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The role of local enterprises in marketing agricultural crops in the
Jordan valley (Algohr) area

Abstract:

The research discusses the role of local enterprises in marketing agricultural crops in the
Jordan valley (Algohr) area. This area is of an agricultural nature which is normally hot in
the summer and moderate in winter which sets up good weather conditions for lots of
agricultural crops normally produced in winter, which would assist selling it in relatively
higher prices either inside or out side Palestine, also, there are some crops that are only
planted in the valleys area such as bananas, palm trees and grapes with no seeds.

The study had aimed at recognizing the role of local enterprises in marketing agricultural
crops, pointing out the current status in marketing agricultural crops, and recognizing the
marketing channels in the district of Jericho and Algohr. Also, the study had aimed at
reaching potential solutions to over come marketing difficulties facing farmers. This study
had been executed in the Jordan valley, Algohr (northern, middle and southern) for the
agricultural season of 2005-2006, which had extended from the beginning of September
2005 until end of August 2006.

The study sample test consists of farmers from Jericho and valleys, in addition to active
enterprises in the agricultural field in the region. The sample test volume is 120 farmers
and 9 enterprises. Adescriptive curriculum used to accomplish this study, where data were
gathered; hypotheses were studied and tested using surveys and former literature.

For the purpose of study, the researcher had created two forms: the first one for farmers
and the other one for enterprises working within the agricultural field. The survey form for
farmers was filled out after being tested and authenticated by personally interviewing
farmers. The survey data were processed by the statistical program SPSS. Number of
statistical procedures and measures were used to analyze the data such as: frequency
distribution and mean to describe the test statistic, also, ki Square, T- test and Oneway
Anova tests were done to find and experiment the relation between different variables.

The study showed that there is no significant role ( not more than 2.5 %) for enterprises in
marketing agricultural crops in the study region. Farmers need the positive interference of
enterprises to market their agricultural crops. Farmers need financial support to encourage
them to produce new marketable goods away from the routine. To adapt modern means
and techniques in planting process,as for the problems on reaching the markets, 70% of
farmers indicated that Israeli borders and check points stand as major factor hindering
farmers from reaching markets, which forces them to use encompassing way with more
transportation cost. The results show that there is an obvious negligence of marketing
orientation for farmers,there is a shortage in specialized studies regarding local markets
and their needs of agricultural crops,farmers had expressed their desire and need for
marketing procedures such as: sorting, filling and circulating. 80% of farmers conduct the
above mentioned procedures in their farms due to the scarcity of warehouses,the study had
also pointed out that there is a need to open foreign market niches and widen local markets,
farmers concentrate on the Israeli market in the marketing process without studying the
Israeli Market needs when planting their crops which created a sort of mal planning,the
study had also shown that there is no significant statistical relation regarding the point of



views for farmers on the role of local enterprises in the agricultural marketing process, and
this is justified by the variation of crops and regions.

The study had come up with number of recommendations to activate the role of enterprises
including governmental, coordinate and unify their efforts by all means, under supervision
of an official party to avoid any discrepancies,to gather farmers within corporations and
unions, this would empower and unify their efforts to solve their problems,to work on
widening local and foreign markets, and benefit from some open Arabic markets,establish
modern factories and centers for agricultural marketing procedures as it is considered as a
base for the marketing process
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