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EXECUTIVE SUMMARY 
  
Business adaptation and change have always been challenging among Micro, 
Small, and Medium Enterprises (MSMEs) especially in times of external shocks 
or during an outbreak of a pandemic such as COVID-19. Research has shown 
that one of the primary challenges to business development and sustainable 
growth can be traced to limited mindsets and behaviour.

The main objective of the study was to assess the mindset and behavioral 
challenges influencing the implementation of Making Agriculture a Business 
(MAB) among small-scale farmers in the central province.

The study was limited to the MAB project population and five implementation 
sites to specifically review mindset challenges to making agriculture a business 
and understand the general drivers of making agriculture a business among 
small-scale farmers in MAB operational sites.

The MAB project has 4,000 beneficiaries across the 5 project sites namely 
Nangoma in Mumbwa district, Mpunde and St Pauls  in Kapiri Mposhi, Chipembi 
in Chisamba, and Kanakantapa in Chongwe district. CTPD used convenient 
sampling to select a targeted 80 respondents in each of the project sites. A 
total sample size of 400 small-scale farmers was selected and a convenient 
sampling was used to select a targeted 80 respondents in each of the five MAB 
project sites. 

Results show that age, gender, education, and marital status of small-scale 
farmers have no significant relationship with taking agriculture as a business 
among small scale farmers. Further, the study reviewed the desire to source 
for income, at 30 percent as the largest enabler to making agriculture a 
business among small scale farmers, followed by food security at 18 percent 
and employment in third place with 17 percent.
 
However, the study identified six (6) aspects that characterize the mindset 
challenges among small scale farmers in making agriculture a business that is 
technological use perception, openness to new agricultural practices, attitude 
towards learning, openness to using of social media platforms, flexibility to 
business dynamics and cultural influences. Evidence shows that any potential 
strategies to address these challenges would require a holistic approach. 
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Key factors that are addressed in the recommendations include the need to 
have more systematic and well-designed training programmes for small-
scale farmers in various aspects of making agriculture a business. The study 
recommended the government to invest towards irrigation infrastructure 
development that goes beyond MAB project sites to support many small-scale 
farmers to access water for drinking and agriculture throughout the year. There 
is a need for Government to restructure the Farmer Input Support Programme 
and reorient small scale farmers on the need to graduate from the program as 
over-dependence has negatively affected their growth.

Isaac Mwaipopo
Executive Director,

Centre for Trade Policy and Development- CTPD
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1.0 Introduction
 
According to the World Bank, Micro, Small, and Medium Enterprises (MSMEs) 
play a major role in most economies, particularly in developing countries. 
“MSMEs account for most businesses worldwide and are important contributors 
to job creation and global economic development. They represent about 90% 
of businesses and more than 50% of employment worldwide. MSMEs are an 
engine of economic development in Africa. 

Business adaptation and change have always been challenging among Micro, 
Small, and Medium Enterprises (MSMEs) especially in times of external shocks 
or during an outbreak of a pandemic such as COVID-19. MSMEs must react 
quickly to external shocks, supply-chain changes, shifts in the marketplace and 
their core businesses, employee health and safety, and other factors. Research 
has shown that one of the primary challenges to business development and 
sustainable growth can be traced to limited mindsets and behaviour which 
fall into the categories of “I am not allowed,” “I can’t,” or “I won’t.” Mindsets 
underlie behaviors, which can lead to several outcomes.  Research has shown 
that human beings strive between their beliefs and their actions, experiencing 
discomfort when they are misaligned. Believing in the “why” behind a change 
can therefore inspire people to change their behaviors. 

CHAPTER ONE: Introduction
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In Zambia, MSMEs attribute to about 99.5% of businesses in the economy, 
which is about 65,670 businesses out of the country’s total of approximately 
66,000 registered formal business entities (Adom et al., 2018, 1-17). While 
MSMEs are recognized as an engine of economic development, the challenge 
remains on their business survival, growth, sustainability, and adaptation. 
Their business growth potential is severely constrained by several factors 
which include lack of access to credit facilities, cash incomes, organised 
market linkages appropriate technology, and limited mindsets and behavioral 
approaches to business. 

The Zambian economy has mainly relied on the mining sector for many years 
now and and any fluctuations in commodity prices has a huge impact on 
economic development. The new century has heightened calls for economic 
diversification, with the agricultural, manufacturing, and service sectors 
standing out (Phiri, et al., 2020). 

Agriculture is the backbone of the Zambian economy more so for the people in 
rural areas for whom it provides employment, food, and income. Many of the 
players in the agriculture sector, however, are fragmented smallholder farmers 
who mainly practice rain-fed subsistence systems centered mainly around 
crop production.

Despite the sector being poised as a vehicle to attain rural development and 
poverty alleviation, this has not been reflected in terms of efforts in taking care 
of the challenges that inhibit the sector’s growth. Some of these challenges 
faced by farmers include inadequate access to inputs, product markets, storage 
facilities and lack of access to extension services among others. The sector 
is further highly focused on the production of primary products with very little 
linkages between production and agro-processing.  Agriculture’s contribution 
to Zambia’s GDP in 2020 was 2.73 percent, down from 9.42 percent in 2010 
(O’Neill, 2021).
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Figure 1: Agriculture Production as a Share of GDP for 
Zambia (2010 to 2020)

 Source: Statista 2021

The challenges imbuing the agriculture sector are 
further compounded by the fact that public funding 
and focus on the sector is centered mainly on 
supporting production through the Farmer Input 
Support program and the maintenance of strategic 
reserves through the Food Reserve Agency. As a 
result of all these inhibiting factors, the sector has 
not reached its growth potential and the smallholder 
farmers who depend on it have failed to develop and 
grow into viable agribusinesses.

1.1 Background 

Making Agriculture a Business (MAB) project is being 
implemented by CHAZ with financial support from the 
Joint Country Programme (JCP). This project has an 
implementation period running between 2017 and 
2022 and aims to realise the potential of small-scale 
farmers/ entrepreneurs as champions of economic 
development in the three districts of Chisamba, Kapiri 
Mposhi, and Mumbwa in Central Province of Zambia. 
Particularly, Nangoma, Chipembi, St. Paul’s and 
Mpunde communities have been targeted. 

The project outcome is to ensure that “Structural 
and socio-cultural environment fosters sustainable 
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economic growth among targeted farmers/ 
entrepreneurs, that can sustain businesses, through 
empowered farmers/ entrepreneurs (rights-holders) 
holding government agencies for agricultural and 
economic development (duty bearers) accountable 
for supportive policies and conditions”. 

The project targeted 4,000 smallholder farmers and 
entrepreneurs in the four targeted communities 
(Zulu, 2018).  Just like the rest of the country, 
Agriculture is the main economic activity in Central 
Province and the farmers in the province are also 
faced with challenges in their agricultural activities.

So far, the work on the MAB project has primarily 
resulted in “Farmers/entrepreneurs being 
empowered and effectively harness business 
opportunities for growth by acquiring relevant 
business skills, organizational capacity, and access 
to resources and then applying these to their 
business.” Some of the works done in line with this 
outcome by the JCP and its implementing partners, 
Churches Health Association of Zambia (CHAZ) 
include capacity building on agriculture production 
and entrepreneurial skills. Efforts have also been 
made to develop irrigation through the sinking of 
boreholes and the installation of solar irrigation 
systems.

It is however recognised that in as much as these 
efforts go ahead to build the productive and technical 
capacity of the small-scale farmers/ entrepreneurs 
in the project sites, there is a need for research and 
advocacy work to highlight the factors that inhibit 
business growth to create an enabling environment 
for the smallholders to make agriculture a business.  
1.2 Motivation for the Study 
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Making Agriculture a Business was designed in 2018 to assist some of Central 
Province’s poorest and most marginalized groups. Furthermore, the project 
aimed to assist women and people with disabilities in becoming economically 
empowered and working collaboratively to develop sustainable businesses 
that can lift them out of poverty. The MAB project was designed to assist 
subsistence farmers in diversifying their crops and selling more products at a 
higher market price (Christian Aid - Zambia, 2018). 

Farmers’ groups were also encouraged to speak out and engage with the 
government and businesses to improve the business environment. Small-
scale farmers were not only empowered to develop profitable businesses, 
but they were also expected to have an impact on Zambia’s larger agriculture 
environment for women and people with disabilities.” 

This study recognised that despite the capacity-building efforts being done 
by the project, small-scale farmers/entrepreneurs are still constrained by 
mindset and behavioural challenges that results in poor business culture. 
These challenges have in turn resulted in the smallholders failing to build their 
businesses.

1.3 Objectives

The overall objective of the study was to establish the mindset and behavioral 
challenges influencing the implementation of Making Agriculture a Business 
(MAB) among small-scale farmers in Zambia in Central Province.

1.3.1	Specific	Objectives
(i) To establish how demographic factors influence the ability to make
  agriculture a business among small-scale farmers.

(ii) To establish attitude challenges to making agriculture a business 
  among small-scale farmers. 

(iii) To establish social factors to making agriculture a business among 
   small-scale farmers.

(iv) To understand the general drivers of making agriculture a business in 
  MAB operational sites.
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Farming employs more than two-thirds of the rural population, and agriculture 
has long catalyzed food security. For agriculture’s impact to be much more 
profound, farmers must be supported with adequate infrastructure, market 
access, farming inputs, and better irrigation techniques, which would address 
the issue of reliance on rain, all of which have been inconsistent in the last 
decade (Phiri, et al., 2020).

Research on mindset is extensive and covers several factors. A broad definition 
of mindset comes from Goldstein and Brooks (2007) as assumptions and 
expectations that individuals hold about themselves and others. Some argue 
that it can be cultivated, such as Dweck (2006) who claims mindset can be 
either fixed or growth oriented. People who possess a fixed mindset have 
a “certain amount of intelligence, a certain personality, and a certain moral 
character” (Dweck, 2006: 6). They evaluate a situation with questions focused 
on themselves, such as “will I succeed or fail?” or “will I be accepted or 
rejected?” 

People who have a growth mindset, on the other hand, believe that their basic 
qualities can be improved through their efforts. Such learning psychology 
provides newcomers to a cultural environment with an encouragement that 
the cultural conflicts, even threats, may bring the opportunity for personal 
and or business improvement. Positive mindset and behaviour change are 
very critical in mitigating several challenges faced by MSMEs including the 
formalization of business and adaptions in times of external shocks. 

CHAPTER TWO: Literature Review
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According to the World Bank, Micro, Small, and 
Medium Enterprises (MSMEs) play a major role 
in most economies, particularly in developing 
countries. “MSMEs account for many businesses 
worldwide and are important contributors to job 
creation and global economic development. They 
represent about 90% of businesses and more 
than 50% of employment worldwide. Formal 
MSMEs contribute up to 40% of national income 
(GDP) in emerging economies. These numbers 
are significantly higher when informal MSMEs are 
included.” The International Finance Corporation 
(IFC) estimates that globally, 74 percent of MSMEs 
are informal (Lopez, 2020).

Characterizing what constitutes a formal versus 
an informal MSME can be challenging because 
there is no universal standard definition across or 
even within countries. For example, “a firm in one 
country is required to have a business license, tax 
ID, and municipal license to open a bank account 
and qualify as ‘formal.’ However, in another country, 
an enterprise with no tax ID but with a trade license 
and a record of operations for at least 2-3 years, 
is considered sufficiently formal to open a bank 
account” (Hommes & Ardic, 2013). 

The article Closing the MSME Credit Gap for the 
Informal Sector written by Martin Hommes and Oya 
Pinar Ardic further explains why the wide variety of 
motivating factors driving people to do business 
“require policymakers, practitioners, and private 
sector actors to devise differentiated approaches 
when working with the informal sector” (Hommes 
& Ardic, 2013).  
Although there is no international standard 
definition, many institutions recognize the numbers 
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of employees between 0 - 9, 10 - 49, and 50 to 249 
employees to denote micro-size, small-size and 
medium-sized enterprises respectively (AfricaScope 
& FinMark Trust, 2016), (OECD, 2021). Due to the lack 
of the international standard definition, the context 
of the definition of MSMEs differs across countries, 
even among those in the Southern part of Africa. 

Although formalization is desirable, creating 
the appropriate environment for enterprises or 
businesses to grow and formalize, may take a 
long time. It will require “building an enabling 
environment—with solid institutions, laws and 
regulations, infrastructure and education for 
mindset change” and “also a need to continue to 
identify business-oriented incentives for firms to 
register their business in the future” (Hommes & 
Ardic, 2013). To close the gap for informal entities, 
formalizing MSMEs is an important step but this 
can well be achieved by first transforming the 
mindset and behavioural approach among small-
scale businessmen and women. The Government of 
Zambia recognizes the importance of a vibrant and 
productive private sector in promoting growth and 
prosperity in the country. Several opportunities are 
available to the country’s MSME sector. All the sector 
needs, is to tap into the available opportunities. 
3.1 Research Design

To close the gap for informal entities, 
formalizing MSMEs is an important 
step but this can well be achieved by 
first transforming the mindset and 
behaviour approach among small-
scale businessmen and women.
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The study employed a descriptive mixed-methods approach. The rationale for 
using both qualitative and quantitative research methods is for triangulation. 
To draw reliable and representative results, the study took on a total sample 
size of 385. Non-probability sampling methods (purposive) were employed 
for convenience purposes. This allowed researchers to focus on specific 
stakeholders and smallholder farmers for the required information and specific 
study areas under the MAB project. 

3.2 Target Sample

The MAB project has 4,000 beneficiaries across the 5 project sites namely 
Nangoma in Mumbwa district, Mpunde and St Pauls Mulungushi in Kapiri 
Mposhi, Chipembi in Chisamba, and Kanakantapa in Chongwe district. The 
study used convenient sampling to select a targeted 80 respondents in each 
of the project sites. The unit of analysis in this study were small-scale farmers 
in the five MAB sites mentioned.

The sampling was done based on Cochran’s formula: for large populations, the 
representative sample can be found using the formula below:

Where n is the sample size, z2 is the area under the normal curve which is 
equal to (1-α) the level of confidence, e is the desired level of precision, p is 

CHAPTER THREE: Methodology
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the estimated proportion of an attribute that is present in the population, and 
q is 1-p.

In this study, we assume p=0.5 (maximum variability). Level of confidence (α) of 
95% and a precision e of ±5%. 

   Therefore, 

However, we rounded this up to 400. The sample size for the focus group 
discussions were drawn from the 400 generated for the quantitative data. 
However, the study captured at least one Focus Group Discussion per project 
site, bringing the sample size to five (5) FGDs. This is supported by Greg Guest 
et. al (2016) who revealed in their study that more than 80% of all themes were 
discoverable within two to three focus groups, and 90% were discoverable 
within three to six focus groups.

3.2 Pretest of Data Collection Tools

Before going into the MAB project sites to collect data, we pretested the tools 
to ensure that they capture the needed data by responding to the set objectives 
of the study and obtaining feedback from respondents.  The goal of pre-
testing was to detect issues with the data collection device and come up with 
remedies. It is impossible to anticipate all the issues that will arise during the 
data collection process. The pretest was conducted using direct questioning 
and interviews with selected respondents. The study selected between 10 to 
20 percent of the target sample size. The simplest approaches for estimating 
the sample size for the pilot trial are sample size rules of thumb. Browne 
(1995) recommends using at least 30 respondents to estimate a parameter. 
The pretest was done in the Chongwe area. This pretest provided a basis from 
which to adjust the tools to ensure that we have research tools that get the 
expected data before we went for data collection. 
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3.3 Data Collection

This study relied mostly on the primary data that 
was collected. Quantitative data was collected 
first while qualitative data in independent 
sessions using methods such as individual 
session and a group session purposively 
selected respondent. However, a desk review 
of the MAB project documents, as well as other 
documentation relevant to the project and/or the 
study, were used to provide context. The primary 
data collection was conducted through interview 
administered questionnaires, focus group 
discussions were also conducted to gain an in-
depth understanding of social issues, mindset, 
and behavioral attributes. Furthermore, the Likert 
scale type of data were collected and provided 
the basis for conducting analysis.

3.4 Data Analysis

Quantitative data analysis was done using 
Statistical Package for Social Sciences (SPSS). 
Correlational matrices were generated to 
establish the relationship among the variables 
and analyzed using descriptive research methods 
to summarize the study findings.  

Qualitative data, on the other hand, was analyzed 
using content analysis. Content analysis was 
used to see if certain words, themes, or concepts 
are present in each set of qualitative data (i.e., text 
and recording). The study used content analysis 
to quantify and assess the existence, meanings, 
and linkages of specific words, themes, and 
concepts. Approximately 15 - 20 members of 
the community were conidered in each of the 
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focus group meetings. Focus group output are in 
two forms – text written down by a note-taker and 
recorded by a technician.

3.5 Ethics

In undertaking the study as well as community 
meetings and engagements, the researchers 
ensured that all appropriate ethics and protocols 
concerning interactions with human subjects 
are strictly followed. These include but not 
limited to respecting potential respondents’ 
decision to refuse to take part in the research, 
free, prior, and informed consent (FPIC), the 
confidentiality of information provided, respect 
for local customs, values, beliefs, norms, religion, 
as well as considering the gender and age of the 
respondents, among other considerations. The 
researchers further considered issues of power 
and discrimination between the actors involved 
and including the researchers themselves.

In addition, the researchers took considerable care 
to ensure that the advocacy work is conducted in 
line with the UN Universal Declaration of Human 
Rights, rights of people with disabilities, and 
other relevant human rights conventions. We 
also provided the participants in the meeting with 
mouth masks and hand sanitizers as COVID-19 
mitigation measures.
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4.1 Demographic Factors

Table 1:  Correlation Matrix for the Demographic Variables
 

*. Correlation is significant at the 0.05 level (2-tailed).
**. Correlation is significant at the 0.01 level (2-tailed).

Table 1 above indicates that age, gender, education, and marital status have 
no significant relationship with taking agriculture as a business among small-
scale farmers. The resultant p -values are all above the 0.05 or 5 percent 
level of significance. While on the other hand, location or site and experience 
or years in agriculture have a significant influence on making agriculture a 
business among small-scale farmers. 

Interestingly, education was found to have a positive but insignificant 
relationship with making agriculture a business among MAB trained members. 
Otherwise before the training, formal education was one of the major factors 

CHAPTER FOUR:  Presentation of Findings and   
                                   Results of the Study

 

Agriculture 

is a 

business Location Age 

Marital 

Status Gender 

Family 

size Education 

Experience 

in 

agriculture 

Agriculture is a 

business 

Pearson 

Correlation 
1 -.113* .036 .077 -.066 -.070 .041 -.118* 

Sig. (2-tailed)  .026 .476 .129 .196 .165 .424 .020 

N  389 389 389 389 389 389 389 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 
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explaining Small Scale farmers actions of not taking agriculture a business 
but rather as a way of life. Most of the Small-scale farmers under MAB project 
had knowledge on Making Agriculture a Business and their perceptions 
about agriculture business was somewhat different compared to small-scale 
farmers who were not on the project. However, it is well noted that some non-
MAB members were aware of making agriculture a business through family 
and friends and well as other non-governmental organisations that operate in 
the same area.

4.2 Types of other Economic Activities apart from Agriculture

This section addressed the need to find out the affinity by small-scale farmers 
to embark on other economic activities rather than agriculture. This is meant to 
establish the natural inclination of farmers to establish businesses.

Figure 2: Other Economic Activities Rather than Agriculture

Figure 2: Other Economic Activities Rather than Agriculture
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Source: Author (2021)

To review the desire of small-scale farmers to be engaged in other lines of 
business rather than agriculture, it was revealed that most of them are overly 
dependent on agriculture as the main economic activity, represented by 159 
(41 percent) respondents. One of the innovative and newest economic activity 
that is gaining momentum in MAB sites is village banking, both as a vehicle for 
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investments and a source of cheap capital in the second position represented 
by 70 (18 percent) respondents. 48 (12 percent) respondents of small-scale 
farmers owned a Grocery shop and 37 (9.5 percent) respondents traded in 
charcoal. In some sites, like Chipembi, 5 (1.3 percent) of the farmers were also 
involved in Gold mining activities in the area. 

Figure 3: Factors that influence the uptake of Agriculture among Small-Scale 
Farmers

 

30%

18%

17%

8%

8%

7%

5%

4%

3%

0% 5% 10% 15% 20% 25% 30% 35%

Source of income

Food security

Employment

No other option but Agriculture

Family consumption and to educate the…

Marriage

Motivated by seeing others doing it

School drop out

Selling surplus crops

Drivers of Making Agriculture as a Business

Source: Author 2021

The figure 3 above demonstrates the drivers of making agriculture a business. 
The largest contribution to making agriculture as a business among small-scale 
farmers is the desire by the respondent to source for income, at 30 percent, 
followed by food security at 18 percent, and then followed by employment in 
third place with 17 percent. 8 percent of farmers interviewed stated that the 
reason for engaging in agriculture was because of not having anything else to 
do in the rural areas where they currently are. 

A further 8 percent stated that their engagement in agriculture was driven by 
a combination of the need to produce for their family and managing children’s 
tuition fees at school. Interestingly, 7 percent of the farmers responded that 
they only started actively participating in agriculture when they got married. 
This response has had a strong bias towards male respondents. The last three 
contributors to making agriculture a business are motivation from others to 
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be involved in agriculture at 5 percent, school dropout at 4 percent, and selling 
surplus crops representing only 3 percent. 

Figure 4: Distribution of Drivers of Agriculture as a Business
 

Source: Author 2021

In terms of the distribution of factors driving MABs in the different study 
sites, employment was the main factor driving agriculture as a business in 
Kanakantapa, Mpunde, and Chipembi. While the source of income was the main 
driver of MABs in Nangoma and St Pauls. Surprisingly, employment did not form 
part of the top reasons why small-scale farmers are involved in agriculture in the 
Nangoma district. Nangoma presents a unique case, where most respondents 
are skewed towards engaging in agriculture to earn money. Marriage seems to 
be a prevalent driver of engaging in agriculture as a business as it is revealed in 
four study sites of St Pauls’, Mpunde, Chipembi, and Nangoma. 
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4.3 Mindset Factors Influencing Making Agriculture as a Business

The study revealed that there are six (6) aspects or features that characterize the 
mindset challenges among small-scale farmers in the five MABs operational 
sites. Technological use perception, openness to new agricultural practices, 
attitude towards learning, openness to using of social media platforms, 
flexibility to business dynamics, and cultural influences.

Table 2: Correlations Matrix Showing Mindset Factors that influence Making 
Agriculture a Business

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

Perception on Technological Adoption 
From the study findings, it was revealed that perception of technology and 
making agriculture a business have a positive association and at the 1 and 
5 percent level of significance, the p-value was significant at 0.01 or 0.05.  
This implies that respondents who had a positive attitude towards the use 
of technological processes and gadgets are more likely to succeed in their 
agribusiness activities. 

Focus Group Discussion: How does technology influence Making Agriculture 
a business?

(i) “I think the use of technology will make it easy for most of us famers 
 in Chipembi to have easy access to markets as well as training 
 opportunities”
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1 .167** .118* .327** .215** .190** .031 
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tailed) 
 .001 .020 .000 .000 .000 .538 

N 389 389 389 389 389 389 389 
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(ii) “We are willing to embrace technology but unfortunately, 
 here in Nathan Village of Nangoma district, we don’t have electricity, 
	 hence	making	it	very	difficult	to	appreciate	the	use	of	technology.

(iii) A 37-year-old farmer in Mpunde had this to say “I am not scared to 
 use technology in advancing my agri-business activities in so far as 
 where adaptation to climate smart practices are concerned” 

Openness to New Agricultural Practices
From the results of the correlation matrix in table 2 above, the p-value of 0.02 
indicates that there is a significant positive relationship between openness to 
new agricultural practices and making agriculture a business at the 5 percent 
level of significance. This implies that resident small-scale farmers are not 
closed to learning or adopting new farming practices that are introduced by 
different players and this outcome has enhanced their success in making 
agriculture a business.

Focus Group Discussion: How does Openness to New Agricultural Practices 
Influence Making Agriculture a business?

(i) “A 50-Year-old farmer from Kanakantapa had this say “I do not despise 
 newcomers especially if they add value to our community, say when 
	 they	bring	new	skills	and	agricultural	techniques.

Attitude Towards Learning 
The study also recorded a positive significant association involving attitude 
towards learning and making agriculture a business, as indicated by a p-value 
of 0.000 at the 0.05 level of significance, and a correlation coefficient of 0.327. 
In line with openness to new agricultural practices, attitude towards learning 
on average was found to be favorable among small-scale farmers in the five 
(5) MAB sites. Respondents that have a good attitude towards learning were 
associated with making agriculture a business.

Perception of Social Media Platform
In terms of the relationship involving the perception of the actual use of social 
media platforms for market information, a positive association exists with 
a p-value of 0.000 at the 5 percent level of significance, and a correlation 
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coefficient of 0.215. One of the factors influencing business success and 
business opportunities in this study is access to markets. However, small-scale 
farmers that had a positive perception of the use of social media platforms 
tend to be inclined to succeed in making agriculture a business.

Focus Group Discussion: How does Openness to New Agricultural Practices 
Influence Making Agriculture a business?

(i) “There is poor marketing amongst the small-scale farmers thus in 
	 need	of	market	linkages”.

(ii) “We need the Government to help us with where we can be selling our 
 produce beyond the Food Reserve Agency or Government also assist 
 with smart phones for us to market on our own but online”

(iii) “I do produce enough maize, but I don’t have where to sale it, so most 
	 of	it	goes	to	waste.	This	has	been	frustrating	me	to	the	extent	that	I	
 decide to reduce on the size of the land I plant”

(iv) “The lack of markets has exposed us to a lot of exploitation from 
 briefcase buyers…but because I have to pay school fees and support 
 my family, I do not have a choice”  

Flexibility to Business Dynamics 
Small scale farmers are flexible to business dynamics, and this has a positive 
influence on making agriculture a business. This is demonstrated by the p-value 
of 0.000 and correlation coefficient of 0.190. Failure in making agriculture a 
business can be discouraging for farmers who may quit and pursue other 
economic activities. However, it was found that on average, small-scale farmers 
have enough resilience and flexibility to pursue business prospects in agriculture 
even after experiencing failure at some point. 

Cultural and Traditional influences
In terms of the relationship involving culture and traditional influences, and 
making agriculture a business, a positive association exists with a p-value 
of 0.538 at the 0.05 percent level of significance, implying an insignificant 
relationship with a correlation coefficient of 0.031. This result could have 
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been expected otherwise; however, it was revealed that culture and traditional 
practices exist but do affect making agriculture a business in the MAB sites. 
This result can be attributed to the MAB trainings by the Joint Country 
Programmes, Christian Health Association of Zambia (CHAZ), and other NGOs 
that have visited these sites since 2018.

4.4 Behavioural Practices Influencing Making Agriculture as a Business

In this section, there are four (4) behavioral practices that have been correlated 
with agriculture as a business. The study identified the following traditional 
practices, several trainings attended, operational planning, and level of 
participation in cooperatives.

Table 3: Correlations Matrix for Behavioural Practices affecting Agriculture as a 
Business

**. Correlation is significant at the 0.01 level (2-tailed).

Traditional Agricultural Practices
Results indicate that traditional farming practices have a positive correlation 
with making agriculture a business. The correlation coefficient of 0.455 and 
a p-value of 0.000 at the 5 percent level of significance.  Beliefs in traditional 
practices would have been thought of as adversely affecting agriculture as a 
business, however, it was found to have a positive relationship. This can be 
attributed to a good comparison involving what has worked in the past and the 
evidence of good yields from contemporary agricultural practices.
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Focus Group Discussion: How does Traditional Agricultural Practices Influence 
Making Agriculture a business?

(i) I sometimes fail to plant a lot for fear that my neighbors use magic or 
 charms to share my harvest with them, no incentive to farm a lot, when 
 I know that I am farming for others” the locals call this act as “Ku 
	 ‘ungula”.	

(ii) “I know of people that believe that if their bag of inputs move from one 
 point to the other whilst planting, then they will have a very bad yield, 
 so the bag should be kept in one place throughout the planting time”

(iii) “I do not allow anyone to walk with tropical or slippers in my Groundnut 
	 field	because	the	pods	will	not	produce	groundnuts”

(iv)	 “I	always	start	by	planting	a	seed	in	the	four	corners	of	the	field	and	
 then wait for the initial seed to sprout, thats when i plant the whole 
	 field”

Number of Training Attended
The number of trainings attended by small-scale farmers revealed a positive 
relationship with making agriculture a business. The results show a correlation 
coefficient of 0.252 and a p-value of 0.000. The results indicate that the 
relationship is significant at the 0.05 or 5 percent level of significance. The small 
scale farmers who have had many trainings, mainly due to a positive attitude 
towards learning demonstrate success in making agriculture a business.

Focus Group Discussion: How does Number of Training Attended Practices 
Influence Making Agriculture a business?

(i) “I need knowledge in business management and basic accounting…
	 because	I	think	it	is	what	is	making	it	difficult	for	me	to	succeed…when	
 I have money, I just do not understand how I easily go back to square 
 one”

(ii) “Training will be necessary to help us acquire skills before open up for 
 business“
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Operational Planning 
From the study findings, it was revealed that operational planning and making 
agriculture a business have a positive association and are significant at the 5 
percent level of significance, as shown by a p -value of 0.05. The study revealed 
that small-scale farmers who have good planning skills tend to succeed in 
making agriculture a business without many surprises arising from unforeseen 
circumstances and changes.

Focus Group Discussion: How does Operational Planning Influence Making 
Agriculture a business?

(i) “To a greater extent, I can attribute my agribusiness success to 
	 consistent	planning.	I	make	sure	I	have	planned	my	farming	season	
	 very	well,	put	together	resources	to	acquire	inputs,	labor	etc.	

(ii) “For me, planning takes centre stage in all the agricultural activities I 
	 embark	on	and	i	can	attribute	my	good	harvest	to	this”.

Level of Participation in a Cooperative 
In terms of the relationship between respondents’ participation in cooperatives 
and making agriculture a business, a positive association exists with a 
p-value of 0.000 at the 0.05 percent level of significance, implying a significant 
relationship with a correlation coefficient of 0.300. Cooperatives have emerged 
as one of the important support structures of modern farming synergies. 
Smallholder farmers that are actively participating in cooperatives and 
arrangements such as village banks have great success at making agriculture 
a business.

Focus Group Discussion: How does Level of Participation in a Cooperative 
Influence Making Agriculture a business?

(i)	 “My	participation	in	the	MAB	cooperative	arrangement	is	beneficial	for	
 my growth, because I apply similar skills on my own farm”

(ii) “Since I joined a village bank, it has been very easy for me to save up 
	 some	money	to	buy	inputs	by	the	time	we	get	to	the	farming	season”.
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(iii) “Being in a cooperative has helped me to learn from other farmers on 
	 various	agricultural	practice	that	has	benefited	my	farming	business”

Figure 5: Factors influencing the Making of Agriculture as Business among Small 
scale farmers

 Source: Author 2021

In this study, eleven factors were cosidered as influencing making agriculture 
a business. The most influential contributor to the challenges of making 
agriculture a business is the failure for small-scale farmers to access the 
necessary and much-needed farming inputs (29 percent). Secondly, lack of 
markets for their produce was the next prevalent factor affecting MABs at 
17 percent. The third challenge was the lack of water for both drinking and 
irrigation to support agricultural activities throughout the year. 

13 percent of the respondents cited that prices of inputs were generally very 
high. In addition, FISP has been cited by small-scale farmers that receive it, 
that it often delays in its delivery, as represented by 8 percent of the farmers. 
7 percent of the Small-scale farmers highlighted the need for Agricultural 
Extension Officers in their areas.

As FISP bags are never adequate for the size of the land they cultivate, farmers 
must buy to supplement the few FISP inputs. But then the prices of seed and 
fertilizer have become extremely high for them making it difficult to cultivate 
larger portions of land and hence affecting their agricultural productivity 
extensively.
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4.5 Focus Group Discussions: Findings on other Factors Influencing Agriculture 
as a Business 

The study utilized note-based analysis to address the focus group discussions. 
This approach mainly relies on field notes. The quality of the note-based 
approach is directly related to the ability of the assistant moderator to capture 
relevant notes. For this reason, it was beneficial to involve the assistant 
moderator as a data analyst. Note based analysis was sufficient because the 
study was clearly defined. 

This section of the report presents findings from the focus group interviews in the 
form of a summary of what respondents said in response to specific questions. 
The information in this section represents the researchers’ interpretation based 
upon: (1) notes made during the focus group meetings, (2) a review of the audio 
and video recordings, and (3) a content analysis of the typed transcripts from 
the meetings. The following are the major challenges raised by members as 
factors that influence making agriculture a business.

Focus Group Discussion: How does Access to Inputs Influence Making 
Agriculture a business?

(i) “I have never received FISP despite paying for 3 consecutive times …
 Last year I even lost my payment as an effort to collect my refund 
 proved futile, when the Cooperative Leadership told us that it will be 
 pushed to next year”

(ii)	 “FISP	is	not	transparent,	most	of	us	are	not	able	to	access	it,	….	
 transparency of the program should be improved; incorporate headmen 
 in the selection of FISP” 

(iii) “People should be graduating from FISP so that they leave space for 
	 us	to	benefit…some	families	have	been	collecting	FISP	for	more	than	5	
	 years.”

(iv) “I feel that FISP is a political tool to hoodwink recipients that is why is 
 a very selective process”
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Focus Group Discussion: How does Access to Finance Influence Making 
Agriculture a business?

(i) “Accessing credit is challenging here in the rural areas, there is only a 
	 company	called	Agora	Microfinance,	but	their	conditions	are	very	
 tough and inhuman, they get whatever is available as collateral when 
 you fail to pay back the loans”

(ii)	 “I	do	not	have	enough	collateral	to	give	the	financial	institution	in	order	
 for me to obtain a loan”
 
Focus Group Discussion: How does Irrigation Influence Making Agriculture a 
business?

(i) “The lack of irrigation infrastructure is affecting the continuity and 
 sustainability with which agricultural activities can be undertaken 
	 throughout	the	year	without	depending	on	rain-fed	agriculture”.

(ii) “Water is a problem in my community…we need access to clean 
 drinking water before we can even talk about irrigation facilities”

(iii) “The only dam in the area was recently fenced by the new owners of 
 the land where it is situated, and the village has a serious challenge of 
	 water	for	domestic	use	and	livestock.

(iv) If only we had boreholes in the villages or even our farms, we would be 
 involved in agriculture, and this would see us produce throughout the 
 year than waiting for rains”

Focus Group Discussion: How does State of Road Infrastructure Influence 
Making Agriculture a business?

(i) “There is generally poor road infrastructure in the project sites; 
	 roads,especially	feeder	roads	should	be	improved”.

(ii)	 “Most	of	our	roads	are	impassable,	especially	in	the	rainy	season.	
 There are many times that we have lost our produce on our way to the 
 market to sale our harvest
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(iii) ”Motor vehicles also break down easily with the state of the roads in 
 rural areas” 

Focus Group Discussion: How does Agricultural Extension Services Influence 
Making Agriculture a business

(i) “We experience lack of access to extension services (Veterinary and 
	 Agricultural	Extension	officers)	we	need	trainings	on	aspects	such	as	
	 crop	diversification,	climate	smart	agriculture	and	livestock	disease	
	 control.”
	 .	
(ii) “Training of youth volunteers as veterinary agents to be providing 
 veterinary services to livestock farmers will go a long way in our 
	 communities.”

(iii)	 “We	need	to	have	agricultural	extension	officers	in	our	area…the	only	
 ones available are 45km away”

(iv) “My goats died after receiving them from JCP because I feel we were 
	 not	well	oriented	on	how	to	take	care	of	them” 
 
Focus Group Discussion: How does Access to Land Influence Making 
Agriculture a business 

(i) “There are issues of selling land that has disadvantaged us as 
 members of the community, especially livestock farmers who need 
	 land	for	animal	grazing”.	

(ii) “There is need to improve land rights sitting on customary land; 
	 grazing	land	(plains	should	not	be	sold)”.

(iii) “I have a fence passing right in my farm…when I went to consult the 
 Headman, I was told that part of the land was sold by the local chief to 
 an investor who is setting up a mine”
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(iv) “I no longer have enough cattle as before because I do not have grazing 
	 land….	most	of	the	land	is	being	fenced	by	new	owners,	who	have	been	
 allowed to acquire vast amounts of land, thereby displacing us the 
 villagers”

Focus Group Discussion: How does Storage Facilities Influence Making 
Agriculture a business 

(i) “We lack storage facilities for horticultural crops, irrigation systems, 
	 sources	of	drinking	water	for	communities”.

(ii) “I lost maize as I was waiting to sell it to FRA as there were no adequate 
 tents to cover up my produce up still the onset of the rains”

4.6 Dynamic Factors influencing the Making of Agriculture as Business among 
Small-scale farmers

The study interrogates the factors that influence agriculture as a business, 
and presents some of the strongest outcomes among the five MAB operatingl 
sites. There is a general affinity for farming inputs, be it access or reduction in 
the prices. However, most small-scale farmers that had no access to farming 
inputs were overly dependent on the Farmer Input Support Programme 
(FISP) to advance their business in agriculture. This is counterintuitive to 
growth under the MABs project, where small-scale farmers are expected to 
have dropped out of FISP and be self-sustaining. This is more prevalent as a 
mindset challenge of always expecting handouts or Government invention for 
any growth to be achieved.

There is a critical revelation from this study indicating that the FISP program is 
inefficient in its current form and that most of the people that are expected to 
be under the program are not benefiting from it. Several small-scale farmers  
that were interviewed during the study cited that FISP is not working and that 
it is only a privilege of the politically exposed few.

There is a general over-dependence on farmer input support programmes 
which may indicate that small-scale farmers are not growing out of it to 
become self-reliant. Evidence of this has been cited by small-scale farmers 
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who have attributed the matter to challenges in accessing the facility as a 
factor influencing their success at making agriculture a business. Farmers 
revealed that FISP was not transparent and called for better targeting in the 
program and increasing the number of beneficiaries.

It was revealed that small-scale farmers who do with a negative perception 
of the use of technology and social media platforms find it challenging in 
in turning agricultural activities into a business. Furthermore, poor attitude 
towards learning or adoption of new agricultural practices among smallholder 
farmers negatively affected their agribusiness prospects. A positive attitude 
around flexibility to business environmental changes was attributed to 
success in making agriculture a business. Behavioral practices such as 
traditional agricultural arrangements, which can be detrimental to the success 
of smallholder farmers in making agriculture a business. Furthermore, it was 
revealed that the more the training in MAB-based arrangements, the more likely 
it is that farmers were successful. Operational planning was reported to be key 
in driving behavioral aspects around agriculture as those farmers who did not 
practice good planning were associated with failure of making agriculture a 
business. In this study, involvement in cooperatives by smallholder farmers 
has been associated with success at making agriculture a business in all MAB 
sites. 

There were other challenges that small-scale farmers encounter in the quest 
to make agriculture a business. Inadequate rainfall patterns are caused by 
climate change challenges. The ability to carry out agricultural activities 
continuously and sustainably throughout the year without relying on rain-fed 
agriculture is being hampered by the lack of irrigation infrastructure and water 
sources for communities.

There are issues of land selling and disputes that are disadvantaging small-
scale farmers in communities, especially livestock farmers who need land 
for animal grazing. In addition, access to finance from financial institutions 
continue to be an impediment to growth with the major source of financing 
for small business being village banks and microfinance institutions, which are 
exploitative and impose harsh conditions on borrowers.
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There is generally poor road infrastructure, lack of access to mobile networks 
and lack of electricity, and lack of storage facilities for horticultural crops in the 
project sites. Poor marketing and lack of access to markets remain prevalent 
amongst the small-scale farmers in all the project sites thus in need of market 
linkages.

Small scale farmers indicate that prices of inputs and veterinary drugs are very 
high for them to afford. Generally, there is poor business knowledge and skills 
and amongst smallholder farmers. Access to extension services is extremely 
minimal; farmers need trainings on aspects such as crop diversification and 
livestock rearing among others. Small-scale farmers are not aware of where 
they can get business development support and registration, creating a need 
for business development to support agriculture a business in the MAB sites.



30

CHAPTER FIVE:  Conclusion and Recommendations

5.1 Conclusion 

The overall objective of this study was to investigate mindset and behaviour 
challenges that influence the implementation of Making Agriculture a Business. 
The study found several mindsets as well as behavioural challenges that 
impede the success of making agriculture a business in the five (5) MAB sites 
where the investigation took place.  One of the findings of the study was around 
cultural and traditional beliefs in agricultural practices. Negative cultural 
beliefs have the potential to frustrate the efforts of some small-scale farmers 
to work hard as they believe that other farmers use charms or magic to steal 
their produce. Therefore, mindset and behavioral factors play a significant role 
in ensuring the progress and success of small-scale farmers in turning their 
agricultural processes and activities into sustainable and viable businesses 
necessary to drive away inequality and poverty in their communities.

5.2 Recommendation 

1. There is a need for Government to restructure the Farmer Input Support 
Programme and reorient small scale farmers on the need to graduate from 
the programme as over-dependence has negatively affected their growth.
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2. Farmers should be trained on the use of various technological innovations 
that will directly enhance their market visibility to deal with the lack of 
access to markets.

3. The poor state of the roads will need to be addressed to open markets 
for various farmers beyond the MAB project sites, where the rainy season 
becomes impassable and inaccessible. 

4. The Government should invest in irrigation infrastructure that goes beyond 
MAB project sites to support many small-scale farmers to access water for 
drinking and agriculture throughout the year. 

5. Within the context of the National Land Policy, Government should ensure 
protection to farmers from losing valuable agricultural land, timely resolution 
of land disputes, and improving land rights for members of the community 
sitting on customary land and grazing land.

6. There is a need to have more systematic and well-designed training 
programmes for small-scale farmers in various aspects of making 
agriculture a business. This training should include courses in livestock 
rearing, debunking myths about witchcraft, and the use of charms and 
magic agriculture.

7. There is a need to increase the number of Veterinary and Agricultural 
Extension officers, alternatively training the youth volunteers in the farming 
communities as veterinary agents to be providing veterinary services to 
livestock farmers in their community.



32

Berry,	A.,	M.	von	Blottnitz,	R.	Cassim,	A.	Kesper,	B.	Rajaratnam,	and	D.	E.	van	
Seventer,	 (2002).	 “The	 Economics	 of	 SMMEs	 in	 South	 Africa”,	 Trade	 and	
Industrial	Policy	Strategies,	Johannesburg,	South	Africa.	

Chacko.	J.	G.	and	Harris.	G.	(2011).	ICT	and	Small,	Medium	and	Micro	Enterprises	
in	Asia	Pacific	-	Size	Does	Matter.	Retrieved	from	http://cyber.law.harvard.edu/
wsis/Article2.html.	Accessed	on	3rd	December	2017.

Central	Statistical	Office	(2015)	Living	Conditions	and	Monitoring	Survey.	Lusaka:	
CSO

European	Commission.	(2008	A).	e-business	systems	and	activities	of	ALSA,	
Spain.	Available	at	http://ec.europa.eu/enterprise/archive/e-business-watch/
studies/case	 Studies/documents/case%20studies%202008/CSO8	 Transport	
ALSA.pdf,	Accessed	on	3rd	December	2017.

John Ackah and Sylvester Vuvor (2011), The Challenges faced by Small & Medium 
Enterprises	(SMEs)	in	Obtaining	Credit	in	Ghana.	

Joshua Abor, Nicholas Biekpe (2006)- Small Business Financing Initiatives in 
Ghana:	Problems	and	Perspectives	in	Management	/	Volume	4,	Issue	3.

REFERENCES



33

Ministry	of	Commerce,	Trade,	and	Industry	(2008).	Small	and	Medium	Enterprises	
Survey	2003	–	2004-	Final	Report.	Lusaka:	MCTI.

Ministry	 of	 Finance	 (Zambia),	 Economic	 Report	 (2015),	 Lusaka,	 Zambia.	
Monitoring	Survey	Report	(1996),	Lusaka,	Zambia.

Republic	of	Zambia	(2017),	Seventh	National	Development	Plant-2016-2021.	
Lusaka:	Government	Printers.	

Republic	of	Zambia	(2008),	The	Micro,	Small	and	Medium	Enterprise	Development	
Policy.	Lusaka:	Ministry	of	Commerce	Trade	and	Industry.	

Tshuma & Jari, (2013) The informal sector as a source of household income: The 
case	of	Alice	town	in	the	Eastern	Cape	Province	of	South	Africa.	Vol.5(8),	pp.	
250-260,	December.



34

APPENDIX 
Correlational Matrix for Challenges of Mindset Factors

**. Correlation is significant at the 0.01 level (2-tailed).

Correlations 

 

Agriculture is 

a business 

Technology is 

necessary to 

business and 

farm 

development 

Openness to 

new 

agricultural 

practices 

from new 

entrants 

Attitude 

towards 

learning new 

business and 

agricultural 

skills 

Open to 

the use of 

internet 

based 

social or 

business 

platforms 

Flexibility 

to 

business 

failure 

Culture or 

traditional 

influences 

Spearman's 

rho 

Agriculture is a 

business 

Correlation 

Coefficient 
1.000 .226** .040 .403** .368** .355** .068 

Sig. (2-tailed) . .000 .432 .000 .000 .000 .181 

N 389 389 389 389 389 389 389 

Technology is 

necessary to 

business and 

farm 

development 

Correlation 

Coefficient 
.226** 1.000 -.031 .316** .445** .326** .328** 

Sig. (2-tailed) .000 . .537 .000 .000 .000 .000 

N 389 389 389 389 389 389 389 

Openness to new 

agricultural 

practices from 

new entrants 

Correlation 

Coefficient 
.040 -.031 1.000 -.058 .018 .081 .146** 

Sig. (2-tailed) .432 .537 . .252 .724 .110 .004 

N 389 389 389 389 389 389 389 

Attitude towards 

learning new 

business and 

agricultural skills 

Correlation 

Coefficient 
.403** .316** -.058 1.000 .415** .341** .266** 

Sig. (2-tailed) .000 .000 .252 . .000 .000 .000 

N 389 389 389 389 389 389 389 

Open to the use 

of internet based 

social or 

business 

platforms 

Correlation 

Coefficient 
.368** .445** .018 .415** 1.000 .337** .294** 

Sig. (2-tailed) .000 .000 .724 .000 . .000 .000 

N 389 389 389 389 389 389 389 

Flexibility to 

business failure 

Correlation 

Coefficient 
.355** .326** .081 .341** .337** 1.000 .323** 

Sig. (2-tailed) .000 .000 .110 .000 .000 . .000 

N 389 389 389 389 389 389 389 

Culture or 

traditional 

influences 

Correlation 

Coefficient 
.068 .328** .146** .266** .294** .323** 1.000 

Sig. (2-tailed) .181 .000 .004 .000 .000 .000 . 

N 389 389 389 389 389 389 389 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Correlational Matrix for Behavioural Challenges

**. Correlation is significant at the 0.01 level (2-tailed).

 

 

 

 

Correlations 

 

Agriculture is 

a business 

Traditional 

farming 

practices 

Number of 

trainings 

attended in 

agriculture or 

MABs 

Operational 

planning 

Level of 

participation 

in the 

cooperatives 

Spearman's rho Agriculture is a business Correlation 

Coefficient 
1.000 .455** .252** .405** .300** 

Sig. (2-tailed) . .000 .000 .000 .000 

N 389 389 389 389 389 

Traditional farming 

practices 

Correlation 

Coefficient 
.455** 1.000 .200** .446** .312** 

Sig. (2-tailed) .000 . .000 .000 .000 

N 389 389 389 389 389 

Number of trainings 

attended in agriculture or 

MABs 

Correlation 

Coefficient 
.252** .200** 1.000 .236** .156** 

Sig. (2-tailed) .000 .000 . .000 .002 

N 389 389 389 389 389 

Operational planning Correlation 

Coefficient 
.405** .446** .236** 1.000 .355** 

Sig. (2-tailed) .000 .000 .000 . .000 

N 389 389 389 389 389 

Level of participation in 

the cooperatives 

Correlation 

Coefficient 
.300** .312** .156** .355** 1.000 

Sig. (2-tailed) .000 .000 .002 .000 . 

N 389 389 389 389 389 

**. Correlation is significant at the 0.01 level (2-tailed). 
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