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Due to social pressures to sell fish
locally or give them away to friends
and neighbors, as well as the diffi-
culties associated with moving fish
from distant rural areas to wealthi-
er urban markets, selling fish for
cash is often not a realistic option
for rural aquafarmers in Africa.
They regularly cite the many physi-
cal road blocks at which they are
subjected to “informal taxation,”
their fear of reprisals from existing
fish traders, and the danger of carry-
ing large amounts of cash as reasons
not to take their fish to town. To
overcome these constraints, collec-
tive marketing for rural farmers in
central Cameroon was tested.

Previous Research
From 2000 to 2006, the importance

of market access for fish farmers in
central Cameroon was analyzed by
the WorldFish Center, International
Institute for Tropical Agriculture,
and L’Institut de Recherche Agricole
pour le Développement de Cameroun
(IRAD) with financial support from
the United Kingdom Department for
International Development.

The researchers found that in a
comparison of areas with good or
poor market access, the prices re-

ceived by fish farmers were 48%
higher, the number of buyers was
three times greater, and the average
purchase per customer was nearly
doubled in the regions with good
market access. Producers close to
market sold 300% more fish, were
72% more productive, and operated
at 11 times the production scale of
rural producers.

For farmers with poor access,

profits were not significantly im-
proved over the project period, while
in areas with good market access,
net profits rose from around U.S.
$387 to $1,653, with increases in fish
pond income from about $105 to
$1,868.

Further Study
More recently, d’Etudes et d’Apui

aux Populations a la Base (SEAPB),
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Studies in Cameroon have found that aquafarmers with clos-
er access to urban markets were able to sell much higher
quantities of fish at higher prices. In recent research on col-
lective marketing involving 32 rural fish farmers, 12 made a
profit, which sparked further local interest in the concept.

Marketing

Collective marketing made
substantial contributions to
the women involved in live
fish retailing in Yaoundé.

The transporting of cultured
fish to market in Cameroon
presents challenges on several
levels.
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a local nongovernmental organiza-
tion with experience in rural mar-
keting, carried out further study.
Technical advice on fish farming
was provided by IRAD and the
WorldFish Center.

SEAPB subsidized the purchase
and delivery from local private
hatcheries of fingerlings tomembers
of local farmer groups in Yemssoa
and Akono, rural villages with poor
access to the Yaoundé urbanmarket.
A polyculture of catfish and tilapia
was grown for about 10 months.

At harvest, all fish were weighed
and transported to Yaoundé with
two representatives of the fish farm-
ers’ group, who witnessed their sale
in the Tsinga neighborhood to pass-
ing members of the public, women
retailers known locally as “buyem-
sellums,” hotels, restaurants, and
private households. All cash trans-
actions were recorded, and after the
money advanced for fingerlings was
deducted, the balance was given to
the representatives to take back to
the villages.

Results
Of the 32 farmers from two vil-

lages who took part in the trial, 12
netted about U.S. $42 – enough to
completely repay their debts. Seven-
teen farmers partially repaid but
gained nothing because the cost of
fingerlings exceeded revenues at
harvest. Three paid nothing.

For those who did not repay, one
harvested prior to the program date
and thus avoided supervision. A sec-

ond opted to eat all the fish, and the
third had no production, probably
due to high fingerling mortalities re-
sulting from poor handling prior to
stocking. Overall, 65% of the cash
advanced was recuperated by
SEAPB.

Although the longer-term im-
pacts of this effort were not immedi-
ately measurable, preliminary ob-
servations indicated that instead of
selling 50% of their harvest, farmers
in the test group took advantage of
the opportunity and sold 100% of
their fish for cash. The average price
received by the farmers varied U.S.
$2.45-3.95/kg, depending upon wheth-
er the fish were sold to wholesalers
or restaurants. In addition, the num-
ber of farmers interested in collec-
tive marketing rose from 32 to 60
within three months of harvest.

Improved fish production and
marketing made substantial contri-
butions to the 22 women who histor-
ically dominated live fish retailing
in Yaoundé. Market survey data es-
timated that these women sold about
500 kg of fish daily at an average re-
tail price of U.S. $5.36/kg. Prior to
the collective-marketing scheme,
none of the fish sold by local fish
farmers was formally marketed. The
fish were sold on pond banks direct-
ly to consumers. The collective-mar-
keting experiment helped the
women sell 392 kg of fish and netted
them $628.

The 65% cash-recovery rate was
insufficient to ensure sustainability.
However, the pilot study made no ef-

fort to screen participants, and with
some experience, the rate of cost re-
covery should be much higher. If
somewhat higher-income farmers
were targeted, so that larger quanti-
ties of inputs were sold to each
farmer, costs for the delivery of serv-
ices could be reduced at the same
time as productivity and profitabili-
ty increase, improving the ability of
farmers to repay their credits.

Increasing Stakeholder
Opportunities

The possibility for extending an
NGO-mediated, collective-market-
ing system for rural producers
should be of interest to governments
and donors seeking to help alleviate
rural poverty.

Not only are fish a high-value
product, but by purchasing inputs
and selling outputs for cash, a value
chain is created that increases op-
portunities for a range of stakehold-
ers in wholesaling, retailing, trans-
porting, and processing.

In Cameroon, an annual profit of
U.S. $1,807 for the farmer also earns
$2,533 for input suppliers and anoth-
er $600 for local retailers. If scaled
out to reach all of the estimated 2,000
fish farms in central Cameroon,
5,300 mt of fresh fish could be added
to the food supply and an additional
$57.8 million put into the local econ-
omy through the aquaculture value
chain. Interventions at this scale
could make significant impacts on
rural poverty and economic growth
in Africa.


