


Marketing oriented knowledge for Need-based Support to Sesame Farming Community in Sheikan locality - North Kordofan State, Sudan


Abstract 
Providing agricultural education to farmers about basic dimensions of agricultural marketing is the need of the hour. Marketing awareness enhances market opportunity identification which helps farmers evaluate market options for new products to encourage diversification. The objective of this research is to determine marketing orientations knowledge need for sesame framers in Sheikan locality. Multistage sampling technique was used to select one hundred and fifty headed households (150 HH) represent 10% from the total size included all administrative units in the area. Primary data were collected from target beneficiaries by using a questionnaire which was designed and randomly distributed and direct observation. Secondary data were obtained from scientific publications, books, reports and available documents from relevant authorities. The data were analyzed using statistical tools. Frequency distribution and percentage were used to indicate the proportion of responses to certain variables, chi square test was performed to test relationship between variable of the study. The findings revealed that 11.7 % of the respondents had access marketing information from other farmers, majority 84.4 % from traders and only 3.9% obtained from the extension agent. 74.7% need information about transportation, storage, prices, and marketing regulations. 78% need to know about the value added process.  Intermediaries, low price, and transportation recorded as Challenges 61.3 %, 29.7, 2.7 respectively. Result of Chi-squire test showed that significant association at the level ≤ 0.05 between methods adopted for selling and society partnership, (P=.000, DF =3, X2 =36.730a), planning for cultivation and society partnership, (P=.000, DF =3,  X2 =84.751a), source of access information and society partnership, (P=.000, DF =4, X2 =74.038a), planning for cultivation and age, (P=.02,  DF =9,  X2 =25.532a), and calculation cost before planting and education, (P=.011, DF =12, X2 =26.017a). Recommendations refer to farmers require extension services on market-oriented production. 
 Key words: Agricultural marketing, Household, Marketing awareness, Multistage, Sudan 
Introduction
Many developing countries are embarking on agriculture development strategies aimed at promoting market orientation of subsistence farmers and their eventual integration into the market economy. Among many agricultural extension services the concept and practice of marketing extension have not yet deeply rooted in the public extension service (Shepherd, 2007). The marketing extension services helps extension and farmers evaluate market options for new products with an emphasis on higher value goods (Shaun Ferris ,et al 2016), Therefore tempo of sustainable development goal (SDG). Farmers lack necessary skills and competence to undertake schematic marketing of agricultural commodities and protect themselves from the trade abuses wide spread in the system. The farmers need to be exposed to the actual needs of consumer and prepare themselves for producing such products in a desirable form (Vikram Singh and J.P.Singh 2003).
Facilitating market linkages and building marketing and agribusiness capacity of subsistence farmers goes hand-in-hand with promotion of appropriate production technologies and practices. Hence, agricultural extension services in developing countries need to shift from production-oriented system to more market-oriented service to help farmers link and adapt to changing markets (Berhanu, 2012). Sesame (Sesamum Indium L.). Sesame is considered as one of the important oil seeds crop besides being a food for human being whether directly as a seed or oil as a main material for many food industries like different sweet industries besides. it use in eating ,medicine, soup industry and cleaning ,washing oils ,cooling cream .fodder from sesame used as food for animals .there as an increase in international and external consumption and more attention was given to develop and increase production(halla,2011). Sesame is grown in many parts of the world on over 5 million acres (20,000 km2). The largest producer of the crop in 2007 was India, China, Myanmar, Sudan, Ethiopia, Uganda and Nigeria, (Ali2014).  A large majority of sesame is marketed as seed. Sesame seeds contain 50% oil and 25% protein. Sesame in Sudan is mainly produced under semi-mechanized and traditional farming systems. It is grown entirely under rained conditions, and is grown with little or no use of machinery or modern inputs under the traditional farming system. The major sesame growing areas in the Sudan are located in the Kordofan, Sinnar, Kassala, and Blue Nile states (Imad2015) The State of North Kordofan has comparative and competitive advantages in producing many agricultural crops, especially oilseeds (Sesame) (report, 2007). The extension system in the rural areas should be re-oriented to meet the challenges in 21st century due to globalizations (Singh, 2001). Srivastava, (2007) stated that it has become necessity to shift extension focus from production-orientation to market-led extension which results in increasing farm income. Market-led extension help the farmers to minimize the production costs, improve the quality of farm produce, increase the product value and marketability resulting in increase of income to the farmers. Marketing extension are activities which extension workers can carry out to assist farmers with their marketing (FAO, 2002) Due to lack of special unit for marketing extension in the department of agricultural extension & technology transfer in State ministry of Agriculture and Rural development to provide farmers with marketing information's related to supply and demand, market indicators, market sites to help them  to make the right decisions to determine what he want to grow what  the market needs (consumer desires) what is the required variety and quality specifications, the farmers , has not known  post-harvest processes to importance of the crop  quality to be able to compete in the local and international markets , according to these constraints and  absence of the role of marketing extension and lack of training opportunities for extension agents in the State and farmers. The farmers lack the knowledge and skills access crops marketing activities, so this research highlights the marketing extension needs for farmers especially sesame. It is very important to investigate the effects of public marketing extension services as well as to analyze if these services raise agricultural output and assist farmers to make more revenue and profit. A study conducted by Alhabbab and Alrimai (2002) showed that 73% of the agricultural producers in Jordan indicated their need for marketing guidance (Radi, 2020). 
Based on the above mentioned arguments, this study focused on the determination of marketing oriented knowledge for providing need-based support to Sesame farming community in the study area. 




Methodology
Study area 
North Kordofan State is one of three states forming greater Kordofan. The area is estimated to be about 239.000 km2 and divided into nine localities, its lays between latitude 12⸰ 10⸰- 16⸰ 39⸰ N, and longitude 27⸰ and 32⸰  25⸰ E.( Mekki Abdalla et al, 2019)   ). The state total area is 185,302 km² at an altitude of 1,500 feet, divided into eight Localities: Sheikan, Um Rowaba, Bara, West Bara, Um Dam Haj Ahmed, Um Kraidim, Sodari and Gabrat El Sheikh (Figure 1). Sheikan locality is composed of four districts. These are Kazgail, Abu Haraz, Khor Tagget and Umashira, Omsemiama, In addition is a non- demarcated rural council for nomads, which represents the nomadic people who move within the previously mentioned demarcated rural council. Sheikan locality located in the central part of Kordofan region. The population of Sheikan locality is about 1,430,000 inhabitants, from which 42.2% are women (Department of Statistic, 2003).
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Figure 1: Map of North Kordofan (Study area) developed, 2022.
Sampling technique, Data collection, and Analysis  
The study was conducted in the Sheikan Locality included all different administrative units which are: (khortagat, Aboharaz, Kazgial, Omoshiara, Omsemima). Multistage sampling technique was used to selected respondents used for the study. The first stage was  selection of villages, the available records indicated that there are 173 villages in the targeted administrative units, thus the selection of(5%) of these villages gave eight villages (lewiab, Memsoka ,Omarda ,Ebnoya ,Ryash ,Omashiara ,Abusaadianom) that  are adequate sample to represent the results of the study, in a random method .The second stage was the selection of households in each selected village, 10% of total number of household in the village1505 were randomly taken making a total of 150 headed households’ farmers. Data collection was obtained via structured questionnaires targeting the 150 farmers (HH). Data collected  through interview were analyzed using statistical tools (i) frequency distribution and percentage were used to indicate the proportion of responses to certain variables (ii) chi square was used to test  relationship between personal characteristics and farmers marketing extension needs.
Results and Discussion
1. The Socio-economic Characteristics of the Respondents
Socio-economic characteristics 
Table 1: Distribution of respondents by personal characteristics
From table 1-(62.7% )  of the respondents were males, while the rest (37.3%)were female. Majority of the respondent (80.7%) were married will only5.3 %were single. most of the respondents (in 49.3 % of the sample households) fall in the age group of more than 50 years. This indicates a middle rate of economically active population in the study area (both males and females).  It also indicates more dependency and a potential for high agricultural production and income, less likelihood to accept change, adoption of innovations, and less interaction in development processes. This is while (22.0 %) of the respondents fall in the age group 41-50 years. The findings reveal that about 58.7% of the respondents were not educated. . Only 42.3 % of respondents in the sample received education at different levels, including, khalwa, basic, secondary, and higher education (11.3%, 14.7%, 13.3% and 2.0%, respectively).  The study shows the high level of illiteracy in the area among the respondents in North Kordofan State, which amounts to 51.7% (2009 census). This result indicates also less of adoptions of innovations among the farmers in the area. Majority of the respondents were rained farmers (87.3% of the male sample members, were practicing farmers). As reported by Rahama, (1997), other minor occupations practiced by 8 % of the sample included work as merchants and labors. This result confirms the fact that agriculture is the main economic activity in the rural communities, and all the family members depend on it to ensure the household food security. on years of experience that table reveals that(79.3%)of the respondents had more than 11years of experience in sesame farming,10.6% had between 6 to 10years of experience and 5years of experience(10.0%).in therefore implies that the respondents are well experience in Sesame production .Considering distribution of the respondents by help group about (70.7%) did not belong to any group. will(29.3%)of the respondents were into cooperative society Also ,the table shows that majority ( 90.6 ) of the respondents had access to fund for Sesame production from personal savings.

Table 1: Distribution of the respondents by sources of marketing Information 
	Marketing Information
	Frequency
	Percentage

	Other farmers
	9
	11.7

	Traders
	65
	84.4

	Extension agent
	3
	3.9


Sources (field survey, 2022)                            N=150
The rsults in table (1) above showed that (11.7 %) of the respondents had access their marketing information from other farmers, majority (84.4 %) from traders and (3.9% ) obtained from the Extension agent. This result confirms the need agricultural extension marketing to provide stakeholders with adequate information. (Shaun Ferris,et al, 2016) refer to A gap in the market  information from the extension agent refers to a part of that market where the competitors of an enterprise are not meeting the customer’s needs and, thereby, opening up an opportunity for new business.
Table 2: Distribution of the respondents by marketing Extension needs 
	Marketing Extension needs
	Large Extent
	Some Extent
	Not at all

	Marketing Information
	74.7%
	21.3%
	4.0%

	 Farm Planning
	48%
	39.3%
	12.7%

	Production Cost
	66.0%
	22.0%
	12.0%

	Post-harvest  process (value added)
	78%
	5.3%
	13.3%


Sources (field survey, 2022)                            N=150
Table 2 shows majority (74.7%) of the respondents need a wide intervention regards marketing information such as transportation, storage, processing, grading, prices, taxation, marketing regulations which help Sesame farmers to make right decisions what he want to grow, what the market needs (consumer desires) what is the required variety and quality specifications. On planning farming (.48.0%) of respondents need to aware about which location and varieties need to plant. (66.0%) of respondents need a large extent in cost production and (78%) of the respondents need to know about the Post-harvest process or value added process. This result in line with (Himadri Roy, 2019) state that farmers should be provided with proper up to date information ranging from production technology to market oriented knowledge i.e What to produce? When to produce? How much to produce? When and where to sell? at what price? And What form to sell his produce.


Figure 2: places of selling products
Results in figure 2 above shows that 77.3% of the farmers were sold their crops for inter villager or traders in the villages around, 8.7% villages inside village, while only 7.3 sold in central market, and only 6.9% were sold for other.

Figure 3: preferences way of selling products
The results reveal that 69.0 %of the respondent sells their crops by individual, while 24.3% sells their crops by group. group of farmers working together to produce a particular crop or product to market specifications can achieve economies of scale, the farmers can be negotiate directly with buyers or exporters in large cities to obtain higher prices and arrange less-expensive transportation to these markets, (Swanson, 2008). This result indicated that sesame farmers need to be in association to strength their unity in the decision of when sell and to whom. This result reflects as shown in Figure: 3 this implies S-SFs need large extent on how to sell their crops.


Figure 4: suitable time for selling 
Result in figure: 4 shows that more than half of respondent 58% Sold their crops after harvest during (December-February), 26.6 % (March-May) and 8.7.% Sold their crops when the price increase. As presented in Figure: this indicates sesame farmers sold their crops after harvesting during period (December-February) because sesame farmers were need money to recover their loans.
Table 3: Challenges and marketing constrains facing sesame framers 
	Marketing Constrains
	Frequencies
	Percentages

	Low price
	44
	29.3

	Transportation
	4
	2.7

	Intermediaries
	92
	61.3

	Funded by villages traders
	10
	6.7

	Total
	150
	100


Sources (field survey, 2022)                            N=150
The results in table: 3 showed that majority 61.3 % of the respondents were faced intermediaries, 29.7 % their faced low price, while 2.7 suffering from transportation. Agricultural marketing problems vary from commodity to commodity largely due to the seasonality of production, the variations in its handling, storage, processing and the number of intermediaries involved in them. (Haji, 2014).



Table 4: Sources or way of Finance 
	Percentages
	Frequencies
	Sources of Finance

	83.3
	125
	personal servings

	3.3
	5
	Bank credit facilities

	6.7
	10
	Cooperative society

	6.7
	10
	Traders

	100
	150
	Total


 Sources (field survey, 2022)                            N=150
The findings in table 4 above showed that majority 83.3. % of the respondents had access to fund for Sesame production from personal servings. While 6.7 Cooperative societies furthermore 6.7% had access fund by traders. Only 3.3% had access fund by Bank credit facilities. Based on the result presented in table 4  implies that sesame farmers had access funded from personal servings and his it very heavy cost, therefore farmers need be in association to reduce production cost. 
Table 5: Means for Transportation 
	Percentages
	Frequencies
	Transportation their  crop by

	8
	12
	 Head load

	85.3
	128
	Donkey

	6.7
	10
	Car

	100
	150
	Total


Sources (field survey, 2022)                            N=150
Table 5: shows that 85.3% of the respondent transported their crop by donkey while 8% by head load .6.7% by car. Farmers in the area need road and improve their transportation process. 
Table 6:  method of storage  
	Percentages
	Frequencies
	storage

	83.3
	125
	Traditional storage

	10
	15
	Improved storage

	6.7
	10
	Missing 

	100
	150
	Total


Sources (field survey, 2022)                            N=150
Finding in table 5 shows that 83.3% of the respondent were store their crop in house with traditional way (storages without fire and pest protection).while10% were store in more secure places. Previous studies (Ahmed, 2010) indicated storage is the process by which to save the crops in a good condition for sale to the consumer. Also storage helps to balance supply and demand. However some sesame farmers store their crops long time to get remunerative price. Based on the on the result in table: sesame farmers need more extend on how to store their crop. 
Table 7:  application of Value added
	Percentages.
	Frequencies
	Apply Value added

	12.7
	19
	apply

	80.6
	121
	Not apply

	6.7
	10
	Missing

	100
	150
	Total


Sources (field survey, 2022)                            N=150
Table 8: shows that 80.6% of the respondent weren't applied Value added for their product, while12.7%were applied it. Previous studies argue that basically market-led extension considers farmers as an agripreneur and enables farmers to get high returns (money to money) out of the entire farming enterprise. This also facilitates farmers with diverse baskets of package of practices suitable to local situations/ farming Systems (Himadri, 2019).
2. Results of Chi-square Test
Result of Chi-squire test in the following tables showed that significant association of variable tested. In table (8) there are significant associations at the level ≤ 0.05 between methods adopted for selling and society partnership, (P=.000,   DF =3, X2 = 36.730a).  In table (9) revealed that there are significant associations at the level ≤ 0.05 between planning for cultivation and society partnership, (P=.000, DF =3, X2 =84.751a).  In table (10) indicated that there are significant associations at the level ≤ 0.05 source of access information and society partnership, (P=.000, DF =4, X2 =74.038a). In table (11) result depicted that there are significant associations at the level ≤ 0.05 between planning for cultivation and age group, (P=.02, DF =9, X2 =25.532a). The result extended in table (12) showed that there are significant associations at the level ≤ 0.05 between calculation cost before planting and education level, (P=.011, DF =12, X2 =26.017a).

Table 8: Chi-square for significant association between the Methods adopted for selling and Society partnership
	
	
	
	Methods adopted  for selling
	Total 

	
	
	
	Before harvest 
	Individual
	Group
	Shail
	

	Society partnership 
	Member
	
	5
	39
	0
	0
	44

	
	
	Society partnership
	11%
	88.6%
	.0%
	.0%
	100.0%

	
	
	Method adopted for selling
	100.0%
	39.8%
	.0%
	.0%
	29.3%

	
	
	Total
	3.3%
	26.0%
	.0%
	.0%
	29.3%

	
	Not member
	
	0
	59
	37
	10
	106

	
	
	Society partnership
	0%
	55.7%
	34.9%
	9.4%
	100.0

	
	
	Method adopted for selling
	.0%
	60.2%
	100.0
	100.0%
	70.7%

	
	
	Total
	.0%
	39.3%
	24.7%
	6.7%
	70.7%

	Total 
	
	5
	98
	37
	10
	150

	
	Society partnership
	3.3%
	65.3%
	24.7%
	6.7%
	100.0

	
	Method adopted for selling
	100.0%
	100.0%
	100.0
	100.0%
	100.0

	
	Total
	3.3%
	65.3%
	24.7%
	6.7%
	100.0


P ≤ 0.05 = Significant, indicating by Chi-square test.           Sig. (2-sided) = .000              
Degree of freedom = 3         X2 = 36.730a


Table 9: Chi-square for significant association between the planning for cultivation and society partnership
	
	
	
	Planning 
	Total

	
	
	
	Weak
	Medium 
	No
	Excellent 
	

	Society partnership 
	Member 
	
	23
	21
	0
	0
	44

	
	
	Society partnership
	52.3%
	47.7%
	.0%
	.0%
	100.0%

	
	
	Planning 
	100.0%
	35.6%
	.0%
	.0%
	29.3%

	
	
	Total
	15.3%
	14.0%
	.0%
	.0%
	29.3%

	
	Not member 
	
	0
	38
	49
	19
	106

	
	
	Society partnership  
	.0%
	35.8%
	46.2%
	17.9%
	100.0%

	
	
	Planning 
	.0%
	64.4%
	100.0%
	100.0%
	70.7%

	
	
	Total
	.0%
	25.3%
	32.7%
	12.7%
	70.7%

	Total
	
	23
	59
	49
	19
	150

	
	Society partnership
	15.3%
	39.3%
	32.7%
	12.7%
	100.0%

	
	Planning 
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%

	
	Total
	15.3%
	39.3%
	32.7%
	12.7%
	100.0%


P ≤ 0.05 = Significant, indicating by Chi-square test.                Sig. (2-sided) = .000                     
Degree of freedom = 3          X2 = 84.751a



Table 10: Chi-square for significant association between the source of access information and society partnership
	
	
	
	Source of access information
	Total

	
	
	
	0
	Extension office
	Research station
	Farmers
	Traders
	

	Society partnership
	Member
	
	0
	3
	9
	32
	0
	44

	
	
	Society partnership
	.0%
	6.8%
	20.5%
	72.7%
	.0%
	100.0

	
	
	Source of access information
	.0%
	100.0%
	100.0%
	50.8%
	.0%
	29.3%

	
	
	 Total
	.0%
	2.0%
	6.0%
	21.3%
	.0%
	29.3%

	
	Not member
	
	73
	0
	0
	31
	2
	106

	
	
	Society partnership 
	68.9%
	.0%
	.0%
	29.2%
	1.9%
	100.0

	
	
	Source of access information
	100.0%
	.0%
	.0%
	49.2%
	100.0%
	70.7%

	
	
	 Total
	48.7%
	.0%
	.0%
	20.7%
	1.3%
	70.7%

	Total
	
	73
	3
	9
	63
	2
	150

	
	Society partnership
	48.7%
	2.0%
	6.0%
	42.0%
	1.3%
	100.0

	
	Source of access information
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0

	
	Total
	48.7%
	2.0%
	6.0%
	42.0%
	1.3%
	100.0


P ≤ 0.05 = Significant, indicating by Chi-square test.                Sig. (2-sided) = .000                     
Degree of freedom = 4       X2 = 74.038a


Table 11: Chi-square for significant association between the planning for cultivation and age group
	
	
	
	
	Total

	
	
	
	Weak
	Medium 
	No 
	Excellent 
	

	Age group
	20-30 yrs
	
	2
	11
	1
	4
	18

	
	
	Age 
	11.1%
	61.1%
	5.6%
	22.2%
	100.0%

	
	
	planning 
	8.7%
	18.6%
	2.0%
	21.1%
	12.0%

	
	
	Total
	1.3%
	7.3%
	.7%
	2.7%
	12.0%

	
	31-40 yrs
	
	7
	8
	5
	5
	25

	
	
	Age 
	28.0%
	32.0%
	20.0%
	20.0%
	100.0%

	
	
	planning 
	30.4%
	13.6%
	10.2%
	26.3%
	16.7%

	
	
	of Total
	4.7%
	5.3%
	3.3%
	3.3%
	16.7%

	
	> 50 
	
	6
	14
	7
	6
	33

	
	
	Age 
	18.2%
	42.4%
	21.2%
	18.2%
	100.0%

	
	
	planning 
	26.1%
	23.7%
	14.3%
	31.6%
	22.0%

	
	
	Total
	4.0%
	9.3%
	4.7%
	4.0%
	22.0%

	
	41-50 yrs
	
	8
	26
	36
	4
	74

	
	
	Age 
	10.8%
	35.1%
	48.6%
	5.4%
	100.0%

	
	
	planning 
	34.8%
	44.1%
	73.5%
	21.1%
	49.3%

	
	
	Total
	5.3%
	17.3%
	24.0%
	2.7%
	49.3%

	Total
	
	23
	59
	49
	19
	150

	
	Age 
	15.3%
	39.3%
	32.7%
	12.7%
	100.0%

	
	planning 
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%

	
	Total
	15.3%
	39.3%
	32.7%
	12.7%
	100.0%


P ≤ 0.05 = Significant, indicating by Chi-square test.                     Sig. (2-sided) = .02               
Degree of freedom = 9         X2 = 25.532a

Table 12: Chi-square for significant association between calculation cost before planting and education level

	
	
	
	Calculation cost before planting 
	Total

	
	
	
	Weak 
	Medium 
	No 
	excellent
	

	Education 
	Not educate 
	Count
	8
	24
	47
	9
	88

	
	
	Education 
	9.1%
	27.3%
	53.4%
	10.2%
	100.0

	
	
	Calculation cost before planting
	42.1%
	72.7%
	58.8%
	50.0%
	58.7%

	
	
	Total
	5.3%
	16.0%
	31.3%
	6.0%
	58.7%

	
	Khalwa
	Count
	0
	2
	11
	4
	17

	
	
	Education 
	.0%
	11.8%
	64.7%
	23.5%
	100.0

	
	
	% Calculation cost before planting
	.0%
	6.1%
	13.8%
	22.2%
	11.3%

	
	
	Total
	.0%
	1.3%
	7.3%
	2.7%
	11.3%

	
	Primary 
	Count
	6
	2
	13
	1
	22

	
	
	Education 
	27.3%
	9.1%
	59.1%
	4.5%
	100.0

	
	
	Calculation cost before planting
	31.6%
	6.1%
	16.2%
	5.6%
	14.7%

	
	
	Total
	4.0%
	1.3%
	8.7%
	.7%
	14.7%

	
	Secondary 
	t
	4
	5
	9
	2
	20

	
	
	Education 
	20.0%
	25.0%
	45.0%
	10.0%
	100.0

	
	
	Calculation cost before planting
	21.1%
	15.2%
	11.2%
	11.1%
	13.3%

	
	
	Total
	2.7%
	3.3%
	6.0%
	1.3%
	13.3%

	
	University 
	
	1
	0
	0
	2
	3

	
	
	Education 
	33.3%
	.0%
	.0%
	66.7%
	100.0

	
	
	Calculation cost before planting
	5.3%
	.0%
	.0%
	11.1%
	2.0%

	
	
	Total
	.7%
	.0%
	.0%
	1.3%
	2.0%

	Total
	
	19
	33
	80
	18
	150

	
	Education 
	12.7%
	22.0%
	53.3%
	12.0%
	100.0%

	
	% Calculation cost before planting
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%

	
	% of Total
	12.7%
	22.0%
	53.3%
	12.0%
	100.0%


P ≤ 0.05 = Significant, indicating by Chi-square test.           Sig. (2-sided) = .011                  
Degree of freedom = 12                X2 = 26.017a

Conclusion and recommendations 
Focus on market-oriented extension services and production oriented requires that the mandate of the extension officer should not be limited to promoting increased productivity and production. It should also include provision of marketing knowledge support services to rural households to earn better income from farming activities. Building marketing capacity of farmers goes hand-in-hand with promotion of appropriate production technologies and practices.  The study come to recommend that farmers should be established community bases association (CBA) to serve themselves and catalyzing farmers as an agripreneur and enables them to get high revenue. 
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