ABM 7206 AGRICULTURAL AND FOOD MARKETING

2. INSTRUCTOR(s):
ASS. PROF. THEODORA SHUWU HYUHA(BA Economics, Simon Fraser University, British Columbia, Canada, Msc. Agricultural Economics, University Alberta, Edmonton, Canada and PhD, Makerere University, Uganda.)

3. COURSE TYPE:  CORE (Master of Agribusiness Management)

4. COURSE STRUCTURE
(Credit Units: 30 lecture hours and 15 tutorial hours)

5. COURSE DESCRIPTION

 The field of marketing of agricultural produce in Uganda has long been neglected. The main assumption has been that agricultural output was a supply problem. Thus all research efforts and resources were mainly allocated to solving supply constraints. However, experience has shown that this was a mistaken notion as stories have been told of farmers being stranded with their produce without markets.  

The course will cover a number of topics highlighting areas which Agribusiness student should be pay attention to. These include: overview of markets and marketing in less Developed countries, analytical tools and framework for analyzing agricultural and food marketing problem, structure, conduct and performance model and Value and Chain Analysis. 

6. COURSE OBJECTIVES

General objective

· The main objective of this course is to improve the understanding of the functioning of food and agricultural systems in developing countries using entrepreneurial approach.  At the end of the course the student should be able to critically analyse marketing problems and advise various stakeholders accordingly. 
Specific Objective

· To describe problems in agricultural and food marketing in Uganda

· To make students get hands on experience through use of case studies 

· To make students better prepared to advise various government departments, farmers, NGO community and civil society on issues of agricultural and food markets.
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8. COURSE CONTENT, METHODS OF INSTRUCTION, TOOLS AND EQUIPMENT REQUIRED

	TOPIC
	CONTENT
	METHOD OF INSTRUCTION/

TIME ALLOCATED
	TOOLS/ EQUIPMENT
NEEDED

	1.Over view of markets and marketing
	· Definition, activities of markets

· Challenges of marketing manager


	Lecture

 3hours
	Chalk/ Markers/ LCD/Laptop

	2.Analytical tools and Frameworks
	· Measuring the Economics of markets

· Demand of Agricultural products


	Interactive Lecture 3hours 
	Chalk/ Markers/ LCD/Laptop

Text books

	3. Demand Elasticities and Related coefficients
	· Demand Elasticity and related coefficients

· Price/Cross Elasticity and Total Revenue
	Interactive Lecture 3 hours 
	Chalk/ Markers/ LCD/Laptop

	4. Analytical tools and Frameworks
	· Supply relationships in Agriculture


	Interactive Lecture 2 hours

Tutorial 1hour
	Chalk/ Markers/ LCD/Laptop

	5. Models of market Behavior
	· Consumer buying behavior

· Factors influencing buying behavior

· Case studies
	Interactive Lecture 2 hours

Tutorial 1hour
	Chalk/ Markers/ LCD/Laptop

Text book

	6. Organizational marketing behavior
	· Attributes of organizational buyers

· Organizational buying decisions
	Interactive Lecture 2 hours

Tutorial 1hour
	Chalk/ Markers/ LCD/Laptop

	7.Market Concept
	· Evolution of marketing concept

· Implementing market concept
	Interactive Lecture 2 hours

Tutorial 1hour
	Chalk/ Markers/ LCD/Laptop

	8.Product Concept
	· What is a product

· Classifying products

· Product life cycle

· Product positioning and repositioning
	Interactive Lecture 2 hours

Tutorial 1hour 


	Chalk/ Markers/ LCD/Laptop

	9 Product Concept
	· Branding

· Packaging


	Interactive Lecture 2 hours

Tutorial 1hour
	Chalk/ Markers/ LCD/Laptop

	10. Price Determination theory and practice
	· Classification of markets

· Price Determination under purely competitive market, monopoly structures
	Interactive Lecture 2 hours

Tutorial 1hour
	Chalk/ Markers/ LCD/Laptop

	11Price Determination theory and practice
	· Price Determination under oligopoly and 
	Interactive Lecture 2 hours

Tutorial 1hour
	Chalk/ Markers/ LCD/Laptop

	12 Market structure conduct  and Performance
	· Structure

· Conduct

· Performance

· Case studies
	Interactive Lecture 2 hours


	Chalk/ Markers/ LCD/Laptop

	13 Market structure conduct  and Performance
	· Case Study
	Field work

4Hours
	Transport to carry a case study on any commodity of student’s choice

	14 Supply and Value Chain
	· Definitions

· Porter’s value chain

· 
	Interactive Lecture 2 hours


	Chalk/ Markers/ LCD/Laptop

	15 Supply and Value Chain
	· Case studies
	Presentations of Case studies 4hours
	Paper photocopying case studies

	16-17
	· Revision time

· Final Exam
	
	


9. SUMMARY OF TIME NEEDED

Lectures 



29 hours







Tutorials (Presentations)

 
 8 hours




Field work



  8 hours



10. COURSE ASSESSMENT

	Continuous Assessment (Assigned readings and Presentations)

Field report
	· Students will be required to do assigned readings and then present in class 


	20%

10%



	Midterm
	· exam
	20%

	University Exam
	· Final Exam in 16-17 
	50%


END

