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comprehensive and a great deal of work would have to be carried out in 

identifying the potential demand in specific markets. The list of 

potential agricultural and horticultural export items includes: 

maize ( especially maize starch, for industrial purposes) 
beans, peas, lentils, chillies, courgettes, etc. 
cut flowers 
fresh vegetables 
castor seeds 
groundnuts 
cashew nuts 
palm oil & kernals 
soya beans 
papain 
vegetable oils 
sorghum 
pineapples 
cocoa 
unmanufactured tobacco 

Of particular importance in the above list are fresh vegetables, 

cut flowers, green beans, peas, etc., groundnuts, soya beans and maize. 

The production and export of unmanufactured tobacco could also be 

substantially expanded. 

Constraints on the Development of Export Potential 

The most important general constraints, applicable to the development 

of both agricultural and manufactured goods export potential are lack of finance 

and lack of skilled personnel. In some cases, the lack of relevant market 

information is a serious obstacle to promotional efforts. 

In the field of agricultural exports, the following more specific 

constraints'may be mentioned: 

1. Production constraints: there are no incentives, as yet, for 

farmers to produce sufficient quantities demanded by the world market. The 

lack of an export surplus (or insufficient supply to meet world market 

demands) appears to be particularly important in the case of fresh 

vegetables, green beans, peas, etc., groundnuts and maize (cotton is 

considered separately below). In these cases, insufficient production 

within Uganda is of greater importance than the insufficiency of foreign 

demand and it is to be questioned whether the Export Promotion Council can 

be effective in this field. It may. be able to pressure the Ministry of 

Agriculture into adopting policies to stimulate the production of these 

commodities but it would appear more likely that a Production Promotion 

Council would be more effective in encouraging the .production of those 

commodities for which a ready export market exist. 
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At a more general level, it must be emphasized that export promotion 

cannot be separated from Government policy as a whale, and in particular, 

it cannot be divorced from the development strategy adopted. For example, 

export promotion and exchange control should be closely linked and 

policies adopted with respect to the rural sector of the economy will 

also affect export potential. With respect to- development strategy, the 

question must be answered - what is Uganda best suited to produce? If 

attention is then directed to those areas of production where Uganda's 

comparative advantage is greatest (rather than concentrating on 

developing high cost, import substituting industries), production will 

be organised on a more rational and efficient basis and Uganda will be 

able to export those commodities in which her production advantages are 

greatest. In practice, of course, the choice to be made is neither as 

straightforward nor as simple as this, but the very posing of the question 

may lead to a reappraisal of development policy. 

One final point needs to be made. The view was expressed in some 

quarters that Government (and the Uganda Development Corporation in 

particular) should change its attitude to foreign private capital. 

Contacts with international companies are necessary in order to secure 

established sales outlets for Ugandan producta and such contacts can 

often be secured by allowing the foreign Company to participate (often 

to a purely nominal amount) in the equity capital of the Ugandan Company. 

If equity capital participation is forthcoming (and is encouraged) from 

large marketing, processing and manufacturing companies in Europe and 

the U.S.A., the problem of linking production and export promotion could 

be substantially overcome, especially in the case of those crops 
5 

requiring large scale production. 
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2. Belshaw,. op. cit., p. 40. 

3. This view expressed by a C.M.B, official would appear to 
be unduly pessimistic insofar as the Board has been 
successful in selling lower grade dry processed coffee in 
non-quota markets "at reasonable prices". ' See Belshaw, 
op. cit., p. 45. 

4. It should be pointed out that so-called "direct sales" 
are in fact indirect as they still rely on an export eigent 
of the same type as those which export the crop from open 
auction sales. Belshaw, op. cit., p. 43. 

5. The promotion of exports to Kenya and Tanzania is specifically 
omitted as it is feit that very little of use can be said 
about this problem until agreement is reached over the 
allocation of industries between the three countries. 













1968 

186,305 
357,519 

Maize Germ Meal, Raw Cotton 
Papain, crude. 

543,824 





1968 Major Items 

1,277,394 Coffee 

1,277,394 

16,165,423 Coffee, Tea, Papain, Crude, 
- Copper (1966) 

216,404 
352 

66 
144 

16,382,389 
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