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Smail Farmer Marketing Access
{935-5313)
Project Paper

Part I. Summary and Racommendations

A. Recommendations

1. .Funding Authorization

Autiorization of a grant in the amount of 2,460,000 over a
five year period. This rep-esents an expenditure of 40,000 in FY a1 for
Project Paper development and obligations of 370,000 in FY 82, a second
ootigation of 550,000 in FY 33, and a third obligation of 550,000 in FY 84, a
fourth obligation of 550,020 in FY 35 and a final obligation of 400,000 in FY
6.

2. Approachi and Methodology

This project is designed to provide Agency science and
tcchno1og/ (S&T) backstopping and service regioral bursau and USAID mission
needs in the area of small farmer output marketing access. It is a joint
project betwaen S3T/AGR and S&T/RAD.

The priority unit of observation, in terms of orientation, will
ve the farm family as producers/consumers/marketers and small, largely family
trading enterprisas as the originating private sector produca bulker and
distiributor. Field assessmants and technical assistance will devote priority
-attenu1on to those marxaeting functions, market places, channels, and systems
which are the fundamental source of SLQP]Q and cash crop food outpu The
Project Paper refers to these 2s "indigenous" markets; they could a]so be
called lecal, micro, historical, or post-farm gate. Both units of analyses
are consistent with Agency policy guidance toward privats-sector, small scale
commersial agriculture.

Regional bureau and missions will be servicad by this project at

all levels of a tynical project Tife cycle Jrom pra-projact assessment through
PID and PP design to TA for implementation and {inally for evaluation and

re- dtS]gn/cO1TDI-Up In addgitien, central S&T activities in terms of
rescering and network1n3 of :p@:1a11 sts, analytical report wiriting, cegional
RA) worishkops, and sector nelicy guidance for Sacter cauncils are integratad
int

5 project activities. (See Part IT - Preject Dzzeription and Sackground)

This P? dvorates a novel, possibly radical, approach to the

Tiv~ry of services under this project. The nmajor funding under this project

wi?? pe devoted o sstaslisiing a small in-house, core S&T Staff to provide
w2 lecd role fin fi2ld asessments, TA, analytic revorts, rostering, and

vorkenop organization. As argued in Part IV, this anoroach should be more

nst-effective aad respoisive to mission saort tema aceds and provide
cenvinuity and internaiization for Agency ST activities in tha avea of cmall
aoaer comnercial mariketing.

-1



B, Description of tha Project

1. Introduction
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a marketing program, in conjunction with production projects and
independently. Moreover, the 0ffice of Agriculture (ST/AGR) and the O0ffice of
Rural Development and Development Administration (ST/RAD) already manage
several projects that have a marketing component. The Office of Agricul ture,
which sponsors agricul tural research and the development of improved
production technologies, is now funding a Food Grain Storage and Farketing
project (931-0786) and an Agribusiness Development and Support nroject
(931-1398). The Food Grain project trains LDC personnel in grain policy
alternatives, including the feasibility of national grain security and reserve
systems. The Agribusiness project sponsors collaborative programs for the
establ ishment of new rural industries based on agriculture in several LDCs.
ST/RAD also has allied programs, particularly its Alternative Rural
Development Strategies project (931-1190), which considers market conditions
and alternatives in proposing small farmer production strategies.

Though these projects in *he ST portfolio treat one or another
aspect of marketing, none deals with indigenous rural marketing systems or
evaluates alternative distribution systems for their social and economic
consequences among small farmers. The joint ST/AGR-ST/RAD Small Farmer
Marketing Access (SFMA) project aims to fill this long-felt gap in the
Agency's services to missions. Moreover, the proposed ST project is designed
to complement existing projects without duplication by incorporating the
successes of those projects into a program of market services for small
producers. The project is jointly sponsored by ST/AGR and ST/RAD *o take
advantage of the complementary expertise available in vhose two offices.

Recognition of the need to improve small farmer access to
markets is widespread within the Agency. This project has been approved in
the CBSS and the ABS of both offices as an integral part of the ST/AGR and
ST/RAD portfolios and has received the support of the Rural Development
Steering Committee, the regional bureaus, and PPC. Further, 87 percent of the
field missions that responded to a circular cable about marketing* indicated
the desire for assistance with small farmer marketing interventions in their
respective countries. The support, as well as the acutely felt need for
assistance among mission personnel, demonstrates the timeiiness and importance
of an independent rural marketing project that directly serves missions in
carrying out their work with small farmers.

* A circular cable was sent to USAID fieid missions by ST/RAD in winter 1980.
This cable explained the intent of the Small Farmer Marketing Access Project
and asked for mission inputs and needs. Over half of the missions responded;
the overvhelming majority (87%) favorably. (The original cable and a table of
responses appear in Appendix A.)



2. Perceived Problem

Smali farmer production poses special problems in
marketing. Small farmers usually grov a variety of crops for their
consumption and for sale. This production strategy 1imits the quantity
of goods available in any one place, so that commodities must be
handled in relatively small lots over a wide area. The scattered
organization of production, in turn, lovers returns to these farmers,
which constrains greater production. Consequently, information,
supporting services, and transportation remain faulty or lacking.

In microeconomic theory, small farmer production and
distribution are treated as separate activities. Most AID-supported
marketing programs, for example, have treated distribution to and from
the farm gate and have emphasized efficiency issues only. This
approach typically leads to the suggestion that assumed technical
inefficiencies in grading, packing, storage, transport, and the 1ike
should be overcome through centralized marketing agencies, often in
combination with capital investment in infrastructure. These
prescriptions rest on the assumption that centralized distribution of
inputs and assembly of crops, along with improved infra-structure, will
affect efficiencies to the advantage of small farmers.

, The critical need is to design market interventions that
increase both efficiency and equity in small-farm production and
marketing systems. This need is doubly apparent: in the dearth of
field research into existing LDC marketing institutions food supply
systems and in the paucity of successful operational projects. These
t1o deficiencies are of course interrelated. While a great deal of
attention has been paid to cooperatives, particularly in developed
countries, relatively 1ittle attention has been paid to other private
sector marketing arrangements, in the LDCs. Indeed, so 1ittle is known
about the range of indigenous rural marketing structures that it is
impossible to determine in which situations a particular marketing
arrangenent or combination of arrangements optimizes not only the
aggregate return to producers but also the distribution of that return
arong producers. As one consequence, projects are designed on the
basis of untested assumptions, which later prove faulty. The SFMA
project aims to fill this void s» that missions LDC agencies will be
better able to design operational programs that effect efficiencies at
the same time that they foster greater employment, higher incomes, and
better nutrition among small-farm families.

3. Project Goal and Purpose

The goal of the SFMA project is to enhance the design,
implemention, and evaluation of marketing programs that increase the
productivity, incone, and quality of 1ife among the rurai poor.



The purposes of the project are three: (i) through field
assessments of marketing systems in various countries, to develop a
better understanding of the range of market structures, and of the
problems most commonly associated with each, (ii) to test marketing
interventions for effectiveness in order to ascertain the most
appropriate interventions in each situation; and (iii) to provide
continuing technical assistance to field missions in the elimi-
nation of marketing constraints in their development projects.

4. Expected Achievements and Accomplishments

Five interrelated activitirs are basic to the achievement
of the purposes of this project. These are:

a. Multidisciplinary, analytic descriptions of rural
marketing arrangements in delimited areas of at least six LDCs. These
assessments, which will focus on the structure and operation of
different marketing arrangements in each area, will provide the
necessary systematic information for comparative evaluation of the
efficiency and equity of marketing patterns. For the missions, these
assessments will provide baseline profiles for marketing and other
development projects in the area.

b. Short-term provision of consulting team: to assist
missions in the development and design of project documents (PIDs and
PPs), based, whenever possible, on direct field assessments. These
short-term, multidisciplinary consulting teams can also be used to
assess on-going projects in order to eliminate known or potential
obstacles in marketing, so that missions can more readily achieve their
stated project goals. Multiple visits to the same projects over the
life of the SFMA project will facilitate the development of evaluation
criteria for testing interventions while also serving as a check on the
performance of consulting teams.

c. Clearer operational understanding of small-farmer
marketing systems through the &nalytic synthesis of the project
development and technical assistance work provided missions. The
advances of this and aliied projects will be assessed in five
workshops, four regional workshops beginning at the end of the second
year and one summary conference at the end of the fourth year.

d. Publication of relevant information and dissemination
to all USAIDs and other professionals interested in LDC marketing
programs. The Marketing Division of FAO has agreed to exchange
information and documentation relating to small-farmer marketing
systems. In addition to the direct dissemination of country assessment
and analytical reports, regional workshops will be sponsored in
collaboration with regional bureaus and USAIDs to provide direct
cormunication with an expanded set of field S&T personnel and host
country officials.
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e. Ccapilation of a roster of qualified individuals who
will by availaoie to the Az2ncy and missions for technical assistanrce
and projact development. Tnis voster will ba updated periodically and
will crosslist consultants Ly country exparience, language ability, and
tonical specialization. The consultant roster will include marketing
specialists in agricultural eccoromics, piroduction science (cereals and
grains, tubers, horticultuve, livestock, pnoultry, and dairying),
producer cooperatives (credit and physical inputs, assembly, grading

and packing, transport) economic antiircpelogy and rural sociology
(indigenous production and markating systens).

A1l ¢roups that may be affected by marketing programs will
contribute to the determinction of proposed interventions. A basic
prenisa of thi: project nholds that marketing prodlans cannot be
rasnlved economic principles alone, that the design of rural
murkey1ng ,nuL‘/enL1on¢ must be gxound d in an undeirstanding of local
conditions, recional marketing structures, and national agricultural
policy. Such informiation can only be collected by working, even if
briefly, among th2 groups of people concerned. These aroups, whose
memberships overlap, include: farmers, their wives, and dependents;
cooperative members; private traders, itinerant marketers, and
truckers; cooperative personnel and managers; ministerial personnel.
The SFIIA project can also assist relevant ministries and other host
country institutions develop the capa C]Lj to conduct small-farner
nar'uting projects. Authority for marketing matters (e.g., 1nput and
cradit distribution, transport, pricing policy) is often vested in
various ministrics. Any program to strengthen existing rural marketing
institutions so ihat they serve small faruers and others nore
efficiently and equitzb]y will, therefore, necessarily involve a
cosrdinated efiort on the part of the donor and host government
officials. Tuo insn1bur1ona1i:e this capacity requires tha support and
p-”"|c1pat1nn of nersonnel from those hest country agencies. For this
reason, eact vroject will be a JO)P“ endeavor, involving ST and
avprunriate regional bureau office, the field nission, and the host
country agencies.

Designing each project individually should raise the
orabability of success and no iess importantly lower the risk of
unintended conseguancas precisely because reccimendations will be based
on social and econenic ana]ysns that prescribe the optinun
institutional arrangement for =zach area. Similarly, projects should

stustein thomselves bhacause the original rzcoumendations respond to
actual needs and prospects. This does not, however, cuarantee success;
There is alway: nced for constant vigitance, ¢ apec1a]1y “n thosa areas
whare previous a2xpovience is scans, Finally, a]tno”gh each project is
nacassarily site-specific, tha lessons learned in 2ech caze should



7=
generalize to other similar, if not identical, situations, thus enhancing

the ability of the central bureaus to provide reasonable and relevant
recommendations for interventions elsewhere.

5. Relevant Experience with Similar Projects

Aithough AID and other donor agencies have long experience
with some types of marketing projects, a S1 review of AID marketing projects
indicated the need for a more general assessment of small farmer marketing
studies and for a series of case studies in order to develop the present
project.

The review of AID marketing project abstracts indicated that
few projects treat marketing exclusively and that almost none deal with the
private sector. Of the 152 projects, marketing was a component of a larger
project in 104 cases (70%) and an independent project in only 48 cases
(30%). Of these 48 projects, the marketing project dealt with capital
investnent in infrastructure (e.g., grain silos) in 23 cases (48%), with
public sector agencies (e.g., cooperatives) in 20 cases (42%), and with
private sector groups (e.g., rural markets) in only 5 cases (10%).

In other words, marketing projects are seldom designed
independently, and even more rarely work with indigenous rural market
structures. This distribution reflects the simple fact that many marketing
problems arise during the course of production interventicns--in area
development projects, crop pioduction projects, 1ivestock projects,
irrigation projects, and the 1ike. Nevertheless, without an independent
marketing project, the lessons from these projects are too often 1imited to
the few involved directly in those projects, and marketing constraints in
areas not targeted for production projects are apt to be overlooked.

To fi11 this gap in the Agency's approach to marketing
interventions, ST/AGR and ST/RAD reviewed the 1iterature on rural
marketing. This work has led to (i) an overview of the state-of-the-art on
small-farmer marketing systems; (ii) an assessment of the structure,
conduct, and performance of markets in integrated rural development schemes;
and (iii) a paper laying out the conceptual framework and tools of analysis
for applied and evaluative marketing research. Also, three case studies
were initiated out in late 1979 in order to develop a information base to
complement these review findings. (Agricultural Marketing in the Northwest
Province, United Republic of Cameroon, Agricultural Marketing in Khon Kaen
Province, Mortheast Thailand, and Vegetable Production and Marketing in
Highland Guatemala) =Zach of the country case studies provided the relevant
missjon with information required in the design and evaluation of their
rural development projects. These studies have also helped fill the gaps in
the Agency's knowledge of LDC distributicn systems, so that S&T could
conceputalize small farmer marketing problems in a multidisciplinary

perspective.



C. Sumnmary Findings

1. Technical Analysis: This project will provide Missions
assistanca *o enhanca the d*sign, implementaticn and evaluation of marketing
inter,entiona des.vnuu to increass the productivity, income and quality of
Tife among LDC small farmers. Assistance will be provided throuagh (a) field
assessaents of ﬂalk@u]ﬂq systems in various countries, (b} field testing of

arketing intervections, and (c) continuous technical assistance to field
nissions. Projaoct assistance will devalop a better understonding of the
range of markat structures and of the problens mest commonly associated with
eacin, will ascertain which are most anpr0ﬂ11at* interventions within each
structurae and will propose inteirventions o eliminate marketing constraints
encounterzd in [tission Funded development pFOJ“CrS. Continuad monitoring of
Agency activities in this acea should Tead tu improved future project
dasigns.

za 5

The specific nature of field assessments, field testing of

interventions or techinical assistance to missions will mcst likely vary by

councry and ccording 0 in-ccuntry agricultural, socio-econnnic and
institutional circuastances. Since preject auL1V1ties will occur in saveral
countries in response to Mission requests, it is impassible at this time to
specity tachnically correct responses. However, providers of assistance
under ‘h1 oroject will be expected to be sensitive both to the differences
and conmonalities encounterad when analyzing various countries. Project
staff 11 seex gLnnra1 solutions sujtable fcr application elsevhere. The
prJJ)Lu «i11 emphasize apprepriate and effective wide-distribution

tacimiques which will best use existing factor andowments.

Percons responsible for project fmplenentation will use the
nest copropriate aaalysis techniques available to their dicciplines to
understend the small farmer marketing proo] ins facing Missions and LDCs. In
tnair advicory and in-country research work they wiil utilize technigues

¢t suitable Ter replication under the cenditions found in cooperating
countries.

2. Financial

The total LOP funding fer this prOJ°Cb is riodest c«]pa“ed to

the Agency exizting and projected portfolio of auricultural production and
rural adevelopnent nrojacts which it is designed to supgort. The tevel of
funding requesiad is S]]Gﬂu]y Tower than SET/RAD exparience with cocperative
aGgre2nents ang, Jince evernead charges ard Lo he ninimized, the actual
assistanca per cech $13,000 will be almost deubla, Moreover, ihe project is
designe: Lo inter HJ]]-; nany of fhe srert tern TA functions noraally
contiractad out; therefore, Agency in-fouse Su&]. Will gain the &asvledge and
exnerience s0 g;ncra ted. The benefit of such knowledge and experiance to
the Asency cannot be easily gquantified.

3. Ecanonic

.

Harketing relationsh 1;3
sten are tmnoriaat detarainants of

'n the Tood production and consunption
whztir 2 country docs or do2s not neet
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its food sector development goals. AID's attention to the marketing
function attests to the Agency's concern that its rural development
production investments be effe¢tive. In many instances, however, AID's
program support is constrained by incomplete marketing analysis. Past
marketing analyses have often been descriptive and static in nature. Even
wien research has been diagnostic, it many times has remained static.

Analysis has usually been based on the purely competitive
model. There is growing recognition that more dynamic marketing analysis is
required to adequately address the needs of small scale producers in
developing countries. Marketing analysis must adequately assess farmer,
assembler, processor, wholesaler and retailer operations and
inter-relationships, including the economic, social, and policy enviromaents
in which a1l operate i{ marketing system interventions are ti meet
development goais in LDCs.

This centrally funded project proposes to improve the
efvtectiveness of AID's contribution to rural development programming by
offering to mission and host countries the assistance that will strengthen
their design and implementation of dynamic marketing interventions. By
organizing a group with LDC marketing expertise and by providing its
services to mission and LDC program managers, this project presents a cost
effective way to strengthen rural development efforts among LDC small
farmers.

The success of the éentra11y-funded project depends on two
factors. One is the ability of implementing agencies to adopt appropriate
solutions and coordinate transmission of these solutions to practitioners

(having obtained the solutions in part from input from practitioners). The
second is the ability of Mission and LDC practitioners %o translate the
advise and analytical findings ~¥ the centrally funded sources into
operational programs and then to implement them successfully. Thne
probability of both factors operating is quite high but it should be
recognized that both are difficult to quantify. Even if the project were
completely successful, it would not be possible either to place a number, an
IRR for instance, on this result or to decide the meaning of such a number
vere it obtained. Considering that funds requested for this project over a
Tive year period constitute a small fraction of Agency funds being exnended
on rural development projects, even partial success should have a
considerable potential multiplier effect.

4. Social and Beneficiary Participation

The social impact of the SFMA project will fall on several
different levels of beneficiaries. The primary beneficiaries will be the
small-farm Tamily firm which is increasing the volume of produce it
markets. These family firms contain a core of rural poor and, at the same
time, constitute a body of small scale entrepreneurs turning the market to
its advantage. Entrepreneurs serving small farmers at other levels of the
marketing chain should also benefit from the SFMA project. Since they will
handle increased volumes of produce and, to the extent improvements in
marketing efficiency are achieved, receive higher economic returns per unit
handl ed.
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It is reasonable to estimate, given the spotty data available,
that 1000 to 1500 sma’l-farm family firms will benefit in each marketing
area in which the SFMA project intervenres. At the same %ime, it seems
reasonable to estimate an average of 25 to 30 small-scale full-time market
entrepreneurs in the average market will benefit from handiing larger
volumes of produce than at present. Finally 2 to 3 wholesalers in the
average market will benefit from this increased activity.

At the Tovest levels of the marketing structure a major
proportion of the beneficiaries will be, for the most part, women. This is
because women are generally responsible for selling surplus produce for the
family and provide inputs into subsistence agriculture. They are able to
keep a share of the proceeds for their own use. Moreover, worldvide, well
over half the small-scale, full-time market sellers in the rural retail
markets are vomen. Only at higher levels of the market hierarchy do men
begin to dominate.

The small farm family is the primary target group. Though the
definition of small farmer may vary from area to area, the term essentially
denotes farm-firm households where (i) the bulk of labor, management, and
capital comes from the same household and (ii) production is both consumed
by the household and traded in local markets. Further, it is commonly also
the case among small farmers that (iii) marketing options are 1imited by
access and political institutions and (iv) households do not 1ive much above
the “subsistence" level. Importantly, such small farm families are often
directiy involved in marketing and compose part of the indigenous petty
marketer class.

5. Relationship to other S&T projects

Whereas the primary focus of this project is to complement and
increase the impact of mission bilateral development projects, significant
potentials exist in terms of 1inking activities within this project to other
existing and proposed S&T project inputs. These project interrelationships
can be classified according to three levels, namely, (1) projects dealing
primarily with micro-economic development impact, (2) projects addressing
devel opmental administration and implementation, and (3) projects striving
to affect macro-economic policy formulation.

In the first case, micro-economic impact, the Small Farmer
Marketing Access project is in many respects a more directly targetted
tollaw-on to an existing ST/RAD activity - Alternative Rural Development
Strategies (931-1190). The "S*rategies” project (under a cooperative
agreement with Michigan State University) has explored aspects of small
farmer marketing within rural development programs in a number of
USAID-supported countries (especially Cameroon, Haiti, Jamaica, and
Thailand). The Strategies project has also developed some of the basic
conceptual and methodol ogical foundations to be used in this project
(notably, H. Riley and M. Weber, "Marketing in Developing Countries" MSU
Rural Development Series, Working Paper No. 6, 1979). The Alternative Rural
Development Strategies project has been extended to FY 84 and the major
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activities will be in documenting and disseminating the kno.ledge generated
under that project. Consequently, the Small Farmer Marketing Access project
will gain valuable insights from the Strategies work in terms of both
theoretical issues and practical approaches in actual USAID-financed field
situations; however, even the Strategies project did not concentrate
significantly on small scale commercial agricul ture.

The Small Farmer Marketing Access project also has direct
linkages to other on-going ST projects designed primarily to have a micro
impact. Within ST/RAD, much of the field support work under the Rural
Financial Markets (931-1169) and the proposed project on Rural Savings and
Credit (536-5315) should provide substantive inputs as to the financial
constraints for small farmer marketing. The ST/RAD and Small Enterprise and
Employment Unit (SEEU) project on Rural Enterprise Development (936-5314)
and Agribusiness Development and Support (931-1398) will contribute valuable
case study materials for the analysis of LDC managerial development.

Other ST projects such as ST/RAD's Area Development (931-1135),
ST/UD's Econcmy of Secondary Cities (931-1157) and ST/N's Consumption
Effects of Agricultural Policies (931-1274) should contribute greater
understanding about selected aspects of the demand side of small farmer
marketing.

Two ST/RAD projects (Managing Decentralization (931-1053) and
Local Revenue Administration (936-5303), may be able—to—provide useful-
guidance concerning the effects of potential changes in local government
structure - both in terms of fiscal and administrative powers - upon the
market system. Additional insights about the macro 1inkages within the
national food system will be obtained from the ST/RAD project on Food
Security Management (935-5316).

Part II. Project Description and Background
A. Project Background

During the last few years several major reports have been issued
which analyze the global food situation and project %rends initc the future
(the UN World Economic Model, FAO's AT 2000, Brandt Commission Report, U.S.
Global 2000). Although each of these is different in perspective, they all
posit that a much more accelerated effort must be undertaken to increase
food prnduction in LDCs if increased malnutrition - no less overt starvation
- is to be avoided. For some paris of the world, notably Sub-Saharan
Africa, the scenarios are on balance more pessimistic for some population
groups (aged, women, children, and, broadly, the poor) the prospects for a
lessened plight remain bleak during most of this millenium.

Increasing food production is a basic means to the end of
increasing food consumption and nutrition; marketing is the range of
activities which 1inks the two physically, in time and space. Likaiise,
marketing is the critical 1ink between most agricul tural technology and
inputs and the capacity o produre more output. Consequently, marketing
must be an integral part of any effort to improve agricul+tural output and
human well-being.
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AID has been involved in marketing both in individual bilateral
programs and regional activities such as support to the Latin America Market
Planning Center and the Agricultural Development Council Research and
Training Hetvork. Other aid agencies and international organizations have
also been active in this field, especially FAO and the German Foundation for
International Development (DSE). The need for an active donor involvement
in marketing has intensified rather than abated.

Output markets have not been adequately responsive to population
pressures and secular income-generated demand. Constraints to improved food
marketing and distribution include those of a technical (e.g.,storage),
economic (e.g., pricing policy), and socio-political (e.g., rigid social
interactions, urban bias) nature; they remain at both micrn and macro
levels. In general, the poverty of small farmers and trilars restricts
donor and host country government efforts to achieve greater food security
via domestic private sector agricul ture.

At a policy level, AID has recognized the need for an improved
strategy for small farmer marketing, especially efforts to increase their
rate of commercial production. The latest AID Food and Agricutural
Development policy paper (November 1981) states explicitly:

The strategy also includes a special concern for
effectively increasing the productivity, incores

and market participation of small nroducers. These
producers comprise the great majority of rural economic
units in most countries and are thus important for both
increased food production and consumption. Furthermore,
the demand for goods and services by small, commercializzd
farmers and their families may constitute an important
stimuTus to off-farm rural enterprise and the generation of
employment opportunities for landless laborers and for families
engaged primarily in subsistence agriculture.

At a program or project level, however, the Agency has not
responded sufficiently. According to an analysis of FY 82 CDSSs by S&T/PO,
the S&T/AGR-S&T/RAD small farmer marketing project received the second
highest rating of new projects vis-z-vis current programs (e.g., number of
times subject was included in CDSSs). Likevise responses to the worldvide
cable sent out at the PID stage (Appendix A) also indicate a significant
demand: 87% of the 23 respondents indicated an interest for one or another
proposed services of the project. There are, hosever, many more missions
which do not have either a current or proposed agricul tural marketing
project. Based on Appendix A results, the percentage cf missions with an
agricul tural marketing project ranges from a 1o/ of 19% in Africa to 57% in
LAC. Of course some marketing is being done within other agricul tural
projects.
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B. Project Description
1. Project Goal

The goal of this project is to enhance the design,
implementation, and evaluation of marketing programs that increase the
productivity, income, and quality of 1ife among the rural poor.

The betterment of 1ife among the rural poor via improved
agricul tural marketing is at the crux of the most recent AID Food and .
Agricul tural Development policy. It is also consistent with current Agency
policy foci upon (1) projects which directly generate economic growth, (2) a
closer orientation to private sector development, and (3) increasing the
capacity of institutions serving agriculture. In fact, one can argue that
this project should be a model activity to demonstrate the practicality of
the new Agency orientations.

Whereas the praject goal is oriented to the rural sector of the
economy improvemants in agriculture will have positive, immediate and
sustained benefits to the urban economy in terms of increased food sec.rity.

2. Project Purposes
There are three project purposes:

(1) Through field assessment of marketing systems in various
countries, to develop a better understanding of the range of market
structures, and of the problems most commonly associated with each.

(2) To test marketing interventions for effectiveness in order
to ascertain the most appropriate interventions in each situation.

(3) To provide continuing technical assistance to field
missions in the elimination of marketing constraints in their development
projects.

These three purposes combine the basic S&T Bureau functions of
research and development and technical backstopping or regional bureaus and
missions. Much of the past central bureau AID activity in the field of
marketing has been to develop a better understanding of the theoretical
aspects of marketing. Earlier work was devoted largely to developing
marketing standards and planning procedures in central ministries. This
project attempts to address existing, actual local marketing situations and
improve their functioning and cost effectiveness and increase the level of
activity (input delivery or commercialized output) and returns to small
farmers and traders.

3. Project Outputs
During the LOP four types of outputs will be produced: (1)
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field assessments , (2) technical assistance, (3) S&T personel roster, and
(4) workshops, exchange of experience, and sector policy guidance. Each of
the four are fundamental to project goal achievement. Although present here
separately, they are inter-related in purpose and will be phased during
project implementation (see Part IV).

(1) Field Assessments

The field assessment component of this project aims to
advance the understanding of marketing systems generally in order to enhance
future projects. The six ‘field assessments will focus on marketing
structures, costs, and consequences. Each study will examine the novement
of those cormodities produced by smail farmers (i.e., both for household
consumption and for market sale), including staple crops (cereals, grains,
and tubers), produce (vegetzbles), auxiliary products (eggs and cheeses),
and 1ivestock, as well as export crops. Each assessment will also cover
those marketing structures in the area: rural marketing systems, private
trading networks, producer cooperatives, and parastatals. These comnodi ty
floa studies will delineate the hierarchical organization of wholesale
trade, but, more importantly, they will also determine the amount of produce
handled in each structure, the cost of that handl ing, and the allocation of
returns amnong farmers and traders.

These studies still must be placed in their wider context,
if they are to be of use in planning. . There are three levels of questions
pertinent to the elimination of marketing constrainits: the consequences of
national policies which impact on agriculture; the level and probable
increase in demand for particular cormodities; and, at the local level, the
nature of the production system and its integration with marketing.

National policy is critical because it determines the incentives and
disincentives to agriculture and directly effects resource utilization. The
present and future levels of demand, respectively, influence the existing
forms of market structures and set an upper economic 1imit on increased
agricultural production. Finally, the organization of 1ocal production
conditions farmers' reactions to innovative changes. It should perhaps be
mentioned that while it is important to consider these three levels of
concern in any marketing program, it is impossible to treat these concerns
in the same cetail as the topics thai are more strictly construed as
marketing matters.

Information on the types of marketing structures, the
returns to producers, the spread effects in employment, and the levels of
comercial activity is necessary in the design of projects that more
accurately evaluate the social and economic characteristics of alternative
distributive <ystems. For the missions, each study will provide a detailed
assessment of ihe organization of marketing and its relation to other
sectors, which can be the basis for multi-component agricul tural marketing
and rural development projects. (To cite just one use, estimates of the
actual flows of commodities through rural marketplaces are often ignored in
projections of cormercial supplies, which 1eads to serious underestimates of
total supply that can undermine pricing policies.) For S&T, each study will
provide data on the efficiency and equity of each structure, the capacity of
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each to handle greater or lesser quantities of goods, and the impact of
different interventions in each structure on the small-farm family
population. These are all matters of practical concern in rural
development, in the area of economic sectoral planning.

To generalize the findings of any case requires
corparative study of selected cases. After Missions are contacted to obtain
their interest on the approved project, the actual field sites will be
chosen by S&T in collaboration with the project committee (to be explained
in Part IIT). The field assessments should be done in countries on several
continents; the actual distribution of projects may depend on different
levels of need in each region. In each country, small farmers must dominate
production in the area targetted for field study. There must function an
indigenous rural marketing system, as well as private trading networks or
public agencies, so that each structure can be compared under essentially
similar conditions. And, the area must be large enough that the effect of
transport costs on rural distribution systems may be assessed, yet not so
large that the research team cannot cover the entire area in three or four
months. Finally, th2 area should be a priority zone for mission assistance
in development.

The marketing assessments require a multidisciplinary
team, drawn from the project core staff. Outside consultants familiar with
the socio-economic conditions in the area will assist in the work. Each
team merber will conduct studies in his or her area of axpertise with the
active collaboration of Tocal personnel. To incorporate the particular
concerns of each mission and host government, the policy development work
Will be reviewed with the appropriate personnel upon arrival and revised, as
needed, during briefings scheduled periodically in the course of the one to
three month field period. The written report, which will synthesize the
mul tidisciplinary findings, can be used, in combination with technical
assistance, to design operational projects for the mission that fully
involve host country participation. In addition, the field assessment
reports will be a basic input into (a) the analytic studies for discussion

at the regional workshops and (b) the final EOP sector policy guidance
document.

During the preparation of this project, three preliminary
field assessments were conducted in order to investigate the feasibility of
the proposed approach. The three assessments were:

1. Agricultural Marketing in the Northwest Province,
United Republic of Cameroon.

2. Case Study of Vegetable Production and Marketing in
Western Guatemala.

3. Agricultural Marketing in Khon Kaen Province,
Northeast Thailand.

The three preliminary efforts verified the feasibility of
using S&T core project staff and independent consul tants, especially host
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country professionals, in producing practical field assessments in a timely
manner. They have also proved very useful to che USAID missions involved.
In one case - Guatemala - the field praliminary assessment shosed that
market structures and trading margins were highly competitive and a proposed
Tocal project would be disruptive rather than developmental. In Thailand
and Cameroon the field assessments were used as inputs into the design of
mission projects for future funding. The Government of the Republic of
Cameroon drav heavily on the report in a proposal for a new regional
development authority for the Northwest Province in its Fifth Development
Plan.

The experience with the preliminary field assessments is
indicative of the utility such outputs can have for field missions. The six
initial field assessments planned under the project should take from one to
three months depending on the nature of the specific country situation.

(2) Technical Assistance

Tvo types of technical assistance will be offered under
SFMA. The first is assistance in project design. The second is assistance
to address problems that may emerge during the process of project
implementation and evaluation. The technical assistance component deals
with specific problems in distribution that arise in the course of
agricul tural development. The aim of this assistance is to reduce marketing
constraints in a given institutional structure--particularly indigenous
rural marketing systems, but also networks of shopkeepers and transpor<ers,
producer cooperatives, or parastatals. The types of problems that arise in
these structures are various. They include:

. incomplete or inaccurate price and quantity

information about crops;

. shortages of trained marketing and management
personnel ;

. deterioration or loss of foodstuffs during the
distribution process;

. limited infrastructure and supporting services,
such as standardized sales units and grades;

. inappropriate or ineffective laws and regulatory
statutes and procedures.

Each of these constraints may occur in different degree in
each marketing structure and imply yet other deficiencies. For example,
price information is often poor and market supervision nonexistant in many
rural marketplaces. In such cases, it would be useful to establish a simple -
wholesale price information system, based on a uniform system of units and
grades, perhaps in combination with short training courses for local market
officials. As this example illustrates, the goal of the technical
assistance is to work out the most feasible solution of assisting smll
farmers, given the existing institutional structure.

In operation, the core staff will assemble a team of
consultants upon mission request for assistance with marketing problems.
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The individual consultants will be selected for their geographic or topical
expertise. The team will review the situation with the mission and local
government before undertaking a one or two week reconnaissance of the 1local
situation. This survey will focus on the causes, severity, and generality
of the specific distributional constraint in order to propose interventions
that accord with mission and host country goals and the local situation.

The team will brief mission personnel concerning options available at the
conclusion of the field reconnaissance and provide a written report shortly
thereafter. Importantly, the consulting team will remain available to
assist with project documents and to follov up or remin available to assist
- with project documents and to follow up or monitor periodically the
implementation of the recommendations. In this way also, the core staff can
assess the effectiveness of different interventions.

Because the range of problems and institutional structures
is so wide, the S&T staff will be assisted in this work by outside
consul tants. Thus, the consulting team may include one or two consul tants
with complementary specializations, but it will always include at least one
member of the core staff. This arrangement assures that the mission has
available, for consultation within the Agency and for later folla/-up,
personnel who are familiar with the project.

As in the case of the preliminary field assessments, the
only current estimate of the actual types of short term TA that this project
~can deliver may be drawn from TDYs completed during project development.

The folloving brief descriptions should be considered as somewhat indicative
since, without an approved project, they were performed in an ad hoc basis.
Four such short temm TDYs were accomplished: (1) Cameroon, (2) Entente
Fund States (Benin, Ivory Coast, Niger, Togo, and Upper Volta), (3) Gambia,
and (4) Indonesia and Thailand.

Following up on the field assessment in lorthwest
cameroon, one core staff member investigated possible USAID projects within
the context of the Fifth Five Year Plan. After consultations with the
mission ARD staff, the Ministry of Economy and Plan, and representatives of
the EEC, a draft PID was developed for an AID project in the Momo District
of the Northwest Province. The proposed project would complement a large
on-going Yorld Bank - IFAD - EEC area development program for the Province;
AID activities would be concentrated in 1imited market access roads and TA
for regional food crop marketing (especially cassava and yams). The
specific AID inputs would be coordinated with a Dutch Government TA project
in the area of palm oil extraction in the same area. Consequently, the
proposed project would take an integrated approach to both food and cash
crop (the palm oil and soap by product are clearly also locally consumed)
marketing.

At the request of the Mission Director, the core staff member
also prepared a scope of work for a field assessment of food provisioning in
the emerging industrial belt of Edea-Kribo (South Cameroon). This
agro-industrial zone (petroleum, aluminum, rubber, forest products) has
great potential but is already reliant on outside regions for 70% of food
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supplies. As in the case of the Momo District project, this activity has
been proposed for future funding.

A short-term consul tant, who was hired to assist in PP
devel opment, explored potential follow-up assistance to the Thailand
preliminary assessment and mission support in Indonesia. The Thai mission
has several agricultural development projects (Lam Nam Don, Mae Chaam,
Mortheast Small-Scale Irrigation, and Northeast Rainfed Agricultural
Development) and the respective project officers expressed interest in TA to
re-examine marketing constraints.

In Indonesia, larger mission projects in Provincial Area
Development, Luvu Area and Transmigration Development, and a new project on
Secondary Food Crops are facing marketing problems.. Mission personnel
discussed four types of TA from S&T: (1) Short term marketing training for
GOI project ufficers, (2) analysis of transportation and food processing and
storage constraints, (3) farm level organization alternatives to inefficient
large cooperatives, and (4) rural credit limitations. (The latter is
already under investigation by a S&T/RAD TDY team funded by the mission).

One core staff member and the project consul tant worked
with REDSO/WA in an evaluation and follas-on PID design for 1ivestock and
food production projects funded by AID within the framework of the Entente
Fund. Marketing constraints especially credit, input delivery, 1imited
private sector repair facilities, cultural practices for animal care and
feeding constituted a major part of the analysis. Proposed future projects
were designed to address those constraints and improve the exchange of
information concerning practical field experiences within the region. One
core team member also visited Gambia to develop a scope of work for a field
assessment of agricul tural marketing as part of the Mission's CDSS
formuiation.

As stated earlier, these are examples of the types of
services the project can deliver. Once approved, TA for Agency marketing
problems can be addressed in a much more mul tidisciplinary and systematic
manner. Up to eight annual new short term TDYs could be programmed by the
project. Expressed mission interests have already been given for
approximately one-half of such a total (Appendix A).

(3) S&T Personnel Roster

The objective of the roster is to support Agency central,
regional bureau, and Mission TA needs in general and those to be delivered
under this project in particular. As a central bureau, S&T offices are in
the best position to provide worldwide backstopping; in fact, S&T/RAD and
S&T/AGR have been assisting regional bureaus and USAIDs in the recruitment
of short-term consultants (and long-term implementation assistance and
applied research). Approval of this project will allos this type of
assistance to be more systematic and formal.

The roster will be organized to file and process
infornation about individuals and the follaving types of data will be



stored: (a) name, (b) address/telephone/telex/, (c) institutional
affiliation, (d) discipline/education, {e) expertise in aspect(s) of
marketing - distribution, (f) language proficiency, and (g) relevant field
expeirience. The whole range of marketing-distribution functions will be
covered: transportation, storage, supply logistics, food processing,
information analysis - especially pricing and taxation - wiil be obtained
from S&T/AGR/EPP, - nutrition from S&T/N, savings and credit from the
S&T/RAD project on Rural Savings and Credit.

Individuals to be included in the roster will include U.S.
Government personnel, university professors and associates and private
sector individuals. Qualified principals of approved IQC firms will be duly
noted. As the roster grows, non-U.S. specialists will also be added,
especially as the project gains field expereince in collaboration with hest
country professionals.

Tiie decision to build and operate the roster within
S&T/RAD - rather than contract it out - is based on four basic factors: (a)
access will be assured and use internalized within S&T, (b) the roster can
be 1inked to other specialists rosters developed under S&T/RAD cooperative
agreements, and (c) expanding and up-dating the roster will be consistent
with project use both in time and priority areas, and (d) most important,
the roster - once developed and functioning for Agency use - can be
maintained by S&T/RAD and S&T/AGR after the LOP without the need for major
financial inputs.

(4) Workshops and Publications

The outputs described above will be produced in a time
sequencing (see Part IV - Implementation Plan) such that by project year
three a significant effort can be made to disseminate preliminary findings
and recomnendations at regional workshops. Four workshops are planned: tWo
in Africa (one for Anglophone and one for Francophone countrias), one in
Asia , and one for Latin America and the Caribbean. Besides serving as a
forum to disseminate project outputs, relevant 1iterature, and other recent
applied field research (such as FAO/DSE), and USAID project experiences will
be reviewsed in an effort to set regional guidelines for a future action
agenda in the area of small farmer marketing.

Analytical reports summarizing each of the field
assessments and short-term TA will be presented and discussed at the
regional workshops. A final report incorporating the analytical reports and
workshop proceedings will be published soon after each regional workshop.

In the final year of the project, FY 86, three outputs are
programmed: a final workshop, an in-depth evaluation, and a guidance paper
for Agency sector policy. The sector policy paper will be drafted in
advance of the final workshop and will constitute the major agenda of that
meeting; participants at the final workshop will be drawn from the earlier
regional workshops to facilitate continuity and representativeness of
regional needs and perspectives. The final evaluation will examine, as its
primary point of investigation, the viability of the project core staff
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approach and impact of field assessments and TA on USAID mission CDSSs and
assistance programs.

4. Project Inputs

Given the nature of this project, the inputs are predominately
support to the core staff and consultants. As the budget in Part IV
substantiates, slightly over one-half of LOP project inputs will be cora
staff and consultants support; one-third will go for travel and per diem in
support of the field assessments and TA; the remainder (12%) will go for
in-country field expenses and publications. Of the total person months for
the project, the proportional breakdoin between core staff (outside of
direct-hire) and consul tants will be 60-40 respectively.

The two core staff members to be supported by project funds
should be a marketing/transportation economist and an economic
anthropologist. Both must have extensive field experience and a language
proficiency of S3/R3 in either French or Spanish. They will be recruited
and funded under a RSSA type agreement. The consultants will be recruited
from the S&T roster and will be contracted directly. Whereas this increases
the project administrative load, it also preserves flexibility. The core
staff is described in further detail in Part IV below.

Part III. Project Analyses
A. Technical Analysis

Assistance provided to mission and LDCs through this project will
be based on pre project activities. These are:

a) The multidisciplipary, analytic descriptions of rural
marketing arrangements in delimited areas of six LDCs,

b) Technical assistance in the development and design of
projects,

c) Tne analytic synthesis of project development and
technical assistance work to obtain clearer operational understanding of
small farmer marketing systens,

d) The publication and exchange of small farmer marketing
information and

e) The compilation of a roster of qualified resource persons
vho can provide technical assistance and do small farmer marketing and
comparative project analyses.

Past experience with structurally similar central bureau projects
indicates that all activities proposed for this project can be done. While
project implementors will be challenged to match resource availabilities to

mission and LDCs needs and pricrities, it is anticipated that this
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scheduling challenge will not hinder the delivery of support proposed by
this project. Descriptive analysis, technical assistance, the analytic
synthesis technical assistance provided to missions, information exchange
and rostering activities can all be accomplished as proposed during the 1ife
of project. Human resources can be identified and mobilized to perform
project tasks, workshops can be undertaken, and systems for both rostering
and information exchange can be developed.

The description of rural marketing arrangements, technical
assistance and analytic synthesis of technical assistance provided to
missions are project activities which must be defined in response to
specific field needs and circumstances. It is, therefore, impossible here
to specify technically correct responses. It is assumed, hosever, those
undertaking analysis and technical assistance activities will be sensitive
to both the differences and commonalities in varying circumstances so that
the transfer of lessons learned will be enhanced.

While it is risky to generalize, marketing analyses prepared under
the currently active S&T/RAD sponsored Alternative Rural Development
Strategies project (No. 931-1190) (see Riley and Weber "Marketing in
Developing Countries," Working Paper No. 6, 1979) and as background for this
Small Farmer arketing Access project (Agricultural Marketing in Khan Kaen
Province, Northeast Thailand; Agricultural Marketing in the Northwest
Province, United Republic of Cameroon; and, a Case Study of Vegetable
Production and Marketing in Western Guatemala) attest to the excellent
technical qualifications and perceptions of experts in analyzing LDC small
farmer marketing systems in different parts of the world. We feel
comfortable assuming that human resources with equally excellent
qualifications can be found to carry out similar tasks under this project.

Teams undertaking project activities must be created in a timely
manner. S&T/RAD and S&T/AGR management of this project is proposed in part
to overcome team composition and field placement difficulties. There does
exist at the present time a sufficient number of qualified experts who will
be available as short term consultants to supplement S&T/RAD and S&T/AGR
statf in initiating these project activities. It is anticipated that
rostering and the distribution of project assignments among experts will
strengthen the human resource pool. While most project activities discussed
here will terminate with the end of.the project, the advancement of
understanding derived from these activities during project 1ife will meet
mission and LDC needs and justify them.

Information publication and exchange activities proposed by this
project have been undertaken by numerous other projects. While technical
difficul ties are not envisioned in undertaking these activities, the
continuation of these activities after the project ends is of concern.
Workshops, conferences and information publication activities will ful fill
their information objectives during the 1ife of the project. Project
managers will take the necessary precautions to insure that past-project
information exchange activities will exist. The Marketing Division of FAQ
will collaborate and will provide long term access to information. Project
generated publications will be deposited with S&T/DIU and will be availaple
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to missions and LDC subscribers to the S&T/DIU information retrieval and
supply system.

Sufficient human resources with expert knosledge of LDC small
farmer marketing systems do exist to respond to expressed mission and LDC
needs.

Qualified S.T/RAD and S&T/AGR staff are available as key project
staff to initiate project implementation. There is no technical reason for
delaying project approval and implementation. .

B. Economic Analysis
1. Econonic Benefits and Costs

A strict economic analysis of this project is difficult for
tvo reasons. First, as an Agency R& and nitsion support activity, it is
inpossible to appraise specific costs and benefits without data on the
actual field projects which will be assisted. Second, marketing is often a
component of multi-objective agricultural and rural development projects;
therefore, the economic justification for such projects do not rest on
improved marketing only. There is, however, adequate experience, both n
the published 1iterature and from Agency projects, to demonstrate that
improved technical and economic marketing efficiency generates significant
direct and indirect economic net returns.

Some illustrative types of benefits and costs are itemized

beloy:
Benefits Costs
Direct
1. Reduction in transport costs 1. Cost of construction
and maintenance
2. Reduction in produce 2. Cost of construction
spoilage and equipping market
facilities
3. Reduction in cost 3. Maintenance of facilities
due to decreased and increased operating
spoilage costs of new facilities

4. Reduction in unloading
and loading time

Indirect

1. Reductions in risks and 1. Increased recurrent
increased competition costs due to increased
activity
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2. Stimulation of farm
production due to
increased cpportunity for
direct marketing (indirect
income effect)

3. Economies in wholesale
and retail purchases due
to larger volume traded

4. Improved public health
due to improved hygiene
(market places) and
more stable food supply

5. Increased net demand Tor labor
due to construction and volume
of trade

Some illustrative examples of analyses of these costs and
benefits indicate the orders of magnitude of potential economic returns. An
AID evaluation of road construction in Colombia (Colombia: Small Farmer
Market Access - AID Project Impact Evaluation Report No. 1, 1979) reports
that farmers' iransportation costs fell from 80% of marke: produce prices to
only 103. Although data on incremental production due %o better roads could
not be collected, the following levels of increased production were
reporced: peas - 30%, wheat - 200%, potatoes - 300%.

Mors sophisticated analyses have been done %o estimate the
benevits of improved market places. A USDA study o¥ improved market places
in two Brazilian villages estimates an internmal rate of return of 23%
without additional transport/feeder road construction. (USDA, Improving
Market Systems in Developing Ccuntries: An Approach to Identifying Problems
ang ?trenghtening Technical Assistance, Foreign Agricultural Report No. 93,
1972).

A recent AID Project Paper (Agricultural Marketing Development
- 532-0060) estimates an internal rate of return of 72% and a benefit/cost
ratio of 6.0 for 2 29 million dollar project to improve wholesale
distribution in Jamica.

Besides supporting viable mission field projects, the S&T
small farmer marketing access project is designed to (1) disseminate
reievant field experiences to missions and host country professionals and
(2) internalize the knovledye gained directly into Agency policy and
programaing. Neither of these benefits can be quantified.

2. Smll Farmer Target Group
In the majority of LDCs, small scale farmers are the principal

source oY domestically consumed foodstuffs. In many countries they are the
only source of what is consumed by populations outside capital cities and
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other urban areas. The vast majority of small farmers run ejther
subsistence or very small scale commercial farm operations. The farmers and
their families consume most of what they produce and locally dispose of what
surplus they may have. Farm families producing in this setting usually rely
on off-farm (their farm) labor income to supplement their farm production in
meeting total family consumption needs.

In the past it was assumed that the farm production system
described above would respond to various stimuli from the outside and
increase its food and cash crop production. Price policy, technological
advances, input availability, and agricultural extension were expected to
elicit responses that would increase production, productivity and marketable
surpluses. We also assumed that infrastructural support (roads, warehouses,
distribution centers) would meet needs of assumed competitive marketing
systens.

We knos that small scale LDC farmers, whether subsistence or
very small scale commercial, are rational managers of their farming
operations. While experience has taught us that it is necessary to create
favorable policy and infrastructure for small scale LDC farmers to produce,
\fe have learned that the existence of such conditions alone is not
sufficient to insure increased farm production. We now knov that
agricul tural policy and technology development and dissemination actions
must be tailored to small scale farm conditions.

Important socio-cultural and behavioral variables determine
small farmer behavior. Both risk and the socio-cultural dynamics in the
farmer's community are as important as farm economics in determining what
he/she does or dces not do with the farm.

This S&T Bureau project will support mission and LDC attempts
to understand and adjust LDC marketing environments to assure that they
encourage the farm level changes that will allow small scale farmers to
realize more fully their production potential and, thereby, to participate
more effectively and equitably in the development of their countries.

Al though the recent Agency draft Food and Agricul tural
Developnent policy paper (see Part II) advocates a small farmer strategy, it
does not prescribe a singular approach to implement such a strategy.

Three basic approaches are possible to implement a small
farmer strategy. One, initiate activities at central government
institutions in the food chain such as Ministries of Agricul ture or
parastatal marketing boards and seek 1inkages to the rural economy. Tuo,
begin directly within indigenous or peasant marketing systems, seek
alternative solutions to improve marketing at that level, and trace 1inkages
to regional and urban markets. Finally, farmer cooperatives could be
pre-selected as an intermediary level and linkages within marketing could be
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explorud to small farmers, on tie on.e hand, and to the urban eccnomy, on the
nthar.

“he sacond appruach is advocated in this project for the

follewing reasons: (1) marketing interventions concentuziized a priori to
assist parastatals or cceperatives would nct necessarily service wne needs
of mmall rvarners, (2) soluticns toy improving the narketing access for small

farmers does not preclude 1ar ar faraers to reusp econcmic advantages;
hcwever, experience indicates that the opposite is - not true (e.g.,
maxinfzing Lronor1es of scn._ would preclude small farmer participation),
and (3) 1ngrc¢ ng the efficiency of 1ndigenous macket systems facilitates
Agency assistance to f1ow to whichevar host country institutions actually
support smail firmer marketing access.

3. Analysis of Alternatives

Theoretvically AID could attempt to provide the field services
under this project in threa basic modes. First, USAID missions could
undertake the field assessment and technical assistance activities on their
ovn or raquest ad hoc assistance from a REDSO or AID/Y Regional Bureau.

This is how the Agency operates at present. Mission and regicnal bureaus do
not have adequate direct hire technical staff to design and implement
agr'cu]tura1 warmeting projects (or marketing aspects of nulti-component
projects) and there are no realistic prospects that direct-hire staff will
be recruited in adeguatc numbers to service iission needs. Contractors

R3SAs and PASAs are therefore being used increasingly to fill the staff gap.

Whereas tnis approach is feasible %o neet individual mission
where adequate nrogram funds are available, it does not allow for
1 bureau or Agency- J1dL knewledge ou11d1nu about the nmost appropriate
icient inarket interventions. Equally 1np0ruuu‘, a nora active Agency
&7 thrust in food and agricultuce necassitates some mechanism to
nvastigate alteriative solutions in different situations and to capture
ield experiences.

Global RaD in the context -~ ltissica support is the rational
for cantrally-funded activities. Past Toug-tem Dev2lonment Support Bureau
(uo/n D and LS/AGR) projecte have mnst ofcen been implemented in a
cuoperative agreement mode. This second alternstive is a very flexible
inst runﬂnu to commission state of the art reviews and o organize and
.nw enent nission add-ons for leng-term applied rescirch and techinical

ssistance. Establisning a project management and sunvort unit outside of
AID is no%t neces 'ar11/ a cost effective wiy ©o orgen’za short term technical
assitance. In aiaition, cooperctive agrecments hava 10t demonstraced any
comparative advantage in disseninating rescarch findings and, nore
important, affecting Agency poiicy and programs.  An S&T managed, central
contract mignt be a more cost effective anproach fer short term assistance
2 in dicsemination or internalization.
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1n—hcuse SAT cora group and draw uuon nH1v1dud1 marxe
required. Scme of the technical disciplines required %o
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farmer marketirg analyses corraecpond directly to job cascriptions of the
ST/AGR and $7/RAD direct hire staffs. This is most ovident in the cases of
agrizeliural cennonics, davalopuent administration, regional econonics. and
sinan.ial econenics. Supplementing these technicians with a
rransport/markating econonist and an ecchomic anthropulogist would create an
in-house core staff of 2lecuzte size and range to meet most Agency S&T needs
in small farmer marketing access.

The core staff weuld take the Tead role in organizing project
activities. HWhare spacific country situatinns require additional resaurces
or talents beyond those of the core group, specialists could be racruited
From a raster of fndividual experts in various aspaects of marketing. This
approach has the £511owing benefits for implenenting nroposed project
cctivities: (1) it Sinimizas the cost of short term assistance especially
managenent and overhead costs, (2) it nrovides for flexibility to meet
smecific country situations, and (3) it incornorates a move active Agency
54T rote and internalization of lessons 1narned into Agency S&T offices. In
additien, prograning cf project activitics within S&T offices should provide
con“inuity of Agency regional bureau and mission backstepping. This should
ba possibia at an office leval even thcugh it is jikely that some of the
corn staff, especially she direct hire foreign service, will leave tie
project during the five year LOP.

In cases uhere long-term Mission projects are generated by the
F this praject, +he core staff would assist regional bureaus and
nissions to devalop appropriate project machanisnas {contract, cooperative
agreements) and to stand reaty to assist in monitoring such activities.
This would czrtainly be +he case where missions desire projects requiring
Tong-tern techpical assistance, training, or epplied research. A central
$27 coaperative agreemant could even be developed during the 1ife of tnis
nroject should regional bureau and mission interests and financing so

servicas 0
*

[94)

yarrant.
This third alternative is oreposed as the mode of
imnlementation. caecific functions and duties of tha core staff are

presented in the Impiamentation Plan {Part IV).

C. Environmental Impact

The activities of this project conform with tnose described in
naragrapn 216.2 {c) of the pryvironnanial procedural regulations, "Analyses,
stindies, «cadenic or investizative rasearch, Worksheps, and meetings.”

These ciassas of activitias 2o not noraally reguive tne filing of an
fovirepmental Impact Statemont or the prepartion of an Environaental
losacsment; howaver, sincc shis project wili support mission field projects,
en atitemph is made 10 iadicate zhat these will nave no negitive impact.

overall a marketing project shautd have oaly minor impact on the
anviromment partially decause tha jpteryv:ntions it prorases tond more toiard
cavvice and organizational Aetivities and parciaily secause 2ven productien
cod infrastructurdl develosment activitiss will be dispersed in space.
yonztheless, 23C0 fudividual mission fieid project inearvented under the
presEnt projact yill require s owl avieonmensal impact analysis. Each of
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these projects will be unique and contain a unique mix of deve1opmént
activities. The environment will be more sensitive to some than to others.

A *=2liminary assessment of the environmental impact of the project
can be made .n the following areas:

1) Market sanitation - Sanitation and hygiene have not in the
past been important considerations in the development of market sites.
.Increased traffic and market activity at the sites can only aggravate
present proble:. Therefore, specific projects interventiun under the
present project will have to make provision for lavatory facilities, refuse
disposal, sanitary storage and dispensing facilities and general maintenance
of the site.

2) Food crop production - An increase in small farmer use of
the market will have a positive impact on food crop production. On the
other hand to increase their production farmers may have to distort their
normal allocation of labor time. This may mean a negative impact.

3) Chemical pollution - Increases in food crop production will
quite 1ikely be a product of increased use of fertilizers, pesticides and
insecticides. Use of these inputs will have to be monitored and managed te
minimize possible pollution effects.

4) Soil depletion and erosion - Similarly increases in fond
crop production may lead to cultivation practices which create soil
depletion and erosion problems. Specific projects may require an extension
component to keep small producers abreast of the most well-adapted practices
under local conditions.

5) Road construction - Road construction is a marketing
intervention that may have major environmental impact. Positive impact can
be in terms of short-term employment, easier access to health, marketii.g and
administrative facilities. Negative impact can be in terms erosion, 1oss of
agricultural land and increasing population density in the right-of-uway
corridor. Road construction as a market intervention will require
particularly detailed study of its environmental impact before it can be
impl emented.

5) Increased population density - As market activity swells,
numbers of people will settle in proximity to the market site to benefit
from the positive economic fall-out of the developing market. To some
degree this may be vieised as a positive impact. People will be in closer
contact with health, educational, administrative and economic services than
if they were more dispersed. There are, however, a number of negative
aspects of concentration of population. A number of social and sanitation
problems are Tikely to arise in such a case. A nonitoring component will
have to be designed into specific projects where population concentration is
a Tikely outcome in order to make recommendations for mitigating the
negative impact of the project in this area if appropriate.
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7) Shifting crop production pattern - The impact of groving
opportunities to market food staples may surpass the question of
intensification of the present system of production by use of such inputs as
fertilizers. It may lead to a reorientation of on farm activity to
production for the market as opposed to production for subsistence with the
surplus sold in the market. Production for market would mean specialization
of food crop production in a narrod range of crops in which the particular
production unit feels it has a comparative advantage. Hovever, such
specialization may also put the family production unit in question at
~greater risk than under pre-project conditions. This risk will be minimized
only by dependable functioning of the market system.

D. Institutional Arrangements

The question of institutional affiliation and arrangements for
interventions in the marketing sector must be dealt with on two levels. On
one level is the question of under what ministerial sponsorship the
intervention will be promoted. On another level is the question of the form
local administration of project developments will take. In both cases
specific institutional arrangements must await the judgement of the
intervention team for specific projects. Only the most general statenments
can be made at this point.

At level of the recipient government a specific project will have
to coordinate its goals and activities with those of a sponsoring ministry
or ministerial coalition.” The specific ministry or specific composition of
the coalition will depend on the goals and activities of the project in
question, the structure through which the recipient government allocates

administrative responsibilities and AID mission and project team assessments
of strengths and weaknesses of the recipient government's administrative

structure,

In order to participate in an FAO sponsored marketing project, ten
Asian governments, Bangladesh, India, Indonesia, Republic of Korea,
Malaysia, Nepal, Pakistan, Philippines, Sri Lanka and Thailand, have already
organized ministerial level committees, composed of representatives from a
number of ministries, to sponsor projects in the marketing sector. In Asia
the institutional groundiork has been done. Projects designed under the
present project should be able to fit into this pre-existing structure.
Elsewhere, such as in Kenya or in the Caribbean, steps have been taken to
generate a high level administrative structure to oversee intervention in
the market sector. These efforts will provide valuable instruction for
project design personnel to apply in those areas where such a structure does
not exist.

At the local level the project will focus on generating
institutions based on heavy participation of the local population.
Intervention in the area of improvement of the physical infrastructure of
the market site will have to be preceded by the organization of an effective
local market cormittee which will have responsibility for and jurisdiction
over market operations there. These cormittees will be responsible for
collecting and managing market fees, for the maintenance of the stalls,
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grounds and sanitary facilities at the site, for adjudicating disputes, for
managing storage facilities, for supervising weights and measures, etc. In
addition in certain instances, it will be appropriate to promote
cooperatives at the local level to strengthen the hand of farmers in
marketing their produce. Cooperatives may also be used as a medium for
channeling credit to producers and/or marketers. The form of local
institutions will vary from specific project to specific project. Local
organization of one sort or another will, however, be a basic building block
in project implementation.

E. Description of Beneficiaries

A market does not meet in isolation. The relationship of markets
in a given system is hierarchical. At the 1owest level are the 1ocal or
present markets. It is at this level that the small farmer generally sells
food staples and at which he/she also buys consumer goods. Private
wholesalers, cooperatives, or government organizations buy the food staples
directly at the farm gate or from the small farm representative at the 1ocal
market and transport them to a larger, more central market for bulking.
Food staples may change hands several times before they arrive at a major

-urban marketing center where they are broken down again for retail sale.

Stress on the hierarchical nature of the market system is important
to a discussion of the beneficiaries of the project since there are
baneficiaries at esvery level from increased small farmer access to the
sys ten.

At the local level the immediate beneficiary is the family firm
that has produced the food in the market and more particularly the
rapresentative of the family firm who is responsible for selling the produce
in question at a price advantageous to the family. This representative is
often able to keep a portion of the sale price for him or herself to deploy
as he or she sees fit. Moreover, improvements in the efficiency of the
market system will reduce the costs of marketing and, thereby, increase not
only the volume of produce brought to market but also the economic return
per unit to the producer family.

Each level in the marketing chain will experience the same
phenomenon. Dealers at each level will, thanks to improvements in the
technical efficiency of the market system, handle increased volumes of
produce and increase their economic return per unit handled. Dealers at all
Tevels of the market system, therefore, will be beneficiaries of the project.

At the end of the market chain consumers will be beneficiaries of
the project. They will see a drop in the real cost to them of food staples
acquired through a more efficient market system.

The primary beneficiaries of the project, therefore, are small
scale farmers and entrepreneurs in the rural areas who will increase their
engagement in the market place to the degree that the project is able to
remove obstacles to its efficient operation. The vast majority of these
small scale entrepreneurs will be managing family firms whose primary
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economic activity is staple food production. These beneficiaries represent
simul taneously two important groups. On the one hand they are the rural
poor of their respective countries. At the same time they are entrpreneurs
poised to take advantage of the free market if free market opportunities are
made accessible to them.

Second: order beneficiaries are the small scale entrepreneurs who
act as intermediaries in the market chain 1inking the rural producer with
the urban consumer and 1inking the consumer goods distribution system with
the rural consumer. These intermediaries, as opposed to the primary
beneficiaries, are already generally cormitted full-time to economic
activity within the marketing system. Improvements in the technical
efficiency of the marketing system will increase their volume of business to
some degree, permit new entrants in the field to some degree and increase
the amount of capital available for investment in activities these
entrepreneurs feel appropriate.

Third order beneficiaries of the project are 'the urban consumers.

It is difficult to quantify the number of beneficiaries expected
from this project. The conclusion of a recent FAO conference on marketing
in Asia (1980) concluded 2000 to 3000 farm households are served by one
rural market in the ten countries participating. Skinner, hovever,
estimates "the average (mean) population of the standard marketing community
(in rural China) is someshat over 7000," (1964:33). Smith (1977) gives data
suggesting an average population of 7200 people served by ‘the average“rural
market in Western Guatemala.

Remembering that individual markets are hierarchically related in
systems it becomes impossible to estimate the population concerned by a
given intervention without knoving the pattern of those hierarchical
relations.

Another recent study (Regional Planning & Area Development Project,
1979) estimates that the average rural market in Kenya contains 40 to 60
stalls. These 40 to 60 stalls provide business for 1 to 3 wholesalers.
About 80% of the cormercial activity at this level involves the marketing of
food stuffs.

A final variable is suggested by Davis's work in the Philippines
(1973). He found about 2/3 of the sellers in the market he studied were
full-time marketers. The other third came occasionally only to sell their
o:#n produce.

The conclusion then is that, assuming the spotty data available are
representative of the viorldvide situation, the majority of the family firms
in the area served by a given market, will benefit from improved technical
efficiency of the market. Not every family firm will be in a position to
increase its production to take advantage of greater marketing
opportunities. An estimate of 1000 to 1500 beneficiary family firms per
market area seems reasonable.
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At the same time it seems reasonable to estimate an average of 25
to 30 small-scale, full-time entrepreneurs and about 15 small-scale
part-time entrepreneurs in the average market who would benefit from
handl 1ng an increased volume of marketing activity on food staples.
Similarly two or three wholesalers supplied by these market sellers will
benefit from increased market activity.

This estimate is an approximation of the primary beneficiaries in
any given market of increased marketing of food staples. Second order
beneficiaries and higher are far more difficult to estimate without specific
knowledge of structure of the market svstem in question.

F. Role of Women

Women play a critically important if not absolutely dominant role
in rural marketing worldvide. They play a central role in output/produce
markets where they are often primary decision-makers and in subsistence
input markets where they are rarely influencial. In Kenya, for example, in
1971, women were estimated to comprise 79% of market traders (Regional
Planning and Area Development Project, 1979:32). Davis estimates 70% of the
market sellers in the Philippine market he studied are women (1973:97). In
a 1960 study in Ghana Lawson notes 83% of traders were found to be women,
(1969:380). A study in Thailand done by AID/ST/RAD in 1980 notes that
generally women do the marketing. It appears that worldvide about 2/3 of
market personnel are wonen. o

At the producer level women stand to benefit more than men because
viomen tend to devote more of their labor time to food staple production than
to cash crop production. Cash crop production, if it is possible in a given
zone, is more often the domain of men. O0Often, in fact, the only source of
cash income open to & women is the production and marketing of food staples
on a small plot of land on which she and her children provide all the labor.

While many women market food staples they have worked to produce on
their awn, other women come to market as agents of the family firm delegated
by the manager of the firm, generally their husbands, to market a relatively
small share of the firm's production to help meet some specific necd for
cash. The normal arrangement, at least in West Africa, is for the man to
confer the produce on his wife on credit. When she returns from market she
must repay the credit. The difference between the selling price in the
m$rket and the amount she repays her husband is hers to do with as she
pl eases.

The woman as primary producer and the woman as agent for the family
firm are examples of part-time market entrepreneurs. It must be remembered,
hoiever, that part-time marketers make up less than half of market
personnel. Most of the full-time market personnel are women especially at
the markets at the lower levels of the market hierarchy. !oreover, women's
domination of marketing personnel is especially pronounced in the handling
of staple foodstuffs. Men play more and more important roles only in the
upper level bulking and wholesaling levels of the market structure where
large capital investment is a prerequisite for activity in the market.
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Full time women marketers are often the sole means of support for
their families. On other occasions their earnings as marketers complement
their husband's earnings in an unrelated activity. Some full-time women
marketvers, vending such items as fish or craft specialities, work in
collaboration with their husbands. The husbands supply the primary goods.
The wives vend them. In all these cases improving the access of smail
farmers to the market place will strengthen the position of women in a
pursuit in which they are already engaged.
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Part IY. Implementation Arrangements
A. Implementation and Project Operations
1. Project Management Guidance

Al though responsibility for funding the Small Farmer Marketing
Access Project 1ies with ST/RAD, implementation of the project activities will
be managed collaboratively between ST/AGR and ST/RAD. A framework for joint
project programming has already been established by the Directors of the twvo
offices (see Appendix B). In the case of this project, ST/RAD will assign a
Project Officer to perform the prescribed project management functions.
0fficial project files and action authority (inquiries, cables) will rest with
ST/RAD. The ST/RAD project officer will maintain close 1iaison with the
assigned ST/AGR project backstop officer and ST/AGR will have clearance on the .
implementation of all project activities. The ST/AGR and ST/RAD Office
Directors will be called upon to resolve any conflicts or disputes.

Regional bureau participation will be maintained by the creation
of a project committee. Representation will include one member from each of
the geographic bureaus and PPC. The project committee will meet at least once
every three months, or more often as required, to review project
implementation and provide general guidance. An annual project work plan will
be developed before the beginning of each fiscal year. The project committee

members should make substantive inputs_into the formulation of the annual plan_

for their respective region and the cormittee as a whole wiTl reviewand =~
corment on the plan. Individual commjttee members will also act as the
primary regional bureau contact for clearance on any project implerentation

activities in their res?ective region. When appropriate representatives from
other bureaus, especially PRE and FVA, will be called upon to assist the

project committee.

Since the Small Farmer Marketing Access project is a joint
activity of ST/AGR and ST/RAD, PID approval was obtained separately from both
the TPCA and RDSC, the respective guiding bodies for the two offices.
Creation of the S&T Sector Councils should facilitate the creation of a joint
sub-cormittee (or sub-Council) which should establish the project committee
described above. Similarly, as further experience is gained in the
formulation of an Agency small farmer marketing strategy (Part II-B-3), the
sub-cormittee will be the primary forum for policy discussion.

2. Core Staff
a. Justification

One of the novel features of the Small Farmer Marketing
Access project is the creation of an in-house core professional staff.
Al though nodest in terms of financing, the proposal warrants detailed
justification. The idea for creating a small in-house TA capacity for small
farmer marketing arose out of three interrelated problems of current Agency
programming. First, given the range of social and agricul tural science
expertise needed to analyze the array of issues within small farner rmarketing
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access, contracting short-term TA work is quite expensive, especially in terms
of overhead costs. Second, the existing AID annual budget cycle, on the one
hand, and teaching Toad of university faculty, on the other, are not highly
armenable to mission needs for a rapid response and continuity of personnel
over 1ife of project(s). Private consulting firms, though often purported io
be more flexible, are not generally perceived to be able to provide
continuity. Finmally, as in many other areas of TA, AID has been criticized
frequently (and the ST Bureau has been constantly attacked) for not
internalizing the knowledge gained from Agency funding for marketing projects.

The in-house core staff is designed to alleviate some of
these constraints at least partially. Clearly each country situation is site
specific; hovever, certain disciplines are common to most marketing
functions. The core staff is designed to cover these requirements. Thus the
core staff will include at least one direct hire agricultural economist from
ST/AGR and the folloving from ST/RAD: a regional analyst, an economic
anthropologist or rural sociologist, a transportation/marketing economist, and
a rural enterprise or cooperative specialist. At least two of the four ST/RAD
staff will be direct-hire and one will be the project officer. The Budget in
Section D indicates the funding requested.

In summary, the creation of a small core staff is justified
on three grounds: It can be more cost effective than other current
programming methods to meet short-term mission demands; it can be more
responsive yet provide continuity in mission 1ife of project TA backstopping;
finally, it can facilitate greater internalization of S&T functions within the
Agency. Long-term nmission requirements for project implementation will, as
usual, be contracted directly or via some form of a cooperative agreement.

b. Core Staff Functions

The primary duties of the core staff will be twofold:
First, as a team the core staff will undertake the responsibiity for
organizing and implementing the field assessments and short-term TA
assignments. Recruitment of additional personnel depending on the specific
mission need(s) will draw upon the roster of existing Agency manpover
(especially from S&T/AGR), PASAs and RSSAs, from USDA and elsavhere, and
outside consultants. As required, follow-up assistance, including the design
and organization of a long-term field TA or implementation capacity and
mintaining close contact with regional bureau professionals will be provided
by the core staff. In other words, these core staff will provide direct
short-term assistance to regional bureaus and missions at various points
during the 1ife of a project. Although the core staff cannot undertake long
term implementation (say beyond four months), it can assist in the design,
organization, monitoring, and evaluation of such activities.

Second, the core staff will perform the key central bureau
service functions in small farmer marketing for the Agency. A roster of
specialists in small farmer marketing access will be assembled and maintained
by the core staff. As described in Part II, the roster will include
direct-hire USG personnel and outside candidates with relevant field
experience and language competence. USAIDs and other foreign assistance
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agencies, especially FAO, will be notified when the roster is functioning.
Once operational, the level of use of the roster will be determined by mission
needs/demands; hovever, the core staff and project committee may be able to
anticipate demand when they review mission CDSSs, ABSs, and relevant Project
Papers.

Under the leadership of the project officer and guidance of
the project committee, the core staff will take the lead in preparing
analytical papers after each of the field assessments and TA assignments.
These analytical papers will include contributions by the consultants {nvolved
in the field work and references from already published literature. Besides
contributing to the body of practical knowledge about small farmer marketing,
these papers will counstitute the major inputs into the regional workshops to
be initiated in year three of the project (see implementation plan belaw).

B. Implementation Plan

The scheduling of major inputs and outputs is presented
schematically in the attached chart. The LOP activities can be grouped into
three phases. These phases are not sequential in the sense that one is
completely terminated before another begins. Rather they indicate the flow of
major activities. First, during FYs 82 and 83, the core staff will be
recruited under a RSSA with the Graduate School of the U.S. Department of
Agricul ture. Once on-board, core members will begin to review the Agency
portfolio in agricultural factor and output marketing and contact those
missions which seem best candidates for central project support. A worldiide
cable will also be sent to announce approval of the project.

The roster of marketing specialists will be designed and installed
using word processing equipment available at S&T/RAD. This central service
will be fully operational by the end of October FY 83. Sirultaneously, the
core staff and project committee will identify a priority 1ist of missions
requesting assistance in field assessments and TA in project design and
implementation. As tentatively planned, two field assessments should be
completed by early FY 83 and an additional four during FY 83. If necessary,
this part of the project could be extended into early FY 84 without delays of
the second phase.

During the second phase of the project (late FY 83 through FY 85),
the project core staff and consultants will produce a series of analytic
papers documenting the field assessments and TA performed. The analytic
papers will constitute a major input into the regional workshops to be held
during FY 34 and 85. The analytic papers, commissioned reports, and workshop
findings and recommendations will be published after each workshop is held.

A nid-term evaluation by the project cormittee will be undertaken in
June 84. This review will provide guidance as to project staffing, including
the roster, the nature and scope of the field assessments and TA, the analytic
papers and workshops. This review will be conducted after at least one of the
regional workshops is convened.
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The thrust of the final phase is designed to provide the Agency two
fundamental products which can be utilized by regional bureaus and USAID
missions without further project financing. The analytic papers and workshop
proceedings will be used to produce sector policy guidance for small farmer
marketing. Given the food production and distribution problems in third world
countries, especially in Africa, this policy and programming guidance should
be relevant for at least two or three subsequent decades. Second, the
operational rostering system will be maintained as a S&T central function for
regional bureau and mission use.

The review of project findings, guidance for future Agency
operations, and achievement of end of project status will be the focus of a
final workshop and evaluation in FY 86.

C. Evaluation Plan

The SFMA project will be evaluated twice during project 1ife. It
will be evaluated in mid-fiscal 1984 and at the end of %he project.

The first evaluation will be conducted by the project management
team itself. This will be an implementation evaluation. It will address the
question of what progress has been made on the indicators on the 1ogical
tramevork. The evaluation team will examine the organization and useful ness
of the roster of qualified individuals available to the Agency and the
Missions. One important auasstion here will be to what degree the roster is
being used by those for whom it was intended. The evaluation team will
examine the design and execution of the in-depth studies. Hov has the
analysis of these studies contributed to understanding of the small farmer
marketing problem worldvide and to conceptualization, design and
implemantation of specific projects? Have the understandings gained through
the SFMA project experience been effectively circulated to all interested
parties within the Agency, within host governments and within the comnunity of
international agencies? In order to evaluate how effectively the project is
circulating the information, analyses and conceptualization from its
experience, the evaluation team will have to examine the organization,
proceedings and conclusions of the regional workshops that have taken place by
then.

The Tinal evaluation of the SFMA project will be carried out by
people not on the project management team. Theirs will be a general
evaluation of the way the SFMA project was concepiualized and of its impact on
AID project design.

In terms of conceptualization the most important question will be an
analysis of the SFMA project management system. ST/RAD and ST/AGR have, for
previous projects, relied on cooperative agreemens with educational
institutions. The management system of the SFMA project is experimental in
terms of ST/RAD's and ST/AGR's experience and should, therefore, undergo close
examination during the final evaluation. The analysis should focus on the
impact on project effectiveness of forming an implementation team within the
ST/RAD and ST/AGR staffs. Is this alternative cost effective as compared with
the more traditional management structure? Was the S&T staff and project
committes able to achieve the flexibility and continuity foreseen?
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Final evaluation will in part be based on the record of SFMA project
activity in the different AID missions. How many interventions were made
under project auspices? What was the nature of those interventions? What is
the assessment of the pertinent missions on the effectiveness of those
interventions? What is the record of implementation effectiveness of the
projects designed and/or supported under SFMA projecc auspices? How do these
responses compare with the record of projects implemented under the more
tradition management structures used for &7 project implementation?

Part 1V
D. Budget

The attached summary and itemized budget tables described the
amounts and timing of project outputs and inputs. The distribution of funding
by FY is as follows: FY 81 expenditures plus FY 82 start-up - 16.7%, FY 83 -
22.3%, FY 84 - 22.3%, FY 85 - 22.3, and FY 86 - 16.4%.

The distribution of outputs are classified into three groups: Field
assessments and TA - 76.6%, Workshops and publications - 18.5%, rostering -
4.9%. Inputs can be distributed as: Personnel (core staff and consultants) -
54.8%, travel, per diem and in-country costs - 26.7%, workshops and
publications - 18.5%. Project fundi.j is phased to place an early emphasis on
field assessments and TA and then, in ysars 3 through 5, tosard dissemination
and internalizing into future Agency programming.

Budget tables:
Table 1 - Surmary Budget - Outputs

2 - Summary Budget - Inputs

3. Core Staff Personnel

4. Vorkshops
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Table L

Sumuary Rudgota

Outpute
FY 02 FY 03 FY 84 Y 85 rY 06 Tatnl
P $000 pm $000 1) $000 [ ) $000 ™ $000 pm $
Rontexring 7 40 2 10 2 10 2 10 2 10 15 6o
Ficld Asseacments 14 150 26 325 14 200 13 200 9 100 76 aso
Techulical Assistance 16 180 16 200 1) 00 13 200 10 130 69 1035
Workashups - - 120 109 93 324
rablicationn - 13 20 n 65 171
Totale k2 370 45 550 30 550 28 550 21 400 160 2A604%

* 1Includos 40 FY 81 expenditures for PP deolpn;

costa alter the inltlal year are cnlculated with an snnunl laflation factor of 10 porcent.




Table 2

Summary Budget:

Inputs
FY 82 FY 83 ry 84 rY 85 Y 86 Total
$ 000 $ 000 $ Coo $ 000 $ 000 $ 000
Personnel 221 312 291 308 I7% 1305~
Staff 1586 201 221 248 136 966
Consultants 65 108 70 60 40 343
Travel 111 178 206 183 137 015 _
Airfare ’ |
International- 46 72 110 95 02 405
Staff 7 i 2t 28 17 L
Consul tants 24 46 18 18 12 118
Workshop Participants - - 66 49 58 173
Airfare
Domestic -
(staff & Consultants) 3 6 4 4 2 13
Per Diem 62 100 92 84 83 k}1}
Staff 0 ] 7 ki) 20 )ti)
Consultants 32 62 30 20 18 162
Horkshop Participants - - 30 35 15 80
In-country Field Expenses 38 45 30 30 22 165
& Evaluation
Publications - 15 20 31 65 131
Totals 370 550 550 550 400 2460
* Indicates 40 FY 81 expendttures for PP design.
- - . |

on
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Core Staff Personnel

FY 82 FY 83 FY 84 EY 85 FY 86 Tot
Mos. %000 Mos. 4000 Mos. $000 Mos. %000 Mos. $000 Mos.
Economic Anthropologist 7 40 12 66 12 66 12 66 6 33 49
Marketing Transport Economist 7 40 12 66 12 66 12 66 6 33 49
Rostering 7 40 2 10 2 10 2 10 1.1 .6 14
Subtotal 21 120 26 142 26 142 26 142 13.1 72 112,
Overhead (30%) 36 43 43 43 22
Subtotal 156 185 185 185 94
Inflation (10%/year) 19 39 61 42
Grand total 21 156 26 204 26 224 26 246 13.1 136 112,
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Table 4
Workshops
FY 84
# participants

Francophone Africa
(Based on travel to and from Dakar, Senegal)

Travel
African Nationals 19
Non-African participants 3
Per Diem (12/81=$87) 23
Sub*otal

Workshop Logistics and Support (25%)
Workshop total

Anglophone Workshop

(Basec or travel to and from Salisbury, Zimbabie)

Travel
African lationals 16
Non-African participants 3
Fer Diem (12/31=73) 20
Subtotal

Workshop Logistics and Support (25%)
Workshop total

Total FY 84 expenditures on Workshops

$000

28

17

13
64

23

13
45
M
56
120



Table 4
Continued

Workshops
FY 85
# participants

Asia and Pacific
(Based on travel to and from Bangkok, Thailand)

Travel
Asian and Pacific Nationals 15
Non-Asian and Pacific Participants 5
Per Diem (12/81=$87) 21
Subtotal

Workshop Logistics and Support (30%)
Workshop total

Lztin America and Caribbean
(Based on travel to and from Quito, Ecuador)

Travel
Latin American and Caribbean Nationals 20
Non-Latin American and Caribbean Participants 4
Per Diem (12/81=$79) 25
Subtotal

Workshop Logistics and Support (30%)
Workshop total

Total FY 85 expenditures on Workshops

$000

— —h
~3 W H

44
13
57

16

18
40
12
52
109

..



Table 4
Continued

Workshop
FY 86

Summary Workshop

# Participants
(Based on travel to and from Washington, D.C., USA).
Travel

Francophone African Participants
Anglophone African Participants

Asian.and Pacific Participants

Latin American and Caribbean Participants
US - based, Participants

P

Per Diem (12/81=§75) ' 20
Subtotal
Workshop Logistics and Support (30%)

Total FY 86 expenditures on Workshops

$000

N\
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Pioject Title & Number:

Small Farmer Marketing Access

ZROJECT DES!.

LOGICAL F[::

936-5313

LaMMARY
AEWORK

Life of Profect: 5 years
From FY 82 _to FY 8_6

Totsl US. l'muhug 2 45 .
Date Prepared: ch ™2 —1 gz

NARRATIVE SUMMARY

OBJECTIVELY VENIFIABLE IRDICATIONS

MEANS OF VERITICATION

IMPORTANRT ASSUMPTIONS

Frogram or Sector Goal: The broader objective to
which this project contributes:

To enhance the ability of AID missions
and host country institutions to design
and implement programs that increase the
productivity, Income and qualfity of 1{fe
of the rural poor.

Mcnnun of Goal Achievement:

Larger number of AID supported
projects with tighler conceptualiza-
tion and stironger empirical basis,
Reduced implementation problems due
to inadequate conceptualization and
monitoring Information. Better
impact evaluation fnformation flowing

from projects and which aids fn policy

formulation,

- Content of CDSS, PID, PP, evaluation
reports

- Agriculture and Human Resources Sector

councils endorse policy guidance
describing alternative marketing
interventions and fncorporate them
fnto CD5S sector sirategies

Assumpticns for achieving gos! targats:
Data gathering and analysis

exercises are initiated by Missions/
LDCs and carrfed through to comple-
tton. Information generated by
these data gathering and analysis
exercises is used for project design
and policy formulation.

Project Purpose:
To {ncrease the effectiveness of
indigenous marketing institutions that
serve small farms by:
(1) developing a better understanding of
the range of market structures and of the
problems most commonly assocfated with
each;
(i1) testing marketing interventions for
ceffectiveness in order to ascertain the
most appropriate in each sftuation;
{431) Provide technical assistance in
_allnlnb}aag Ezrkoting constraintc—in-Agent

Outgnnts:

1. Field assessments of existing rural
marketing systems

Technical assistance in project desfgn
implementation and evalustion

J. Roster of marketing specfalists

4. Regional workshops and dissemination

of findings/recommendations

2.

L

Conditions that will indicate prtpnse has been
schieved: End of project stetus.

1. Approved Agency quidance paper for
small farmer marketing.

Z. Relevant data generated through

in-depth studies and the analytlic

synthesis of such studies,

Documentation that Missfons used

informatfon in project design and

implementatfon.

Evaluations of agricultural and

rural development projects {nclude

ﬁ;&nVVﬁlﬁ‘ﬁfﬂUE]ysgg;gtr Tr!gfpo Tentia

3.

4.

. Six field assessment reports

. Analytic reports based on assistanc
glven to 18-20 field missions
Roster system established in
ST/IAD

. lour regional workshops and
sunmary workshop

1
2
3.
4

1. Verify approval by Agriculture and
lluman Resources Sector Councils
final evaluatfon by outside
consuyltants

Mission PIDs, PPs and evaluations by
project conmittee and outside
consultants

Hission project evaluation reports
analyzed {n final evaluation of

ST project

Assumptions for achieving piwpose:

L. AID and LDC practitioners recog-
nize the nced for increased
knowledge and tnformation on small
farmer marketing interventions.
2. U.S. and L.D.C, professionals will
be able to collaboratively design
and carry-out studles and prepare
strategles.
Consultants, USAID Missfons and
LOC rescarchers sce the need and
are willing to work together to
rate more- thcir—now-—

d

- Regular annual review by project
comm{ ttee

—fully-
Asmmpllg"‘ foF sl g Sutidi: S u r1 lfes .

ST/AGR-ST/RAD core staff s able to

-~ Final evaluation by outside
consultants

obilize and manage the range of
elevant skills required for the
roject - ranging from theoretical
fevelopment to actual operational
nd {mplementation problems.

Inputs:

- ST/AGR-ST/RAD multidisciplinary core
staff which will provide field missfons
with staff for design, monitoring and
evaluation of specific problems and
interventions

- missfon and liost government financfal
and staff commitment which also sfmult-
ancously serve thelir own planning needs

- Guldance by Yroject committee and
Sector Counclls for Agriculture and
liuman Resources

Implementatlon Target {Type snd Quantity)
Budget $2,460,000 over 5 years
1985
4550

1906
%400

1902 1983 1984

$370 $550 $550

Regular AID reporting prodedures

Assumptions lor providing inputs:

i. Project is approved.

. Sufficient funds are allocated
to project.

P. ST/AGR-ST/RAD staff successfully
negotiates field assessments and
technical assistance assfigmments
with USAID missfions.

S ey Gt ¢ SE———— - 4 . . o e .o v
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PROJECT IMPLEMENTATION SCHEME

Additional Fleld

FY 62 83 84
Recruitment of Adjust core staff
core staff re: Evaluation

April July
Establish Roster File Maintenance
April - Oct and update
Recontact fleld Two Four Field
to prioritize initial Field Assessments
field assessments Assessments
April - May June - Hov Jan - Aug
82 83 83
Short-term TA Analytic Papers
Nov -~ Dec:
83 84
%
.Project Review Mld:term
June Evalpation

June

& TA on selected

Regional workshops &
Publications
Feb 84 - June 85

Project Review
June

86

Reduce staff to
one RSSA

Assessments
basis

Drafting Sector&s
Policy ,
Dec - Mar

Final AID/M
Horkshop
June

Final Evaluation
Sept
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Procedures for ST/AGR zrnd ST/RLD
Collaborasicn in tkhe .esiza znd Ixplemantzticno
S =

of Joiat Projects

I= has become increasizgly obvious cver tizme that our twe oiZlices have mazy

co=mon developmental objectives, commen respoasibilities, and common progzam

interests. Lt is also clear that the zppropriata zix of professional talents

needeé to address adeguately those shared concerms is availlable in-nouse if

azd ozly if tkere is inter—office collzborzticn.

The sponscrship cf collaboration a3 the design and Ixzplementation of

complemantary ag-icultural and rural development progTams gained sharper

focts in the TY 82 planmning:cycle. Joint project committees were formed

mn

nd 2 joint fumnding mechanisn was established for two major project efforts:

ystems for Small Farzmers (936-4099) a=zd

t
|
-

m
w

2.  Small FTazrmer Markefdng Acéess (936-5313)
The PID for the Small Farmer Marketing Access has been approved by technical
cez=ictees Zor bothk 0Ziices and by both the RDSC and the TPCA. A drait P10
Sz the Farmizng Systems for Small Farmers project has been cizculated to the

tecanical com=mittee mexzbers for comment.

Givea the encouzagiag results of ccllzborazion thus Zar zad 2 positive stail

astlsude to coarizue such eiicrts, we aave decided to establish the Zollowixng

-
i

project collzboration., I tiese Two projacts

1
1}
+]

(V]

JTocadures comearning fnssr-giflce

s-ove to be suczessful, additional oppertunisies Zoz joizmt activities will be

Q

explorad.
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1. 7Tor purposes of clazicty ia progra=mizg ©
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2. Whaerezs collaborativa projects will be desigzed znd ;npleme:éed
 Joizzly by ST/AGR and ST/RAD stzfZ, ome office will assume tihe mandate
for project mznagement agccoentzbllity (efficial project file =ziatazance,
cable trzZlic action, ete.).
3. In oxder to maintaln as close collabcration azs possible, we will have

bl-monthly meetings of relevan:t staff to review progress and resolve

izplementation problems. To the extent possible tkese inter-~offica
meetiags will be chairzed alterpatelvw by the two Qffice Directors.

4. In light of the above, we hzve decided tha= ST /RAD will assume funiias
S ) -

and management accountability for Sczll Fa—mer Marketirg Access and
ST/AGR w1ll assuma funding and mzpagement acccuntability for Farming

Systems for Small Farmers.

Since the two Offices have séparate project approval committees (the TPCA zna

\]
RDSC) azd procedures, s unified system of PID and PP zpproval for jolat Projects

=St be creztad. We will propesa to the TPCA and FDSC that = siaglzs joias

1

corzittee of either TPCA/RDSC members cr zooo

oe celegatad Tesponsibility for such zpproval.

. N

s Co >

Donzld 2, FTilesrzer Jerome rraaneca
Dizecsar . L Dirzec=oz
Cifize of Agziculsure Offize of Rurzl Develoznmens

ated reprasentatives o a sub-committa

azd Developzeznt Adzmizistration £

— 9 U
= 27 SosT 2. Fo
Dacte Dazs
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