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A. PROJECT BEBCRIPTION AND HISTORY

The Direccién de Comercieslisasiba y Economfa Agrfeela (BCEA) (Divisimn of Marketing
and Agricultural Economics, see Axnex A) was established on December 1, 1971, reporting
directly co the office ef the Minister of Agriculturs to respond to Paraguay't marketing
needs within the Ministry of Agriculture (MAG). Recognition by the GOP of the need for
the DCEA resulted frem work with a marketing adviser funded by USAID under the Institu-
tional Deve'epment Prejeat 526-15-110-050,1, which terminated in FY 1974, Previeus to
the establishment of $he DCEA marketing a.ctivities were performed en an ad hoc basin by
s mal)l sectien within the MAG censisting of six people. Now, as a Divieion, there are
39 M8 budgeted pesitiens within the DCEA, which has the capability to carry out the

general marketing functions for the major grains and livestock. ‘

The DCEA's first priority was marketing of livestock and grains which represent the
most important foreign exehahge earners for Paraguay. This prierity however did little
for the small farmer (Annex B, An Ecenemie Profile of Small Farmers), even though he
preduces both livestock and graims, since it doee mot focus on the spescific warkoting

roblems- or the wuch more diverse crep mix he produces. The MAG, in order to desal

rectly with the amall fearmer's markeiing problems, has establishad a pection within
$the DGEA (Marketing Studies and Amalysis)., It i3 this addltional gection and its
_astivities with whieh this project 1s concerned, not the DCEA as a whole,

The IDB financed PIDAP (Programa Integrado de Desarrcllo Agropecuario) has & sub-
project which suppoerts part of the marketing divisien. The cuzphasis of the PIDAP
marketing sub-project is on developing facilities, capability, and services for marketing
of grains, of which the rapidly expanding soybean crop has been of primary importance.
First, several idle facilities were renovated and put into use and comstruction of new
facilities was initiated concurrently with a progran of assistance and lraining of MAG
personmmel 4n grain handling, storage, grading, inegpoction,and marketing. During ¢this
period. (1971-73) USAID provided ths majer edvisory assistanoe in marketing to tho MAG;
an FAC marketing advisor who was algo en board during mogt of this peried worked prin-
cipally” off livestocok marketing, R

1n September 1973, the MAG, with funds of the TDUB PIDAP sub-project, contracted
with IPF (Internatimnal Development Foumdatien), a private consulting firm, for edvieory
assistance on grain marketing. Three full-time censultents under this contract have
been on board for about a year, and four eaddftdenal short term consultants {1-2 monthe
each) bave provided advisory input o dete,

The A.I.D. marketing advisor werked with MAG officials responsible for coordinating
the work of the IDF team of advieors with other marketing activities of MAG as well as
other entities such as UNIPACO, CRFDICOOP, etc. The advisor also provided information,
materials and advisory inputs from UBATD and USDA not evallable through IDB, IDF or MAC.
The major part of the marketing adviser's asnigtance for graine is now being carried
by the IDF advisors, so that the A,I.D. marketing edvisor can now devote full time and
attenticn to the marketing problenmc of the small producer,

The -blective of the project ie to assemtle information in a form most useful to
meat amall farmer marketing problems, Inforumation developed by the DCEA will be fummelled
through the exigting extension service (8EAB) te benefit the small farmer. The project
also fills a kay gep in the Migsion's stratqgy of using an iutegruted approach to ceeint
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the small producers, Other components of this integrated approech inelude the two
cooperative programns--CREDTCOOP amd HIPACO, the Faxm Management farviess o €zall
Farmers Project as well as the projected COMDESA lsan (TIR to ke presontod mid Peb),
of two million dollars to dewelop industries specifically devoted to empll forier
needs, both for inpute and for precessing of his produsta.

8BA0 exbenasion agente will work with the community leaders end cosperativos in
order to insure a high multiplier effect in the information transfor process., The
Migsion 48 confident that a multipliar retio of b3l is both achieveblo end copcorvative
based on statistical enalysis of the A.I.D, funded CPES I Buall Parmsr Burvey. For
example, statistical analysis on how a farmer learns to upe insecticides shovws conclu-
sively that ocut of every 6 farmers surveyed, only cuo received hig information as o
result of technical assistance from eithe: $EAC or his cooperative, the other f‘ive uge
insecticides as a result of contact with friends, neighbors, and/or relatives., €ZA
will reach 1,500 emall farmers directly, with a ﬂ t1 ¢transfer ratio an addisional &,0060
small famers will be reached. The muwmber of fariers that will benefit will be gle\amf
than just those reached by SFAG, both directly and indirectly, since the marketing
tnfermation will be chamnelled through the ccoperative gystems, as wvell as through HBAG,
In eddition this project will operate in elose cooperation with the farm mansgement
project by itdentifying new products with good market potential which can be ineluded
in emal]l farm production plans, and by aasisting in marketing nev or inereased pro-
duction resulting from improved farm management, The DCEA wil) also work with the
ranasgement technicians in the MAG's Research end Extension Direciorats to $dgutify
spall farm problems and develop mutual strategies for solution.

The two main inputs of the project are: 1) a USDA/PABA marketing specialist {lob
deseription Amnax C) who {s curreatly on board; and 2) o long tern participent training
program in Agricultural Eoomomice with a mator in Agricultural Marketing st ¢he Master
of 8Bcience level,

B, 1. GOAL SPATEMERT

The goal of this project {s emall farmer utilization of improved parketing
practicee on 5,000 small farms.

2. MTABURES OF GOAL ACHIEVEMERT

Progreea will be indicated by ths mmsber of farmere adopting at least cone
improved practice attributable to the project. Twmproved practices include use aof an
impreved variety, & recommended marketing plan, o recommnded change in planting or
harvest time, or ad« pting an improved practice in marketing farm products. 1 i
expected that by the end of FY 1977:

a. 1,500 progressive @mall farmors vho can serve as catalysts will have besn
reached by the extsnsion service (6EA8) and have adopted a nev marketing practice,

b. 6,500 additional mmall farmers will have adopted improved msiketing
Tractices a8 & result o+ contact with those farmere reeched by SFAG or ag a result of
membership in a cooperative which edopte e now practice. .
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The MAG vregently has 58 extsnsion agents working in the field, cach caepable of
working closely with 60-70 farmers per year as well as nectings for small groupa,
Selection of the target of 1,500 farmers for direct contact 4s o nonservative estimate
of the extension cgents' outreach apd is sufficicat size to be significant in dhat the
Tigure represents slightly more than 1% of the totnl number of Pareguay's emall formera.
As previously diecussed, with the mmltiplier effect the project should reach on eddi-
tional 6,500 farmers for a total of 8,000 farmers representing 6% of the target group.

3. MEANS OF VERIFICATIOR

6. MAQ extension service records suomitted by local extennion egents.
b. (1) Membership in informal merketing commdtboou,
(2) Improvemsnte in marketing adopted by exieting cooporatives.

b4, ASSHMPTT S FOR ACHIEVING GOAL TARGETS

a. Oontinued politicel stebility.

b, Comnercial velations with Argentinae and Brazil will continue the same
or improve to permit movemant of Paraguayan products to and through these countriec.

c. Extension agents will actively cooperate in encouragivre farmers ¢o attend
me2tings and field demonstrations and collaborate {n conducting t

C. 1. PURPOSE BTATEMERT

The purpose of this project 18 to establish within the MAD the recearch and
extension gctivities in marketing specificully edapted to small Parmor marketing
problems,

The project emphasizes an integrated approach to tdentify an? evaluate market
improvement or expansion possibilities for egricultural producte coordinated with
efforts for improvement in organization of farm production of these same products.
(Farm Managemsnt Services to B8mall Parmers # 526-15-110-050.6), The principal

}/ In the development, discussion and execution of this profect {t 1s underestood

that "marketing” includes the ectivities, functiions, regulationes, procedurce,
facilities, entitics and institutions and services involving or affecting the
harvest, assembly, sale, purchase, transportation, handling, storage ani distribution
(including export) of agricultural commodities, Marketing aleo extends into arcas
normally ¢onsidered a function of production when the physicel or economic market-
ability of the commodity is affectod. For exammple, selection of the vorlety of
tomatoes grown and the degrece of maturity when barvested are both production decisions
which vitally affect the marketability of the final product., Aleo, the production
deoisien of vhen to plani determinass the date of maturity, which way mean the difference
betwsen & good income or a A&isastrous loss vhen the crop is harveeted and sold,
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contribution of this project will be to provide assistance by means of market analyels
and marketing research, information and marketing know-how, by identifying or developiny
market alternatives, and by assisting in plamning for preparation end movemsnt to market
of sgricultural products produced by small farmers., The project will be closely coor-
dinated with the extension service to trenslave research findings and other market
informetion into practical application by small farwers.

The project is designed to be complementary to on-going MAG, UBAID/MAG, and
other donor/MAG projects, and also to offer assistance to the small farmer who is not
presently included in these other projects. As previously discussed, edoption of
improved marketing practices is, alone, sufficient to incroase small farmer income,
Income can be further increased with improved credit, by marketing through cooperatives,
and with other types of MAG teclnical npseistence, but this prolect also provides
benefits independent of other existing projects.

2, Conditions Expected at End of Project

Evidence of achievement of the purpose of this prolect will be indicated by:

a., MAC marhetiig unit performing marketing research for small farmer produce
with sufficient coples of written reports and findings distributed for uge by SFEAG
agents and cooperatives to extend ‘nformation on current market prices, supplien, ond
conditions (including production estimates). The numbers of stulies and publications
are planned to be as follows:

FYe 1675 1G7€ 1977
Studies performed 2 s <
Coples distributed 200 500 500

b. Marketing information bulletins and leaflets completed, publishsd and
distributed to farmers, The number of titles to be publisghed and the number »f
coples to be dlitributed will be as Ffollows:

FYa 197 1976 R
Published 2 15 1e
Disrtrituted 1,000 7,500 TROC

H

c, BExtension agents organiee mesetings of groupe of small farmers on
marketing as foilgws:

F’YE lQ"IC 1?7( lgfr‘y

7

Number of meetings 25 75 150
Totzl attendance G0 1,500 3,000



’ r
wr s = =

DATE

o/uf 5 |eane_ B o

nY
6y

... PAGES

d, Marketing specialista with extension agents perforia field devcunsirations
or agsistanoe in ectual marketing ef a sales lot of en egricultural preduot,

Fie 2975 1976 1977

Number of mesetings 9] 100 150
Total attendance 250 1,000 2,500

e, Multiplier effect in the transfer of technology of at least b to 1,

3. Means of Verificatiou

a-d. The achievement of project purpose will Le verified frcu MAG reports
and reeords,

e. 104 sample survey (800 farcars) ef the target group, to be performad
by summer interns.,

b, Assurptions

4, MAG will devote necessary budget resources for printing end distribution
of research reporte and sxtension bulletins.

b, MAG budget will be adequate for salaries and trevel expenses of
Marketing/Extension specialists end extension agents.

D. PROJECT OUT'PUTS

l, Statement of Project Outputs

a. At the termination of this project, there will be & group of seven
marketing specialiats (including the unit head) trained at the M,S., level, each
cencentrating on a limited nwsber of products to provide the necessary research ant
analysis of marketing conditiong as thay effect the emall foarmer, In addition to
the head of the department of egricwltural economics, one specinlist will concentrate
on eech of the following product groups: a) Pruits; b) vegetables and rcot crops:
¢) grains; d) vegetable oils and essential oils; e) animnl producte; and £) industrisl
erops.,

b. Extension 8eminare and Short Courses, A totel of 1° rourses prapared fo.
extenaslen service agents for the delivery of marketing concepts to small farmers.

¢, Courses for excenc!on agenibs on the twelve marketing studies performes
by thie project,

2. Meang of Veri®ication

The achievement of ou’puts will be verified from the MAG personnel raocords and
budgets and through MAG exteusion service records on extension agent training programs.
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3. Assumptions

a, Capable pereonnel can be hired and trained and will remain in their joba
with the MAG Extension an? Marketing Servicas,

AID 1D25-1A (771) (NARRATIVE O afih

b, That MAG will devote necessary budget resources to pay salaries, travel
expenses and supplies to support the proposed marketing groups.

E. PROJECT INPUTH

l‘l ,E._g.

&, A major U,S. resource input will be the techmical services of a long term
USDA/PASA advisor in the field of marketing, and a total of #3 man months of short
term consultants specialired in epecific sub-areas of marketing. The USDA/PASA
Marketing Advisor is currently on board and is experienced with Pareguayen e~-11 farmer
marketing problems.

- b, Participrnt funds will be used for the training of MAOG teclmiclens 4u
marketing principlee in the following manner:

¥Y 1975 FY 1477 ¥y 1977
3 H $
Ko, MM 1000 TFo, MM 1090 Ho, ¥ 1000
Long term - U.S.
Con*inuing l 1z 10 e 2u &0
Hew 2 2l 24
Long term - 3rd country
Centinuing 2 2u 12 1 12 £
New 2 2k 14 1 12 7
Short term
U.B. 3 15 12 L 1 12 3 15 12
rd country 2 € b 3.8 ¢ 2 £ .
Totals 10 81 6L 12 Bs 58 L33 22

Seven long term and fourteen bhort term participants were funded by
the Institutional Development Project in Agricultural Beonomice and related flelds.
Yive of the long term participants were trained for the HAG's Plamning Divasion,
Three have retummed and two will return in Y 1975. Currently thare are {4wo BCBA
persomnel away on 1 mg term training for M.B. degreee in Agricultural Marketing, one
18 at Castelar in Arg>“ina (ETA May 1975) and the other is at Hew Mexico University
(ETA 8Sept. 1976). These “wo participants will be the firat M,8., level persommsl
trained in marketing and will work in the DCEA, The DCEA has already benefited firom
eleven short term participants who have re‘urned mnd are working in tcolmical arcais
H0R ar storage, handling and classificatien of graina.
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¢. Commodity funds include the purchase of equipment such as a vehicle and
spare parts, office rachines, audiovisual aids, demomstration supplies, reference
books, and local travel costs,

2, P

The GOP contribution to this project will include the salarles and related
costs of the MAG marketing specialists who will be working full time on the project,
and equivalent of the MAG's extension service agents'selaries who are expected to
devote 15% of their time on marketing extension., In addition, the MAG will finance
suppert services to project personnel, trevel and per diem of research and extension
persomnel, and the printing of extension bulletins and research reports, Therefore,
we estimate that the Host Govermment's contribution will exceed 25% of the total
project costs over the life of the projoet. A written apsurance to this effect will
be received as part of the annual project agreements.

F. RATIONALE

The MAG's narketing dirrciorate hasg concentrated on the problems associated with
8 few selected major crops (i.e., wheat, soybeans, cotton and tobacco)., Although
these programs have helred to increase the income of many small faxm producers, they
do not include a large number of other crop and livestock products associated with
the target group. The potentisl for improving his welfare must come from a mich
broader variety of products in order to optimize the utilization of resources available
to Paraguay's amall farmers.

Most crop production in Paraguay is found on small and mediun size farms except
for the grains (i.e., wheat, soybeans) which are produced on farms of all size., large
Paraguayan farmers nearly always are beef cattle producers, & few also have large
areas planted to wheat, rice and soybeans, The Mission is confident that a marketing
project working with other crops will reach the small producers simply because they
are the ones who produce the vast majority of Paraguay's ovtput of these crops.

The Mission's strategy is to work directly with the Marketing Studies and Analyseis
Section, which was recently created by the MAQ within the Marketing Directorate to
work on small farmer marketing problema., The project aims, with additional training
end advisory inputs, to move the existing marketing research ability within the MAG
to address marketing altematives for small farmers, Tmportantly, the project will
enhance the ability of three other small farmer projects {the Cooperative Services
of UNIPACO and CREPICCOP, and Parm Management Services to Small Farmars), teo mast
eopbined long run goals, i,e. improving the net income of the target group.

The marketing problem faced by the gmal' farmer can be generalized into two
categories:

a, The Rrioes usually received by these farmers for the limited arounte of
products offered for sale are too lovw because of inefficient marketing and weak
market power. Weak market power results from the small volume that indiyidual
farmers produce, which also cantribubes to maxing the marketing process inefficient.
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b. The alternatives are limited primarily due te a lack of information, marketing
infrastructure, and leck of ar institution that ie capable of carrying the marketing
information to the field and abl~ to assiet small farmers, individually or 4in groups,
2 sell their products effsctiveuy.

ristenne e

The absence of an efficient marketing system (cooperatives, wnolesalers or others)
results in high marketing costs and low prices to producers, The lacl of planning for
market demand results in the bulk of competing or similar farm products usually being
harvested and marke®ed during a short time period. The obvious result 1z depresscd
prices during the peried small farmers have productes to sell. The lack of current,
reliable information on market prices and conditions, and limited alternatives,
including storage, together with low unit volume leaves the small farmer in a position
of weak market power. It 1s to these basic aagpocts that this project is oriented,

For example, establishing a guide for staggered crop planting would langthan the
period of time over which a particular c¢rop is brought to market. This would first
have the desired impact of a better average price for the small farmer ae well as
providing the consumer with supplies of the product at a reaazonable price ove: a
longer period of time, It alsc sezems reascnable to assume certagn nutritional benefits
to ccmmm as & result of a more stable price structure,

There eve 1L1,216 farm units in eastern Paroguay with less than 21 hoctares of
land, according to 1969 data utilized by the Ministry of Agriculture in itg ammual
produotion survey. These units represent 874 percent of all farm unita.ﬁ
Within this group 10,173 farms have less than one hectare and, thus cen hardly be
tonsidered as viable units. In other small-farm size ranges, 5 ,f9? farms had one
to five hectares of land, 31,266 had five to ten hectares of land, and 41,203 farms
had 10 to 21 hectares of land, a total of 129,12 farm units. Thue 79.9 percent »f
all farm units in eastern Paraguay ranged from 1 to 21 hectares in size and, wvhile
the number of farms of this sige range in that area has urioudbtedly i{ncreased since
1969 the total is probably not more than 1L0,000,

An-A.I,D. financed survey in eastern Paraguay indicated that in the 1972-73 crop
year, 24Q farms with less than 20 hectares of land realized net farm i{r-come of $£32.
Assuming an averagze of € membero per farm family, this would {ndicate a net income
of $165 per family member from the fari operation, clearly too low to provide a
satisfactory level of living.

The unigue contribution offered by this prolect is the low cost/high econamic
benefit it offers. Many improvsd marketing practices require little or no additional
ocasin outlay for the farmer, Yor exauple, the selection of crops that have the best
potential market prices may pot represent eny adddtional cost to the farmer over his
traditional practices, Similarly, improved harvesting, and marketing techniques can
oftan be accemplished without additiumal ocost to the farmer, but provide incremsed
incomas,

A practical exemplie might 1llustrete more cleerly how activities under this
project could benefit asmall famers. Tomaloes are produced in Paraguay both fer
lecal consumption and export. In 197h4, as frequsntly occurs, a large acreage of
touloss cews ipto production at the smms tims, and prices which had besn &t (330 to
35 per kilogran dropped to ﬁ‘j per kilogrzm.2/ With information aveilable on the volume

1/ “Ser MAG, Ercuesta Agropecusria por Muestreo, 1972, p, 2b
2/ $1.00 US = g120
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the availsble market can abeord as wall as the elasticity of demand for tomatoes,
extension agents could work with producers (in group meetings, for example) in
spreading the planting seasen more evenly to take advantage of the entire anticipated
marketing season, avoiding e price-breaking glut of too many tomatoes in the market
place at any one time.
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G. COURSE OF ACTION

1. Participant Training

The first technician 4o complete his Master's level training in Agrieultural
Economics, with specialization in marketing,will assume duties as head of the Agri-
otural Economics Department of MAG's Marketing Division during the second quarter
of CY 1975. In addition to begimning development of a plan of action for the
Department he will handle urgent requests for marketing information, analyses ond
assistance which are now being handled by the Director of the DCEA,

The sscond technicicn now being trained will return in CY 197¢, and will con-
centrate an research and assistance in the marketing of fruits, vegetables, and root
crops, He will also work in the marketing of potatoes produced under the national
potato program, garlic, citrus, export of tommtoes, peppers and pineapples, and the
rapidly expanding strawberry productien,

The first of the five additional technicians to be traine! under this profect
will, upon his return in CY 1977, handle marketing information, analyser and agsistance
for gralns, which are presently being carried by the IDF advisory team. A se.ond will
concentrate on marketing of vegetable oil crops, especially coco pAlm nuts, castor beans
and tung muts, and essential oils; the third will gtudy and aseist marketing of vege-
tables and root crops, permitting the specialiet wvho returned in CY 197¢ to coancontrate
oh fruits to permit adequute attention to this large product group of p.imary i{importance
to emall farmers, The fourth technician will astudy and assist the marketing of animal
products (pork, poultry and eggs, dairy products, honey, etc.) and the £ifth will study
and agsist in marketing of industrial products, especially sugar cane, mate and palmito,

The Yong te-m tra‘ning will be complementsd by short term training to give the
participants practical expcerience and specialized training in specific product groups.

2, Advisory Input

A resident USAID (USDA/PASA) marketing advisor, now on board, will continue
throughout the duretior of the project to aseist in selection of candidates, plamning
their t-aining programs, and in providing supervisien and advice in “raming the
programs of research and assistance. Elort term advisore will provide toechnical
asslgtance in resolving specific marketing problems, such as development of o cold
storage program, or a program of grading and packing a product--guch as garlic or
tomatoeg-~--to neet the requiroments of export markets,

3. Coordination

As the marketing project develops information en pctential markete and the
absorptive capccity of present markets for small farmer livestock and crop production,
this informatimn wiil be passed to the farmer through ongoing Mission/MAG projects,

Special exphasis will be placed in the dissemination of marketing information through the
Livestock extension program tp assist the swall farmer with Jémestock
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ANEX B

AR BCONOMIC FMROFILY OF BMALL FARMERG

According to 1969 baseline data used by the Ministry of Agriculture in its
annual surveys of productien, there are 141,216 farm units in esstern Paraguny
with less than 21 hectares of land, These uvnits ropresent 87.4 percent of ell
farm units, If one excludes the 10,173 farm units having less thar one hoectare
of land (which camnot be considered as viable), there are 129,162 farm units with
one to twenty-one hectares of land. Within this group of small farng 56,693
farms had one to five hectares of lani, 31,266 had five to ten hectares of lmnd,
and 41,203 farms had 10 to 21 hectarves of land. Thus, 51 percent of swmaller farms
in eastern Paraguay have from five %v twimty-one hectaree of land. However, the
spatial distribution of small farms in eustern Pareguay is quite uneven.

Ir the four departments adjecent to Asuncién, over U3 percent of all farm
units are in the one to five hsotare sive category. These farms are in the go-
called central minifundia zone. In six other departments of eastern Paraguay,
between 20 and 41 percent of all farm unite are one to five hectares in sige. In
the three remaining departmentsof eastern Paragusy, farms in this slee category
constitute less than 15 percent of all farm uwnits. In ell departments of eastern
Paragusy except one, farms with less than 21 hectares of lend constitute over
seventy percent of ail farm units,

Farms of less than 21 hectares produce over two-thirds of eastern Paragusy's
cotton, peas, sweet potatoes, mandioca, peanuts, dry beans and todbacco, over half
of the sugar cane, onions, lima bsans, corn and potatoes.

According to survey responses to a detalled questionnaire on farm production
administered in the central zone, average net farm income for farms with less than
five bhectares of land was $625 im the 1772/73 crop year and $9F for farme of five
to twenty hectares,

The subseistence character of small farms is indicated by the ratino of on-farm
consumption to gross farm income, Por farm families with lese than five hectaraes,
the ratio of consumptior is 54 percent, This ratic declines to 37 percent for
farms in the five to twenty hectare eise category end to 10 percent for farms
larger than 20 hectares,

Survey responses also ‘ndicate a mumber of important and expected income-
production characteristics: (1) decrcasing proportion of off-farm income in net
farm income ar size of farm increasges /off-farm incoms accounts for 38 percent of
fanily income on farms with less than five hectares); (2) an increasing proportion
of ceeh off-farm sales and decoreesing proportion of on-farm consumption as farm
becomes larger (UE percent of greess farm income erises from off-farm sales for
farms of less than five bhectaras) 61 percent for farms with five to twenty hectares
and 87 percent for farms with cver twenty hectares); (3) an increasing proportion
of groes farm income abso:hed by cash expenses as farmgbecome larger (15.5 percent
for farmc wiih less than five hoctares, 16,2 percent for ferms with five to twanty
hectares and 22,6 percent for farms with more than twenty nectarece.
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8urvey data also indicate en inverse relationship between nat farm incoms peor
hectare and size orf farmj $155 per hectare on farms of less than Sive hectares,
$102 per hectare on faims of five to twenty hectaree, end $31 per hectere on farms
with over twenty hectares, An inverse relationship also exists between gross
capital per hectare and size of farm; $H489 per hectare on farms of less than five
hectares, $350 per hectare on farms of five to twenty hectares, and $25h an farms
of twenty hectares and over., Availeble ovidence alec indicates o strong invirge
relationship between size of fara and productivity of capital, Het farm income
amounts to 33,8 percent of gross capiiai on farms smaller than five hectares, 29.3
percent on farms of five to twenty hectmres and 12.2 percent on farms larger than
twenty hectares.

Available data asvggest that operators of farms with over twenty hectuces of
land are by no means poor (a velue judgement) and have little Aifficulty in sscur-
ing marketing services on favorable tarms, As a proactical matter, relatively fevw
farmers in this category ere engaged in crop production. 8electiorn of ths 1imits
of target group of farm faniliee involves both value Judgements and practien)
considerationa, The major question hero is whethsr ths lirdt for si¢9 of fern
should be five or twenty hectares, It is obvious that famdliee on ferms with leas
than five hectares have lower imncomas than farm fawllies on farms widh Tive teo
twenty hectares. Average net femily incomes of the latter group are % percgnt
higher than that of the former group.

The target group should include fearm families on farsms of up to imuq
hectares for the following ressons: (1) The income difference between the smallest
farms (up to five hectares) and faras from five to twenty hectarss il totl sxcessive
(a value judgement). (2) The absolute number of farms with five to twenty hectarxac
is abeolutely larger than the farms with less than five hectares, () A glgnifi-
cant portion of farmers with less than five hectares of land reeort to off-fars
employment, and for this reasson increasing theilr inc-me depende upon acquisitieon
of mory land and increasing cmployment opportunities. (L' Avallable evidence
suggests that farmers with five to twenty hectares 4o not preesnily have access 1o
marketing services on terms as favorable asg large faroers and only smarginally
better than the smallest farmsras,
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JOB DESCRIPTION OF PROJECT ADVIBOR

Position Title: AGRICULTURAL MARKETIWG ECUROMICS ADVISOR

The Agricultural Marketing Advisor provide: advieory guidance and assistcnce to the
GOP/liniatry of Agriculture and related aguncies on improvement of marketing ineti-
tutions, services and practices for agricultural and livestock productas,

Rature and Snope of Work

The work performed in this position is concerned with investigation end recomends-
tione for improvements in existing market conditiona, practices, inetitutions,
services, facilities, pricee and costs ef marketing fresh and processed agricultural
comnodities. This will involve identification end development of improved practices
for handling, greding, packaging, distribuling and selliug the host country’s
prinéipal agriculture and liventock crops, in procesgsad and in fresh or unprocessed
fornm.,

Further, the position includes advieing and training host country govermzment officials
in ocarrying out investigations of marketing conditions cnd provdasms, analysis of the
results to identify and resolve key prodlems areas, promotion erong farmers of the
application of improved marketing principlas and practicas, end analysiec end ugo o1
market infermation.
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EVALIIATION FIAW

Per instructions conteined in AIDTO CIRCULAR A-603, dated 28 August 197h,
Bubject: Improved Program Design and Evaluation, the following plan is submitted:

1. "Bpaecific provisions, consistent with the magnitude and importance of the
project, for collection and recording of baseline and progress deta relating
to stated progress indicators as well as to design assumptions.”

A. Basgeline Dgta

Baseline data on the economic characteristice of the small farmer are con-
tained In Aumex B of this FROP, Econmomic dats and sourcez are self explanator/,
Other Missien and MAG reports and studies cited in the FROP provide additional data
on the present situation,

B. Progress Data

The principal source of progress data will be regular armuel reports on
staff and extension agent activities. Also querterly reports will be prepared by
the PASA staff om project progress, Information on small farmer income will be
provided through surveys of reoords maintained on selscted suall farms,

C. Design of Assumptions

Assumptions are as relevant and realistic as cam be determined, based on
the considered judgmenta > GQOP counterparts and Missiorn persommel,

2. "Periodic evaluation by senior management including & description of the scope,
depth, methodology, timing, participants, and necessary resources for the
evaluation."

A. As required by Mission and AID/W policy, the project will have yearly PAR
evaluation, in compliance with the series of M,0.'s and policy statements which
outline evaluation methodology and participation., The Mission Dirsctor takes
personal interest in the PAR process and participates both in the review iteelf
and in follow-up and closing of recoomendations.

B. On-going evaluation will be provided by the FJ end hie etaff, including
PASA technicians contracted by the project.

C. The project will be subject to pericdic review Ly AL personnel and by AID/W.
While the timing of such ovaluatioms cannot be dsterminsd by the Mission, we ‘welcome
the assistance which these sources can provide,

3. "A review of prior experience with similar projecte elsewhere,”

The Mission awaits thLe subsequent messege to follow AIDTO CIRC A-503 and will
re-ghape itz evaluation plan as required.
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Integration of Womsn into the Retional Economy, as required by AIDTO
CIRC A-532, dated 25 July 1974, Bubject - The Percy Amendment.

The marketing research and extenaion activities to be undertoken Ly
this project will benefit both rural and vrban voemsn,

Membership in p.roducer cooperatives is open to women, as is the oppor-
tunity to seck office. Rural women are involved in the production of crops
on the small farm and play an astive role in marketing farm produce, We
expeet that rural women who partieipate in improved marketing prasctices will
enjoy higher incomes, thus increasing their degree of participstion 4n ¢the
econemy and their status will be improved accordingly.

Urban wemsen will benefit from a better supply of food at reasonsble
prices, and less affected by seasonal abundance end scearcity,
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Progrom or Sector Geal: The brooder objective to
which thit crorect contributes

Seall farmer utilization of improved
rarxeting practices on 8,000 rmall
forma.
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Proiect Puwpose:

To egtablish within the Ministry of
Agriculture (MAG) the capacity to
carry out regearch and extensgion
ectivities in marketing specifically
edapted to smal) fermer marketing
problems.

Conditions thet will mdicorw purpoce hos been
achigved Eadof project srosye

1. MAG marketing unit performing
marketing studies, with copies
distributed to extension egents

FYs 1975 1076 1977
Ro. of studies
Ro. distridbuted 200 "700 500

2. Marketing information bulletins
and leaflets completed,
publighed and distributed to

farmers.
Published 2 15 15
Dietridbuted 1000 7500 7500

3. Meetings of groupe of emall
farmers on msrketing.

Ro. of meetings 25 75 150

Total attendance 30O 1500 3000

b, Field demonctrations on
marketing.

Eo. of meetings 20 100 150

Total attendance 290 1070 2500

5. Maltiplier effect in the
transfer of technology of
a2t leagt U:l.

1.4, MAG reports and records.

5. 10% cample survey (800 farmers)

of the target group, to be
performed by sunmer interne,

As sumptions for ochieving purpc.se:

1. MAG will devote necessary budget
resources for orinting and dis-

tributing research reporte o
extension bulletine,

2. MAG budget will be adequate for
galaries and travel expemes of
extension agents.
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NARRATIVE SUMMARY

OBJECTIVELY YERIFIABLE INDICATORS

MEANS OF YERIFICATION

IMPORTANT ASSUMPTIONS

Outputs:

1. MAG Marketing Research Unit,
capeble of producing research,
ixproving the small farmer
merketing position.

2. Coursev for extensiom agents in
delivering marketing concepts to
seall farmers.

' 3. Courses for extemsion sgents on
29 tweolv e marketing stuvdies per-
foraed by this project.

Mognitude of Ovtputs:

1. A furm marketing group, sup-
ported by MAG, comprised of 7
qualified persormel (M.S_level
Agriculturzl Econcamiets trained
in marketing principles).

2. 15 courses prepared and given
for extension service agentes
in delivery of marketing comn-
cepts to small farmers.

3. Twelve courses prepared and
given for extension service
agentz on the new information
resulting from research
projects.

1. MAG persomnel records and budget.

2. MAG extension service records on

3. Same as 2.

extension agent training programs,

Assumptions for echieving avtputs:

1. Capable personnel can be hired

and trained and will remain in
their jcbs with the MAG Extension
and Marketing Services, o

MAG wil) devote necessary budget
resocurces to pay salaries, travel
expenses and suppliee to support
the proposed Marketing group.
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NARRATIVE SUMMARY

ORJECTIVELY VERIFIABLE INDICATORS

MEANS OF VERIFICATION

IMPORTANT ASSUMPTIONS

Inputs:

1. USAID/P

Implementation Target (Type ond Quantity)

FY 1975 FY 197 FY 1977

2.

a. Personnel Services

1 Marketing Advisor
Short tera Congultants specialize
in specific sudb area of marketing

b. Purtieipents
U3 Academic
U8 Bon Academic
Third country

c. Commodities
. Vehicle, office mmchires, soiioc-
visua) aids, demcmstration sup-
pilen, ete,
4. Cther Cogste
iocel travel, local itraining,

B iy s mpct s Ty, .
susmset intets program, =ic.

Total UBATD/?P

P

Research-extoneion specialists
Extension parsormel

Bupport services

Travel and per-diem

&% ‘Lq ssrvricce

12 MM 12 MM 12 MM
9 MM 11 MM 8 wM
21 »™ 23 MM 20 MM
$ 78,000 $ 85,000 $ 75,000
H M 24 MM

15 " K " 15 W
0 " s " e -
81 MM 85 M 33 MM
$64 o000 ¢ 58,000 $ 22,000
¢ g,000 $ B,000 § 7,000
$ 5,000 ¢ 5,000 § 5,000
$156,000 315,000 $109,000

S MAQ full ¢time spoclaliste
ALYl MAC extemsion ogents devot-
ing 15% of their time on
mariioting extension

1. USAID/P records and reporta.

2. MAG records.

Assumptions for providing inputs:






