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Assistance to the Interamerican Institute of Agricultural Science s'
 
Interamerican Program in Agricultural Marketing
 

I. Introduction
 

A. History and Status of the Project
 

1. The Setting
 

Agricultural marketing in Latin America has been sufficiently
 
identified as 
a critical constraint to the agricultural devel
opment process. Since 1963 AID has made agricultural loans and
 
grants to 19 Latin American countrien totalling approximately
 
$113 millions for various kinds of imnrketino activities and a
nother $63 million for farm-to-market roads, (Attachment 1).
In spite of these oizeable investments, marketing of the non
traditional agricultural export crops, basic grains, fruits, 
vegetables, and livestock have been plagued by unstable prices,
high marketing losses, and wide fluctuations in seasonal and 
in some cases annual supplies. 

AID is placing considerable emphasis in the development process
 
upon sector planning as a means to improve existing production
 
systems and improve existing marketing systems or develop new
 
systems and institutions through better planned investment pro
grams and management techniques.
 

The performance of numerous market improvement investment pro
jects or marketing components of larger projects suggests in
adequate analysis of the marketing problems themselves. This
 
has been evidenced by the inefficient location of storage fa
cilities, the failure to develop,all linkages within marketing
 
systems, the failure to adequately estimate the cost of price
 
and supply stabilization programs, and similar disequilibriums

in the respective agricultural marketing and delivery systems.
 
Latin American agricultural sector planners can no longer depend

solely upon the traditional sources of foreign marketing expertise
 
to 
assist them in finding solutions to the ever increasing array
 
of marketing problems.
 

2. AID's Role in Latin American Agricultural Market Development
 

Traditionally the USAID Missions have been assisted in the
 
field of agricultural marketing primarily through technical
 
assistance contracts with selected American Market Planning (MSU/
 
LAMP)*Center and the Food and Feed Grains Institute of Kansas
 
State University, USDA PASA's, various TAB contracts or by AID
 
direct hire personnel. These sources will continue to be avail
able as 
a source of marketing expertise conditioned from Latin
 
American experiences into Latin American Institutions. The ATAC
 
(American Technical Assistance Corporation) evaluators
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of AID/LA-364 contract with Michigan State University were disap
pointed that no center of marketing expertise, paralleling MSU/
 
LAMP, had emerged within Latin America which could be drawn upon
 
for technical assistance by the various nations.
 

The fact is that insufficient quantities and qualities of mar
keting technologies have been transferred and institutionalized
 
into Latin American institutions for one reason or another. To
 
be sure, AID's contracts over the past decade have provided var
ious American universities and institutions with considerable
 
experience and insight into Latin American agricultural marketing
 
structure, problems, and solutions to these problems.
 

One major contractor during the period of March 1966 through
 
December 1970 was Michigan State University (contract No. LA-364,
 
MSU/LAMP). A total of $906,729 was allocated to develop the
 
Latin American Planning Center at Michigan State University which
 
became known as the LAMP project. Its purpose was "..... to es
tablish and operate a National Market Development Center for
 
Latin America ..... " which in turn was "..... to assist Missions
 
and host countries to develop the capacity to plan and implement
 
programs which will integrate the urban and rural populations into
 
a more efficient national marketing structure, reducing the bar
riers to expand agricultural output and helping to expand and 
effectively redistribute the incomes of the mass of population." 
Countries receiving the major assistance through LAMP activities
 
(and its predecessor AID Contract TCR-786) were Colombia, Bolivia,
 
Brazil, Costa Rica, Panama, Dominican Republic, and Argentina.
 

The transfer and institutionalization of marketing expertise has
 
progressed to some extent as a direct result of AID training pro
grams, increasing numbers of Latins receiving advanced degrees in
 
marketing and in related fields from U.S. universities, improved
 
planning capabilities on the part of some Latin Ministries of Agri
culture, and the emergency of Latin institutions with increasing
 
marketing expertise. Yet the demand for such marketing expertise
 
is estimated to be substantially greater than supply for several
 
years to come.
 

The pool ofi trained Latin agricultural marketing technicians
 
has increased in recent years and they are beginning to have
 
an impact upon agricultural policy formrlation and on market
 
development in some Latin countries. This is evidenced by an
 
increased awareness of the importance of agricultural marketing
 
and the increased demand by Latin American countries for more
 
sophisticated analyses and solutions to their marketing probleqis.
 
The climate for more fruitful transfer and institutionalization of
 
the kind;of expertise needed probably is better today than at any
time in the history of the AID program and its predecessor agencies.
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3. 	Why Should AID Assist the Interamerican Institute of
 
Agricultural Sciences?
 

Technical assistance in the field of agricultural marketing
 
to Latin American countries comes in many forms and from
 
numerous 
sources. Some of these more important sources are:
 
AID, Canada (CIDA), FAO, the various foundations, IDB, IBRD,
 
OAS in the form of CICOM, and CIPE, AGROSYSTEMS, Latin American
 
Agri-business Corporation (LADD), INCAE - Central American
 
Institute of Management, CEIMA - Agricultural Marketing Research
 
and Training Center, CEAT in the form of their Agricultural

Economics Program, and the Interamerican Institute of Agricultural

Sciences (IICA). Despite the wide range of functions performed

by the above Latin and international. organizations, the demand for
 
training and technical assistance is quite strong, stilt largely
 
unfulfilled, and the audience is 
quite heterogeneous. The Latin
 
institutions mentioned above tend to concentrate in 
a specific
 
marketing or related subject matter area and do not 
individually
 
provide a wide spectrum of marketing technical assistance. The
 
IICA Hemispheric Agricultural Marketing Program, which was form
ulated by direct request from its membership was planned and de
signed considering all the activities undertaken by other inter
national and Latin bodies.
 

TICA is an autonomous inter-governmental institution with its
 
executive headquarters located in San Jose, Costa Rica. 
 In order
 
to provide country level technical assistance on a continuing

basis, develop rapport with host country officials, acquire in
timate knowledge of the host country capabilities and cultural
 
constraints, focus upon problems which have a regional conno
tation, and provide 6 wide spectrum of technical assistance in
puts, IICA has established fifteen national offices and 
three
 
regional offices (Peru, Guatemala, and Uruguay). In addition, IICA
 
has developed an Interamerican Center for Documentational and Agri
cultural Information at Turrialba, Costa Rica, and 
an Interamerican
 
Center for Rural Development and Agrarian Reform in Bogota, Colombia.
 

AID 	 has supported IICA since its inception in October 1942 as a 
legally recogpized, autonomous, intergovernmental institution 
acting within the general policy framework the OAS adol,ts for the 
1emi sphere. At the present time, as a member governmnt, the 
United States contributes 66% to the regular IICA budget of $5.2
 
million (1973-74). This amount represents a sizeable and sig
llificant input into the development and institutionalization of
 
IICA as a Latin American institution.
 

The 	general. objectives of IICA are consistent with 
those of AID
 
and the program is designed to foster essentially the same de
velopment objectives. IICA's general objectives are 
to increase
 
agricultural production and productivity in line with increases
 
in population and purchasing power, increase employment oppor
tunities in the rural sector, and increase the participation of
 
the rural population in development activities that allows a
 
continuous significant transformation towards equal opportunities.
 
of all active members of the rural commuunity.
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To accomplish these general objectives IICA has developed seven 
lines of action. These are: A) agricultural education, 2) a
nalysis of and information on rural development, 3) agricultural 
research, 4) promotion of agricultural production, 5) support to 
multi-national integration institutions, 6) promotion and implemen
tation of structural change, and 7) administration of agricultural. 
policies. 

In recent years IICA has moved from an Institute concentration 
primarily on the biological sciences to a program almost totally
 
directed toward comprehensive rural development. Within this
 
framework IICA is increasingly being recognized by member countries
 
as a valid and technically competent source of technical assistance.
 
This is evidenced by requests from member countries to expand
 
existing technical assistance programs and to branch into new
 
programs such as the Hemispheric Agricultural Marketing Program.
 
IICA is now offering technical assistance in agricultural marketing
 
to twenty-two Latin American countries. IICA's Hemispheric
 
Agricultural Marketing Program has, since October 1972, put to
gether a professional staff and developed an organizational struc
ture designed to provide technical assistance in agricultural mar
keting problem areas. While the professional staff is academically
 
trained, some with a number of years of marketing experience, the
 
new marketing program requires a great deal of internal coordina
tion, modifications of existing marketing technologies, acquisi.
tion of newer technologies, an interdisciplinary team approach 
to problem identification and problem solving, and an intellec
tual capability and flexibility to solve a wide array of marketing 
problems posed by member countries requesting assistance. In
 
order for IICA to weld together a technically qualified, highly 
coordinated interdisciplinary team capable of responding to mem
ber 	 countries' marketing problems in the manner envisioned in the 
shortest possible time frame, external technical and management 
assistance will be required. 

4. 	 AID's recent comnmitments to IICA 

a. 	On June 30, 1971 AID made a grant (AID-la-683 Regional) to
 
IICA for the development of a Latin American Agricultural
 
Management Program. This grant was extended June 1, 1973 
to run through May 31, 1974. The output from this grant has 
direct application in managing agricultural marketing insti
tu t ions. 

b. 	 Upon written request from the IICA "Hemispheric Marketing 
Program," AID provided for 1.5 man-months of Technical As
sistance from Michigan State University under Contract No. 
AID/CM/LA-C-73-9 which expired 6/30/73, for the purpose of
 
providing technical assistance to IICA in the design and 
formulation of its agricultural food marketing program, and 
to provide training experience for the IICA marketing staff 
through formal and informal seminars. 

c. On April 8-11 the Agricultural Development Council (contract
 
AID csd-2813 TAB) met in San Jose, Costa Rica for an agricul
tural marketing workshop designed to help IICA develop their..
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agricultural marketing program. 
The workshop, entitled
 
"Seminar of Analysis and Orientation for the IICA Hemis
phcric Marketing Program," became one of the major build
ing blocks of IICA's program.
 

5. 
Formation and Evolution of the ptolect 

Responding to its twenty-two member country technical assist
ance requests, IICA initiated in October 1972 a comprehensive

Interamerican Program in Agricultural Marketing. 
This program

is designed to reinforce ongoing IICA programs and 
to assist 
member countries in the identification and analysis of market-
ing constraints, to provide assistance in resolving marketing 

/ 

constraints and to implement the necessary changes in the re
spective systems. 
 IICA considers this nc.q agricultural marketing
effort of such importance to the future of IICA and to the de
velopment of Latin America that it has committed approximately

$350,000 per year as 
a vital and continuing component of IICA's
 
overall program to develop and implement this program in mem
ber countries. This represents the largest budget allocation by

IICA for a current single program and the second largest pro
gram input by the Institute in its history.
 

To implement this program, IICA's management structured the
 
marketing project to include 
a project coordinator and two
 
marketing economists to be stationed in the head office in
 
San Jose, Costa Rica, with country level techniques in Haiti,

Venezuela, Ecuador, Peru, Argentina, and Uruguay. 
This type

of an organizational structure is designed to provide on site
 
assistance and interdisciplinary coordination as 
needed. While

the academic qualifications of the 
staff selected to implement the
 
IICA agricultural marketing program is commendable, IICA feels
 
that much could be gained from a direct interaction between the
 
IICA staff and selected American institutions having extensive
 
Latin American experience and highly efficient in practical

marketing research, methodology, and implementational experience.
 

As a result on May 21, 1973 LA/DR/RD received a formal request

from Dr. Malcolm, H. MacDonald, Associate Deputy, Director Gen
eral, IICA, to 
finance a technical assistance input into their
 
Hemispheric Agricultural Marketing Program.
 

6. 
IICA's Hemispheric Agricultural Marketing Program
 

a. Characteristics
 

The main objective of IICA's Hemispheric Agricultural Mar
keting Program is to promote improvements in the agricul
tural marketing institutions, particularly those dedicated
 
to food products, in order to achieve greater benefits for
 
the producers and lower the cost of living. 
To accomplish

this, the Hemispheric Marketing Program will place primary 
 /
emphasis upon assisting member countries in the solution of
 
the internal marketing problems of the national markets. 
This
 
is due to the following reasons:
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-- The fact that the marketing processes take up a signi
ficantly high proportion of total employment justifies, iii 
light of the growing need for the generation of employment, 
giving priority Lo the study of the marketing problems in 
the internal market.
 
-- The marketing channels and institutions of those products
 
totally or partly devoted to the internal markets generally
 
show a higher degree of fragmentation than those specialized
 
in traditional export products, so that they require a great
er organization and coordination effort.
 
-- The larger part of the resources devoted to research and
 
promotion have been traditionally concentrated on the support
 
products, disregarding the products which are mainly placed
 
in the internal markets.
 
-- Other technical cooperation bodies and private businesses
 
focus their total attention to the basic products which form
 
part of international trade.
 
-- The limited resources that the Program has at its disposal.
 

Nevertheless, the interrelation between internal and external
 
markets will be taken into consideration, and eventually the
 
Program will work in conjunction with other technical coop
eration organizations to solve the internal marketing and
 

foreign trade problems of those products (or inputs) which
 
justify it. The technical cooperation will be mainly direc
ted and channeled through the public sector institutions,
 
though this does not excluue cooperation with special en
tities and private institutions.
 

This project is primarily economic and socioeconomic in na
ture and will directly and to some extent indirectly con
tribute to the realization of the following objectives;
 

i. Provide an abundant, nutritious and reliable supply
 
of agricultural products at economical prices.
 
ii. 	 Increase the level of farmer incomes, thus improv
ing his relative income position.
 

iii. 	 Promote and facilitate the production and distribu
tion of that combination of agricultural products and
 
related services which best reflect the preferences of
 
consumers and the real relative costs of production.
 
iv. Stimulate the development and adoption of improved
 

technologies and organizational arrangements that will
 
lead to increased resources productivity in all aspects
 
of agricultural production and distribution.
 
v. Stimulate the creation of productive and remunera
tive employment opportunities.
 

vi. 	 Create the conditions necessary to ensure the devel
opment of equitable and competitive exchange relation
ships in agricultural markets.
 

vii. Discourage uneconomic uses and polution of natural
 
Lesources and the environment in agricultural production
 
and distribution.
 

viii. Foster a sense of belonging and participation among
 
participants in the agricultural production-distribution
 

systems.
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b. Strategy
 

In order to carry out the objectives of the Hemispheric
 
Agricultural Marketing Program (HAMP, IICA feels that it
 
is necessary to seek cooperation and collaboration with
 
national and international organizations, principally those
 
who provide technical and financial assistance.
 

Contacts have been made to seek a system of mutual cooper
ation in the field of agricultural marketing with such or
ganizations as FAO, IDB, AID, universiLies in he UrJlted 
States, OAS SIECA, INCAE, Grupo Andino, CIAT, and others. 

Many representatives of these organizations have met with
 
IICA recently and discussed their agricultural marketing
 
programs and the areas of technical cooperation. Also,
 
approximately ten institutions participated directly in
 
the workshop seminar of HAMP held in San Jose last April.
 

With FAO it was discussed at. the directorial technical 
levels the marketing programs actually being carried out 
and the different types of technical assistance given to 
the countries. It was analyzed, at the technical levels, 
the possibility of joining programs of the two institutions 
(IICA-FAO) with the purpose of ensuring a more effective
 
contribution to strengthening national marketing institutions.
 
A joint regiona. conference for Latin America on the Rural.
 
Marketing Syste. has been proposed.
 

Contacts have been made with IDB on several occasions. Three 
possible areas of cooperation have been identified at the 
present time: 
i. Joint publication.
 

ii. Training, preparation, and evaluation of agricultural
 
marketing projects.
 

tii. Direct technical assistance on feasibility studies.
 

With AID, it is expected that through this proposed con
tract, IICA would receive cooperation from an American 
university in assisting the Program to develop what will
 
serve as a technical assistance resource to Latin American
 
countries and secure the transference of this experience 
to a viable and effective Inter.American agricultural 
marketing program.
 

Presen*.ly, IICA is involved in a cooperative effort in
 
Costa Rica with AID involvement. It is hoped that the
 
IICA Marketing Program will work on some of the major ag
ricultural sector studies presently being carried out tn
 
sgvdral,Latin Ahinrican countries. Currently, the HAMP
 
prograi at the country level is cooperating with Paraguay,
 
Nicaragua, and E. Salvador in this respect.
 

http:Presen*.ly
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IICA has contacted and discussed areas of technical coop
eration with the OAS Marketing Training Center, CICOM, and
the new agroindustry pilot project of the Sectorial Studied
 
Division.
 

With the OAS programs, namely CICOM, CIPE and the new agro
industry pilot project, IICA could cooperate and expect cooperation in the areas 
of training, research, and technical

assistance in specific projects 
at the country level.

Internal marketing studies and programs 
are 	essential to
export development and vice versa. 
Thus, IICA's relation
ship with this sector would be more of an 
indirect manner.
 

Several meetings have been held with directorial and technical level staff members of INCAE. 
 Information exchange, in
Central America, primarily through IICA-CIDIA was one specific 	area recommeided for future study. 
 Also, the cooperation

of managem,'nt 
and 	agricultural marketing interdisciplii.t, any
project. at the country level, case 
studies development in
Central America, and joint research programs at 
the 	regional

level were discussed. 
With CIAT it was discussed the ways
to interrelate 
the programs of research 
on new plant vari
eties and some 
seminars on agricultural policy at 
the 	international level with the programs of IICA on 
agricultural

marketing policies.
 

Other institutions such 
as Michigan State University, University of Wisconsin and others have manifested interest

in the program and would be interested in collaborating in
the 	areas 
of research and training, as well as direct 
tech
nical assistance.
 

It is possible 
that in some zones that the Program can support the strengthening of graduate training in agricultural

marketi'ng.
 

Permanently, the Program will try 
to look for maximum cooperation between the national and international institutions
with the purpose 
to achieve the maximum benefit of the He
-
m
ispheric Agricultural Marketing Program.
 

c. 	Staff Qualifications, Training, and Professional Skill
 
Development
 

Over the next two to five years the IICA Marketing Program
vill be in a development phase while actually providing
marketing services to member countries. Initially only a
limited number of countries and marketing problems will be
approached. 
Without question the academic credentials of
the marketing staff presently assembled leads one 
to question
the need for further technical and training assistance to pull
the 	team together into 
a highly coordinated, experience,

interdisciplinary functioning team. 

and
 
The team overall is
 

young with three members holding
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phD's in marketing, one doctoral candidate, and four Mast:r:; 
degrees, all from American universities. Each marketing ccon
omists has been employed for his subspecialty or particular
 
marketing skill. The skill composition that now exists within
 
the team can be classified in the following categories: 1)
 
rural assembly marketing, 2) urban distribution, 3) input mar
keting, 4) grain marketing, 5) project preparation and evalua
tion, 6) fruits and vegetables marketing, 7) marketing train
ing and education, and 8) marketing development planning.
 

The first staff management and training problem encountered by
 
IICA is the geographic distribution (separation) of the mar
keting staff itself. Only three of the total staff of ten
 
will remain at the Institutes' headquarter office in Costa Rica.
 
The rest will be stationed in national offices throughout a
 
Hemisphere.
 

IICA plans to concentrate its initial efforts upon developing
 
a pilot project similar to the MSU PIMA Project in Costa Rica
 

in order to establish the methodology
 
needed to develop similar types of programs in other countries.
 
After this pilot project has reached its evaluation pha!e a
nother pilot project may then be implemented. The first pilot 
project will be used as a "grassroots training grounds" for
 
the IICA marketing staff members and will be directed by a mem
ber of the IICA HAMP regular staff. Each member of the staff
 
will be taken step by step through the process of problem iden
tification, analysis, report preparation, project design, fac
ility design, implementation and evaluation in an attempt to
 
standardize as much as practical the IICA approach to market 
development. During this training period individual staff
 
members will be working on specific country marketing problems
 
or projects located in their assigned geographic areas when not
 
involved in the "pilot project" marketing activities of the 
Program. The development period referenced above will vary as a 
function of the type of "pilot laboratory situations" studied 
and the kind and quality of the in-service training program. 
It is estimated that if IICA carries out the development phase 
without outside technical assistance the development period 
will require upwards to five years to reach a levelof tech
nical creditability and capability urgently needed by ICA's
 
member countries. On the other hand, should IICA receive a 
grant from AID to procure the kinds and quality of services
 
needed to supplement and reinforce existing IICA marketing skills
 
it is estimated that the development period can be shortened
 
by three years. This Grant will permit IICA to in turn contract
 
with such experienced American institutions for such technical
 
services as may be required to improve the technical efficien
cy and proficiency of the IICA marketing staff through actual
 
problem solving experiences. Such an input by an American in
stitution would not be a series of training seminars and class
room workshops but rather involvement of the team in all phases
 
of project planning and implementation.
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The kind of assistan~e :for which IICA As' requesting a Grant,'falls 
.,into'the followqing thee~categori.s The first~ole 
dev iomnt% f the mrketn'stiff itself in,the follcwing five 

a) further :development 'and institutionalization of the Ia testand 
mere advanced app Icable ;marketing analys is methodologies known. 

.b) internationalizationI of the marketing research 'process. 

,c) development of training materials'for use by the marketing 
program field staff.i
 
d) development of advanced planning and~ evaluation techniques.
 
(which will include "real-life"t effective T.A. Techniques.)
 
e) development of a marketing publication-program designed to 
widen the exchange of marketing information, marketing news
letters, and professional type journal articles in agricultural
 
economics.and marketing in Latin America.
 

A second set of acti'ritieS would require assistance to the IICA/ 
10T staff in the development of major marketing improvement pro
jects in countries requesting such assistance. At the present 
time: the most pr'omising countries for new major marketing improve
ment projects are Nicaragua, El Salvador, Peru, Ecuador, and the 
Dominican Republic. I I CA is already involved in the Costa Rica 
marketing activity and giving varying and increasing technical 
assistance to numerous other countries in the development of a 
nation's agricultural marketing plans and policy statoment. 

The third maipr area which technical marketing assistance is be
ing request( o build the IICA staff competence, would involve 
specific consultations on important marketing problems in country 
projects. This assistance would also possibly include helping 
the IICA staff in negotiations with host country officials, in 
establishing terms of reference, n planning and in implementing 
project activities, developing more effective coordination be
tween other international organizations in the realm of agri-" 
cultural marketing nnd help.ng the HAMP program to become linked 
,ith Development Credit L.ending Institutions. 

d. Present Status IICA's Program of Work
 

DEVELOPMENT PHASES OF PLANNING, COORDINATION* IMPLEMENTATION AND
 
EVALUATION OF THE HEMISPHERIC AGRICULTURAL MARKETING PROGRAM OF AII" 

PHASE PRESENT STATUS 
ASOFJULY 1973
 

1. Program and strategy development Completed 

2. rggran and strategy evaluation-flenspheric Completed. 
seminar.

3. Recruiting technical team of marketing oco. 12 members (tn@1ta 
nomis din$ 2 

1,ecaiss
;. i! i!.i~iC:,~i -.'I ! ," ,i o l a m 

of INU-
Ni 



~-~-~i~V PRESENT STATUS~~w~;~fPHASE 	 ~AS OF JULY 17 
4. 	 Integration of technical team., In progro s 

5 	Coordinat ion of projectsa and act iiio at ConLbiduu; proc~
hemispheric and country levels. 4--:]r 

6.Development of a methodology for anatizing In progress
and diagnosing the institutional system of 
agriculutural marketing. 

7. 	 Development of a methodology for diagnosing In progress
and analizing the 2agricultural marketing system. 

B. 	Diffusion of the Hemispheric Agricultural Mar- In progress

keting Pzrogramo 
 . 

9. 	Identification of viable projects and activities Preliminary for
 
Actual technical cooperation in specific FY 1973/74
 
marketing projects and activities in Latin
 
Americas 
- Direct advisory cooperation I1 countries 
- Training activities 12 countries 

Its Goal 

A. 	 Statement of the ostl 

1,. 	 14,s ProaramGoal 

The stated 1J Agricultural Marketlng program goal Ls 
f.To strengthen agricultural marketing institutions in 
latin America through the development of adequate market
in&facilities$marketing systau, diagnostic capabilities
and human resources within the context of national policies
and plans. The basic I;ZgA #Syto attain program
goals i to recruit'ra tIhicitty qualified marketing staff# 
provide this stifwk adequate funding to Permit a aetamatic and permamet approach to martet deveLopment,
structure and locate the marigtir4 staff iui,sonser ff iCes 
ntear or in Countries ruquesting technical assistafee, 
dvelop uatuaw the maukett usafth xerac &A a

abilities to respood to a V&ik CAasne ii& S prob
leoo and finally to offer imletnatt.00 ii s 
well as advioy sad taraming progas to Owebe 'a atriss 

as 9d o Woe9 
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Be Measurement of the Grant GoalAchievement 

S 

: 

.assistance 

wh~ich-wil provmd Lnt. oduton", 

Increases in agricultural output from the subsistence,
ub-sector in particular is a fundtion of a total technical 

and investment package whose elements collectively
bring forth a givenlevel of output. Marketing is one of 
these elements. The.principle goal measurement is a redesigned 
or newly designed and implemented marketing system, generally
commodity or commodity group specific. 

i 

II.Project Purpose: 

A. Statement of Purpose 

To assist UICA's Hemispheric agricultural marketing program
develop into a Latin American center of marketing expertise
through the use and institutionalization of advanced tachniqunS
indiagnosing member countries' agricultural marketing problems
which will provide incentives to efficient production andmarketing of agricultural commodities through IICA'3 new 
permanent research policy formulation and determination program
inagricultural marketing. 

~" 

This purpose will be achieved by making available to them 
the capital resources in the form of a grant to IICA from 
Ai.D* to obtain scarce Latin American Market and AdministraLion axportiso developed through previous A.1.0, 2110 grants
with the specific objectives of establishing an effective,
viable "lAction type training program" which will be physically
located ina specific country inwhich grassroots training atthe country level will occur, such as designing methodologies
of kV t.o provide help to governments and motivate an effectiveinterest inhow to do It. These grant funds will be used toassist U1CA Inthe following five target areasta 

,..... 

I'-' 

'! 
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1. 	to assist the Institute's marketing staff to gain
 
experience in working as a technically integrated
 
marketing team to develop, refine and modify technica
 
analytical techniques through in-depth involvement in
 
pilot country market development problems;
 

2. 	to provide technical guidance to the marketing staff
 
as the staff becomes involved in the broader spectrum
 
of marketing problems;
 

3. 	to assist the marketing staff to establish its own
 
methodology in approaching and researching marketing
 
problems;
 

4. 	to provide guidance to the marketing staff throughout
 
all phases of program implementation activittes; and,
 

5. 	to assist IICA in focusing upon those in-service staff
 
training activities which have demonstrated greatest.
 
effectiveness in transferring information to Latin
 
American country marketing and policy personnel. To
 
accomplish this objective IICA will take advantage
 
of the experience gained by selected American institutions
 
in Latin America and will focus upon increasing their
 
capabilities to (1) diagnose agricultural marketing
 
problems; (2) design effective strategies, implenent
 
programs, and specific projects to improve market system
 
performance, (3) develop institutional capabilities
 
and (4) develop a marketing information exchange net
work among Latin American countries.
 

B. 	Evaluation Criteria for Measurement of Grant end of Project
 
Accomplishments
 

1. A professionally qualified staff totalling at least ten 
persons capable of responding to the major marketing 
problems in Latin American.
 

2. 	At least eight of the professional staff stationed
 
in regional offices.
 

:3. A detailed scope of work for each project or project
 
activity undertaken.
 

4. 	A formularize IICA policy and criteria for screening and
 
accepting reqLests for marketing assistance from IICA
 
member countries.
 

5. 	An IICA Hemispheric Marketing Program budget sufficient
 
to adequately support local and inter-regional travel
 
and supervision.
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6. A mobile IICA central and regional marketing staff
 
which permits a rapid short-term inter-regional transfer
 
of indigenous professional marketing expertise between
 
regions as project priorities and programs dictate.
 

7. 	Based upon a sampling of IICA member countries receiving
 
assistance from the IICA Hemispheric Marketing Program,
 
a consensus of the performance of the activities completed
 
or about to be completed relative to the scope of work
 
for that particular activity. This performance level
 
should be correlated to follow-up requests for assistance
 
in proportion to member country technical and managerial
 
capabilities and marketing problems.
 

8. 	A minimum of one IICA member country project activity
 
per region annually.
 

9. 	Standardized list of background data requirements and
 
the acquisition of this background data for country and
 
region by mid FY 1976.
 

10. 	 A minimum of one seminar/planning session involving
 
total marketing staff annually.
 

11. 	 Completed project reports published and transferred to
 
the IICA data center for use as reference subject matter
 
on a timely basis.
 

IV. 	Project Outputs
 

A. 	A pilot training project planned and conducted in at least
 
one Latin American country.
 

B. 	In addition to the pilot project activities, consultation
 
in non-pilot project countries on specially troublesome
 
pilot project related or line activities carried out by
 
individual IICA staff member having received training in the
 
pilot project.
 

C. 	In-service training for entire IICA marketing staff in
 
connection with pilot project or projects.
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V. 	 Inputs 

A two year program of eight man months/year of short-Lerm
 
technical assistance is contemplated with a two year budg.L
 
commitment. The short-term advisors will be totally involved
 
in the planning and program development phase leaving the
 
actual program implementation to the IICA staff members
 
themselves.
 

AGRICULTURAL MARKETING BUDGET
 

Type of Inputs 
 1st 	year 2nd year
 

1. 	Marketing Specialist
 
(Program-pilot project development) 
 3m/m 10,500 im/n 3,500
 

2. 	Agricultural Economist
 
(Food Marketing Systems) 
 2m/m 7,000 3m/in 10,500
 

3. 	Agricultural Policy-Program Specialist Im/m 3,500 lm/m 3,500
 

4. 	Other professional subcontracts for short
term field specialists subtotal personnel 
 2m/m 3,500 3n/n 7,000 

8m/m 28,000 8n/mn 28,000 

5. 	Coordination and administration 
 5,000 5,000
 

6. 	 Travel expenses 
 9,000 9,000
 

7. 	Other direcr costs estimated annual cost 
 2,000 2,000
 

$44,000 $44,000
 

Two 	year total cost $88,000
 



_______________________________ ________________________________ 

MI1SSION CCt1MENTS ON PROPOSED 

What degree of priority 
does Mission place on 

Country Ag Marketing 
medium, low ? 

high, 

Bolivia 

Brazil High 

Chile 

Colombia 

RESPONSES TO: 
 AIDTO CIRCULAR A-1139
 
REGIONAL PROJECT ENTITLED "ASSISTANCE TO IICA"S LMSPHERIC AGRICULTURAL MABKETING PROGRAM" 

Is our approach to If so: 
 Does Mission Is there sufficient in- In your opinion can the
helping develop IICA's 
 feel that the grass-
 terest in your host Mission and IICA work

capabilities an effec- roots pilot-type train- government to warrant 
 jointly in helping
tive way of handling 
 ing approach is the investigating the possi- countries solve future
long run cowutry re- most effective way to bility of having one of 
 ag marketing problems?

quests in the field 
 institutionalize mar-
 the pilot projects in
 
of ag marketing? 
 keting procedures? 
 your country?
 

Not much help to
 

Brazil because of
 
limited funding
 

offered.
 

J.______________________________ 
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RESPONSES TO: AIMi'O CIRCULAR A-1139 
MISSION CCrw1ENTS ON PROPOSED REGIONAL PROJECT UMTLED "ASSISTANCE TO IICA"S F1ISP1,RIC AGRICUTLnJPAL MARETNG PROGRAM" 

Country 


____of 

Costa Rica 


Dominican 


Republic 


Ecuador
 

El Salvador
 

Guatemala 


What degree of priority 

does Mission place on 

Ag Marketing medium, low ? high, 


High priority 


S rvee
of in
terest in Ag market-

ing. Priority not 

yet established. 


High priority since 

a well-balanced in-

country system is need
ed.
 

Is our approach to 

helping develop IICA's 

capabilities an effec-
tive way of handling 


long run country re-

quests in the field 


a rketing? 


agreed 


Agreed with major 

emplasis being placed 

upon improvement of 


IICA capability.
 

Yes 

If so: Does Mission 

feel that the grass-

roots pilot-type train-
ing approach is the 


most effective way to 

institutio,.lize mar-

keting procedures? 


Yes. Pilot-type pro-


jects such as 
one now 


in C.R. is effective
 

Yes-. Pilot-type pro-

ject has a place in 

mix of inputs.
 

Is there sufficient in-

terest in your host 

government to warrant 

investigating the possi-

bility of having one of 

the pilot projects in
 
your country?
 

N/A 


D.R. should be 

considered
 

GOG possibly would
welcome opportunity
to participate 

In your opirion can the
 
Mission and IICA work
 
jointly in lelping
 
countries sclve future
 
ag marketint problems?
 

Yes but care should betaken to limit scope
 

of work.
 

Yes
 

No problem. 




