of marketing and its investment 
option. The aim of the study was to analyze the potential for developing more robust 
level of environmentally sustainable economic growth through improved system of 
banana marketing. In addition to that, banana markets in Sudan will be examine with a 
view to enhancing rural livelihoods of small-scale farmers. The purpose of the study is to 
develop value addition and competitiveness of banana in the Sudan. In pursuit of this, the 
study identified constraints to marketing and made recommendations for increased 
efficiency of banana marketing in Sudan. The methodology employed was based on a 
rapid assessment technique. The method used both secondary and primary data to 
determine the market prospects for bananas in the surveyed area. Fieldwork for the study 
was conducted from April to May 2007. Primary data was obtained through limited 
interviews using structured questionnaire with open and closed ended questions, with key 
informants from target groups including producers, traders and retailers, in addition to 
that, checklists were used. Secondary data, which guided the survey, was acquired 
through literature review and the collection of available statistics from government 
departments, organizations and academic reports.  Results shows that the different 
regions of the country shown miscellaneous means of socio-economic indicators. 
Key words: Banana markets, investment option, value addition and banana markets 
constrains 
 
1- Introduction 
 
Bananas and plantains are today grown in every humid tropical region and constitute the 
4th largest fruit crop of the world, following the grape, citrus fruits and the apple. World 
production is estimated to be 28 million tons 65% from Latin America, 27 % from 
Southeast Asia, and 7 % from Africa Morton (1987). 
In Sudan, banana is produced commercially in small and medium-scattered orchards 
along the River Nile and its tributaries banks and in large plantations at Kassala. The 
water resources are the Blue Nile River and in an aquifer system in the alluvial deposits 
of the Gash River. The cultivar “Dwarf Cavendish” covers most (95%) of the plantation 
area. A number of other cultivars have been introduced at different times including Grand 
Nain and Williams Selections. However, these improved varieties have shown that these 
can be grown and adopted by farmers successfully and provide a starting point for 
expansion. 23000 ha. – produces about 1150000 tons annually. The crop has the 
opportunity to be exported to the neighboring Arab States and Middle East. Season of 
export extending from October to June (Elhassan, 2011).  
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This study was an output from a study designed to provide the regional banana network 
BARNESA, and its partners with reviewing of the current status of marketing and its 
investment option. Specially, the study characterized banana markets in the Sudan. In the 
process to relevant policy gaps constraining the development of banana markets in Sudan 
also identified. Finally the Study provided information on banana production for local, 
regional and international markets for Sudan. In addition to that, strategies for 
improvement of banana marketing and enterprise development were identified. 

2-  Methodology 
The methodology employed was based on a rapid assessment technique developed by 
(Holtzman et al., 1995). Due to its rapid nature the analysis was illustrative rather than 
rigorous. The method utilized both secondary and primary data to determine the product 
and market prospects for bananas in the surveyed area. Fieldwork for the study was 
conducted from April to May 2007. Primary data was obtained through limited 
interviews using structured questionnaire with open and closed ended questions with key 
informants from target groups including producers, traders and retailers, in addition to 
that, checklists were used. Secondary data, which guided the survey, was acquired 
through literature review and the collection of available statistics from government 
departments, organizations and academic reports. The importance of the sub-sector 
marketing constraints. Demand and supply side analysis and the medium and long term 
market outlook across the sub-sector, for national, regional export trade. Major findings 
are summarised with recommendations made in the form of suggested ways forward. 
3- Economic Overview 
3.1 Overview of Sudan’s marketing status 
Marketing of Banana has always been given little attention in spite of the improved 
technologies required to enhance its perishable nature that requires special tools of 
packing, transportation, storage and handling. Also, low marketing efficiency results 
from the fact that marketing organizations are not well established. Inferior quality of 
Banana coupled with losses of production due to inappropriate post-harvest technologies 
make investment in this field more restricted and associated with risk and uncertainty. 
Farther, absence of past market price data of Banana poses many difficulties in 
monitoring current conditions and in establishing warning system to assist in guiding 
research and developing suitable adapted agricultural policies regarding Banana 
production and marketing. 
The purpose of the study was to enhance marketing and competitiveness of banana in 
Sudan. In pursuit of this, the study identified constraints to marketing and to make 
recommendations for increased efficiency of banana marketing in Sudan. Specifically, 
the study characterized banana markets in the Sudan. In the process, relevant policy gaps 
constraining the development of banana markets in Sudan identified. The study provided 
information on banana for local and export markets for Sudan. Strategies for 
improvement of banana marketing and enterprise development also identified. The study 
provided recommendations to enterprise developers, policy makers, researchers and other 
relevant stakeholders, including credit providers on banana markets and more 
importantly, identify social and economic impacts of banana production and marketing. 
3.2 Agricultural Market Access 
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Market access constraint in Sudan is not high tariff rates, but the almost complete lack of 
access to market of the world’s largest importer. The US imposed an economic embargo 
on Sudan in 1997, which remains in place for all products except gum Arabic. Sudan has 
one of the most restrictive tariff schedule in the region, high tariff undermine Sudan’s 
competitiveness by creating bias against exporting. They raise the cost of tradable inputs 
used to produce exports. Therefore, they make it more profitable for producers to be sold 
in the domestic market rather than exporting.   
The performance of marketing of field crops in the Sudan faces a number of constraints 
chief among them are the following: most of the producing areas -greater Darfur, greater 
Kordofan, kassala, Gedarif, Blue Nile, and White Nile – are located in remote areas far 
away from the consuming centers. The major marketing problems of fruit and vegetables 
is the lack diversity of production within certain areas, an example is mango production 
in Kordofan, the high seasonality of production is coupled with lack of adequate 
infrastructure like paved roads, cold storage facilities, cold transporter, and in adequate 
formal credit. Under these conditions the high transport cost in forms of money or time 
do not justify distant marketing. The processing of fruit and vegetables in the Sudan is 
one of the activities that have been least successful.  
The key institutional involved in agricultural marketing in Sudan include: 1) public sector 
agencies both at the central and local governmental principally playing policy and 
regulatory roles, 2) the organized and informal private sector, 3) civil societies and 
nongovernmental organizations as well as developmental partners.  
Marketing margins for agricultural products in Sudan are extremely high because of the 
lack of an adequate market price information system. Market information provides signal 
for producers of strengthened market information system is therefore, regarded as a pre-
requested for efficiency, and equity of the marketing system. As fruit and vegetables 
marketing is monopolized by the big traders who provide finance to the small producers. 
Conditioned by selling them their produce at very low price, promoting producers 
marketing groups and cooperatives and support to the development of a marketing centre 
for preparation of vegetables and fruit for export seems to be rational intervention. The 
higher marketing margin for crops is affecting negatively the international 
competitiveness of these products. The condition of Sudanese horticultural produce on 
the international wholesales market is well below accepted international export standards. 
Fruit and vegetables are unwashed, and are unsorted, yet the potential quality can match 
that produced in any of countries that compete with Sudan in the international export 
markets.  This is particularly true for mangoes, grapefruits, lime, bananas (as fruit), 
onions, tomato, green beans, and Gallia (FAO, 2005). 
 3.3 Marketing Constraints  
 Banana has the marketing characteristics specific to perishable foodstuffs whose 
distribution is difficult to organize. Being a fruit that is generally eaten fresh, marketing 
of banana should be immediate (Ferris and et al., 2002). In Sudan marketing of banana 
currently faces several constraints along the marketing chain. These include, insufficient 
handling of produce from production to consumption sites and poor product conformity. 
Poor marketing infrastructure in terms of roads, cool storages and cool transport machines 
in banana production zones, particularly in Blue Nile region lead to reduce the volume 
traded. Transport is a major constraint to the marketing of banana. It accounts for the 
biggest cost within the traders margins and also makes traders incur other costs in a bid to 
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reduce on the unit cost through over and poor loading. Credit availability to traders is 
lacking and a constraint to increased marketing potential. Although banana is a crop with 
permanent production, harvesting periods and supplies are influenced by external factors 
such as mango production, this situation leads to competition in addition to that, 
contributes to upward and downward price trends in relation to supply and demand 
volumes. Due to the non-durability of the product, quick and efficient marketing of 
banana is imperative if the commodity is to reach the consumer in a fresh form.  Losses 
especially for highly perishable bananas emerge when marketing systems are slow and 
inefficient.  High losses due to spoilage in transit occur especially with poor roads and the 
overloading of vehicles.   
High per cent losses during transportation and storage are also constraint faced by 
wholesaler. Quality and size of banana fruit are not competing in the international 
markets. There are some Monopoly features on wholesale trader’s side. In-country 
banana traders complained of high taxation rates levied by local councils.  Cross roads 
traders mentioned high local taxes as major factors discouraging trade. These levies are 
no longer decrease marketing margins. Traders see a lack of capital preventing expansion 
of trade. Fieldwork results show low levels of formal credit provision. Respondents point 
to either inaccessible or expensive formal credit sources. Approximately 73.8 per cent of 
respondents rely on informal credit from sale of previous product, sale of animal and its 
products, family and friends. 
4 Demand Analysis 
4.1 Sudanese Banana Market 
It is important that an attempt was made to calculate the size, and hence the importance 
for a range of market segments. Data on market size and consumption is extremely 
limited. However, a number of assumptions have been made. The market has been 
segmented as fallow: 
1- The Khartoum market 
2- Other urban towns like kassala, Sinnar, Singa, Kosti, Port Sudan, Gedarif, Wad 
Medani, El Obied and other markets from north and western parts of the country. 
3- Own consumption. 
Assuming a population of 36 million, total Sudanese consumption of banana is estimated 
as 36.9 thousand tones; all the quantity produced was consumed locally, although there 
was a 15% loss during and after harvesting was occurred according to the survey’s 
results, also because there is no regional and international trade for banana between 
Sudan and other countries.  
 4.2 National Markets 
Figure 3. Shows the major trade flows for banana in the Sudan. Flows are seen from 
production areas to the capital Khartoum and other towns. There are some quantities of 
banana entered from Eritrea via kassala region. Main consumption areas are Khartoum, 
Medani, Gedarif, Sinnar, Kosti, Atbara, and El-Obeid towns. The estimated daily 
volumes for banana traded in the Khartoum markets are shown in Table 7. Generally 
banana demand in the capital seen to fluctuate depending on seasons, during winter 
months it seems to depress demand as people reduce consumption, banana is consumed 
as fruit after or between meals. It is common to have shortage of banana in some towns of 
the country in winter months due to environmental factors.  
4.3 Demand and price changes  
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Demand of banana is fluctuated during the different seasons of the year. 90.9 % of the 
surveyed retailer traders mentioned that there is some change in demanded quantity 
during the year. 70% of them said there is decrease in demand for banana during winter 
months then it will increase gradually until reach summer months. Although price is 
generally vary during the season, 98.4% of retailer detected variation during the season. 
There are many reasons behind price fluctuation during the season of the year. 53.1% of 
respondents said banana prices are increased during winter months, and decreased during 
summer months, the reminders who are about 46.9%  were pointed that, banana price for 
consumer was high in the rainy season and low in winter months. The two figures are 
slightly different, and will be  controlled by the quantity supplied by farmers, retailers 
and wholesalers and quantity demanded by local consumers, therefore, there are other 
reasons leads to variation in consumer price within the same year, these are; 
 1- Fluctuation in banana production 
2- Desire of the consumer 
3- Maturity and quality of banana fruit 
4- Income of the consumer 
5- Risk, uncertainty and losses  
6- Transportation  
7- Competition from other crops like mango and guava 
For our case 81.1%, 10.8% and 8.1% of the respondents cited supply and demand 
mechanism, competition from other crops such as mango and transportation as main 
reasons behind price variation during the season, respectively. 
     4.4 Size of Selected National Market 
Table 1 shows estimated annual volumes for a selection of national markets. Estimates 
are based on volumes of banana transported as identified during fieldwork. Banana 
consumed locally are not included. 
 
Table 1. Size of Selected National Markets 
Consumption location Source Daily volume (tones) 

Khartoum Kassala (Elgash and Elsawge) 

Gresly 
Sabonabi 
North Khartoum 

24 tones 
6 tones 
6 Tones 
NA 

Sinnar Gresly 
Sabonabi 

6 Tones 
6 tones 

Kassala Delta Elgash and Elsawge  12 Tones 
Gedafir Delta Elgash and Elsawge NA 
Wad Medani Delta Elgash and Elsawge 

Gresly 
Sabonabi 

NA 
NA 
NA 

Kosti Gresly 
Sabonabi 

NN 
NA 

El-Obied Gresly 
Sabonabi 
Khartoum 

NA 
NA 
NA 
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Port Sudan Delta Elgash and Elsawge NA 
Atbara Khartoum NA 
El-Fasher Khartoum NA 
Nyala Khartoum NA 
Singa Gresly 

Sabonabi 
NA 
NA 

El-Damazine Gresly 
Sabonabi 
Wad El-Nael 

NA 
NA 
NA 

Shendi Khartoum 
Shendi 

NA 
NA 

 
Khartoum is the biggest market for banana. Selling quantity fluctuates during the year. 
Although, 90% of respondents (retailer trader) point out that in winter months quantity 
bought was decreased due to availability of other fruit, while the quantity will increase 
during summer months. Consumer price is so far suitable, and there is no different price 
during the months of the year. Conversely, 79.3% of the surveyed retailer traders reveal 
that wholesaler’s price decreased in winter months, it will start to increase gradually in 
rainy season. The same factor explained before for price variation can be cited here. 
Selling quantity in kassala market is also fluctuates during the year. Although, 83.3% of 
respondents (retailer trader) point out that in winter months quantity bought was 
decreased due to availability of other fruit, while the quantity will increase during 
summer months. Consumer price is so far suitable, and there is no different price during 
the months of the year. Conversely, all the surveyed retailer traders reveal that 
wholesaler’s price decreased in summer months, and it will start to increase gradually in 
winter months. The same factor explained before for wholesalers’ price variation such as 
rise and fall in production during the different seasons, size and quality of the fruit and 
competition from other horticultural crops can also be reported here. 
Similarly Selling quantity in Blue Nile region markets such as Sinnar and Singa are also 
completely fluctuate during the year. Although, only 50% of respondents (retailer trader) 
point out that in winter months quantity bought was decreased due to availability of other 
fruit, while the quantity will increase during summer months. Consumer price is to some 
extent suitable, although only 50% of surveyed respondents (retailer traders) revealed that 
the price is suitable and will covering the marketing cost.  There is no variation in price 
during the months of the year. Conversely, 58.8% the surveyed retailer traders reveal that 
wholesaler’s price increased in winter season, and it will start to decrease gradually in 
summer months. The same factor explained before for wholesalers’ price variation can be 
cited here, but   factors such as risk and uncertainty, transportation, and competition from 
other horticultural crops can also be cited here. 
 Generally about 91% of country retailer traders reported that there was change in selling 
quantities during the year, therefore, 70% stated that selling quantities increase in rainy 
season and start to decrease in winter months. Similarly bananas price are also vary 
during the year although it was referred by 98.4% of the respondents. The reasons behind 
price variation embedded on fluctuation in quantities supplied by different actors and 
availability of other crops. 53.1% and 46.9% respondents mentioned that banana price 
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will increase in winter months and rainy season, respectively. There are many reasons 
behind consumer price variation with in the year:- 
1- Production fluctuation. 
2- Size, quality and maturity of the fruit. 
3- Income of the consumer.  
4- Consumer desire.    
5- Risk, uncertainty and loss.   
6- Degree of the competition from other crops. 
4.5 Market Price Trends 
Time series data for retail banana prices in the Sudan are shown in Figure 1. Most 
markets experienced similar price levels with nominal prices suggesting an upward price 
trend in Khartoum, Kassala, Medani and Nyala and downward trend in Damazine and El-
Obeid markets.  Although, Nyala and El-Obeid are located in remote areas, they seem to 
have less correlation with other markets. Therefore they have the highest retail price 
when compared with other markets. There were some correlations found between price 
movements across the markets indicating some degree of integration in country markets 
for banana especially for the selected markets  
 
Figure 1.   Annual Average Prices of Banana for Selected Markets 
 

 
 
Figure 2. shows price movements during the season for the major markets, it shows 
similar manners, as shown, prices for Medani, Damazine and Khartoum are started to 
increase from May. On the other hand, prices of retail banana in Kassala market are 
slightly fluctuated during January and December. The following trend equations will 
illustrate more: 
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Table 2. Trend Equations, Correlation and Regression Coefficients for Banana Prices 
             for Selected markets 
Market Trend equation Regression 

Coefficient  
Correlation 
coefficient 

Khartoum Y = 0.92 + 0.02x 0.40 (Madani)   0.9 
Kassala Y = 0.62 + 0.11x 0.80 (Madani)   0.8 
Medani Y = 0.85 + 0.02x 0.42 ( kassala)  0.7 
Damazine Y = 0.94 + - 0.004x 0.003 - 
El-Obeid Y = 1.85 + - 0.05x 0.05 - 
Nyala Y= 1.20 + 0.31x 0.91 - 
4.6 Seasonal Price Variation 
Farm gate prices recoded during fieldwork show that farmers received low prices during 
peak harvest periods and high prices during low supply periods. In summer months which 
start from mid March up to end of June farm gate prices are seem to be low. Although, 
about 63% of respondents farmers cited that there is low farm gate prices during summer 
months. Reasons behind that are numerous therefore, about 72% and 25% of surveyed 
farmers cited there is surplus in banana production and delivery of other fruits during that 
period, respectively. In contrast to that, farmers received high farm gate prices during 
winter months, therefore about 60% of respondent farmers reported that in winter months 
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the farm gate prices were raised, reasons behind that are low production during winter 
months and scarcity in other competed fruits.  
From the above picture, it reveal that bananas peak harvest periods did not matches the 
period of high farm gate prices, therefore about 86% of investigated farmers mentioned 
that in case of finding some kind of matches between peak harvested period and period of 
high farm gate prices, is due to unplanned aspect, as a fact about 87% were referred it to 
the unpredicted nature of future farm gate price, therefore about 80% of surveyed banana 
producers pointed out that the high farm gate price periods did not matches with their 
peak harvest period. Again from the fieldwork, it is appeared that there were different 
actors engaged in determination of banana farm gate prices, these actors will be listed 
according to their importance: 
     1- Vegetables and fruit producers union. 
     2- Market mechanism.  
     3- Wholesaler traders. 
     4- Committee between merchants and vegetables and fruit producers union. 
These actors depend in their determination on the following: 
  1- Quantity supplied by producers and quantity demanded by different traders. 
  2- Negotiation in size, quality and maturity nature of the product. 
  3- Setting price by wholesaler traders.  
 4.7 Overview of Market Potential for Banana 
Good sales growth potential is seen in urban areas mainly in the capital, Medani and 
Sinnar towns. Growth is seen as linked to population size and rising incomes.  
5- Supply analysis      
Figure 3, below shows a generalized picture of the major participants in the banana 
supply chain; theses participant are discussed individually below: 
 
Figure3. Generalized Overview of Banana Market Supply Chain 
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5.1 Farmers  
Banana producers sell their production directly to the wholesalers, some time they sell 
part of it to rural retailers if the farm is conveniently situated near rural villages. Price 
negotiation is usually performed before the bunch is cut however, wholesalers has an 
important role in price determination. Although, he by way or other offers some credits to 
farmer for production of the banana, generally all harvesting and transporting costs are 
covered by wholesaler. Farmers sell their banana in cash and delayed modes. In kassala 
and Blue Nile regions 74.2% and 91.3% of surveyed farmers sell their product in cash, 
respectively. While about 60% of farmers in Khartoum sell in delayed mode. The 
majority of producers in the Sudan are small scale farmer, selling their product either to 
wholesaler traders, or to rural retail traders. 
 5.2 Wholesale Traders 
 Wholesale traders can buy directly from farmers, small traders, and sometimes from 
other large traders who fail to get enough bunches for transportation. Wholesale traders 
are also used to deliver banana from producing areas to the different markets of the 
country. Therefore, they used to hire private Lorries for transport. The capacity of trucks 
is almost about 6 tones. The size of lorry allows ease of movement between farms when 
collecting banana. Poor roads discourage use of cool trucks. There were no specifically 
designed trucks for transporting bananas. Bananas are wrapped in banana leaves to avoid 
bruising of fingers. Refrigerators are located in the big towns and cities. They perform as 
wholesaler points. Although about 67% of the wholesale traders who were engaged in 
banana supply were used to buy banana from farmers. Sometimes they used small cars 
with carrying capacity of 2 tones to deliver banana to near targeted markets. The losses 
during transportation do no longer missing, although it was reached up to 15%. The 
banana brokers are faced many problems during their transaction: 

1- High operating costs mainly for electricity, transportation and rent 
2- High percent of losses  
3- abundance of other fruit  
4- high levies  and local taxes 
5- lack of  marketing opportunities  
6- bad roads 
7- absence of banana panel 
8- fluctuation in quantities produced and their farm gate price  

 
 5.3 Retail Traders 
Banana retailers are mostly found in urban areas. Most retailers sell bananas in a 
range of other commodities such as vegetables, orange and mango.  They buy from 
wholesalers in morning at price largely determined by market mechanism of supply 
and demand. Consumer price will fall by the end of the day due to the perishable 
nature of the fruit and absence of appropriate storage facilities. Most consumer trade 
is done in the afternoon, banana rarely stored overnight. Some retailers access credit 
daily from wholesalers. Retailers prices are fluctuating during the months of the year, 
therefore about 53% of the surveyed retailers cited that the sell price will increase in 
winter months and then start to decrease in summer months. Reasons behind that are 
embodied within the supply and demand mechanism, abundance of other competing 
fruits and transportation constraints.  The daily supplied banana by wholesalers to any 
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retailer was ranged from 25 to 300 Kg with an average of 89 kg, while the number of 
banana sold per day by retailers ranged from 10 to 250 Kg with an average of 68 kg.  
Retailers mentioned many problems in their business: 
1- some varieties are poor quality lead in high losses during the different 
       marketing operations. 
2- High buying prices from wholesalers, even though, it was fluctuated during the 

day will narrow the marketing margins.           
3- Week purchasing power for consumers leads to accumulate retailer’s debt to the 

different wholesalers 
4- Competition from petty traders although they are free from any taxes or levies     

      5- Absence of cool storage facilities therefore, retailers used to decrease their  
           Selling price by the end of the day to minimize loses. 
5-4 Market Linkages 
To measure market linkage, correlation coefficients are used to examine if price 
movements for different regions are consistent with one another. Correlation co-efficient 
values close to one indicate movements are similar, while those close to zero show no 
similarity in the direction of movement (Nkuba et. al., 2002). Time series data was 
collected to examine linkage between separate markets. Therefore monthly average 
consumer price for each market are used. Table 8 gives correlation coefficients for the 
different banana markets in the Sudan.  Markets of Medani, Kassala and Khartoum are 
highly correlated with each other, therefore their correlation coefficients ranged between 
0.7 and 0.9. Table 2 and Table 3 
 
Table 2. Trend Equations, Correlation and Regression Coefficients for Banana Prices 
             for Selected markets 
Khartoum market monthly price equation: Y = 1.08 + 0.0009x      R2 = .0008 
Kassala market monthly price equation:     Y = 0.81 + 0.0731x      R2 = 0.71 
Medani market monthly price equation:     Y = 0.56 + 0.0655x      R2 = 0.65 
Damazine market monthly price equation: Y = 0.57 + 0.0313x      R2 = 0.75  
 
Market Trend equation Regression 

Coefficient  
Correlation 
coefficient 

Khartoum Y = 0.92 + 0.02x 0.40 (Madani)   0.9 
Kassala Y = 0.62 + 0.11x 0.80 (Madani)   0.8 
Medani Y = 0.85 + 0.02x 0.42 ( kassala)  0.7 
Damazine Y = 0.94 + - 0.004x 0.003 - 
El-Obeid Y = 1.85 + - 0.05x 0.05 - 
Nyala Y= 1.20 + 0.31x 0.91 - 
 
 
Table 3. Correlation Coefficients for the Different Banana Markets 
 Medani Khartoum Kassala Damazine El Obied Nyala 
Medani 1      
Khartoum 0.9 1     
Kassala 0.8 0.7 1    
Damazine - 0.1 - 0.4 0.1 1   
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El Obied - 0.4 - 0.1 - 0.2 0.5 1  
Nyala 0.3 0.2 0.8 0.2 - 0.3 1 
 5.5 Trading Costs and Margins in the Supply Chain  
The information provided below in Table 4a &b is an indication of the costs and margins 
incurred by participants in the banana marketing chain. Figures are based on data 
obtained by Ministry of Agriculture and Forestry fieldwork performed in Khartoum for 
wholesale and retail traders. Banana costs and revenues are based on banana trading 
between Kassala, Blue Nile and Khartoum regions. Participants dealing with banana 
trading can achieve attractive margins if they can sell sufficient volumes. 
  
 Table 4 a. Trading Costs and Margins per Tone for Wholesale Traders 
Items Costs in SDG 
Buying  312.50 
load  11.25 
Transport  15 
Loss  5.53 
Storage  - 
Packing  - 
Others  - 
Total marketing cost 31.78 
Total cost  344.28 
Revenue  245.83 
Selling price 558.33 
Net margin  214.40 

 
Table 4 b. Trading Costs and Margins per Tone for Retail Traders 
Items Costs in SDG 

Buying  558.33 

load  - 

Transport  39.44 

Loss  52.68 

Storage  - 

Packing  - 

Others  - 

Total marketing cost 92.13 

Total cost  650.46 

Revenue  268.93 

Selling price 827.27 



IJISET - International Journal of Innovative Science, Engineering & Technology, Vol. 2 Issue 5, May 2015. 

www.ijiset.com 

ISSN 2348 – 7968 

691 
 

 

Net margin  176.80 

 
6- Major Findings 

1. In banana marketing process net margin gained by the wholesalers was higher 
than that of the retailers had.  

2. The main reason for Sudan’s failure to supply banana to the neighboring and 
international markets is failure to prepare traded volumes and quality standard 
fresh banana. Furthermore, poor farm management that is wide spread on many 
rural farms leads to failure to supply further to the internal markets. 

3. Because of the poor infrastructure in terms of roads and transporting tools in the 
production regions, transport is the major constraints in the marketing and 
distribution of supplies. It accounts for the biggest cost of production and is 
responsible to high prices. It is also the main reason why poor handling or loading 
is carried out as traders try to reduce the unit cost.   

4 There is a potential to increase investment in banana production. At the moment 
production still small this is due to small internal market. Expansion of this sector 
seems available with the international market. And for this to be realized there 
need to expand and improve planting and production of the banana. As well as 
processing of banana should be introduced.   

7– Recommendations 
Although the banana sub sector in Sudan is facing limited constraints and the priority is 
to insure sustainable efficiency of the banana marketing chain from rural production areas 
to urban consumption zones. The country also seeking increased value from its resource 
base; this can be truth if strategies are pursued to increase productivity and earnings to 
farming households, also to capture regional market opportunities. There is a strong need 
to initiate private sector to invest in banana sub sector by Submission of many incentives.  
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