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I. 	 Introduction
 

Well functioning agricultural marketing systems 
are crucial
 

for market-led strategies of agricultural development which L.J.D.
 

and other donors are emphasizing. 
& number of developing
 

countries are increasingly accepting tha importance of letting
 

market forces shape development and are becoming more awate of the
 

need to support viable private sector marketing systems.
 

Marketing in this paper refers to transformations in place
 

(transport), time 
(storage) form (processing), and ownership
 

(exchange arrangements) of agricultural commodit. 
s which farmers
 

produce for cousumers. The marketing system re 
 rs to all of the
 

marketing activities which link producers and consumers. 
In this
 

context, marketing consists of all 'the services of persons and
 

materials nsed between the production of agricultural products and
 

their consumption. These 
srvices may include harvesting,
 

processing, transportation, storage, pricing, exchange, financing,
 

grading, packaging, display, advertising, and similar service
 

functions. 
These 	functions are performed by private and public
 

agents to match demand and supply at different points iz time and
 

space.
 



-2-

At ±lluxtrativy 
 ezamp2e L sbowu 
in fLgure (1) belou.
 

i':coLZ I 

a-"
 

ao-* 

ado 

ap 

UM
 

per Practtiones vbo vast to *" agriculturalMarZktlag
 
systems paorf Ora positive role in supporting end stimulatal 
agricnltural deveopet . thare ate at be*Qt 4trte beac eo&*zaSZ 
which have to be addressed. 
 ,Lrat* %key vod to t able "o 
diagnose the syatm they ae ooece"Wed WIth. to Aloeg WbetZez it 
a performing as it ibouldo sad Identify where tbe ooastra t 
inhibiting Progress night lie. It is important to understand bow 

efficient tbe systen is is a static sense* %Ddelz of pe *ct 



-3­

competition provide a methodology and insight to help answer this
 

question. 
But it is also important to understand whether the
 

system is dynamically efficient. 
Here we are concerned with
 

whether the marketing system is responsive to changes and in
 
particular whether it is progressing in a cost-affective manner to
 

forces driving the agricultural economy. There are not well
 

developed methodologies for doing this. 
What would be called for
 

is the identification of ways to facilitate the effective
 

introduction of greater specialization, economies of scale and
 

technological changes. 
Second, the practitioners need to have an
 

idea how the system might be changed. The factors which shape
 
better performance have to be known--including such factors as the
 

organization, institutions, infrastructure and/or technology of
 

the system. Solutions cannot be simply imported. The improve­

ments hava to be tailor made to fit the physical environment, 

customs, values and the stage of development of the agricultural 

marketing system. Third, they need to have an understanding of 
how to go about implementing the change. That is what needs to be 
done in order to introduce innovations to bring about change. 

The intent of this paper is to provide the basis for a 
follow-on to the Small Farmer Marketing Access (SFMA) project. 
SFMA was generally making headway in the three areas identified 
above, and the intention of the revised SFMA or Agricultural 

Marketing Improvement Systems (AMIS) project would be to treat the 

same issues, but place rEre emphasis on coordination and 
utilization of experience of other S&T projects and focus on
 

developing a framework for more systematic knowledge generation in 

these areas.
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1I. Background: The Small Farmer Marketing Access (SFMA&). Project
 

A. Performance
 

The follow-on project, Agriculture Marketing Improvement
 

Strategies, builds upon the foundation developed during the life
 

of the SFMA project (1982 - 1985). While several significant
 

differences have been incorporated to reflect advances and
 

experiences gained with SFMA the primary purpose of SFMA--to
 

assist USAIDs and developing countries in the design,
 

imvlementation and evaluation of agricultural marketing systems by
 

providing assistance in methodology, development of applied
 

research, training and technical expertise--remains the same. 

It is useful to review SFMA against the backdrop of the
 

three concerns raised earlier which might be summarized as
 

follows: problem diagnosis; identification of feasible
 

interventions; and implementation of change. 

1. Problem diagnosis - A strict interpretation in the 

SFMA PP suggests a narrow focus on issues which were related to 
marketing at the farm level. In actuality, a broader 

interpretation gradually took place as the project was being 

implemented. The revised project would also assume a wider view 

of marketing, closer to a systems concert in which food 

production, processing, distribution and consumption seenare as a 

set of interrelated activities (Fletcher and Abbott 1985). This 

broader scope is still consistent with a concern for iall 

farmers, since there is a need for work which shows how the larger 

system must function to benefit small farmers and poor rural 

communities.
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Much effort of the Small Farmer Marketing Access project was
 
dedicated to developing a problem diagnosis or market assessment
 

methodology. 
The approach adopted consisted of four sequential
 

phases that can roughly be identified as (1) information
 

gathering, (2) constraint diagnosis, (3) prescribing
 

interventions, and (4)monitoring and evaluation of changes.
 

Phases I and II required up to three months each, Phase III up to
 

a year, and Phase IV depended upon the time horizons of the 

interventions implemented. Implementation of the market
 
assessment methodology was attempted in Peru, Ecuador, Liberia,
 

Zaire, Indonesia and the Philippines. In most cases, only the 

first two phases (which constituted a form of rapid appraisal)
 
were really field tested in the limited life of the SFMA project.
 

The results were sufficiently encouraging that interested
 

countries insisted on following up.
 

Various reviewers have commented on the market assessment
 

methodology and recommended appropriate improvements that could be
 

incorporated. 
One important goal of the proposed Agricultural
 

Marketing Improvement Strategies project is to enhance the
 

methodology along the lines outlined below.
 

The most useful and tested of the market assessment component
 

has been the "rapid reconnaissance" techniques developed to carry
 

out the first phase of that approach. Guidelines are condensed in
 

the Michigan State University publication "Rapid Reconnaissance
 

Guidelines for Agricultural Marketing and Food Systems Research in
 
Developing Countries" by John Holtzman (1986) and are considered a
 

significant and valuable contribution to the agricultural marketing
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literature (P. Farris, 1986, and Meissner, 1986).
 

Suggestions as to the nature and shape of a revised rapid
 

appraisal guidelines were provided by all of the participants at
 

the November 1986 S&T/RD sponsored workshop on Agricultural
 

Marketing. These will be considered in framing a new set of
 
guidelines. A particularly promising possibility lier in merging
 

future efforts with the University of Idaho (Post Harvest
 

Institute for Perishables). Under sponsorship of S&T/AGE, PI is
 
currently looking at ways to rapidly gauge post-bervest losses, is
 

planning to move ahead with field testing and sees a potential for
 
merging activities with AMIS (Schermerhorn, 1986). Work with PIP
 
as well as the other S&T projects all of whom are engaged in some
 

form of assessment activity would constitute an important part of 

.he AMIS project. 

2. Identification of Feasible Interventions -
The SFMA 

project supported a progrn of case studies, special analyses to 

document why and how certain approaches to marketing problems were 
able to improve performance. The SFMA evaluation (Fletcher and 
Abbott 1985) endorsed this approach to knowledge generation as the
 
most easily pursuable and potentially productive in identifying
 

improvements related to particular marketing conditions. 
A number 

of useful case studies and analyses emerged from SFMA. However, 

the limited and restricted "tarets of opportunity approach" 
employed by the SFMA project fell short of making a significant 

contribution to cumulative knowledge about the impacts of 
alternative interventions. The evaluation (Fletcher and Abbott 



1985) indicated that a systematic approach to which interventions
 

should be studied and where they were implemented would have to be
 

employed. An obJective-of the AXIS project would be to develop a
 

framework for more effective work in this area 
utilizing and
 

drawing on the experience of the other S&T projects.
 

3. inglementation of Change - The SFNA project did not get
 

involved directly with implementation of marketing innovations.
 

However, the project provided TA to 30 countries on marketing
 

design and evaluation issues. In-country workshops were conducted
 

to help surface marketing concerns. Toward the end of the SFKL
 

project studies were carried out on ways to improve urban
 

retailing/wholesaling activities indicating thd potential
 

feasibility in some instances of introducing voluntary retai1
 

chains. 
The AIlS project would take a sox* active role# exploring
 

and identifying possible ways to innovate. 
It would concentrate
 

on organizational and institutional changes in marketing systems
 

with particular attention to requireent s for setting-up aad
 

sustaining these activities.
 

B. SPHA Evaluation
 

The SFP. Project was evaluated in March 1985 by a teas of
 

outside advisors consisting of Mr. Lehman Fletcher. Iowa State
 

University, and Dr. John Abbott, former Director of Marketingv
 

PAO. The evaluation report on STU is contained in Appendix 2 of
 

this paper. The evaluation generally endorsed the
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SFMA approach. A summary of the principal points 
of the 

evaluation are as follows:
 

First, more work was needed on the SFMA 
 methodology and the
 
Rapid Reconnaissance in order to provide a policy focus.
 

Secondly, the evaluation team indicated a need for closer contacts
 

with other S&T related projects in marketing. Third, the team
 

suggested that work be done on developing an overall framework for
 

applied research in marketing, and finally the evaluation team was
 

concerned about loss of momentum and dispersal of personnel in the
 

event 'hat the arrangement with USDA's Graduate School should be 
lost, (in fact this did happen) and suggested that a site more 
capable of institutionalizing the marketing work be selected. 

The proposed follow-on project would build on each of the
 

principal recommendations of the April 1985 evaluation. The 
Agricultural Marketing Improvement Strategies (AMZS) project would 

concentrate on strengthening the rapid reconnaissance
 

methodology. S&T/RD recently sponsored a workshop on Agricultural 

Marketing Applied Research, and a good deal of attention was 

focused on revamping and strengthening the rapid reconnaissance 

approach developed from the SFMA experience. The AMIS project 

would also establish close coordinating mechanisms with the other 

ST projects concerned with marketing and would provide a forum 

for identifying and systematically reviewing key cross-cutting 

marketing issues. Finally, the intention of S&T/RD is to contract 

the AMIS project with an institution which will have a strong
 

applied research support system so as to sustain and keep the 

momentum going.
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II. Rationale for Project Paper 

A. Marketing Deficiencies
 

Marketing concerns arise in different kinds of settings.
 

There are those countries which have taken a strong
 

interventionist bent, introducing parastatals or state agencies to
 

perform marketing activities. The results have generally been
 

poor performance. 
Part of the problem in some of these countries
 

are misconceptions about traders and the potential positive
 

service role they can play. These countries need to open up
 

access to the private sector.
 

Another group of countries exhibit a form of "benign neglect" 

for the marketing sector. 
Though there is no direct state control
 

often there is generally a lack of appreciation for the
 

appropriate economic policies, legal and institutional framework
 

needed to facilitate market development. The result tends 
to be a 
lack of supporting actions to provide services such as grading and 

standards, market information, storage and other infrastructure, 

protection of contracts and sanctions against fraud, and programs 

to support marketing business enterprises. All are needed to
 

advance agric'iltural marketing.
 

There are some countries which previously were highly 

interventionists and are now rethinking the merits of 

market-driven agricultural development. They are beginning to 
liberalize marketing and are attempting to animate private sector 
activity in this area. In some instances, however, the private 
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firma in marketing have atrophied with public sector control and
 

dominance. 
These countries will need help in idenzifying ways to
 

revive marketing systems which are competitive and dynamic.
 

In sum, a key deficiency in the agricultural narketing area
 

is a good understanding in 6eveloping countries of the roles the
 

public sector and private sector can and should play and for which
 

they have a strong comparative advantage. If agricultural
 

marketing systems are to perform we.L'l, practitionera will need to
 

be able to determine more effective strategies, projects, and
 

policies to exploit the merits of both the private and public
 

sector involvements.
 

B. Need for Continuing Work
 

Riley and Staatz (C981), in their paper based upon an &ZC
 

Seinaz 'Food System Organization Problens i-n Developing
 

Cquntries', suggested that more .conveptual work is needed. 
Until.
 

the present, studies have been members of 
one or the other of two
 

groups--those that have emphasized perfectly coupetitive markets 

as a norm, or those which have used a broader food systems
 

ftramewrk of analysis.
 

The studies using perfect competitive nurms have emphasized
 

market efficiency and have done no mainly by comparing price
 

differentials: Rizst1 
 seasonal price differences Lre evaluated 

relative to storage costs; second, price difierencfts across 

geographical areas tre evaluated relative to transport costs; and,
 

third, price differences across marketing functions through the
 

chain from producer to consumer to evsluate returns at
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each point in the system. The research utilizing perfect
 

competition norms has made 
some significant contributions,
 

including empirical descriptions of how food systems operate and
 

challenging notions about widespread exploitative behavior of
 

middlemen. Nonetheless, there are 
several shortcomings to the
 

approach. Market performance is defined solely in terms of static
 

efficiency and dynamic aspects of market development are not dealt
 

with. Emphasis on 
analysis tends to exaggerate the importance of
 

physical infrastructure relative to the importance of changing
 

institutions, including activities affecting concentrations of
 

firms and vertical coordination. Institutional changes might
 

include operating procedures, market rules# and the role of
 

government agencies as well as customs and practices of society.
 

The second area of diagnostic york has attempted to look at 

food production aud distribution as a system. 
These researchers
 

argue that all parts of the system must be attended to and that 

failure at any level could cause stagnation in the entire system. 

The concept that al of the marketing firms operate as a 

coordinated group has been emphasized. Major focus has been o
 

ways to facilitate better coordination at different levels in the
 

food system--particularly with a focus on changing operating
 

methods# rules# and institutions. 
Stress In the systems approach
 

is on dynamic issues, rather than on the static concept of
 

efficiency as stressed in the perfect competition appzoach.
 

Boveverv systems research still has a number of
 

shortcomings. Performance norms have not been clearly defined
 

compared to the perfectly competitive method. Zn addition,
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despite emphasis on institutions, the approach lacks a well
 

defined methodology for ex 
ante evaluation of alternative
 

institutional arrangements. 
Also, the systems approach has tended
 

to be unwieldy in terms of the time and effort required to do
 

systems analysis.
 

What is needed is an approach which ii broader than the
 

competitive model and more operaticnal than the past
 

systems-oriented research which is too time consuming. 
Holtzman's
 

work under the SPHA project provided an important first step in
 

this directiO, Further development is neededo 
The rapid
 

appraisal activities envisioned under this project, along with the
 

research and pilot innovations to be undertaken, are expected to
 

advance the development of operationally useful analytical
 

approaches for the study of marketing systems.
 

C. Demand for Marketing Assistance
 

A cable (STATE 068251) which is attached under Appendix C was
 

sent to A.I.D. missions in each of the throe geographic regions.
 

The purpose was to ascertain from US&XD's their needs and
 

potential demand fo services under AXIS. 
Pull response from all
 

of the missions Is not yet available. However, based upon cables
 

received by April 1987, a 
preliminary oetinate of interest was
 

tallied and is summarized in Table 1 (the cable responses are also
 

included in Appendix C). 
 as can been seen from the summaries, 

there is a considerable amount of support and endorsement by 

missions for the activities proposed under AXIS and described in
 

the out-going cable. AXIS xeceived broad support from both the
 

Asia Hear East (ANZ) and Africa (An) regions. There was a *bow
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of interest in nine of the ten missions in the ANE region and
 

eight of the ten missions indicated positive interest in buying-in
 

to the project In the AFR region seventeen missions responded of
 

which fifteen were supportive of the project. Of the fifteen
 

positive responses, eight indicated a willingness to buy-in to
 

project activities. On the other hand the Latin America region
 

had only five responses -- none of which was positive.
 

In summary, based upon the initial responses the AMIS project
 

would concentrate on Asia Near East and Africa regions where there
 

is a demonstrated interest, but not to the exclusion of LAC should
 

mission interest develop.
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TABLE 1.1 

Cable Responses of African Missions to AXIS World-Wide Cable
 

Areas of Interest
 

AFRICAN 
 RAPID APPLIED PILOT TEST

COUNTRIES 
 INTEREST APPRAISAL RZSEARCE INNOVATIONS 

1) Botavana N 

2) Burkina Paso Y 1
 

3) Burundi H
 

4) Cameroon Y •
 

5) Chad Y I
 

6) 	The Gambia Y 
 x
 

7) Ghana T
 

8) 	Guinea N
 

9) 	Ivory Coast T
 
(REDSO/W)
 

10) 	Kenya T
 

(RZDSO/Z) 

11) 	Kenya I 1 
 3 1
 

12) Lesotbo 1
 

13) Senegal 1
 

14) Svaziland T 
 z 	 I
1 


15) Zaire 7 
 2 zI 

16) Zambia 1 2 	 3
1 


Total 7 12, 4 6 
 5 	 7 

Note: Y w Yes, and N a No 



-15-


TABLE 1.2
 

CABLE RESPONSES OF ASIAN AND NEAR EAST MISSIONS TO
 
ANIS WORLD-WIDE CABLE
 

Areas of Interest
 
ASIAN/
 
NEAR EAST 
 RAPID APPLIED PILOT TEST
 
COUNTRIES INTEREST 
 APPRAISAL RESEARCH INNOVATIONS
 

ASIA 

1) Burma N 

2) Fiji Y x X 

3) Indonesia xX 

4) India Y x x 

5) Nepal Y X x I 

6) Pakistan Y x 

7) Sri Lanka xx 

8) Philippines x x x I
 

FEAR EAST
 

1) Egypt Y
 

2) Morocco Y I
x 


3) Tunisia Y I 

4) Yeman Arab 

Republic 
Y I z 

5) Jordan Y X I 

Total Y - 12, N - 1 9 7 5
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CA]LE .ZSPONSZS 0F LATZIN &NZRZCA AND CAIZIN ISSzONS To 
AXIS WO]LLD-WIDZ CABLZ 

Ariasof Interest 
LAC 

COUNTRIES INTZRZST 
RAPZD 

APPRAISAL, 
APPLIZD 
RZSZARCH 

PILOT !ZST 
INNOVATIONS 

1) abcpN 

2) Costa Rica N 

3) Dominican N 
2epublic 

4) Zcuador N 

5) Jamaica u 

Total 35 
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IV. Description of Project Paper 

A. Project Goal
 

The goal of the follow-on project is to improve the
 

efficiency and effectiveness of agricultural marketing systems.
 

Improvement should be reflected in one or more of several
 

performance indicators. Relevant performance indicators might
 

include lower marketing margins for performing given marketing
 

functions or the addition of marketing services without
 

corresponding increases in costs. 
If increased efficiency and new 

technology help to bring about such results, either farm incomes 

would be improved, consumer prices reduced or there would be some
 

sharing of the gains by farmers and consumers. Other measures of 

performance improvement would include market system investments to
 

lower unit costs, more orderly marketing of products at times and
 

places desired by consumers or the development of new or more
 

desirable products preferred by consumers.
 

B. Project Purpose
 

The purpose of the project is to enhance USAIDs and host 
country institutions' ability to decign, implement, and evaluate 

improvements for agricultural marketing systems. 

C. Project Outputs
 

Three activities will be carried out by 
 thh project: 

1) rapid appraisal; 2) applied research on cross-cutting marketing 

issues, including networking for systematic sharing of research 

results on marketing; and 3) pilot innovations in marketing. The 

expected outputs from these three activities ill take place at 
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two levels -- at the AID/V level and also at the mission level. A
 

description of the outputs follows:
 

1. Raid Appraisal
 

The AXIS project is concerned with two types of outputs
 

related to rapid appraisal. The first is methodological and it
 

would be done at the AID/V level. AXIS would concentrate on
 

synthesizing work undertaken previously by the SIKA project and
 

the development of operational guidelines for 
the process of field
 

application. 
This work would be funded principally from AXIS core
 

funds. 
 It builds upon the methodological advances initiated by
 

the Small ?armer Marketing Access Project. Progress was made by
 

St7A in developing 
a set of Rapid Market Appraisal Guidelines to
 

enable professionals to do market reconnaissance. This initial
 

work on market assessments needs to be further strengthened in
 

several regards, particularly to identify how markets are changing
 

and what can be done to affect market improvement. Uhat is needed
 

is knowledge of the driving.forces that affect both day to day
 

operating patterns and longer term changes. 
a rapid appraisal
 

approach needs to identify those driving fotces and determine
 

their effects. Some of these driving forces may come from outside
 

the sector, such as developments in other sectors or 
in the
 

general economy. Investments in infrastructure# even those made
 

to develop the national economy, can generate pressures on the
 

agriculture marketing system that bring about important
 

adjustments. Government food price policy may have a major
 

influence. Industry organisation configurations may shape
 

patterns of behavior and change in various ways. 
The aim iss to
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gain an understanding of °developing trends, hv 
the system is
 

changing, what are the 
causes o f changes, and judgment& of
 

informed people about,future prospects" (P. Farris, 1986). 
 in
 

addition to the need to address trends, 
a number of other points
 

regarding the Rapid Appraisal Guidelines were raised in the
 

November 1986 Workshop on Agricultural Harketing Byste.
 

Criteria to measure market performance should be developed. 
Also,
 

the Guidelines should Aore systematically treat institutional and
 

non-market factors in food systems. 
These non-market influences
 

affect market organization and behavior# and 
can provide either
 

resistance or stimulus to both efficiency and progress (P. Warris
 

2986). 
 Finally# pragmatic goals have to be considezed# such as,
 

identifying Obankable" projects oriented to improving the
 

performance of the system (Reissne:, garrison, 1966).
 

The sacond type of output would be the actual field
 

application at the mission level. 
The synthesis and operational
 

guidelines for rapid appraisal should be available 
aarly on after
 

the project is underway mo that field applications would be
 

initiated in the first year. 
The rapid appraisal undertaken in
 

the field would be funded largely with buy-ins from missions. The
 

AXIS project vill concentrate on identifying missions interested
 

in the rapid appraisal based upon Initial expressions of demand
 

identified earlier. 
Over the life of the project AXIS will target
 

the completion of ten rapid appraisals. all of the rapid
 

appraisals will be written up and a final report based upon the
 

findings will be a product of each of these efforts.
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With a combination of synthesis of the previous work on rapid
 

appraisal plus a program of field applications bringing out the
 

empirical results# our 
approaches for assessing agricultural
 

marketing systems should be enhanced. Bowevere our ability to
 

fine tune the identification of key variables and relationships*
 

and to refine the methodology depends also upon our knowledge base
 

of agricultural marketing systems. 
The rapid assessaent is only
 

one part of an overall effort needed to get a better handle on
 

these systems-it needs to be complemented with a program of
 

applied research and the results disseminated.
 

2. Applied Research
 

Two types of outputs related to applied research vill.be
 

produced over the life of the project. The first will be
 

-principally 
core funded under AKIS and Will consist of networking
 

and dissemination activities at the IID/9 lovel concerned with
 

both establishing a process for identifying priority areas of
 

applied research amongst the principal S6T marketing relatet
 

projects and developing a network for sharing zesearcb plans and
 

results. 
The other type of output will be at the sission lovel
 

resulting from field work and studies. 
This will be funded
 

largely through mission buy-ins.
 

Outputs from these two sets of activities are summarised
 

below:
 

a. Retworking and Dissemination - Thbe k18 project will 

establish a system of ezchange of information, Olessons
 

learned* on ways to improve marketing in developing
 

countries. In the first instance the target would be the
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S&T projects with an important marketing component, and
 

the focus would be on sharing insights and ezperiences. A
 

series of working papers based upon applied research and
 

project reports (i.e., rapid appraisal reports and other
 

relevant information) will be disseminated through the
 

network. Strict documentation requirements will be the
 

norm on AXIS studies, since these will form the principal
 

subject matter 
to convey the message and findings of the
 

project.
 

?ield Research - The AKZS project will work closely with
 

missions on priority applied research topics. Punding for
 

these activities would be provided principally through
 

mission buy-ins, and it is estimated that roughly fi*i
 

applied researcb activities would be-completed over the
 

life of the project. The focus of the AXIS research would
 

be on improving marketing system perforaance, and its
 

concentration would principally be on organizational and
 

institutional issues. 
The type of applZed research
 

program which AXIS would be oriented would be toward
 

knowledge generation. It would be country specific but it
 

would also contribute to a general understanding of
 

marketing systems across countries having similax problems
 

and characteristics. 
 The AUZ$ project would identify key
 

areas of priority research with cross-cutting
 

implications. 
 These would be based upon reviews of
 

missions' interests and demands. 
 The following areas are
 

expected to be candidates for priority work:
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Ci) 	 Analyze the key factors in the Marketing System
 

o 
 detezzine the relative roles of public-pzivate 

Bectozs..vithin the country setting, including 

components and structure within both the public 

and private sectors, and identify guidelines for 

helping insure that their most effective roles are 

reinforced1 

o determine ways to motivate improved performance
 

from marketing firms, including the analysis of
 

such factors as the costs of information, the
 

commercial code, contracting costs, and the
 

availability of credit;
 

o 	 identify new market opportunities, including both 

geographic areas within the country and abroad, 

for goods and sarvices, including input item, 

where expansion and efficiency gains could be 

promotedl
 

o 
ezamine the role urban marketing systems can play 

in better coordinating and integrating assembly, 

processing, wholesaling and retailing to Improve 

overall system effectivenessg and 

Cii 
 Zdentify andEvaluate Warketiza Alternative*
 

o 
 delineate institutional arrangements, capital 

investments and government interventions that
 

might be considered to help solve identified
 

problems
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O 	 evaluate the probable costs, benefits, and 

feasibility of alternative interventions that 

vould.opFomote system-vide marketing improvements 

and, through possible reorganization or
 

specialization of agricultural marketing systems,
 

enhance overall performance of the agricultural
 

econoy.
 

o 
identify areas in which government parastatal
 

interventions have become constraints to efficient
 

and progressive agricultural marketing and
 

xecommend ways for improvement or for transforming
 

these functions to the private sector.
 

3. 	Pilot Innovations
 

There will be two sets of outputs related to pilot
 

innovations. 
At the AID/W level the AXZS project would develop an
 

inventory of innovative efforts in agricultural arketing. 
The
 

focus here would be on changes in the Institutional,
 

organisational arrangements either in connection with or apart
 

from technological changes which would contribute to improved
 

performance of the marketing system. 
As part of the inventory*
 

AXS would include an Unalysis of the particalar conditions and
 

factors which need to be considered to effectively introduce the
 

innovations and also the identification of groups or 
individuals
 

with capability to consult In the implementation of the
 

innovations. The types of innovative changes envisaged include:
 

a. the establishment of a central market or a commodity
 

exchange;
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b. 	the organization of a voluntary chain of retailersa
 

c. introduction of farmer collaborative arrangements to
 

improve croplassembly and marketing;
 

d. 	establishment of a commodity grading system;
 

e. 	establishment of information systems and/or other
 

mechanisms to improve communication of market knowledge
 

and reduce risk;
 

f. integration of assembly, processing, varehousing and/or
 

retailing; and
 

g. 	introduction of new contracting procedures;
 

h. 	introducing new ideas on managerial expertise and
 

technology adoption to host country businesses and/or
 

public agencies as learned from other countries or
 

organizations. 

The funding for the inventory activity would be covered under the 

AXS core budget. 

A second level of output actual implementation of pilot
 

activities at the field level is also envisaged under this
 

activity. 
This would require mission buy-ims to fund the
 

principal costs involved. 
Demand for pilot innovations could stem
 

from or be undertaken concurrently as an important part of ANIXSs
 

field work in conjunction with applied research or rapid appraisal
 

recommendations. 
Zequest for pilot efforts might develaop 

separately, identified by missions as an area which needs 

exploring. AXIS would be in a position to assist missions by
 

helping in the design and implementation of pilot efforts, and/or
 

simply monitoring the progress of the activity onc, it was
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initiated, recording the lessons learned from the experience. It
 

is envisaged that AXIS would assist approximately five pilot
 

activities during tbe. life of the project.
 

D. Inputs
 

AXIS project inputs will be made both at AZD/V and the
 

USAZID. These inputs are described below.
 

1. AID/W -- There are four inputs to the implementation of 

the project. These are discussed individually. 

a. Project Manager -- SAT/RD will provide a direct hire 

project manager from S&T/RD/IDW wh.o will be responsible 

for the conduct of the project within A.Z.D. and will also 

serve as chairman of the agriculbuze marketing conittee
 

which vil have oversight and reviv functions fox &MIS. 

Close collaboration with SAT/&GR will be critical to the 

success of the project, given that a major objective of
 

AXIS is to develop rosearch collaboration and networking
 

among all of the marketing related projects. 
It is 

ezpected S&T/AGR will name a representative to the 

agriculture marketing committee and that person will serve
 

as deputy chairman of the committee and the contact point
 

fox the project in S&T/&OR.
 

b. Agricultural Marketing Committee -- Representativeu from
 

the Regional Bureaus and SAT project officers will
 

constitute the Agricultural Mazketing Committee and
 

provide overall guidance and planning inputs. The
 

committee will serve as 
a forum for enhancing coordination
 

and identifying priority concerns within A.I.D. 
A 
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principal input to the project will be made in conjunctioln
 

with annual workplan reviews and planning evaluations,
 

The project committee will meet to review annual vorkplans
 

and periodically thereafter as required to review project
 

implementation. ThQ annual workplan will be developed
 

before the beginning of each operational fiscal year. It
 

is expected that the project committee wiall review and
 

make substantive comments on the workplan. 
Also,
 

individual members would be involved in reviewing studies
 

or applied research which concerned their areas of
 

interest.
 

Another function of the committee will be to
 

participate in the networking activities of the project.
 

It is envisaged that AKZS vould bold a p~anniag vorkahop#
 

which along with the annual vorkplan, mill be an important
 

forum for project committee representatives - their
 

inputs will be critical in helping to identify researeh
 

areas and planning the dissemination of results.
 

AXIS Contractor --
 The project will be contracted to a
 

consulting firm/university type arrangement whiach will
 

provide the combination of operational and knowledge
 

generation skills cequired. Th contractor will
 

contribute substantively in each of the three principal
 

areas: synthesizing and developing a rapid appraisal
 

methodology and carrying out rapid appraisals;
 

establishing a network for coordination and planning of
 

applied research activities and implementing applied
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researchi and identifying and inventorying pilot
 

innovations and assisting in their implementation.
 

The strengths of two major types of contractors 

(consulting firm and university) are needed to implement 

the Agricultural Xarketing Improvement Strategies Project 

(AXIS). Rapid response to mission requests and access to 

a wide range of practical ezperiences in implementing
 

marketing innovations, especially in the private sector,
 

o
are "action characteristics commonly attributed to
 

consulting firms and to some research institutions. An
 

environment conducive to reflective and creative research,
 

a longer institutional memory, readily available library
 

resources, and 
a staff with many years of in-depth
 

research experiences are academic 4xesearcb
 

characteristics eften associated with universities and
 

some research institutions.
 

do The S&T Marketina Related Proiects -
 There az. five
 

projects from S&T/AGR and two S&T/RD which address sme,
 

form of marketing concern. These are:
 

Aariculture (AGR)
 

931-0054 ZNERNATZONAL PERTLZSZR DEVELOPEU! 
 ChNTiKR
 

936-4134 
 R&D IMPROVED SEED PRODUCTZON AND TILIZATZON 

936-4144 POST RARVEST GRAIN !STEJXS R&D 

931-1323 
 STORAGE a PROCESSING Of ?RVITS & VEGETABLIS 

936-4084 AGRICULTURAL PLANNING AND POLICY ANALYSIS 
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Rural Development (RD)
 

931-1190 FOOD SECURIT? ZN AFRICA
 

931-1135 NUML. SETTLEIZITS & NATURAL RZSOURCZ SYITEMS
 

ANALYSIS
 

All of these projects address some aspect of agricultural
 

•marketing. What the AXIS project will add is 
a facility for more
 

systematically planning, assimilating lessons learned, sharing
 

results and advancing the state-of-the-art of agricultural
 

mark.eting in developing countries.
 

It is envisaged that there will be close cooperation between
 

AXIS and the other S&T projecta particularly with regard to field
 

related activities. The responsea outlined in ?able 1ol 
1.2 and
 

1.3 	indicated that tbere is considerable interest in two regions#
 

UBZ and APR. 
Zn the case of AlR, AIS will take special car* to
 

coordinate its activities closely with the AFR burean
 

representative on the Agriculture Marketing Committee and also the
 

Food Security Proj*ect. The Food Security Project is currently
 

doing a considerable amount of applied research on marketiug
 

issues of a systems nature --
 through Hichigan State University.
 

AXIS's role ir Africa, tberefore, would be to: 
 (1) in terms of
 

rapid appraisal and applied research vort, reapond to nissions
 

where the Food Security Project 4s not currently or planning to be
 

involved; and (2) explore with the Food Security Project the
 

possibility of initiating compleeentazy pilot efforts in 
areas
 

where applied research is well underway.
 

It should be noted that the eight cable zesponsou to date,
 

from the African missions indicating interest in buy-ins, have not
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come 	from any of the countries where the Food Security Project is
 

involved in applied research.
 

2. Mission/Host Countr 
Inputs -- input at the mission and
 

host country level include sponsoring of rapid appraisals and
 

follow-up activities such as pilot innovations and applied
 

research. a 
key component of AXIS will be collaboration vit1 hoat
 

country institutions. All activities in-country vould be done in
 

.conjunction 
with 	missions and host country institutions. 

Mission inputs will be needed to help plan and fund
 

in-country activities. initial efforts in agricultural marketing
 

would include planning workshops which mould require some hellp in
 

general logistics, including identifying key participants.
 

Follow-on activities would require support from ezisting mission
 

programs and/or projects.
 

V. 	 Technical Analysis
 

The AMIS project will support efforts in three areas:
 

developing rapid appraisal guidelines; designing and implementing
 

pilot marketing innowationst and establishing an applied research
 

framework and a network for sharing information across marketing
 

projects in developing countries. The technical fegsibility of
 

each 	of those activities is discussed below:
 

A. Rapid Appraisal Guidelines - the SPUL team itself
 

generally felt that the rapid appraisal methodology had developed
 

further than other components of the project. Nonetheless, there
 

was realization that more work was needed to improve its
 

effectiveness. 
With 	this in mind, S&T/RD sponsored a workshop it
 



-30­

which 
one concern was rapid appraisal and a review of the
 

principal work steaming from SPRA 
(Soltzman 1986). 
 it vas
 

generally agreed that guidelines for rapid review of marketing
 

systems were useful. For further work the stress was on more
 

completely identifying the elements of the process. 
 Parris (1986)
 

indicated that the process should focus on: 
 (2) procedures for
 

establishing objectives; 
(2) a method for employment of an
 

interactive process; 
(3) nor* emphasis on identifying the critical
 

driving forces of the marketing system; 
(4) nore attention to
 

identifying important conditioning influences, such as, values,
 

customs 
 and institutions; and (5) concentration on arriving at
 

recommendations regarding specific interventions--sucb as changes
 

in policy and/or organizational, institutional, technological,
 

infrastructurai arrangements.
 

with the type of modifications which Farris indicates, S&!/aD
 

believes that an already useful instrument-as demonstrated by
 

SPRA-can be made even more effective and useful.
 

B. Pilot Testing of Innovatifois the SFXA ezpezience suggests
 

that this area is feasible but needs further work. 
SXIA'
 

approach included a program o- case studies of successful
 

marketing efforts and several specific field studies on urban
 

wholesaling and the potential formation of voluntary chains of
 

urban retailers in Latin America. 
The *zperience indicated tbat
 

there are lessons to be learned from endeavors to change and
 

improve marketing and these need to be sore thoroughly captured
 

than was the case vith SFKA. The AXIS project vill carry out a
 

more systematic and active review of current experiences in
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marketing to identify marketing innovations and the particular
 

settings in which they proved successful. AXIS would be
 

concentrating principally on institutional and organizational
 

changesp with or without changes in technology# which have
 

impacted on marketing systems. This calls for 
a nore active
 

culling of th. literature plus review of private sector sources.
 

The AXIS contractor would be charged with this activity early on.
 

The purpose of this exercise would be to position the AXIS project
 

to ramnond effectively to either mission requests or results of
 

rapid appraisals and/or applied research. 
Whether the individual
 

pilot activities are successful# or not, depends upon how well
 

AXIS is able to track conditions zequired for suitable
 

intervention an'd how the project can locate potentnal
 

implementors. Zperience indicates that there has beerT
 

considerable amount of institutional and organizational adaptation
 

and change for improving marketing systems. What has wide
 

applicability and what dos 
not is the .pointof this activity,
 

namely, to discern what is reasonable through pilot efforts.
 

C. ApDlied Research one of the objectives of the &IUS project
 

is to establish closer collaboration among the marketing projects
 

so that the potential significant advantages associated with
 

sharing lessons learned can be captuzed. The S&T/RD Novembe: 1984
 

Workshop on Agricultural Marketing Systems made a first stop In
 

this direction. The ;orksbop ezanined trends and issues
 

associated with grains# livestock, fruits and vegetables and urban
 

marketing syotemas. The workshop reinforced the ideas that there
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are 
important country projects that also have significant
 

cross-cutting issues.
 

AXIS's role in follow-up to the initial workshop is to help
 

develop mechanisms to insure that collaboration can be developed
 

and forged in 
an effective and productive manner. Collaboration
 

often 
can be costly, hence AXIS must have adequate incentives to
 

insure that participants from the ST marketing related projects
 

will want to collaborate. AXIS *.lans to do this in four basic
 

ways: (1) sharing information through networking research plans
 

and results; (2) supporting special studies on nazketing problems;
 

(3) facilitating the identification and referral of buy-ins to
 

other S&T projectsi and (4) helping to organize joint marketing
 

assistance teams to respond to mission requesti.
 

V9 Implementation Arrangimenta
 

Proiect Overational Description 
-- AID/W and Mission Level
 

Activities
 

It should be clear that the AXIS project will concentrate on
 

developing and improving the capacity of Ae.Do and host countries
 

to carry out a sequence of three important activities required to
 

develop effective 'marketing Improvement strategies', nanelyp to:
 

41) diagnose marketing systems; (2) understand how the systems
 

night be changed; and (3) orphestrate effective implementation of
 

change. Hence, 
a basic tenet of the project is that-the
 

contractor has to have capability in all three of these areas, 
By
 

the same token it is not ezpected that the AXIS contractor will be
 

involved fully in all three activities in each country --
 rather
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that the contractor be knowledgeable whethar the critical analysis
 

needed has been covered in the setting which the project is
 

working in.
 

Zn order for the AXIS project to have an impact on ttz
 

capacity of A..D. to do marketing more effectively it has to be
 

able to provide input at two levels 
-- at the AID/W level and also 

at the mission level. The AXIS input at the AID/W vill focus on 

strengthening the conceptual and operational underpinnings for
 

eac. 
of the three critical activities outlined above and improve
 

coordination and collaboration amongst S&T projects. 
The
 

associated costs will be largely core costs of the project. 
They
 

will be preparatory, as well, In the sense that they vil 
enhance
 

the AID/W capacity to more effectively service tie field missions.
 

Ultimately, if progress iA to be made in marteting, it will
 

have to, of course, be done in the field. 
A number of missions
 

have indicated interest (see Tables 1.2, 1.2, and 1.3 cable
 

responses from sissions) and it is expected that the AXS project
 

wil 
 wor% directly with these missions and host countzy
 

institutions In carrying out the activities required to develop
 

marketing improvement strategies. 
These activities would in large
 

measure be covered from mission buy-ins.
 

In order to understand how the project will address each of
 

the principal activities, the specific tasks hey. been oulined
 

below for each activity both at the AID/W and the mission level.
 

1. Diaonosis -
The AXIS project seeks to enhance capacity in
 

this area by strengthening both the agency's and host country's
 

capability 
to carry out rapid appraisals.
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a AID/W Level - The AXIS project will# as a first order of
 

business, seek to operationalize guidelines fox the process of
 

carrying.out rapid appraisals. 
AIlS will set out to work closely
 

with other S&T cooperators such as Idaho University (PUI), Kansas
 

State University (PPGI), Mississippi State (Seed Technology) 
ZIFDC
 

and Michigan State University to synthesize guidelines which vould
 

be useful to all parties and will be charged with getting their
 

inputs to the process. PIP has already moved ahead in this area
 

and has expressed interest in collaborating with AXIS on future
 

work. One of the objectives of AXIS would be to have in place
 

guidelines early-on so that they could be of use to the other S&T
 

projects. 
 A more systematic process for rapid appraisals would
 

provide a basis for comparisons across commodities and serve as a
 

learning tool on cross-cutting concerns in 
uarkstiug. It could
 

also be 
used as a planning instr-ument 
to indicate potential areas
 

for the most fruitful collaboration between S&T cooperators* 
The
 

AXIS contractor will be ezpected to, withis the first few months
 

of 
the project, develop guidelines synthesizing inputs from the
 

other projects.
 

b. akision Level - The AXIS contractor will develop responses
 

to the missions which have already cabled interest. & first step
 

would be a preliminary v*sit. 
 In order to ascertain furtber
 

interest, 
one device AXIS would utilize would be to conduct an
 

in-country seminar/wokshop which would concentrate on getting key
 

participants og tbl marketing system together to review issues.
 

Once there is an agreement on the need for diagnostic work# such
 

as the rapid appraisal,.the mission would have to provide funding
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support. An illustrative budget for a rapid appraisal is
 

contained in Section VIZ.D. It is expected that the AXIS project 

would work closely with local institutions and researchers - a
 

training component would ensue which would consist of AXIS's
 

transferring the relevant rapid appraisal methodology.
 

2. Determining fow the Marketing S¥8te.m Right be Changed -


The AXIS project vill make a contribution in this area by both 

helping to establish mechanisms to better coordinate and plan
 

applied research by S&T and by also actually carrying out applied
 

research in the field with missions.
 

a. AID/W Level - A principal activity of AXIS will be the
 

establishment of a network for collaboration and exchange of
 

information among S&T projects with agricultural macketing
 

concerns. 
 Members for the network have been identified from 

S&T/AGR and S&T/RD projects which have: a) stated o jectiv* of
 

addressing output and input marketing issues; b) field .ezperience
 

and capability for dealing with these probleass and c) a
 

willingness to participate.
 

!he Network would have two xoles, i.e. to serve as a 

mechanism for research collaboration and to provide a forum fox 

exchanging information with a larger audience. Collaboration will 

be the principal emphasis for the full five years of the auz1S 

project. It is expected that the forum, 
whichcould attempt to
 

expand information sources beyond the marketing related S&T
 

projects# would be developed more slowly# with emphasis on the
 

last two years of AxiS.
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The Network membership would consist of 
two groups; formal
 

members including the Agricultural Marketing Committee, S&T/AGR
 

and SIT/RD projects under the criteria established above and
 

informal members which would include other institutions and
 

organizations active in agricultural marketing research efforts
 

such as the PAO, World Bankt 1FPR1 and regional and host country
 

institutions.
 

The AXIS contractor will undertake the following actions to
 

initiate the activity:
 

o draft guidelines to cover network communications.
 

including planning, exchange of information, and
 

collaboration activitiesi
 

o develop a frame of reference for the topic material ta
 

be exchanged which identifies marketing function, 

participant, type of analysis and the -kindsof change 

being addressed (See Appendix IV as an illustration of
 

what is needed);
 

o become fully apprised of the marketing zelated
 

activities of all member projects witbin the network so
 

as to ascertain how the network might best assist each
 

project's particular interestsl
 

o establish mechanisms for collaboration that would
 

include planning vorkshops, commissioning of papers
 

important to network members and brokerage of missioa
 

requests for assistance.
 

k0 Mission Level - It is expected that AXIS will be carrying
 

out applied research in the areas outlined in the earlier output
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section IV.C.2. The applied research could arise either as a
 

result of rapid appraisal activity or directly in response to the
 

outgoing-cable (State..068251) describing the areas of applied
 

research interest. A good deal of the potential applied research
 

which will initially be directed toward AMIS, may eventually be
 

undertaken by one of the other S&T projects. AXIS would
 

concentrate on marketing systems concerns, and those which are
 

focused on institutional and organizational issues. in each
 

instance of a potential particular buy-in, the SIT/RD project
 

officer will review the proposed work and consult when necessary
 

with the agriculture marketing committee to determine whether it
 

could more appropriately be carried out by AXIS or another S&T
 

project or some combination of the two. Principal funding for the
 

applied research activity would have to be provided by the mission
 

involved. An illustrative estimate of an applied research budget
 

is contained below in Sectio'n VII.D. of 
this paper. Again, it is
 

expected that AXIS would work closely with local institutions and
 

researchers in implementing ihe applied research.
 

3. Now to Orchestrate Effective Implementation of Change -


The AXIS project will concentrate on this area by both developing
 

an inventory of pilot innovations and case studies and also by
 

actually carrying out pilot innovations in the field with missions.
 

a. AID/W Level - The AXIS project contractor will begin early
 

on in the project to identify potential candidates for pilot
 

innovations. The contractor will be expected to review the
 

agricultural marketing literature for examples of potential
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innovations. 
 The purpose of this activity will be to begin to
 

develop an inventory or 
collection of successful interventions.
 

AXIS would also concintrate on characterizing the settings within
 

which the interventions 
are most likely to succeed and why.
 

Finally# AXIS will concentrate also on identifying sources 
of
 

expertise and consultants who would be useful 
in actual
 

implementation of activities.
 

b. Mission Level - The AMIS contractor will need to identify
 

missions where demand for pilot innovations exists. There was
 

some general indication in the response cables 
-- this needs to be
 

further developed through on-site visits. 
 Also some demand is
 

expected to be generated on 
the basis of rapid appraisals and
 

other field work. A particularly interesting approach for 
using
 

pilot innovations might be in connection with applied research
 

programs to specifically test 
out a given hypothesis about an
 

organizational or institutional arrangement. 
The funding for
 

pilot innovations would be principally from mission buy-ins 
-- an
 

illustrative budget is contained under the Section VI.F. of this
 

paper entitled Financial Plan, illustrative Budget for Pilot
 

Innovation. Implementation would be done in connection with a
 

host country institution and the AXIS would be expected to provide
 

a training component for. the local researchers or implementors
 

involved.
 

B. Selection Criteria.- Mission Level Activities
 

A key concern of 
the AXIS project will be country selection
 

for 
the three key field activities to be undertaken by the
 

project. The present levels of demand as 
signified by the
 

response cables more than subscribe the level of activity
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envisaged in the project as 
outlined in the financial plan. It is
 

assumed that the AMIS contractor will visit interested missions,
 

and they will have demonstrated willingness to participate in the
 

project. 
Where should the AMXIS project activities be located?
 

The following criteria are 
set forth to provide a guide for the
 

project manager and the agriculture marketing committee who will
 

determine the final selection. The criteria are organized by type
 

of activity.
 

For Rapid Appraisal:
 

1) interest and ability of the country mission to buy-into
 

longer term collaboration with AXIS,
 

2) Degree that the country's interests/problems correspond to
 

AXIS's priorities for applied research and pilot testing of
 

innovation,
 

3) That country's relative importance to and supp., from the
 

AID regional bureau, and
 

4) That country and target commodity system's similarity to
 

others being considered. Similarity of such country
 

characteristics as: 
stage of development, size (area and
 

population), and political economy, and such commodity system
 

characteristics as: 
 relative degree of commercialization,
 

dominance of domestic demand, and type ol crop (grains, fruits and
 

vegetables, and the like) will facilitate cross-country
 

comparisons.
 

For Applied Research (in additiin to the four points
 

mentioned above):
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1) Seriousness of the problem as indicated in initial problem
 

diagnosis,
 

2) Existence of planned or on-going mission-based project
 

with an agricultural marketing research and development component,
 

3) Capability and interest of host country institutions to
 

participate, and
 

4) Feasibility (political, economic, and technical aspects)
 

of actually implementing solutions to the priority yroblems
 

addressed.
 

For Pilot Testing of Innovations (in addition to the eight
 

points mentioned above):
 

1) General magnitude of the costs involved in implementing
 

such a change,
 

2) Length of time required to complete and evaluate that type
 

of innovation,
 

3) Extent that institutional, organizational, and managerial
 

sets of questions are central to this type of innovation,
 

4) Degree'of acceptability of thts type of change to both the
 

private and public sectors, and
 

5) The innovation's compatibility with the culture and
 

socio-political environment a3 well as its potential for making a
 

significant impact.
 

C. Implementation Plan
 

The scheduling of the implementation of the outputs under the
 

project is given below.
 



Timing of Planned Proiect Outputs 

Outputs Yr. 1 Yr. 2 Yr. 3 Yr.*4 Yr.5 Total 

AZD/W Level 

Rapid Appraisal 
Guidelines/Manual 

Report on Lessons 
Learned 

Workshop 

1 12 

I 
1 

1 
2 

Applied Researc' 
Network; 
- Frame of Reference 

for research 
exchange 

- Guidelines for 
Operations 

- Research Agenda 
- Workshops 

- Special Studies/
Case studies 

Report on Lessons 
Learned 

21 
1 
i 

3 

1 
1 

4 

1 
1 

5 

1 
1 

4 

1 
1 

4 

1 

1 

5 
5 

20 

2 

Pilot Testing 
Innovations: 
inventory/ 

Literature Review 
Guidelines 

Report on Lessons 
Learned 

Workshop 

. 

1 2 

1 
1 

1 

2 

1 
2 

Mission Level 

Rapid Arpraisals: 
Planning Workshops 
Final Reports 

1 
1 

3 
3 

3 
3 

2 
2 

1 
1 

10 
10 

Applied Research: 
Progress Reports 
Final Reports 
Regional Workshops 

1 2 
i 

4 
2 

4 
2 
1 1 

11 
5 
2 

Pilot Testing 
Innovations: 
Progress Reports 
Final Reports 
Regional Workshops 

1 2 
1 

4 
2 

4 
2 
1 1 

11 
5 
2 
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D. Implementation Guide
 

The AXIS contractor will present 
an annual workplan which will
 

constitute the basis between AoZ.D. and the contractor for work
 

activities and expenditures to be undertaken in 
a given operational
 

year. The workplan will identify the levels of effort to 
be
 

undertaken for each of the output areas 
identified in the project
 

and provide targets for completion of the specific activities.
 

The AIzS workplan will be utilized as a device for enhancing
 

coordination among the SIT projects as 
well. It is expected that
 

AXIS will chart within the workplan activities for collaborative
 

action -- such as 
visits to missions in response to requests,
 

followin'g up or reviewing potential buy-ins, or 
engaging in
 

implementation of field activities -- with a view to aiding other
 

SaT projects allocate their support and/or coordination with these
 

efforts.
 

The workplan will also contain specific agenda for each of the
 

field activities to be initiated 
-- including objectives, proposed
 

procedures, methodologies, and results expected.
 

E. Evaluation
 

Evaluation of AXIS will consist of monitoring of project outputs
 

by the project committee and the S6T/RD project manager. 
 Zn
 

addition, the project will be evaluated in aid-term of its operation
 

by an outside 
team of experts. S&T/RD is currently planning to use
 

SIT/RUR's evaluation contract with the National Academy of Sciences.
 

The final evaluation will be carried out in the last year of the
 

project Oy the project team of experts.
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VII. Financial Plan 

The total cost of the AMIS project is estimated at $10.0
 

million, of which approximately 25% is expected from core-funding
 

and 75% from mission and host country in-kind contributions. The
 

financial plan for the AMIS project is included in the following
 

seven sections which include illustrative budgets for: INPUTS in
 

Section (A); PERSONNEL in Section (B); OUTPUTS in Section (C);
 

RAPID APPRAISAL, in Section (D); APPLIED RESEARCH in Section (E); 

PILOT TESTING OF INNOVATIONS in Section (F); and SUMARY BUDGET in 

Section (G). 

Core Funding -- an analysis of the core-funding of $2.5 is 

contained in Sections (A), (B) and (C). In Section (A)the total 

core cost is broken out by operating year and cost category -­

personnel, travel, other direct costs and overhead. Section (B)
 

provides added detail and breakout on the personnel costs which 

were summarized in Section (A). And finally, Section (C) outlines
 

the distribution of core costs by the three principal output 

categories -- Rapid Appraisal, Applied Research and Pilot Testing
 

of Innovations. Section (C) also includes estimates of buy-ins
 

for each of these categories.
 

Buy-ins -- illustrative budgets for the types of activities 'for
 

which missions will be buying-in, i.e., Rapid Appraisal, Applied
 

Research and Pilot Testing of Innovation have been estimated and
 

are included under Section D, E, and F respectively.
 

In order to estimate total buy-in amounts, the potential demand 

included in Tables 1.1, 1.2, and 1.3 for each of the activities 

(Rapid Appraisal, Applied Research and Pilot Testing) has been 
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14viewed and levels of 
effort Consistent with these estimates have
 

been proJected. 
The level of effort which provides the basis for
 

buy-in projections is-as follows: 
 (10) Rapid Appraisals; (5)
 

Applied Research Activitiesi and 
(5) Pilot Testing of Innovations.
 

The calcul'tion of total buy-ins is summarized in the table below:
 

Buy-in
 
Cost Estimate
Activity Number IS000) 
 ($000)
 

Rapid Appraisal 
 10 150 1,500
 

Applied Research 5 
 750 3.750
 

Pilot Innovations 
 5 450 2,250
 

TOTAL 
 S7,500
 

The final Section (G) summarizes that core funding and buy-ins
 

for AXIS by operational year and cost categories.
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A. Illustrative Budget by Inputs (8000)
 

Items 
 Yr. 1 Yr, 2 Yr. 3 Yr. 4 Yr. 5 Total
 

Personnel 1/ 190 229 228 
 229 198 1,074
 

Travel: l/
 
- Airfare;


International 27 37 37 36 
 13 150
 

Domestic 3 5 4 4 2 
 18
 

- Per Diem 10 
 20 10 12 7 
 59
 

Other Direct 65 60 47 
 45 47 264
 
Costs a/
 

Overhead a 
 165 199 199 199 
 173 935
 
Fringe
 

TOTALS 
 460 550 525 525 440 
 2,500
 

1/ Includes staff and consultant time.
 

/ 
 Other direct costs include: equipment, publications,

workshops, training, evaluations, etc.
 



-46-


B. illustrative Budget for Personnel (S000)
 

Ite.s 
 Yr. 1 Yr. 2 Yr.3 Yr. 4 Yr. 5 Total 
pa S pm S pm S pa $ pm S pa $
 

Agricultural 
 12 45 12 47 12 49 12 
 51 12 53 60 245
 
Marketing
 
Specialist
 

Marketing 24 
 82 24 86 90 94 98
24 24 24 120 450
 
Analyists (2)
 

Administrative 
 12 23 
 12 24 12 25 12 26 12 27 60 125
 
Assistant
 

Consultants 2/ 
 15 40 26 72 20 64 17 
 58 9 20 87 254
 

Subtotal 
 63 190 74 229 68 228 65 229 57 
198 327 1,074
 

Overhead & Fringe 1/ 165 199 199 199 
 173 935
 

Grand Total 
 63 355 74 428 68 427 65 428 327
57 371 2,009
 

note: Opn a person monthsi ISO a *1,000 units.
 

j/ Inflation rate of 
St/yr. included.
 

/ Assumed to be university marketing advisors subcontracted with AXIS,
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C. Illustrative budget by Outputs (S000)
 

Items Yr. 1 Yr. 2 t. 3 r. 4 Yr.5 Total 
pm S ps S pm S ps S pa 8 pm S 

Rapid Appraisal 25 250 24 150 17 60 15 60 10 90 91 61C 
(200) (400) 400) (400) (100) (1,500) 

Applied Research 26 125 30 200 23 215 25 225 21 15C 125 915 
(200) (850) (950) (1,375) (375) (3,750) 

Pilot Test 12 85 20 200 28 250 25 240 26 200 111 975 
Innovations (150) (500) (650) (675) (275) (2,250) 

Core Total - 63 460 74 550 68 525 65 525 57 440 327 20500 

(Buy-ins) - (5501 (l750) (2,000) (2p450) (750) (7,500 

TOTAL - 1,010 2,300 2t525 2,975. 10,190 10,000 

Note: "pm' means person months and MS6 is 81,00 units. 
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D. 	Illustrative aud#et.-- Rapid Appraisal
 

Item 
 Amount
 
(S000)
 

1) SALARIES: 
3 Consultants; l/
(10 vks) 60"days @ *260/day 47 

3 Local Counterparts; 

(10 vks) 60 days I $100/day - 18 

2) OVERHEAD AND FRINGE (70%) * 33 

3) DBA 2.254 of salaries abroad - 1 

4) TRAVEL:
 

For consultants;
 
(International) 3 RT I S2,500 
 * 	 8 

Per Diem 70 days I S60/day a 13 

misc., i.e., taxi, rentals, etc. 2
 

For counterparts:
 

Per Dien 70 days 0 .130/day a 6
 

Fuel, driver, or rental 
 M 4
 

5) XISCELLANEOUS - supplies, typing,
 
reproductions, inflation, etc. W 5
 

6) CONTINGENCY (10%) 
 a 14
 

TOTAL 
 151
 

1/ 
 Assumed 	to be university marketing advisors subcontracted with AXIS.
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E. Illustrative Budget -- Applied Research 

-Item Amount 
(S000) 

1) SALJhRIES: 

consultants; l/ 

- Long Term 150 

- Short Term 65 

Counterparts; 

- Long Term 90 

- Short Term 45 

Support 
Personnel (Interviewers, Clerical, etc.) 45 

2) OVEREEAD AND FRINGE (704): 150 

3) DBA 2.254 of salaries abroad: 5 

4) TRAVEL AND PER DIEN: 

- International 45 

- Local 30 

5) MISCELLANEOUS 

- Office Facilities and Zquipment 25 

- Supplies, Photocopying, etc. 15 

- Local Workshops 17 

6) CONTINGENCY (10%) 68 

TOTAL 750 

Assumed to be university marketing advisors subcontracted with 
AKIS. 
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F. ZIlustrative Budget -- Pilot Testing Innovations
 

Ite 
 Amount
 
($000)
 

1) SALARIES:
 

Consultants; A/
 

- Long Term 
 95
 

- Short Term 
 40
 

Counterparts;
 

- Long Term 
 30
 

- Short Term 25
 

Support
 
Personnel (Znterviewers, Clerical, etc.) 15
 

2) OVERHEAD AND PRINGE (70%): 
 94
 

3) DBA 2.25% of salaries abroad: 
 3 

4) TRAVEL AND PER DIEM: 

- International 45
 

- Local 
 20
 

5) MISCELLANZOUS
 

- Office Facilities and Equipment 20
 

- Supplies, Pbotocopying, etc. 
 7
 

- Local Workshops 
 15
 

6) CONTINGENCY (101) 
 41
 

TOTAL 
 450
 

1/ 
 Assumed to be university marketing advisors subcontracted vith
 
AMXIS 
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c. Illustrative Budget Summary ($000)
 

Source and Item 
 Yr. I Yr. 2 Yr. 3 Yr. 4 Yr. 5 Total
 

CORE 	FUNDING
 
Coordinator 45 47 
 49 51 53 245
 
Mrktg. Analysts 82 86 90 94 98 
 450
 
Consultants 1/ 40 72 
 64 58 20 254
 
Support Staff 23 24 25 2__j6 27 
 125
 
Salary Subtotal 190 229 228 229 198 
 1,074
 

Fringe (10%) 19 23 23 
 23 20 108
 
Travel 40 62 51 52 22 
 227
 
Other Direct Costs 35 38 
 29 30 35 167
 
Equipment 30 22 is 15 12 
 97
 
SUBTOTAL 
 314 374 349 349 287 1,673
 

Overhead (70%) 14 6 76 176 176 153 
 827
 
TOTAL: 
 460 550 525 525 440 2,500
 

IN-COUNTRY MISSION STAFF
 

AXIS 	Personnel - 130 350 370 435 
 145 1,430
 
AIS In-country Support 40 175 180 245 80 720
 
'AXISTravel 50 160 200 215 75 700
 
Research Personnel 48 225 275 350 70 
 968
 

(National)
 
Research Expenses 86 200 240 280 108 924
 
Travel A Per Diem 65 190' 307 95 897
 
(National)
 
SUBTOTAL 419 lr300 1,505 1,832 573 
 5#629 

Overhead (60C 131 450 49.5..5 610 177 1,871 
TOTAL Mission 550 l750 2,000 2,450 750 7,500

Funding . . . .. 

10,000
 

1/ 	 Assumed to be university marketing advisors subcontracted with
 
AMIS.
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Mid-term Evaluation 

of the
 

Small Farmer Harketint Access (SMA) Proiect 

?ahman 3. Fletcher 
John Abbott
 

I. 	 Introduction to the Zvaluatio 

The evaluation took place in Washington, D.C. during February 18-26.
 

Backgrotmd documents wre provided to the evaluators prior to the evaluation. 

A full set of project materials were mad* available durivg the evalu~ciou
 

period. Informal review wre 
b'ld with project staff and manament at the 

end of the evaluation period. The report us prepared in final form following 

the discussion metings. 

Extensive meetings wr* held with the project staff, o the
 

Rural Development office and 
 the Science and Technology Bureau, and other AXD 

personnel. All metings ere conducted in a spirit of full and frank diss­

sin and constructive excha 
 of viq awn peers. Us cpres our apprecia­
tion to the project mangez- the project leader, the project staff, and all 

others who contributed to the positive amospbre for our mork. the tim e 

available ve attempted to appraise the objectives td atcemplishmes of the 

project a weil as apprec.ate its role in the broader perspective of AIDts 

research and technical assistance prqmmn. 

ZI. 	 Project actgaundandStatus 

The SPH& project is a five-year project implemeneed by the nternational 

Programs Division of the USDA Graduate School. Although the Atual qtuent 

to implemeut the peoject us not signed with the Graduate School until August 
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1982, work began earlier during FY 1982. Several field assigments were
 
undertaken to country technical service
provide 	 on marketing projects and
 
problens. MAID missions 
 were contacted to determin their interest in 

receiving technical assistance fro the SPYA project. Twmty-two USA D'a 
indicated positive interest in receiving such technical assistance.
 

The project leader, formally assigned in August 
 1982, had previously 

participated as a mber of the project design tean and also had udertaken 
several pre-project field assignments on work related to the project. Table 1 
shows the staffing history of the project over time. A new project leader is 
being recruited to replace the ezisting leader who is moving to a new project 

within S&T/RD. The project is expected to continue through 7! 86 vith funding 

currently provided through September 1986. 

A. 	 Proiject Goal and Purposes 

1. 	 Proaect Goal 

To enhance the design, implementation and evaluation of market­

ing programs that increase the productivity, income and quality of 

life mong the rural poor. 

2. 	 Project Purposes 

a) 	 To develop a better understandiug of the range of market 

structures and the problens most cmonly associated with 

each. 

b) To test marketing intarventions for effectiveness in order to 

ascertain the most appropriate interventions in each 

situation. 

c) To provide continuing technical assistance to field missions 

in the elimination of marketing constraints in their 

r4)
 



TableI 

Small Famuer Marketing Access Project 
Staffing Pattern Over Time 

Contract Finlyeas 1981 1982 1983 1984 1985 

Abe Waldstin 5e seat 
Melissa Colli.ns 10.-

John Holtzman 11- -esnt 

Herle Menegay 2- iprsu 
Cheri Rasses 10- m. -­e 

Jerry Martin 1 -­ b.~pzeseut 
Dandria Parker 10- ,mnt 
Edgar Ariz-lio ,..- eseut 

Ruth Cherensonm 
-2'-peut 

AID Directl .e/PA' 

Gordon Appleby i2 

Dick Sattor 

Wendell Morse2 

Joe lemasoleil 

ft=c= Miller - _____ 

Donald R. Anderson 6- i ,.,mmp-e 

Imn Saunberg 
sent.. hp.i. 

Other 

Marshall ;odwiu* 

Ciff Bartov* -

*O:IDC Mployse - mot wn project budget. 



development projects.
 

B. Specific Outputs Emected frm the Project
 

a) Wulti-disciplinary, 
 analytic descriptions of rural marlatin 

arrangemeuts in delmited areas of at least siz LDCs. These 

arrangements, h*ich llw focus on the structure and operation 

of different marketing arrangemuts in each area, will provide 

the necessar systmatic information for emparativt evalua­

tion of the efficiency and equity of marketing patterns. For 
the USAZD missions, these assesments will provide bastlie 

profiles for marketing and other develoment projects in these 

areas. 

b) Assistance to uissions in the development and design of 

project docments (Pe and PPs) to be made available to 

mssione n a shorta-tm basis as a result of these direct 

assesments. he resources-will be used to assess onoa~ng 

projects imn order to eliminate knmo or potential obetaces in 

arkativg so that miss ion can more readily achieve their 
goals. ultiple visits to the ame projects over the life of 

the UMi project will facilitate the development of evaluation 

criteria for testing interventions wlilt also seving as a 

check on the pe;fomme of those project activities. 

c) Clearer operational mderstming of mall-famer marketing 

systams through the analytic syntheses of the project deelop­

ent and technical" assistance work provided to missions. 7be 

advances in this and allied projects wil be assessed in seven 
workshops. Siz workshops are plmed beining at the end of 
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the third year. 7hese include two in Africa, ong in Asia ;md 

three in Latin America and the Caribbean (one each in central 

America,.- Caribbean, and South America). Besides serving as a 
for to dissminate project outputs, relevant literatare, and 

other recent applied field research, USAID project experiences 

will be reviewed in n effort to bet regional guidelines for a 
future action agenda in the area of small framer marketing.
 

d) Publication of relevant information 
and dissemination to all 

USMADs and other professionals interested in LDC uarke8t 

progrmu. These vil include analytical reports and workshop 

proceedings which will be published soon after each regional 

workshop. 
In addition to the direct dissmination of cou try 

assssment and analytical reports, regional workshops will be 

sponsored through close collaboration with the regional 

bureaus and MAD33s in order to provide direct comicaton 

with an ezpanded set of field SIT personnel and host country
 

officials. 

a) Compilation of a roster of qualified individuals who will be 

available to the Agency and issions for technical assistance 

ad project development. 7his roster will be updated periodi­

cally and wM crosslist consultants by country Cparince, 

language ability, and topical specialiation. The cansultant 

roster will include marketing spetaities in agricultural
 

economics, production science 
 (cereals) and grains, tubers, 

horticulture, livetock, poultry, and dairying). producer 
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cooperatives (credit and physical inputs assmbly, grading, 

and 	 packing transport) economic anthropology and rural 

sociology. (i ndigenous production and marketing systsms). 

111. Evaluation Results
 

A. 	 Importance of the SPK Proiect
 

7he aeed for this project 
is clear. If fasmers in the developing 

countries are to take advantage of the new technologies that have became 

available and of the investments that have gone into the provision of 

water and other infrastructural improvements there must be adequate 

incentives. Production incentives must come through the maketin 

systess and their capacity to effectively handle additional output. 

There most also be in place input delivery systms that am responive to 

farmers' needs. In the absence of such output and input marbating , 

systems technological advances and investments in, irrigation. e.c..we 

likely to rmain unumed, or used to a degree far below the optium. Me 

marketing requirements of the mall frmers that constitute the bulk of 

the agricultural production uits in the developing countries a
 

complex. Widely ranging condition and varying 
mzes of resources, 

attitudes and tradi.tion preclude the simple tansfer of mlarting Systems 

developed elsme. . wheobjective of tis project is to ntead ad 

consolidate kowledSe of the marketing packages that do work under parti­

cular sets of conditions, and of ways of rwing constralns on
 

marketing efficiency and strengthening the Verforiance of marketing
 

syst ns. The approach adopted is:
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1) To carry out assesments in depth of marketing system in a 
selection of countries representative of varying sets of condi­

tions in the developing regions. 

2) Asseble information on where acases particular approach to 

marketing improvement has proved effective. 

3) Incorporate into this applied research progam knowledge and 

experience gained by direct provision of technical assistane in 

response to AID field mission requests where it sems libraly to 
conplemnt that gained from the research activities per ". This 

approach calls for considerable skill in managnment, but it seems 
wll adapted to the nature and ofpurposes the project, its 

administrative location, and the financial resources directly and 

indirectly available to it.
 

Supported by a central 
 pool of research, infozmation and analysis of 
experience, the field missions of AID ar likely to perfrm much more
 
efficiently in 
 this often delicate and cotroversial area of technical
 

assistance In marketing. finaw-a
Mw outlays of the Apeacy ll be 
better guied and aford greater returns. Without maess to such tech­
nical support a sucession of consultants am likely to propose actios 
reflecting their - particular etperiemce and without avareness of the 

outcom of otber such recomendations in the pest.
 

The Small Famer Marketing Icoeas lroject hs ben slow 
 in gatherift 
mmentun. There beenhas sane is-fightioX on metbodology; this is not 

untypical of a research project in its early stages. There have been 
differences of viev an its scope. One interpretation was that it sbould 
concentrate on rural marketing limiting its focus to mall farmers ad 

/1 



the market outlets within their immediate reach. This would have been 

erroneous. Sound planning of production for the market begins with 
evaluation of the demand of domestic cousumers or export outlets. The
 

ability of the marketing system to pass back such signals to farmers ie 
critical. So the project must be concerned with marketing channels as a 

whole! 

In this context the Evaluation Team welcomes the work on the diver­

sification of export markets and the building of food retailer/wholesale 

supply systms that has been initiated since the project us originally 

fozmulated. These work areas constitute a logical camplrnsnt to the 

original SFPH orientation. At present, the maiA thrust of these activ­
ities is in technical assistance. They should be broadened and built up
 
through applied research into a technical support umit parallel to the 

SPN& project and vorking in close collaboration with it. 

Together, these progra s must be maintained in operation for a 
further five years as a mimo. Without such continuity the returns on 
the outlays already made on.tbe project will be lost and the Agency fuds 
will be dissipated on short-ter approaches that do not result. the 
organizational and institutSional changes needed in developing comtaes. 

B. Proiect Scope and Feasibilityr of Attaining Objectives 

According to the project paper, the purposes of the project are 

three: 

1) To undertake field aesments of marketing systems in various 

countries to develop bettera understanding of the range of 
market structure and the problms most cmo uy mociated with 
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each; 

2) To test marketing interventions for effectiveness in order to 

ascertain the most appropriate interventions in each situation; 

and 

3) To provide continuing technical assistance to field missions in 

the elimination of marketing constraints in their development 

projects. 

Obviously, these objectives are broad and ambitious. With limited 

time, human, and financial resources. tradeoffs in achieving the various 

objectives are inevitable. Project mana# n- faces a cotinual chl­

lenge to balance mission requests for technical support with the broader 

research and knovledge generation activities requized to accmplisb the 

other objectives of the project. It is clew that the project has estab­

lished a demand for its technical services. sugest that more 

mphasis is now needed in selecting those mission requests that are most 

cemplaientary with the other purposes of the project. 

C. 	 Appraisal of Specific Project Comnents 

1. 	 Marketin Assessment hethodaloy 

Developing a methodology for applied research o agricultural 

marketing has 	been a major focus of the project especially duriag the 

last yer. This methodology needs to be viewed from the perspective 

of the fth ging orientation of the project. 

Ma 	 project paper was directed to the study of local arketifg 

structures within given geographic districts containin nge nmbers 

of smallholder producers. -The mphasis on small farmers reflected 

the growing recognition of the importance of mall scale producers 
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both as contributors to, and recipients of, agricultural and econmic 

development in the low income countries. A anthropological approach 

to studying the *organization and operation of these local markets ws 

advocated. 

At the present tiae, the project has shifted to a concern with 

the marketing system that links producers to the teilzatim of wbat 

they se@ll. 7his shift is well illustrated by the recent inclusion in 

the project of work an urban food retailing and wholesaling and the 

promotion of export of non-traditional products in Cental American 

and Caribbean countries. 

The project staff has moved such closer to the "food system" view 

in which food production, processing, and distribution activities we 

seen as a set of intaerrelated activities. 7his system includes pro­

duction. rural assembling, processing. and both rural and urban 
distribution activities. 7his move to a broader concept of marketing 

is in no way inconsistent with the focus on mall fez.ms six" there 
is serious need for rwesarch tha skns what mheting plicies ad 

progrms will benefit small famers and rural cammities in which 

the mjority of tke population is poor. 

It is somewhat curious that the shifting view of marketing in the 
project has not been broadeed to inlude more than oatput warketing. 

he .local availablUity of reasonably priced agricultural" inputs and 

consumer gooda are also important in the linkage of malibolder 

producers to the larg economy, both through activities that take 

place within rurC, towns and cmities as well as those in larger 

urban wAters. 
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The methodological approach adopted by project ofthe consists 

four phases: 

Phase I - Gathering of necessary backgrond infonation on the 

basic characteristics of the crops/cainodities targeted for research, 

macroeconomic indicators and basic features of the regional economy. 

and key institutions affecting agricultural marketing. 

Phase 1I - Overview of the marketing mystem with the principal 

objective of identifying and analyzig key system constraints. 

Criteria of feasibility and payoff apply in selecting problems for 

further research. 

Phase III - Diagnocis of key constraits ;o improving marketing 

systma effici"cy, which will enable analysts to prescribe inter­

vent ions tor alleviating those constraints. Presentation of pre­

scriptions to policy-makers. 
 "redictiou of likely consequences; of
 
implementing prescriptions on syste performance.
 

Phase IV and
Monitoring evaluation of any implemented prescrip­

tions in order to assess their impact an markeing ystas pearom­

mt. 

Time requirements we 1 mo th for Phase 1; up to 3 moutbs :mr
 

Phase fl; one to two muths to design Phase U1; up to a yaw to
 

implment Phase M mud 
 present findiogs md policy recommendations; 

and an unspecified period for the completion of Phase ZT. 

It is imporrmat to stress that an "memeut" as defined in the 

project documents ivcludes all of thes phases. (bly, hase 

IV, involvig the umondtoring and evaluation of interventions imple­

mented -in response to recmiendations from Phase M, caLnot be 
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completed within the amisting time limits of the present project.) 

The methodology proposed is an adaptation of the structure, 

conduct, and perfounmce approach that originated in the econmics 

industrial orgmnizstion. Briefly, this approach characterizes mark 
types in terms of their economic structure and draws inferences aboi 

resulting firm behavior and industry perfomance in each market 

type. 

As applied in this project, the methodology begins by selecting 

1) economic efficiency, 2)marketing system progressiveness, and 3) 

dist ibtional equity as the focus of the SPHA assesment&. These 

performance criteria describedare in general terms but not in
 

specific operational tems.
 

Although me discussion of allocative 
accuracy and operational
 

efficiency is given, it is not 
adequate to show ho efficiency Will
 

be evaluated in practice. 
 7he other twm criteria are left even lest 

operational. Wile the most recent project documents do attmpt to 
develop the perfomance criteria mre inplicitly. the criteria ee 

still left more conceptual than operational. In addition, the-e is 

some lack of rigor in the definition an diecussion of the opera­

tional and allocative efficiency concepts, as well as sptid and 

taporal pricing patterns. 

Pricing efficiency is the only reference made to the "price 

discovery" function of markets. Yet this function is cenual to the 

role of markets in coordinating decentralised decision mang both 

horizoutally and vertically within production-marketing systms. No 

connection is forged between market types and anticipated 
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pertourance. The methodology stops short of specifying testable 

causal hypotheses in the 8tructure-cooduct-perfomnce tradition. 

A "rapid reconnaissance" (Ii) approach has been incorporated as a 
component phase of the overall assesment metbodolcgy. A systetic 
design for the "rapid recounaissancen overview is a sig ificant and 

useful achievement of the project. This approach is empected to
 

produce a report that mma 
 i ses and weighs pertzIoane goals.
 

identifies key problem areas, 
 and specifies further research needs. 

The "U"procedure calls for assumbly of secondary data d
 
observatim of the subject marketing 
 systes. It is descriptive and 
diagnostic in character. notIt does specify bow the descriptive
 

data can be used to evaluate perfomance or idntity key problen
 

areas. It that the "W
appears approach is am being advocated nor. 

as an end ii itself rather then a componant of 4=integrated
 

research process. (The 
 fact that the 3ovian Traiuing seminar us
 

organised around the "W 
 concept provides soe auspport for this
 
conclusion.) The "altby
same skepticiem" ommeded in the "r 

approach for interpreting opinions of perticipants in msartiug 
systems could well be applied to the UI" approach itself. %less 

tested theoretical constructs that link structural-organisetioal 

variables to perfomens is provided, the descriptive data grnrted 

through an "iF will not be sufficient tor policy &- im *dacas . 

The OW" procedures do nt show how the data sathered wil be mued to 
identify key problem areas and sae policy cndi m,. 

The results of Phase 11 described in the msthodolfty include 

neither policy recommendations nor aboutconclusions alternative 



15
 

interventions. Both coutry policy decisio-m ters and Us= staff 
will be anzious to have such conclusions and recomendations. it 
will be difficult to stick to the phased approach and resist the 
pressures/tmptat ions to circumvent the intensive research pbase and 
nove directly from description to prescription. There is certainly 

role for "U" procedures in the pragmatic process of project identi­
ficstion and design. Mhe SM staff should "spin off" this approach 

through the preparation of guidelines and the referral of consultant 
with experience and epertise in diagnostic procedures and prascrip­

tive evaluations. 

The project paper calls for the project to "develop a better
 

undrstand in4 of the range 
of market structures,' and the methodolor 
states that the asssments will focus an "a limited number of ley 

researchable probluas". Mat is the range and specification of
 
market structures to be muderstood? 
low are tmhe market structures 

to be characterised? irhat are the key issuss to be researched?
 

Inless these ae specified 
and consistent wdh the contry-l.,el 

activities of the project. the project is not likely to achiere its 

stated research objectives. 

2. Case Ristories ofAlternative Aproaches toLUCM-rketi, 

Problem
 

e Tom edorses the approach 
to the assnbly of kaouledge of 
successful marketing imprvmsuts under differem codtim amas 
of the mst easily Iursuable and potentially most productive. This 

is wll illustrated by the came from hala d, "Market research and 
dovelopent/mket gi extension, approach for irrigated qpriultwe: 
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7he case of the Lei Mm Don irrigation project," written by A. K. 
Zola. Its lessons cam out very clearly. While the Project shouli 

continue to look for opportunities to amission sizilar studies, 

mazits, use should be sade of naterial already available in the
 
professional literature 
and in reports of other aencies, 7e World 

Bank, FAD, etc. Where not already in such a fom such materials 

could be edited to conform to the guidelines established by the 

Project and so build out its dossier.
 

If the cae studies are 
to play a mre central role in the
 
project, especially in revealing 
 the costs and benefits of alter­
native intervention, their preparation should begin by dateoining 

which interventons ane to be evaluated and where those specific 

interventions have been implemented. Tben, case histories prepared 

by outside tzperusing a consistent fomat sbould be cemissximsd 

Otberwise , the case studies will consist of "tazgets of opporemity 

that will have considerable inherent iuterest but will moe conyriba 
mch to the mulative knovledge about the iapects of alternative
 

interventions as envisaed 
 in the project metbodology. 

3. Tr = 

In preparing its first intensive training course for AZD 

personnel in June, 1964, the Project aaebled a tem of entiun 
univer ity instructors and nrhkating practitioners. The cowe 

provided a systemic co 4ge of-appropriate subject matter and 
issues. Hwer, the range of tzperience of the participants meant 
that for sans the material presented ns already fmiliart Overall 

appreciation of the honever,coures as indicated by the 
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participants' evaluation, us high. A further positive indicator ha 
been requested- on the basis of particular participents' inperieuce 

-to present sinilgr courses in several developing countries with 
uission co-financing. The training materials 8e Conveniently avail­
able for such uses together with videotape intervievs of couie 
lecturers. Many of thi can be used to strengtbn preseuntastai by 
third parties of their lectures and case studis. 

7he Toe saw the film "After the Barvest," prepared on the basis 
of a technical assistance uission to Costa Rica. This can be
 

presented to appropriate groups 
 as a broad prowt io of im"pment 
work in food wholesaliug and merchmd"ing. por the rre critical
 

and better informed audiences it will need editing to correct 
a
 
specific SiA-satement 
a other o=ertRea d. if EsIble.
 

intclude more illutratiaI of gpoop boleale 
 serviciag Of m all
 

retail outlets.
 

4. CosultantRjogter 

The Tean was if-li"Ned that a roster of 350 speciallte in 
mkartiMg and related fields has ben built up. BeAMM of a 
temporary conputer break down it vj n possible to review th 
roster durivg the evaluation. It should# bweve, Provide a useful 
sevaice both for the SMA project and, throg its for the twAJima 

asistalce activities Of AM. Mkile am& a roster providn coupe­
ient Acess to potential cadidates fOr 
v=rus types of .ssigiius 

contacts with reliable referees will still be IIwesty to amfim 

the suitability of these candidAtea for specific Work assigmus. 
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5. 	Technical Services to Mission. 

The project ba provided an impressive list of technical 

assistance to maison ectivities. A& noted earlier, mission requesti 

nov ezesed the project's capacity to respond. We have 	 two sugge. 

tions to make. 

Fixst the Project should make greater ug of its rostm to 

identify emopetent consultants that can asist missions. (This 
recOMiendation follow fra the discussion of the roster in the 

previous sect ion.) 

Second, guidelines for mission staff should be prepared to 

assist then in developing scopes of Work for projects and project 

components dealing with marketing problms. The guidelines can be o 

t mnmeano for dissemiating esults of the project aW cjm 
substit te for 	direct technical service pwided o missions. Staff 
in other offices in A vw mere intervi wed during the ealuation 

ideatified pepara8tin of these mission guidelins as a priority 

activity for the MM&L project. 

D. 	 Project Iplepetat ion echnism 

Pro Ct impiQMetAtion msa based an the Concept of an "iu-hMose" 

project staff that would be responsive to AD needs ad ailm for 

mre AID control over project operations. A USA with the =A 

Grduate School cost with lmoffered savings ovirbod charges. both 
wre considered as advantages in cmle".o to cooperative agremets 

with universities. 

we see m reason to question that the USA has pro'vided a
 

project staff very close 
to "direct hire" statu. Nevertheless, it 
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has created no continuing capacity within the implment iag inaeitu-. 

tion. Moreover, the particular RSSA nov sese seriously threatened 

by legal questions. Some mwrc is mast be found to cantinue the 
work of the project and not let the staff disperse. Also, aT/Ul 
must address the issue of "capacity creation." If a direct- "'O 

approach is not adaissble., then the use of uaiversitya or other 

organization should be reconsidered so that the knowledge and 

competence could be internalized in the institution. 

E. Apoing.nt of a Tam Leader 

The process of selecting a sucessor to the present project 

leader is already undervey. It will be evident from the foregoing 

that the combination of qualifications required is ratber specific. 

2be person appointed should possemss the requisite .cuand-of ressarch 

procedures, be a pod nager both at the taim level ad within th 
adinistrative frme of the Agesry, and have dmonstrated capacity to 

ensure that information is presented logically sad to the point. 

zperaenceeork under the condiions of the developing countries and 
syspatby for their attitqdes and cms=aizt will also be required. 

As betsen professional qualifications in ecoami-s and markting. 

strength in economics should have prioriy. In academic Inspiration 

it would be desirable also that he cmplene rather then reinforce 
that prevailing mong the ezsting staff. It -will be difficult to 
meet such rigorous requiremens particularly if the duratim of the 
assignment is limited to the year and a half rmaining of the prent 

project period. Ability to offer some prospect of continuation over 

a fairly long period will be essential. 

http:Apoing.nt
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F. Coordination With Other Related Programs 

Close continuing contacts between the WA project and work 
underway on food distribution and export diversification will be 
essential in view of the inherent linkages betmen theme subject 
areas. Work in these areas must also proceed in close contact with 

that on fam input supply, also that an transaction costs and the 
privitization of input/output marketing parastatals, and alternative 

rural development strategies. Cross representation an cmittees to 
review work plans in these subject aress, formation of joint teaos to 

handle research and advisory issues. and the holding of periodic 
seminars nhich bring together staf dealing with these related 

subject areas are recoemended.
 

Continuing prograns of technical 
 and finacial asianmce in the 

marketing of food and agricultual products ar being msaintained by 
international agencies such as PAW0 :IU and Z3S and bilateral a" 
agencies such as that of the Federal tepublic of ezmny. PAO has a 
cMinu technical support servie in this res, including the 
assembly of relevant experience, documentation and ufomatio and 
the issuance of advisory publications. Um e, isoever, in a 
position to umdertake applied research on the scale feasible for AZD; 
other institutions will look to it as a leader in such vork.
 

Continuing initiatives and 
 contacts at the technical staff level ae 
regmaended to help ensure that the findings of resarch and
 

inpenieice 
of all these bodies and those of universities and other
 
initutions engaged 
 in this field are exchanged to the mtusl 

advantage of all.­
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IV. Need for an AID/Bureau/Office Strategy for Research and Technical Su-po-t 

We have noted that a variety of activities in the marketing area are 
underwsy in AID. 
Other offices in the S&T bureau and other bureaus in the
 

Agency are involved along with the RD office. We suggest 
 that AID should 
develop & concepts paper that clearly identifies the major issues AID needs to
 

address the research agenda that is needed to better undsrstand those issues,
 

the relationship moug the existing and plnzaed projects, and the technical
 

assistance and training priorities for assisting recipient countries, AID
 

missions, afd other donor agencies. 
This paper should show wby marketing is 

am important area of concentration for AID and vbt goals AID wishes to pursue 
in the subject area. 7he push to private market activity and its implication
 

for appropriate govermental interventions is an important focus for the AID
 

strategy. It should develop the 
cmmon knowledge g natio and outry 

-assistance needs that tie together WOrk in food marcbamdising exp diversi­

fication, input marketing, rural marketing, and pr'otion of private 

enterprise activity in marketing systans. 
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ADM AID
 

3.O0. Ias NIIA
 

TAGS?

SUBJECT: ABaICU.TUqAL MARKETZNG PROJECT
 

iP: STATE 	632I 

ND P'-t COOE: Aam a-2 MARKETING 
I. :3IDZON HAS REVIEWED NEPTEL AND PWNOI AMIS 'ROJEC?MAY IENET CHAO' S 2XV CLO MEN'T PROGRA. M:S5:ON AN GOCBELIEVE 
THAT A MAJOR CONSTRAINT FrP IRCItCTS AZMD ATIMPROVING NCOME OP RURAL POPULAT:ON THROUGH -AIASI
AIR IULTURA6 PRODUCTION IS FACT
MARKEITNI CHANNELS. IN LACK OP MARAEr&, ORPARMERS IN 	 CHAD iOrN THE k4OST *AiARE 5UZSTZNDE PARMERS WHO MAY BE VERY 24VASLE OFINCREASING 	 PRODUCTION ZI TH9 WERIE A VNOP%, XAL. 40ANSTO SELL SUIRPLUSES. AT PRESEfNTINTERESTED 	 WE ARE PARIIULARLYIN STUDYING THE CHADZAN GRAIN MArr1NoSYSTEM IN ORDER TO IDENTIFY TmE ROLE WHICH -z SMAL
PRIVATE MEURCHANT PLAYS 
 AND TO IENTIPY MEANS OIMPROVING PRIVATE SECTOR MIAKETiNG CHANNILS PO MAJIRfr000 
CROPS. PZNDZN3S AND RECOMMENDATSTUOIES WOULD I[ ZNONRAT91 ONE OP SUCH

INTO MIZS0NS NGOINASRICULTURA. DV LOI3NT PROJECTS. 

a. sINCE mmsszON "As
oPOR 	 iRECEnTLY Eszo vsmL:am~wm PL^*STUDYING CloD s 46RICULTURnAiSANEL 	 MARKEcTS TWUoUmme THPOLICY PIROJEZCT 025-69781. WE CAN ONLY &AT TN421.Zs SawB PGSSII.:TY pop MISSION guy-INS THETO A=lWy as THROUg PTy s8 WE exrImAmh
PROJECT. STARTING 
NEED 	 AFOR SIX PERSON WEEKS OP TECNNICAL 5ERNrZCES UFOR SACMOPTHEIaPIV YEARS. SLAW 
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ACTION AID-00
 

ACTIO OFFICE --.--.- - -- - - - -INFO AFCW-93 AFTR-95 ANAD-l1 KAY-91 SAST-I1 RELO-6I STHR-i1 
/014 Al 

INFO LOG-el 
 COPY-l AF-19 AGRE-9l AS-Il /912 V
 
...............li756E 
 19132ZZ /72
 

R 81134Z APR 17
 
FM AMEMBASSY CONAKRY
 
TO SECSTATE WASHIDC 2619
 

UNCLAS CONAKRY 91455
 

AID4C
 

STATE FOR ST/RD AND AFI/TI
 

1..0. 12356: U/A
 
AJUI EC.T:_ . AS.LIiJ,.TURAL iAlIET-1; I.JPR.dIJENL .3-IATEItS.
 

RET: A. STATE 314-68 3!. AGRICULTURAL-
MARKETING IMPROVEMENT STRATEGIES P? AMENDMENT FOR SMALL FARMER 
MARKETING ACCESS PROJECT, MARCH 1917 DRAFT. 

USAID/CUINEA CAN HOT. AT TMIS TIME, COMMIT ITSELF TO IUYIl8*-1 TO 
THE SUBJECT PROJECT. 

iETL 11 
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R 111938Z.MAR 87
 
FIM AuEMBASSY ABIDJAN
 
TO SECSTATE WASHDC 6153
 

UNCLAS ABIDJAK 06183
 

AIDAC
 

FOR T. MENI1. ST/RlD 

£.o. 12351 N/A
 
SUBJECT: AGRIUCLTURAL MARKETING PIOJCT (AISi3) 

REF: STATE 611251 

RED$O/VCA STRONGLY ENDORSES THE PROPOSEI PROJECT All' 
WELCOMES THIS TO COVER THE VOID CREATED 11 Tie 
TERMINATION OF SFMA. THE TECHNICAL tONT[WT Of PARAS 4 
AND SA AND I WILL DEFINITELT UEET IEE8S OF MCA
 
AGRICULTURAL PORTTOLIO. 
 WE SUGGEST THAT ADEONATE ?ORE 
FUNDS SE 
ALLOCATED TO MEET SHORT-TERU 1133101 IEE1S. 
PLEASE KEEP REDSO/WCA/PAD$ INFORMED OF ?IV ANlDP 
PROGRESS. A81
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INO AFSA-03 AlAD-01 KAY-I0! 
 SAS -Ol RELD-61 TELE-0l STHR-61
 

/910 AD
 

INFO LOG-O AF-I CIAE- i i 
 ED-$# DODE-AD 'i0 V
 

.. m....7675 
 1507142 o'38
 
0 1SDT0Z VAR 57
 
FM AMEMIASSY MASERU
 
TO SECSTATE WASND9C INMEDIATE 5741
 

UNCLAS MASERU 09762
 

AIDAC
 

FOR ST/RD
 

£.0. 1235f I/A
 
SUBJECI: AGRICDLTURAL MARKITINU 
 PROJUT
 

REF: STATE 68251
 

BECAUSE USION'S AGRICULTRAL PROJECTS PORTTOLI1 lAi.

VARIOUS lARKETIE; COMPONENTS. USAID/LEOTHO Will NOT It
 
INVOLVED II THE SUBJECT PROJECT. 
A53OTT
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PAGE S0 
 DAKAR 13315 
 0L2422 
 553 830278 A2D53 2
ACTION AID-so
 

AL'rT:N oCVz 
 E
INFO AF'W-04 AR3gs A MAD-l C-S1 GCAP-I PSC-03 aceu-.02KAY-01 PPl-,, SAST-1 
ES-01 RELO-BI STHR-S! 
 PRE-86
 
/36 AN
 

INFO LOG-*S AL-00 
 CZAK-8I l-9I CD0E-o L-03 /11 w
 
2734S 9-1326Z /38
a *ii2392 APR 87
 

Mt AMEMASlY DAKAR
 
TO SECSIATE WASOMr 
587S
 

UNCLAS DAKAR 
3355
 

AZDAC
 
FOR STIRD, AMIS PROJECT DOFPZER
 

C. . 12355: N/A

SUBJECT: AGRICULTURAL MARKETING PROJECT
 
REP: 4A) STATE 563251 

1. MISSION REGRES OE.AT ZN RESPONDING TO REFTEL ZUE TOiTlk 
 TAKEN .O REVIEW ZUR :URRINrT APPLIED RESEARC. 
PROGRAMS TO ASSESS RESEAR:Z NEEDS AND FUNDS AV&LA23L2TV. 

2. MISSION ISMARKEI['NG NRSEAilCVERY MUCHM AS Ww INTERESTED IN AGRICULTURAL.. AS MARKET REmrOR MtS,

REDEFINITION OF 10UBZC AND PRIVATE SECTOR ROLES. WE ARECURRENTLY PROVIDING SJPPL MZKMAL FUNDING PON ACOLLABORATIVE PROGRAM OF APOLIZO RESEARCH WITH THE GOALOF DETERMINING WAYS Or 
XMBRZVZNG WPO SECURITY :NSENEGAL. 
 MAU. 04ROUG" THE 'OD SECURITY IN APrR:CA PSA)COOPERATIVE AGREEMENT AND 2N CONJUNCTION WITH THESENEGALESE ZNSTZ.TUTE OF A31RICULTURA6 RSEARCH C5RA), SIMPLEMENTIZNG THIS PROGRAM. RESULTS OF THIS APPLIEDRESEARCH PROGRAM
PRDUCZRS WNTILEDI2 - THE RESPONSE OF CEREA^LSAD MARKET mART. d...ANS
TO PRIVATXZAT-,ON OFINPUT AND OUTPUT MARKETIZN'). EPECT9E IRV DEC., 157,?, 4EINTENDED TO HELP zDEirTIy APPROPwIATE AGRZCULTURLMARKETING STRATEGIES FO1R 

AND 
ACMEVZN VOW SZCJRZTY ZN

SENEGAL. 

3. MISSION 571ROMILY SOPPORTS PIROJECT IGECA, ZSPECZALLVT40ft,APPLIED RESEARCM E1EhMNT DE2CRSED IN PARA 6HOWEVER, OF 4REPTUL.AT TIZS. TIg WE DO NOT ENVISAGE ANY UUY-IW.5 OUEITO THE CONTINUATION OF THE ABOVU-4NTZONED WORK OF AU.
WALKER 
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ACTION OFFICE 
.STPO-2
 
INFO AFSA-3 AFTR-05 AMAD-0I KAY-01 
 SAST-91 RELO-O1 STHRilB
 

/114 -All 

INFO LOG-I AF-go 
 CIAE- 0 EO-i0 DODE-I1 /198 W m
 
---267277 2,D659Z /38


P 2606502 MAR 87
 
FY ~ L"!LBAS
BABANE
 
TO SECSTATE WASHDC P.RIDORITY 7162
 

UNCLAS MBAEANE 01522 

AIDAC
 

FOR: ST/RD, T. MEHEN AND AFR/TR/ARD 

E.Q. 123"6: N/A
 
SUBJECT: AGRICULTURAL. MARKETIG 
 PRDJlECT
 

REF: (A) MARTELLA - CH.URCH TELCON OF 3/2#. 
(B) STATE 68251 

MISSION HOST IiTERESTED IN PROPOSIl AMENDMENT TO SF*A A3 
DEVELOPED IN RE 8). MISSION'S PROPOSED NEW AG fROJECT 
INCLUDES S*UPPORT FOR POLICY STUDIE3 ON 
INSTITUTIONAL
 
"CONSTRAINTS TO AGRICUITURAL DEVELOPMENT AND 
OUR INITIAL
 
ASSESSMENT INDICATES MANY OF THESE 
ARE RELATED'TO
 
MARIETING. MISSION CAN BE BORE SPECIFIC FOLL.OWING 
DEVELOPMENT AND REVIEW OF THE NEW AGRICULTURAL P1D. 
PRESENTLY PROCRAMMED FOR FY88 NEW START. NELZON 

UNCLASS IFlED
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COPy Departmentof State TELEGRAM
 

PAGE 01 
 KINSHA 14145 241444Z 
 4985 031351 A198161
 
ACTION AID-91
 

ACTION OFFICE STRjO-l1
 
INFO 	 AAAF-92 AFCW-93 SEOP-91 AFPD-I4 SERP-11 AFTRI5 SEPS-93
 

SECS-92 PDPR-91 PPF!-12 CC-I1 GAF-l S[nS-12 PSC-9.3
 
GCCIU-92 STAG-12 
 PPRisII IT-96 AFDA-I44 £S-11 AGRI-I! 
STFA-91 RELO-il PRE-06 /155 Al. 1125
 

INFO 	 LOG-09 /M99 V 
........ .......
 142,53 241714Z /38 

R 241438Z MAR.17
 
FM AMEMBASSY KINSHASA
 
TO SECSTATE WASHDC 5333
 

UNCLAS KINSHASA 94145
 

ADM AID 

E.O. 12536: N/A 
SUBJECT: AGRICULTURAL MARKETING INPROVIEUENT iTRATECIES 
(AVIS) 

I.EF. -	 STATE SE.8251 

USAID/ZAIRE SEES POSSIBLE FUTURE COLLABORATION BETWEEN 
AilS AND SEVERAL P2OJECT3. ASPECTS OF INTEREST ARE; 
A)DIAGNOsIS OF MARKETING 3'STEl WITH A STRONG TEAIUIUC 
PROGRAM IN METHODOLOGY FOR HOST COUNTRY fARTICIPAINI; 
B[RESEARCH 1I CLOSE COLLAIORATIOh WITO APAP AIND ZAJIE 
POLICY PROJECT; CIPILOT INNOVATIONS SUCH AS VOLUNTARY 
ORGANIZATION OF TRADERS. EARLIEST INTEREST WOULD It fy
 
Il. GROVE
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ACT I03 LCLASS IFIED
 TELEGRAM
COPY DeJ.artlne? t cf State 
FAG[ 51 RAlJGOO 01,431 1194372 02'.7 AIL409,
ACT 102 AID-60 
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-e---a*---o* 

a.. 

ACTION OFFICe STPD-i 
INFO AWDP-3 

AGRI-11 
AWPD-05 

STrA-01 
PDPRoe1 

R,[LO-gi 
ANTR-06 

AREA-FI2 
STAC-82 

/125 Al 

SAST-61 

1113 
[3-11 

INFO LOG-PD /0-- W 
.......... ss.....1641 111457Z /38 

R 111351Z MAR 87 
FM AMEMBASSY RAWiOON 
TO SECSTATr WASNDC 1411 

UNCLAS RANGOON B1-31 

ADM AIP
 

I.O. 12356: A/A 
SUBJECT: AGRICULTURAL NARKITIlNG PROJECT 

REF: STATZ 16251 

AID/BURMA ANTICIPATES 10 VIA1LE OPPORTUNITIES TO
AVAIL OF SUBJECT PROJECT'S SERVICES 81RI 1 IENUT 
TEW YEARS. O"DONOHUE 
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COPY Department of State TELEGRAM
 

PAGE 62 A?APT la. 6II3d Z 611.L 027464 A= 13
ACTION AZO-49
 

A CT: 07N -------- --- --------------­-- e 


IWO ANPO-Oi AMA-1-- ANTO-I 9 
 S '-lI SA.S-I1 REL0-a4 1 T,0-1
ANE-I2 '0 AD 

ZPO f 99A-II ---- -Il gl ­-----1.-SI w -P--I 
----------- -- 82262 193612Z /38

ShJI311 &OR 37
 
P64 AMIkIAlXY JAKARTA
 
TO 5CSITATC WASbS§, 3526
 

UNCLAS JAKIrAIA 315 

AZDAC POR ET/RD 

ji. L 3231mi: WA
 

IUiJITC: ABRZCULTUNAL MARKgTIN fGPCJacT 

RPE.': ITATE 00l231 
1. ADINDONEZA R2Iir?3 iDLAYE NIESPmINu TO REV.
 
CAsLa.
 

.2. TiwOU AD/iNCONIgIA' 5 14ECONDARY WOOD CROPS

.DEVEL00h9N PROJECT, ACZSZOti 4AS BEEN A553ST:NGMZN:BTMY OW AGRICULTURE :N 3YUENaM9NNG CAPACITY TOh4ONTO0 ANd ANALYZE MARKETIrNG CONITAINS TO NON IRtZC
ieO CROPS. TOA7I TWPEE DrTAZ&.ZD ARrXTIO IJTZI
NAVE 8IE CONDUCTEO UNDER SPCOP. MISSION NOW
CON8 RING TWO YEAR NO COST EXIv4SZO TO PROJACT 
WOWC WOULD CONTINUE MARKETING AMSSTANdCE TO 4*AA 
3. MOCWIR. MUS820 WOULDI9 ANIgBTI D IPX TMAZNZ
ZUOONE5ZAN COUNTERPARTS IN RAVID RURA&. M$.XCTAPPRAI SAL. TEN CUEG UNWE* AGRP UTUE AL MAUPTtNPROJECT CORE PUNDS. zP THIS TRAZNZNG I SUCCSIPII L.
MORE ACTI VE ZNCLVVNW MOULD CONSZDRRIR DURXG
SECOND AND 5UBSIUUNT YIARS. 
WOWL AND 

UNCLA$S IFIED
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COPY Departmentof State TELEGRAM
 

PACE 01 NWDE 07 181 2312142 6393 039976 AIDiiS3
 
ACTION AID-06
 

ACTION OFFICE S.D-l~jEEL
 

INFO PDPR-01 SXST-01 ES-01 
 RELD-B1 ANSA-32 A2
/0D17 192.3
 

INFO LOS-10- CIAE-09 EDl-fiB ODE-1IS EA-07 /115 W 
*~.~3 zI66 2312152 /33
 

R 2312137 VAR 87
 
I'M ANEMBASSY NEW DELHI0)44. 
TO SECSTATE WASHDC 3141
 

LINCLA3 NEW DELHI 97181 

AIDAC
 

E.0. 12356: N/A
 
SUBJECT: AGRICILTURAL IWARKETINI PROJECT
 

REFERENCE: STATE 163251
 

I. SUBJECT PROJECT 13 OF INTEREST. WE VonDER. NOEVfl.
 
HOW WELL CENTRALIZE1 PROJECT CAM SERVICE 
VERY LOCATION.
 
TIME. COMMODITT, COUNTRY. ETC. SPEIFIC INEES.
 

2. 0SAID/I10IA THROUC1 
1992 WILL PROBABLY VIED SO[ME[lITI
 
LIKE 36 
PERSON VOXTH$ OF A$31STANCE I TIRE SBJECT AE1L 
AIMS COULD OUITI POSSIBLY SERVE 43 A TtIULE FOR T1831 
3ER ICES. DEA# 

UNCLASS IFIED
 



1 ID N Ioll 

-e- sit 

UNdL.AS r.ATWAA Qu *-a2u2: 

Oro"
 

S'MA*Mof OF c*"Nft:&g'r1h 7c m4v:wo~mwaw )aw2mjL1Upu*~~~~~PO zzz=sRtaues5?N~ TT ESEKC:4L.:",sl~.~OMWNE OilA ?E 'mrJfemgrg§ Xasg BASED AORC ZX7w3u53WMLy 
OW Z-4ELZAcEp. 

POBSL~w:3:o~uy..td AIB LES 1AI=N3jwag-3Am~. 

USE ASS:S ac
 
1'61P & 1 1Dnq!PMS3)Pflmd~ **him UP
W3jOafaggi5 'I 

2) BBaw VZUO7, WVYm~ lf"WmU: OP 00M1ZUS 

VIABLE CASm C40"PINGS A?WAWZ& pg.~ft .@.gcaTM4?to ,zvn r:2 O'2PSMSL guy-m:umcw ffw co *Wp~~v19W 09:1.3 Dec. .z stwuczr~cw&pj.u ram SmiwoNs,
*.fl-IN WZ.i. :Bf fELDPD LAKU :'3VaA* tPTM 

fu~wqayfg" INYom :ffS&m6fa
 
3N. 75156S K1111 .U1*.Z 


ADS MS'as-p 
TW*#i.Aa aB5Bu 0miASIMDIVenzal.1 oy O 1?.SOP WasTo omm v"LT~ 

UNCLAfS IFIED -

F7M4m 07 "p= 
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COPY Departmlentof State TELEGRAM
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 lit# 128027 A101339
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 SECS-12 SETH-IE PDPR-O1
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R 195561 VAR 87 
FVP AMEMBASSY ISLAMABAD 
TO SECSTATE WASIIOC 4382 

U1NCLAS ISLAMABAD 16213
 

AIDAC
 

E.O. 12356 N/A
3II3JECT. £GRICULTURAL 1AtKETING 'PROJ1T 

REF: STATE 168251 

THE PROPOSED AGRICULTURAL MARKETl; IMPROVii11t 
STRATEGIES (AlIS) PROJECT COVERS AREAS OF 
CONSIDERABLE INTEREST TO ThE 11153101. 
 tOUEvtI. AT 
THE PRESENT TIM 113310 CANNOT INDICATE Ulf-I1 
ESTIMATES DURING THE LAST OUARTER OTFY 1337 TEisROug
F" .992. MISSION IS CURRENTLY EVELOP1II IDIRAl 

.-.31STANCE APPRbVAL DOCUMENT (PAAI) fOR ITS 
FORTHCOMIIG ARRICULTURE SECTOR SUPPORT PROGRAM All 
BY-IN REODUIREMEN'S FOR AilS WOULD 91COiE CLEAR 01E 
PAAO IS FINALIZED. 1Nh11TON1 
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'ACT 1IN tLASS E NCOM ING 
COPY Dop rrtment of State TELEGRAM 

P-4GE cl TUNI S 03740 Z 3:646Z 1451 838-93 AIDSI0o
 
AC OT.: .AID-*O 

ACTIO OP6ICE "T3D-eI 
INFO SEOP-01 5EE-oi SECS-32 SETN-01 PoPn-ol STAZ-02 Ppe-8a


SAST-uI RELO-01 igE-of .*Did %A G803
 
INFO LOG-ge-----------------------------------CI[A[-Ig E-0U 00D3-00 'o? w
NEAS .15I-------------------­

............---- 132204 149023Z PS
 a 331"1Z APR 87 
FM AMEMIBASST TUNIS 
TO ECSTATE WASHOC E674 

UNCLAS TUNIS 837U 

AZDAC 

C.0. 1232S: NIPA 
SUBJECT: AGRICULTURAL MARKETING PROJECT 

REP: STATE 84,8251 

1. USAID/eTUNXS COULD POSSIBLY BE INTERESTED IN A PIUTUI

BuY-IN TO SUBJECT PROJECT. HOWEVER. 
NEEDS CANNOT SE
 
SPECIFIED AT THIS TIME.
 

2. PRIMARY VEHICLE FOR UNDERTAKING AGRICULfUAA. 
MARKETING ANALYSIS IS THE FY47 
AGR'CULTURAL POLICY
 
I PLEMENTATION PROJECT (£A&P) WIl iS EXPECTED TO
 
COMMENC IN APRIL. DEIVELOPMENT OF T0E DETAILED RESEARCO
AGENDA W:LL E INITIATED WSEN TME PRDJECT-trNANCED TA
 
ADVISOR 1S IN PLACE IN LATE 
CYIT. UNDER TE APIP
PROJECT. AN IN-DEPTH ANALYSIS OF THE AGRICULTURAL INPUT 
DISTRIBUTZON SYSTEM IS 
Sc'49Ou;..O DURING 1992-il. AN
ESTIMATED 12 PM OP TECHNICAL ASSISTANCE WIL. E
REIIPJED. !IXPORT CASE STUDIES tOR MAJOR COMMODITIES
 
w:LL ALSO BE UNDERTAKEN 
 AT TI1S SAME TIME AND RECUIRE UP
TO I. PM OF TA. HOW MJCH OP THE TECHNZCAL ASSIZSTANCZ
 
NEEDS WILL 
 8E FILLED FROM THE PROJECT'S PRIMARY
 
CONTRACTOR DR PROM 
 OUTSIDE "AS NOT YET BEEN DEERIUZNED. 

3. UNDER THE ON-GOING PRIVATE SECTOR PROJECT TtE
MISSION ENVISIONS POSSIBLE ANALYSES CP AIIJLTURAL

PARASTATAL MARKE-hING SrUE-SECTOR AND NOLE OF PRIVAM
 
COOPEIATIES 
 IN MARKETING ACTIVITIES. OBJECTIVE wPTHESE STUDIES WOULD BE TO DETERMINE *PEASIBZI.'YOF

EXPANDZNG PRIATE SECTOR ARTICIPATION IN
 
PURLICALL -ONTROLL0E COM RCIAL ACTIVITIES. AND TO
 
SUBSEQUENTLY DEVELOP STRATEGZS FOR 
 PROMOTING
 
PRZVATZZATION IN 
THESE SUB-SECTORS. 

4. GOT WILL BE HOSTING A CONPWENECX ON VRIVATZZAT70? t"
 
LATE APRIL. WHICH 
 WE EXPECT WILL GENERATE MORE CZNORCEZ

IDEAS ON PUTURE RESEARCH AGEND0AS OF BOTH APIP AND 
 T"r
PRIVATE SECTOR PROJECT. AFTER THIS CDONERZNCE WE sNOu.6HAVE A CLEARER IDEA OF OUR TECHNICAL ASSISTANC HEEDS
AND WHETHER A MISSION BUY-IN TO THE AGRICULTURAL 
MARKETING PROJECT IS POSSIBLE. SROW 
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SUBJECT: AGRICULTURAL MARKETING PROJ.ECT
 

REF: STATE 068251 

1. MISSION CURRENT PROGRAMS FOCUS ON NO'N-TRADITION'AL
 
AGRICULTURAL 
EXPORTS iOR WHICH MARKETING ACTIVITIES
 
NEEDS ARE ALREADY COVERED BY 
MISSION CONTRACTS AND
 
ROCAP MARKET INFORMATION TA PROJECT.
 

2. JSAID/COSTA RICA DOES NOT ANTICIPATE BUY-IlS FROM
 
SUBJECT PROJECTS. MELTON
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REF: STATE 068251
 

USAID/DR DOES NOT'FORESEE FUTURE BUY-INS TO THE
 
AGRICULTURAL MARKETING 
IMPROVEMENT STRATEGIES
 
PROJECT. USAID'S NEAR TERM STRATEGY FOCUSES ON THE
 
DEVELOPMENT OF NON-TRADITIONAL -EXPORT CROPS AND 
'PROMOTING OR JOINT VENTURE BETWEEN LOCAL AND 11.3.
 
COMPANIES AS THE MEANS TO MARKET PRODUCTS. 
 THIS
 
APPROACH IS WORKING RELATIVELY WELL. THEREFORE,
 
USAID/DR PLANS NO BUY-INS TO SUBJECT PROJECT. 
 KILDAT
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E.D 12356: N/A
 
SUBJECT: AGRICULTURAL MARKETING PROJECT
 

REF: STATE 068251
 

MISSION HAS EVALUATED THE PROPOSED REVIS10N OF 
THE SMALL
 
FARMER MARKETING PROJECT. THE PROPOSAL 
APPEAR3 TO IE A
 
DESIRABLE 
REVISION AND THE PROPOSED ACTIVITIES SHOULT.IE
 
BENEFICIAL. 
 A LARGE SHARE DF THE PROPOSED ACTIVITIES ARE
 
CURRENTLY BEING CARRIED 
OUT IN ECUADOR BY TECHNICAL
 
ADVISORS FUNDED UNDER THE M1SSON1'S AGRICULTURAL SECTOR
 
REORIENTATION PROJECT. 
 BECAUSE OF THIS SITUATION AND THE
 
VERY 
TIGHT FUNDING COMBINED WITH EISTIG COMMITENTS. 
MISSION DOES NOT CONTEMPLATE ANY UY-IN13 TO THE POSPO3..1
 
PROJECT. RONDON
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