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(1) Evidence that sufficient space to house the new Marketing
Division has been allocated within existing facilities or that new
facilities have been acquired; 

(2) Evidence that a Marketing Division Director/Project Manager
has been appointed; and 

(3) Evidence that the existing personnel currently involved inmarketing activities within the MOA have been seconded to the 
Project. 

d. Condition Precedent to Disbursement for Training Outside of Jamaica 

Prior to any disbursement, or the issuance of any commitment documents underthe Project Agreement, for training outside of Jamaica, Borrowerthe shall,except as A.LD. may otherwise agree in writing, furnish to A.I.D., in form andsubstance satisfactory to A.I.D., evidence that a system of bonding or someother .method has been implemented to thatensure participant tra'nees willreturn to their post for a period of time less than thenot twice lengt, of time 
spent in training. 

e. Covenants 

The Borrower shall covenant that, unless A.I.D. otherwise agrees in writing, it
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(1) Within six months of the signing of the Project Agreement, causethe Ministry of the Public Service to create the new positions needed forthe Project to meet its implementation goals and cause the Ministry ofFinance to provide the funding needed to cover the recurrent costs of 
such positions; 

(2) Provide adequate budget allocations for Project impleme.itation ina timely manner consistent with implementation schedules devloped by
the Agricultural Marketing Division; 

(3) Within three months of the signing of the Project Agreement,provide a time-phased implementation schedule for the remainder of thefirst Project year, such schedule to be in form and substance satisfactory
to A.I.D.; 

(4) For each twelve-month Deriod commencina three months after thesigning of the Project Agreement, furnish time-phased implementationschedules for each twelve-month period of the Project, each based on theresults of the annual evaluation and 
the 

the annual audit of the Projoct duringprevious twelve-month period, such schedules to be in :orm and
substance satisfactory to A.LD; 
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(5) Pay the salaries and international travel of overseas participant
trainees; 

(6) Implement procedures to ensure cooperation of the MinistryLocal Government, Ministry of Works, Ministry of Industry and 
of 

Commerce,and the Town Planning Unit to enable the Project to meet its implementa­
tion goals; and 

(7) Within three years of the signing of the Project Agreement, cause
the Ministry of the Public Service to aoprove a staffing plan which makes
the Marketing Division a permanent parO of the MOA. 
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I. SUMMARY AND RECOMMENDATIONS
 

A. Recommendations 

To increase the efficiency of Jamaica's agricultural marketing 
system, USAID/Jamaica recommends a two phase project. Phase I 

will be initiated by a loan of $4,7q0,000. Phase II will be initiated 
by a loan of approximately $7,269,00. after completing plars and costing. 
The loan for Phase I will be funded in FY 81. 

The loan will be for twenty (20) years with ten (10) years' grace,
 
with interest of 2 percent during the grace period and 3 percent there­
after.
 

B. Borrower
 

The borrower will be the Ministry of Finance on 
behalf of the Government of Jamaica. The primary executing agency 
will be the Ministry of Agriculture. The Ministry of Agriculture is 
responsible, inter alia, for the development and implementation of the 
GOJ's marketing policy, strategy and programs. 

C. Project Description
 

The goal of the Projec- is to improve the living standards of 
farmers, consumers and market intermediaries. The purpose of the 
Project is to improve the efficiency of the marketing system. 

The Project will be implemented in two phases.
 

Phase I - The establishment of a Marketing Division in the 
Ministry of Agriculture and the provisions of a large technical 
assistance component and a large training component.
 

Phase II- The construction of four sub-Terminal Wholesale
 
Distribution Markets. 

The construction and equipping of 25 Assembly and Grading 
Stations "n producing areas. 

These ba-ic interventions will make it possible for the market­
ing system to perform necessa1-ry functions now not carried out, as 
well as improve the jpcrtorm..ce of functions now undertaken poorly and 
at high cost. 

An expanded and strengthened Marketing Division will assist in 
improving post harvest technology, producer support and product distri­
bution. It will also assist in: market development; the provision of
 
market information; market research; marketing training and extension; 
and, quality assurance. 



Subterminal Wholesale Distribution Markets will make possible

the: reduction of post harvest losses; expansion of markets for
 
locally produced crops; and, increased availability of graded agri­
cultrual products.
 

Assembly and Grading Stations will: permit collection and
 
assembly of commodities into volumes large enough to sort into 
identifiable grades and facilitate shipment of other markets; reduce 
the cost and widen the choices of commodities to other intermediaries; 
promote economies of scale to producers and intermediaries; and, provide 
a more effective means of distributing factor inputs to small farmers. 

Technical a:isistance and training will focus primarily on the 
Marketing Division and will impact on the establishment and operations
of the Subterminal Wholesale Distribution Markets and Assembly and 
Grading Stations via the work of the Marketing Division as well as 
directly on personnel involved in these market system components, e.g.,

training of management staff. Commodity assistance, as appropriate,
will facilitate the successful completion of the three basic interventions. 

D. Financial Summary 

The total cost of Phase I of the Project is $8,154,000. AID will
 
provide $4,700,000 in loan fund; the GOJ $3,426,000.
 

Table la
 

Budget Summary - Phase I 

(US$000)
 

AID GOJ TOTAL 

Technical Assistance 3,166 --- 3,166 
Participant Training 492 100 592 
Commodities 126 --- 126 
Net Operating Expenses 2537 2,537 
Contingency and 

Inflation 944 789 1,733 
TOTAL 3426 87-6 

The estimated cost of Phase II of the Project is $15,528,000. AID
 
will provide $7,241,000 in loan funds; GOJ, $8,287,000.
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Table lb 

Budget Summary Estimate - Phase II 

(US$000) 

AID GOJ TOTAL 

Commodities 900 --- 900 
Buildings, Equipment 

and Land 5,000 
Net Operating Expenses ---

4,300 
2,292 

9,300 
2,292 

Contingency & 
Inflation 1,369 1,695 3,064 
TOTAL 7,269 8,287 15,556 
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The operating costs of 
the Marketing Division, a negligible por­
tion of the Ministry of Agriculture's budget, would be less than 10 percent

of the increased tax collections (conservatively estimated) attributable
 
to the Project. 
 Revenues from the Subterminal Wholesale Distribution Mar­
kets and Assembly and Grading Stations are likely, at the least, to cover
 
operating costs, inc]uding depreciation.
 

E. Summary Findings
 

Marketing problems create substantial post harvest losses and
 
impede agricultural production. As 
a result, incomes of small farmers and
 
market intermediaries are depressed while consumers' purchasing power is
 
reduced and the nutritional status of critical groups is adversely affected.
 
Food imports are unnecessarily high and agricultural exports are constrained,

making for a harmful impact upon an already grave foreign exchange situation.
 

The GOJ has established agriculture as a high priority develop­
ment sector and has recognized the improvement of marketing as a prerequi­
site to production increases. It has adopted an explicit marketing policy

and strategy and has launched a comprehensive, integrated set of marketing

activities. Total investment in these and related programs over the next
 
five years will be approximately $50,000,000 financed by the GOJ and sev­
eral donors, including the World Bank and the IDB.
 

This Project was designed jointly by the Ministry of Agriculture

and USAID/Jamaica expressly to carry out the GOJ's marketing policy, strategy

and proposed activities, and.to complement and support the GOJ's other mar­
keting interventions. This Project also represents a key component of
 
USAID/Jamaica's development strategy in agriculture. 
It reinforces, and

in turn is reinforced by, other existing and planned USAID/Jamaica

projects.
 

This Project builds upon the existing marketing structure. It
 
provides incentives for participants in the marketing system to improve

their performance. The Project facilitates the role of the private sector
 
in the marketing system. 
Even with highly conservative assumptions, major

benefits to income, production and foreign exchange are expected. The
 
Project is judged to be 
feasible, consistent with AID legislation, policy

and Presidential and Congressional exhortations, as well as in accord with
 
applicable statutory criteria.
 



F. Issues 

1. One issue addressed in Project development was the question of the
 
Project's impact on employment of market intermediaries, especially
 
the higglers. Aside from the judgment that the overall benefits of
 
the Project more than offset the possible unfavorable employment
 
effects, other considerations indicated that the displacement issue
 
was likely to be relatively minor. Any higgler displacement would
 
be gradual, extended over several years. Moreover, the Project it­
self will provide employment opportunities and alternatives in the
 
Subterminal Wholesale Distribution Markets and Assembly and Grading
 
Stations. Finally, as 
the Jamaican economy recovers and resumes
 
its growth, many of those who became market intermediaries because
 
of the deteriorating economic situation during the last few years
 
are likly to return to their previous activities.
 

2. The second major issue addressed was feasibility. This issue has
 
many dimensions. Can the GOJ provide its required human and finan­
cial resources? Can the Ministry of Agriculture manage this Project

along with other USAID, foreign and Ministry projects? Can the
 
necessary institutional harmony and coordination be accomplished,
 
given the number of different actors involved--e.g., Ministry of
 
Local Government, Ministry of Works, Town Planning, Parish Councils,
 
and Agricultural Marketing Corporation? Can USAID/Jamaica handle
 
this Project?
 

As the paper shows, the human resource problem, although diffi­
cult, is manageable. The GOJ, namely the Ministry of Finance as 
well as the Ministry of Agriculture, has worked up an organization 
and manpower plan for the Ministry of Agriculture which accommodates 
the additional personnel and financial requirements. The priority
 
assigned to this Project by the COJ lends support to 
our conviction
 
that these contributions will be made. In addition, counterpart
 
generated by USAID PL-480 programs will facilitate the allocation of
 
Jamaican funds, whose 
first, mutually agreed upon criterion for use
 
is to support U.S. projects.
 

The Ministry of Agriculture will have a full plate with this
 
and other projects. However, other on-going projects are designed
 
to strengthen the Ministry and will directly help in carrying out
 
the proposed Agricultural Marketing Project. Moreover, some of the
 
required functions are already a part of the Ministry's responsibili­
ties and will not represent new burdens.
 

During the Project development stage, a great deal of inter­
agency coordination has already occurred. The Ministry of Agricul­
ture has taken the coordination problem very seriously, and its pro­
gress and success in developing consensus, understanding and support
 
have been impressive.
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With this Project, there remains one more component of USAID's
 
approach to 
the agriculture sector to be developed--research and
 
extension. At that point, the Agriculture and Rural Development

Office will devote all of its attention for some time to implementa­
tion. The Office is adequately staffed and with the support of other
 
USAID personnel (Capital Resources, Controller, etc.) will be able
 
to manage its challenging portfolio, including this Project. 
 The
 
continued presence of the USAID-financed Marketing Advisor to the
 
Ministry of Agriculture, one of the people most involved in the
 
development of the GOJ's marketing policy and strategy, and a
 
major contributor to this Project Paper, adds to 
the Mission's con­
fidence that this Project can be successfully carried out.
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11. PROJECT DZSCRIPT1ON
 

A. Background
 

1. Overview
 

Jamaica is centrally located in the Caribbean Sea on direct trade
 
routes between North and South America and between Europe and Panama.
 
Because of its location, Jamaica has, historically, been an important 
trans­
shipment point.
 

The island is divided into 14 Parishes, each with its own council.
 
These councils 
are supported by the Ministry of Local Government. The Minis­
try of Agriculture services rural 
areas through four regional offices.
 
Agricultural extension and other programs are 
administered by Regional Dir­
ectors responsible to the Ministry headquartered in Kingston.
 

Traditional agricultural export crops include sugar, coconut,

banana, coffee, citrus, tobacco, pimento, and cocoa, which are generally

served by a marketing board. 
 Domestic food crops include fruits, vegetables,
 
root crops, and pulses. Food crops are generally produced by thousands of
 
farmers cultivating hilly land of one to ten acres. 
 Export crops are
 
characterized by larger operations. 
 The exceptions are cocoa, bananas,
 
ctOffee, and pimento, where a large number of small farmers produce a signi­
ficant percentage of total production.
 

The population of Jamaica is 2.1 million with about 45 percent

dwelling in urban areas. Agriculture accounts for about 30 percent of the
 
total labor force. In 1976, agricultural production per rural inhabitant
 
was $164 and in 1978, it was $129.1 Since 1971, food imports have risen
 
from $51 per capita to $81.
 

While Jamaica has good potential to reduce reliance on imported

foods, performance of the agricultural sector has been disappointing in
 
recent years. 
 Idle land has increased to the point that one-third of
 
potentially productive agricultural land is not under cultivation. Rural
 
to urban migration has been growing.
 

Small farmers have only limited exposure to and make little use
 
of marketing information in deciding which crops to plant. 
Many small
 
farmers cultivate several plots which are some distance apart, making it
 
more difficult to sell and transport their produce. 
They have access to
 
few factor inputs and are, in general, inflexible in their cropping patterns.

They are not cognizant of market requirements, having as their major point

of contact small merchants, locally referred to as "higglers."
 

Unless otherwise stated, all dollar amounts are US$.in The 1979 exchange 
rre is US$] = .1S.77875. 



The farmer may sell to 
a higgler at his farmgate or take it him­
self 
to the Agricultural Marketing Corporation, a greengrocer, or a super­
market. 
However, in either case, the frequency of collection is inadequate

and the volume that can be handled is minimal. In the case of the higgler
 
on which the majority of 
the farmers depend, the volume that higglers can
 
handle is generally inflexible, resulting often in a large part of the
 
farmers' production spoiling in the field.
 

2. Agricultural and Food Marketing System in Jamaica
 

a. Definitions
 

Following are definitions of words and phrases used in this paper:
 

Marketing. All functions that are required to be performed in getting

agricultural and food products from the farm to 
the consumer. The defini­
tion can also be applied to the functions required to get factor inputs
 
from the supply origin to the farm.
 

Marketing Channel. The a commodity
route or product takes from the farm
 
through the various intermediaries to the consumer.
 

Ayricul tural and Food larketing System. Collectively, all of the various
 
marketing channels, the intermediaries performing the various functions,
 
the functions or services performed, the suppliers of factor inputs and
 
the various institutiens and facilities providing regulation, information
 
and credit that influence or affect the distribution of agricultural and
 
food products.
 

A arke,. 
 A sphere within which a buyer and seller meet to mutually agree
 
on a price for the transfer of title of goods or services.
 

Dcvejlojent of Markets. The acquisition of new markets and the expansion of
 
existing markets for commodities or products and the development of new
 
products or 
finding new uses for existing products.
 

Ma.rketing Development. Upgrading the capability of farmers and intermedi­
aries in the marketing system to perform their functions better.
 

Market Structure. The various intermediaries in the marketing system,

including the number and types of intermediaries, the types and size of
 
organizations.
 

Market Intermediaries. Those individuals or 
firms that perform functions
 
of buying, selling, and moving agricultural commodities and products from
 
the farm to the consumer. Included are wholesalers, retailers, truckers,
 
AMC, and higglers.
 



Terminal Wholesale Distribution Market. 
 The major focal point of a country
to which commodities flow from a tributary supply 
area and from which assem­bled and concentrated supplies move out 
to distributors. 
 In Jamaica, the
Coronation Market is the Terminal Wholesale Distribution Market.
 

Subterminal Wolesale Distribution Market. 
The major focal point of 
a
region to which commodities flow from a tributary supply area or other
subterminal 
or terminal market, and from which assembled and concentrated
supplies not needed for local use move out 
to a tributary area of distri­
bution.
 

Assembly and Grading Station. 
 A facility located within the area 
of pro­duction where agricultural commodities 
can be assembled from many small
producers, and concentrated into a volume large enough to permit 
the grading
and packing into several identifiable grades, the selling of the commodities
in volume by grade and the shipment of commodities in volume and in a
packed form which will reduce post harvest loss and enhance efficiencies
 
of transport.
 

An effective marketing system is 
a two-way communications channel
between 
consumer and producer via intermediaries. 
When properly function­ing, with efficient intermediaries, the system assists in determining what
to produce, at what quality, where and when needed, and at what price.
Marketing is 
an assembly, concentration and dispersion process (See Figure I).
 

b. 
Jamaica's Current Marketing System
 

Agricultural marketing in Jamaica is being affected by rural to
urban migration. The urban population, now 45 percent of total population,
will soon exceed 50 percent. 
 As a result, agricultural production is
becoming more commercially oriented with an 
increasing volume of food crops
being grown to meet urban demands. 
 However, temporary shortages of 
some
('Ommodities still occur 
in some areas of the island at the same time as
production gluts of the 
same commodities 
occur in other areas.
 

As an example in 
1978 the spread between the prices of onions
at the farmgate and 
at retail was as follows:
 

Consumer Price
 
Farmgate Price 
 Kingston Linstead
First Quarter 
 $0.74/lb. 
 N.A. 
 $1.53
Second Quarter 0.37/lb. 1.52
N.A. 


Third Quarter 
 1.17/lb. 
 $2.19 
 2.36
Fourth Quarter 1.19/lb. 2.85 3.80
 



Figure 1
 

Marketing System Illustrating Role of Producers,' Assembly and Grading Stations, Wholesalers, Subterniinal Wholesale
 
Distribution Markets and Retailers in Enhancing Assembly, Concentration and Dispersion Roles
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Geographical differences in 
1979 average first quarter prices

for onions were as follows:
 

J$1.88/lb. 
- Black River Market
 
J$2.70/lb. - Coronation Market in Kingston
 
J$3.33/lb. - Spanish Town Market
 
J$3.82/lb. - Highgate Market
 

These price spreads between farmer and consumer and between one region and
another were caused alijaost solely by distribution inadequacies and by lack
 
of marketing information.
 

Internal distribution of estimated 500,000 tons of domestic
an 

food products and a large volume of imported products is carried out
annually by a large number of 
intermediaries who collectively make up the
agricultural and 
food marketing system. 
These intermediaries include small
wholesalers and retailers, large trucker/wholesalers, supermarkets, green­
grncers, and the AMC.
 

Small retail and wholesale intermediaries numbered 14,000 in 1976
and perhaps number 20,000 today. 
 They operate in 99 Parish markets and
 numerous 
curbside locations. As 
a group, they distribute over 80 percent
of total food production. 
 The other 20 percent is distributed by a small
number of large trucker/wholesalers, supermarkets, greengrocers, and the
 
AMC.
 

The Parish markets are located throughout the island and are gen­erally out-dated, dilapidated and unsanitary. 
Many are retail outlets while
many others serve as 
both retail and wholesale markets. 
 The Coronation
M;irket in Kingston can be termed 
the terminal or 
central distribution
market for the 
entire country. In spite of 
its dilapidated and congested
rolidition, about 50 percent of marketed agricultural and food products
move through this market to 
other markets and consumers.
 

Due to 
the higly atomistic nature of the marketing system,
insufficient facilities and low level of knowledge concerning post harvest
handling and technology, post harvest loss is high. 
 An estimate by FAO in
1976 placed post harvest loss at 
25 percent for fruits, vegetables and
other perishables. 
The FAO study, however, did not 
take into account other
factors including the volume of product that is discarded or 
rots at the
fdrm 
level because there is no buyer present on 
the day the crop must be
harvested or because 
the buyer present can 
only handle a portion of the
available crop. Including these factors, post harvest 
losses are estimated 
at 30 to 40 percent. 
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1) "Higglers" 

The traditional marketing system in Jamaica is often referred 
to
 
as "the higgler system." This system evolved during the 
17th Century with
 
the pre-emancipation Sunday markets, where slaves sold provisions from small
 
plots allocated to them to encourage self-sufficiency in order to reduce
 
the operating costs of the plantation. Regular markets were first established
 
in 1670, and 
legal right to sell produce was granted to slaves in 1711.
 
After 1838, when restriction of movement was 
lifted and free villages
 
established, the number of markets increased and formed the catalyst for
 
growth of interior market towns, characteristic of the traditional system.
 

The group referred to as higglers perform both retailing and
 
wholesaling functions. 
 The number of higglers fluctuates with the economic
 
condition of the country. 
With increases in unemployment, the number of
 
higglers rose. It is estimated that 22 percent of the higglers have started
 
just within the last four years. Many higglers operate part time, depending
 
upon the season of the year and the availability of commodities and products.
 
The average net income of all higglers is J$21 per week. Some of the larger
 
wholesale truckers, however, reportedly earn over J$30,000 per year.
 

Higglers fall into one or more of 
the following categories:
 

- Direct farm to consumer retailing - A farmer, farmer's wife, son or
 
daughter may take their own produce or 
the produce of a neighbor, and 
sell it directly to consumers. 

- Pe.ddlur - A man or woman not directly engaged in farming may buy
 
produce 
 from farmers and sell directly to consumers. 

- Wholesalers - Individuals may buy from farmers and sell to others
 
who in turn sell to consumers.
 

- Re-tailers - Individuals may buy from wholesalers and 
sell directly
 
to consumers either in 
a Parish market, on the roadside, or in an
 
elaborate shop (greengrocer, supermarket, etc.).
 

- Wholesale/retail - Individuals may buy from producers and sell to 
consumers directly and to other individuals who in turn sell to consumers.
 

2) Agricultural Marketing Corporation (.MC)
 

The AMC was established by the Government in 1963 to bring order
 
and efficiency to the marketing system, 
to operate as a commercial venture
 
and to provide a mechanism for price and market guarantees to producers.
 
The Ministry of Industry and Commerce is responsible for AMC operations.
 
AMC has eight regional depots or branches which serve as assembly points for
 
a wide range of commodities. The Kingston depot is the headquarters and
 
central distribution point. Until recently, AMC operated 207 buying stations
 
throughout 
the country. As part of its price stabilization role, a list of
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115 products with guaranteed prices was posted periodically and AMC would 
guarantee a market at the price posted. ANC operates 19 greengroceries, 
43 basic shops, and 75 mobile routes. The basic shops and mobile routes
 
are oriented toward providing low income families with low cost food.
 

The role of AMC is now under review, and its mode of operation
 
Is expected to change. A 1978 report for USAID/GOJ by Francis A. Kutish,
 
"Assessment of Agricultural Marketing in Jamaica with Special Reference to
 
Small Farmers in Portland Parish" described the weaknesses of AMC as follows:
 

"Its functions developed generally in three broad areas: purchasing of
 
commodities, distribution of commodities, and providing ancillary market
 
-services. As a consequence, the AMIC has found itself with duties relat­
* ing to farm price support, holding down general consumer food costs, and
 
welfare activities for low-income consumers. Often these functions con­
flict. In an effort to rationalize these conflicts, the blame has been
 
put on the higgler system for taking too wide a margin.
 

"Through its retailing efforts, AMC hoped that sufficient competition
 
would be injected to hold down consumer prices by cutting the higgler
 
retailing margins. But the AIC has never controlled enough of the re­
tail business to be an effective price setter. Although approximately
 
20 percent of the domestic food output has been handled by AMC, much of
 
this is supplied to institutions or wholesaled to higglers, supermarkets,
 
hotels, restaurants, wholesalers, or distributors.
 

"Although AMC has grade specifications for its purchases, they frequently
 
are not closely adhered to. More training and closer supervision are
 
needed for the buyers. Cooling and storage facilities at some of the
 
branch stations are inadequate, and management of storage often falls
 
short. Despite the weekly radio communication between all offices, the
 
spatial distribution of products over the island frequently leaves much
 
to be desired.
 

"All this, plus problems of excessive spoilage, waste, shrinkage, pilfer­
age, and procurement of unsalable foodstuffs, result in the AMC operating
 
in the red. The 1976 FAO/IDB study of agricultural marketing found AMC
 
suffering from problems of shortage of management, poor sites, inadequate
 
facilities and conflicting political objectives--and that in general
 
AMC was overextended both in crop coverage and in management. The April
 
1978, IICA study, 'Brief Overall Diagnosis of Hillside Farming in Jamaica,
 
concluded that one of the AMC mistakes is to compete and try to put the
 
higglers our of business. It found AMC to be a very large organization,
 
and because of its complexity, faces many problems such as bureaucratic
 
inefficiency, labor unrest, heavy financial losses, poor distribution,
 
high operating costs, and lack of proper research into market intelli­
gence.
 

"The dual charge to ANC to serve as a direction setter and a price sup­
porter on the production side and a means of holding down food costs on
 
the consumer side results all too often in policy conflicts--with the
 
result that the agency fails to accomplish either."
 



3) .S9 rmrktets 

There are a number of supermarkets of various sizes handling a 
varied product mix operating throughout Jamaica. Most are found in shop­
ping centers or higher income areas of the larger urban centers. Fresh
 
food crops sales are estimated in the Francis A. Kutish report at 
5 to 10
 
percent of total weekly sales and 
meats at 28 to 30 percent. The major

deterrent to an expansion in the volume of food crops sold through super­
markets is the lack of a continuing supply and volume of high quality
 
graded products.
 

4) Hotel, Restaurant and Institutional Trade
 

The hotel, restaurant and institutional trade is a very signifi­
cant portion of the total food market. 
 The tourist trade is the second
 
largest source of foreign exchange, and the demands of hotels and 
restau­
rants are very specific as 
to quality, volume, and continuity of supply.

Currently, the trade obtains most of 
its requirements through imports

although in many cases the same products that are imported are pro­
duced in Jamaica. 
The problem for the trade in purchasing local products

is that there are no 
entities in Jamaica with the capacity to assemble the

volume of the premium quality products required to maintain a continuous
 
supply. The present marketing system does not 
provide for volume differen­
tiation of products and monetary rewards for quality.­

5) Transportation 

Although the road system between major 
towns and cities is fairly
 
good, roads 
in many producing areas are very poor or practically non­existent. Availability of trucks in major producing areas appears to be

adequate although in less developed production areas there is a problem

with the availability of any kind of vehicle. 
 In these areas, produce is
 
carried by donkey or on the backs of farmers 
or higglers from the farm to
 
a road where a truck, bus, taxi or other vehicle can pick it up. 
 The small

volume of produce to 
be picked up under this system is highly inefficient
 
and custly.
 

There are few refrigerated trucks hauling fresh produce. 
 The

bulk of the produce is hauled on 
open trucks of various sizes. Many hig­
glers ride buses with their produce piled on a carrier rack on 
the roof of

the bus. The manner of packing and handling of produce results in a high

incidence of bruising. In general, little care 
is taken and little appre­
ciation is given to the perishable nature of fresh produce in the transpor­
tation of food crops.
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6) Cooperatives
 

Although production and marketing of the traditional crops

(mostly for processing and/or export) is cooperatively organized, comparable

organization in the domestic food crops is practically non-existent.
 
Food crop producers in general do not perform the functions of grading and
packing. 
The little grading that is done is undertaken at the roadside,

where small traders pick up produce, or at the market. 
The use of grades

and standards of quality is neither formalized nor standardized. A concept

of "fair 
average quality" is the accepted norm, both for purchasing and as
 
the basis of Government price collection and reporting.
 

7) Storage
 

Storage facilities are limited. 
 Cold storage capacity is almost

entirely within the AMC structure and totals between 250 and 300 tons. Cold
 
storages are located at AMC's main depot in Kingston and in some of their

other area depots. They are generally in poor condition and poorly opera­
ted with losses exceeding 30 percent. 
 Cold storage capacity is insignifi­
cant, representing only 0.3 percent of marketed product. 
 Dry storage opera­
ted by AMC totals 480,000 cubic feet and is utilized for short-term storage

of peanuts, yams, beans, etc. 
 If utilized properly, it would bc signifi­
cant, but the facilities are very poor and outdated. 
There is a need for
 
both cold and 
comnon storage for limited periods for commodities such as
 
potatoes, onions, citrus and similar crops. 
 Storage is required mainly in

the producing areas and in regional centers of distribution. Freezer stor­
age on the island is estimated at 
1.9 million cubic feet concentrated in
 
Kingston and Montego Bay. 
 This is mainly for frozen processed products.
 

8) Processing 

There are about 125 agricultural processing plants in Jamaica,

but they are not 
being utilized to capacity. Many were established by the

Coverrment to utilize "surplus" crops. 
 Because of underutilization, the
 
Government has now invoked a moratorium on construction of new processing

facilities. 
Processing suffers, basically, from high priced inputs,

unavailability of equipment and parts, a general lack of technical know-how

and the lack of an agricultural base producing specifically for processing.
 

9) Jamaica Agricultural Society (JAS)
 

The JAS, largest and oldest farm organization in the country,

is involved in several 
areas of marketing. The organization has branches

in various localities of the country. 
Many of these branches have farm
 
supply stores that, although inadequately financed and supplied, attempt

to provide farmers with factor inputs. 
 The JAS, in cooperation with AMC,
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has been involved in a project to take over the former AMC buying stations
 
and provide a collection function to AMC. Currently, the project is work­
ing only in one locality. The JAS is farmer-based and national in scope
 
but lacks financing, personnel and expertise.
 

3. Problems and Constraints
 

The evolution of an atomistic market structure (many small inter­
mediaries) servicing an atomistic production sector (many small producers)
 
has resulted in an inefficient and inflexible marketing system. There are
 
few market intermediaries capable of concentrating a large enough volume
 
of a particular type, variety or quality of commodity to fulfill 
the demand
 
that exists for "differentiated" products. There are no wholesale inter­
mediaries (including AMC) or wholesale facilities capable of efficiently
 
influencing the orderly movement of products from those areas where sur­
pluses occur to deficit areas. At the production end, no one producing unit
 
or entity is sufficiently large, or strategically located, to assemble a
 
large enough volume of a particular commodity to permit proper sorting into
 
various qualities (grading) and packing and shipping it to the areas where
 
it is demanded.
 

Products frequently go from outlying parishes to Kingston and then
 
back again. Marketing costs are conservatively estimated at 68 percent.
 
This is extremely high considering the low quality of produce and the few
 
services involved. Production has failed to expand as anticipated by the
 
CO.] in spite of numerous programs and projects aimed at increasing produc­
tion beCause the required market stimulus is not forthcoming. Specific
 
problems have been identified as follows:
 

(1) 	Small farmers have difficulties in finding buyers for their produce.
 
A commonly heard complaint of small growers is that they cannot
 
find anyone to buy their products. Or, if they can find a buyer,
 
his price offer is so low that it isn't worthwhile to produce the
 
product. Also, the volume that can be taken may only be a portion
 
of the total volume produced.
 

(2) 	Country higgler buyers pick up si.iall quantities and mixed lots
 
resulting in high assembly costs per unit. Higglers who go from
 
gate to gate to buy produce from small growers must make several
 
stops to get their purchases and travel a considerable distance
 
to get any volume of produce. And, they wind up with a varied
 
load of products.
 

(3) 	Low volume handled by higglers requires high markups. The small
 
quantities of food typically handled weekly by higglers require a
 
larger markup in order for them to live.
 



(4) .(:*dit(or rctail 
 hilers is lack!in. The need to turn to non­
institutional sources for credit and the large number of higglersseeking this credit makes it difficult for higglers to handle
 
larger volumes.
 

(5) Public markets are inadquate and inconvenient. 
Most 	of the public
markets are old, lack adequate space and light, 
are unsanitary, and
have inadequate storage facilities. 
 There 	are not enough of them at
conveniently located places in the urban areas 
to attract and serve
 
the consumers.
 

(6) Transportation is inadequate. 
 Small growers or intermediaries liv­ing beyond the bounds of existing improved roads find travel to and
from markets difficult. 
 This 	increases costs, restricts access to

market and increases damage to fragile products.
 

(7) Retail prices fail to reflect consumer preferences.
Farm production tends to follow a traditional planting pattern and
does not respond quickly to changes in consumer demand.
 

(8) Sharp differences in market prices exist among parish markets.
Produce fails to move quickly between parishes in response to 
short
 
supplies or gluts at 
these 	markets.
 

(9) There are large amounts of physical wastage and spoilage. Losses of
30 to 
40 percent of the value of the crop are estimated to result
 
from spoilage and wastage.
 

(10) 	 Retail prices of fresh produce are "stick. Higglers tend to main­tain the retail prices of their deteriorating luality produce and
then have to discard it 
as unfit, rather than reducing the price soon
enough to sell 
it while the product is still salable.
 

(H1) 	 Daily_ market intelligence is lacking. Neither buyers nor growers
have adequate knowledge of current prices over the island. 
There
are two newspapers which publish retail prices for a limited number
of crops, but do not mention volume, quality of produce and demand.
Monthly estimates of marketings are collected by the MOA, but are
used internally only and neither published nor broadcast. 
 The small
grower has no knowledge on which to base his marketing decisions.
The higglers are restricted in their market knowledge to what they

can pick up by word-of-mouth.
 

(12) 	 Podurtion planning information is lacking. 
 The Government makes
quarterly crop surveys, but 
no information is disseminated to growers.
There is no projection of expected supplies, demand and income pros­pects for the different crops 
to provide the producer with economic
intelligence to use 
in making his production decisions.
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(13) 	 There is a failure to use readily acceptable grades and standards.
 
Failure to develop and use grades and standards impedes trading of
 
produce, for it means every lot must be inspected personally to
 
establish grade and quality as a basis for price. This problem
 
makes it very difficult to trade by telephone and increases the
 
time needed to carry out the marketing process.
 

(14) 	 There are substantial seasonal gluts and shortages. Frequently it
 
is a case of too much, followed by too little. Storage of seasonal
 
surpluses for later use is inadequate, and there is lack of planned
 
production to try to meet off-season demand. The result is inade­
quate producer outlets during seasonal gluts and dissatisfied con­
sumers during shortages.
 

(15) 	 Nutritional needs and consmer demands are not sufficiently reflected
 
in setting Government price supports. Too much emphasis is placed
 
on cost of production as a basis for production policies. This is
 
not necessarily a good indicator of production patterns which are
 
in the best interests of the consumer.
 

(16) 	 Small growers employ excessively low levels of technology. This
 
results in poor quality of products produced, and inadequate national
 
volume of output of certain crops. It also contributes to low small
 

farmer income.
 

(17) 	 Because of uncertainty, instability, or lack of confidence, growers
 
1)aLe and small generate inadequate investment.
 

(18) 	 Supermarkets are unable to get a steady supply of acceptable quality
 
of fresh produce. Customers cannot depend on them as a steady source
 
of quality produce which in turn impedes the growth of supermarkets
 
in selling fresh produce.
 

(19) 	 There is a lack of a well developed and structured wholesale distri­
bution network. Jamaica is one of the few more highly developed
 
Third World countries that does not have a prominent group of whole­
sale distributors. This can be attributed to a number of factors
 
including a lack of wholesale facilities and a lack of adequate
 
sources of credit.
 

(20) 	 Trained and experienced agricultural marketing personnel are lacking
 
in the public and private sectors with the necessary grasp of post
 
harvest technology and marketing techniques.
 

(21) 	 No institution exists specificallv to assist those engaged in market­
ing agricultural and food products and to initiate required changes
 

in the system.
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Most of these problems can be synthesized into the following nine

constraints and are addressed in this Project:
 

(1) High Assembly Costs
 
(2) High Wastage and Spoilage

(3) Absence of Uniform Grades and Standards
 
(4) High Marketing Margins (Retail and Wholesale)

(5) Absence of Adequate Market Intelligence

(6) Lack of Production Planning Based on Market Demand
 
(7) Lack of Adequate Distribution
 
(8) Lack of Wholesale Market Facilities
 
(9) Lack of a Marketing Institution (Department or Division) within
 

the Ministry of Agriculture
 

4. Project Rationale and Strategy
 

Marketing has been identified as one of the greatest stumbling
blocks to increasing agricultural production in Jamaica. 
Under present con­ditions, the marketing system is unable to cope with larger volumes of
product and does not relay the demands of consumers, reflected in price
movements, back to producers. 
Moreover, post harvest losses in Jamaica
 are currently estimated at 30 
to 40 percent. 
With a 40 percent loss, an increase
in production of 66 percent would be required to offset the loss. 
 This would

be impossible within the life of the Project.
 

Greater benefit, therefore, can be achieved by investing in the
marker'ng system and upgrading its efficiency rather than by concentrating

solely on increasing production. 
Any increases achieved in production,
without accompanying improvements in marketing, will only increase the rate
of post harvest losses. 
 With or without production expansion, marketing
improvements can result in (a) 
a relatively large increase in the availabil­ity of agricultural and food products 
to the consumer, (b) increased income
for the farmer and those engaged in the various functions of marketing,

and (c) a range of benefits for consumers.
 

The GOJ has adopted a National Agricultural and Food Marketing
Policy and Strategy (Annex F). 
 The Policy and Strategy recognize that the
present system, although inadequate, can be upgraded through the provision
of assistance, extension, and training to intermediaries and producers to
increase efficiency of opera-'*,ns and bring about 
more rapid technological

change. MOA is given responsibility for marketing of agricultural and food
 
products.
 

To effect changes and improvements in the marketing system requires
an 
institution to undertake marketing development activities and marketing

extension. 
 The Marketing Division to be established in the MOA will fulfill
 
that function.
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To achieve efficient distribution of agricultural and food products,
wholesale distribution facilities are 
required to permit assembly, concen­tration and distribution of quality products in volume. 
 (See 	Figures
2 and 3.) 
 The Subterminal Wholesale Distribution Markets to be constructed
and established in four areas of the country will enhance orderly marketing
and the efficient distribution of products. 
 In addition, they will facili­tate more adequate market regulation and monitoring, and the development,

dissemination and utilization of market information.
 

The establishment of Assembly and Grading Stations will facili­tate the assembly of commodities as near 
as possible to the farmgate into
volumes large enough 
to sort into different grades and permit the volume
shipment of these commodities by grade to 
the market or buyers where they
are required. By distributing the various grades or qualities of commodi­ties to those differentiated markets where a premium can be earned for the
best quality (such as 
to the hotel and restaurant 
trade) and distributing
the other grades at 
varying reduced prices in less discriminating markets,

higher profits can accrue 
to the farmers.
 

5. 
Other Donor Assistance and Related Agricultural Sector Programs
 

The adoption by the GOJ of 
a National Agricultural and Food
Marketing Policy and Strategy was a precondition established by both the
Inter-American Development Bank (IDB) and USAID for funding of marketing
projects. 
Over the past several months, discussions have been held with
the GOJ and IDB to formulate measures to achieve the strategy objectives.
The Agricultural Marketing Project is the second key element of 
an overall
marketing development strategy. 
The first element, the reconstruction of
Parish Retail Markets, is underway, funded by IBRD, and will be expanded
under a project soon to be approved by IDB. 
 The third element, the construc­tion 	of a new Terminal liolesale Distribution Market and the reconstruc­tion 	of retail markets in the Kingston-St. Andrew area, is 
in the planning
stage. 
 Several donor agencies have expressed interest in funding this
project which will likely be scheduled for 
1982 	or 1983.
 

The Project will be implemented in cooperation with other GOJ
ministries and agencies. 
 It will be complementary to, and in certain cases
 a prerequisite to, 
achieving goals and objectives for other GOJ and inter­national donor agency-funded projects now 
in operation 
or soon to be imple­
mented. These projects include the 
following:
 

(1) 	Inland Fisheries Proect (USAID) ($8.9 million) 1
 The establishment of the Marketing Division, construction of sub­terminal markets and development of producer marketing organiza­
tions will enhance the benefits of this $8.9 million project. 
 Once
the volume of freshwater fish reaches the level at which local mar­kets near the producing area can no 
longer absorb the supply,
 

Figures for this and all projects in this 
listing include GOJ contribution.
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countrywide distribution will be a constraint re-quiring the 
con­
certed efforts of a Marketing rvi'ision and the facilities and
 
intermediaries to assemble, concentrate and distribute.
 

(2-) 	 IBRD First Rural Development ($15 million)

Nine parish markets in the Westrrn Region of Jamaica are being
reconstructed. 
 These markets will benefit directly from implemen­
tation of this Agricultural Marketing Project and their long run
 
prospects will be improved by an improved wholesale distribution
 
network and by the marketing extension activities of the Marketing
 
Division.
 

(3) 	1DB Parish Market Reconstruction Project ($10 million)

Under this project, 17 Parish retail markets (located throughout

all regions except the western) will be reconstructed. Optimum

use of these markets will depend upon this Agricultural Marketing
 
Project.
 

(4) 	Integrated Rural Development Project (USAID) ($26 million)

The proposed Agricultural Marketing Project will be instrumental
 
in initiating marketing programs for the 4,000 farmer families
 
involved in this program.
 

(5) 	Agricultural Planning Project (USAID) 
($6.6 million)

This project will upgrade the MOA's capability to collect and

analyze data, manage the 
training of its personnel, and develop,

interpret and analyze government policies as they affect agri­
cultural and rural development. The Agricultural Marketing

Project will utilize basic data developed by the Planning Project

and in turn will provide it with an analysis of markets, situation
 
and outlook analysis, and daily and periodic market news.
 

(6) 	Self-Supporting Farmers Develonment Program (GOJ/IDB) ($34 million)

This 1DB-funded credit program is operated by the Jamaica Develop­
ment Bank for farmers in the 5-25 acre category. Interest of

10 percent is charged with the repayment and moratorium depending

upon the nature of the enterprise. Farmers must provide security

for loans, preferably a registered title for the land on which the
development is to be undertaken. 
There is no ceiling on the amount
 
of a loan.
 

(7) Agricultural Radio Project (USAID/GOJ/JBC) (S0.5 million)

This project will build a radio transmitter in Mandeville apd
broadcast agricultural programs to the small farmers in the area.
This will facilitate the dissemination of market reports and exten­
sion information developed by the Marketing Division.
 

(8) National Planning Project (USAID/GOJ) ($0.3 million)

The Agricultural Marketing Advisor funded under this project has
assisted the MOA to develop a Marketing Strategy and Policy. 
The
 
proposed Project 
is part of that strategy.
 



Two related ((MJ) agricultural sector programs that will benefit
 
from the Project include Project Land Lease and Pioneer Farms. The Project
 
will provide marketing expertise and assistance in developing marketing
 
programs for farms established under these programs.
 

Other programs and activities that will be benefited by the Pro­
ject as well as be beneficial to the Project include those encompassed by
 
the Agricultural Credit Board, the Crop Lien Program, the Jamaica Industrial
 
Devplopment Corporation, and the Jamaica Export Trading Corporation.
 



Figure 2 
Illustration of Proposed Marketing Distribution System
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Figure 3
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B. 	 Project Components
 

1. 	Goal and Purpose
 

The goal of the Project is to improve the living standards of
 
farmers, 
consumers and market intermediaries. This will be achieved by

reducing post harvest losses, increasing producers' share of final price

for the product, cutting intermediaries' costs, and providing larger

quantities of better quality food to 
consumers.
 

The purpose of the Project is to improve the efficiency of the
 

marketing system. This will be undertaken in two phases.
 

To accomplish the goal and purpose, the Project provides for:
 

Phase I - the establishment of 

of Agriculture; 

a Marketing Division in the Ministry 

Phase II a - the construction of four Subterminal Wholesale Distribution 
Markets; and, 

b - the establishment and construction of 25 Assembly and Grad­
ing Stations in producing areas.
 

Phase 	I
 

2. 	Marketing Division
 

AID -	Loan $4,700,000
 

GOJ -	$3,426,000
 

A Marketing Division in the Ministry of Agriculture will be

established and strengthened through technical assistance, training, com­
modity support, and additional personnel so 
that it will have the capability
 
to undertake the following activities:
 

Marketing Development - Assist individuals, firms and government insti­
tutions involved in the agricultural marketing system to perform their
 
marketing functions more efficiently. Marketing development includes:
 

a) 	Post-Harvest Technology - assisting with commodity and food
 
handling techniques, storage, processing, grading, packing,
 
and transportation;
 

b) 	Producer Support 
- helping producers in organizing to market their
 
produce, to improve their harvesting, handling, grading, packing,

and transportation methods, 
to improve the assembling of their
 
products into larger volumes of identifiable grades, and to dis­
tribute factor inputs; and,
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c) Product Distribution - assisting wholesalers and retailers
 
(including AMC) in the agricultural marketing system to per­
form their roles better: 1) to assist them in improving their
 
organization; 2) to upgrade their marketing techniques; 3) to
 
assist them in obtaining financing; 4) to assist them in setting
 
up record keeping systems; 5) to assist them in expanding their
 
operations to a more efficient level; and, 6) to plan and up­
grade marketing facilities and market infrastructure.
 

Development of Markets - Assist in the acquisition of new markets and
 
the expansion of existing markets, either domestic or export, and assist
 
in developing new products and crops or finding new uses for existing
 
ones.
 

Market Information - Provide market analysis, supply and demand analysis,
 
crop forecasts, periodic situation and outlook reports, market monitoring
 
of prices, volume and quality, storage and processor stocks, domestic
 
market trends, international supply and demand, imports, exports,
 
export trends and the dissemination of timely reports, publications and
 
news releases.
 

Market Research - Perform research on commodity production costs, market­
ing costs and profit margins at each marketing stage.
 

Marketing Training and Extension 
- Upgrade the level of marketing aware­
ness of producers, market intermediaries, government employees engaged
 
in servicing agriculture, and individuals, firms or government institu­
tions performing any of the functions of marketing.
 

Quality Assurance 
- Develop and enforce grades and quality standards for
 
the domestic and export markets. The regulation of marketing practices
 
and compliance with grades and standards will be enforced by trained
 
inspectors.
 

a, Technical Assistance
 

The level, types and timing of technical assistance are based
 
upon the need to fill the marketing expertise gap in the MOA in the short
 
run while training the Marketing Division to be self-sustaining by the end
 
of the Project. A total of 32.5 person-years of technical assistance will
 
be required for these purposes at a cost of $4 million.
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The technical assistance to be provided includes the following
 
(See Annex G for job descriptions and Figure 4 for the proposed technical
 
assistance schedule):
 

a) Long-term technical advisors (29.5 person-years)
 

- Team Leader
 
- Horticultural Marketing Specialist
 
- Livestock and Animal Products Marketing Specialist
 
- Market Information Specialist
 
- Market Training Specialist
 
- Inspection/Quality Assurance Specialist
 
- Market Management Specialisa.
 

b) Short-term consultants as required (3 person-years)
 

- Storage Specialist
 
- Processing Specialist
 
- Grading and Packing Systems Specialist
 
- Architect/Engineer
 
- Wholesale Distribution Specialist 
- Export Marketing Specialist
 
- Market Administration/Institutional Development Specialists
 

Commodity areas requiring technical assistance include fruit,
 
vegetables, flowers and ornamentals, livestock, dairy and fish. In addition,
 
technical assistance is required in areas of processing and in producer
 
organization. Recognizing the limitation in the number of advisors that
 
could be provided, it was deemed advisable,to provide a Livestock and
 
Animal Products Marketing Specialist with some knowledge of the principles
 
of fish marketing and experience in producer organization and in aspects

of processing. The Horticultural Marketing Specialist would have knowledge
 
of marketing fruits, vegetables, flowers and ornamentals, in various as­
pects of processing, in the operation of grading and packing plants and in
 
producer organization. The co-modity advisors will be required throughout
 
the full duration of the Project.
 

The Marketing Information Specialist will be required to assist
 
with the marketing information/intelligence program of the Division. 
His/
 
her services are required as 
soon as possible after initiation of the
 
Project. It is believed that three years wil 
be sufficient for this
 
advisor to help establish a satisfactory marketing information program as
 
there is already a base upon which to work. The same is true for the Qual­
ity Assurance Specialist. There is now a unit responsible for inspection
 
of fresh produce for export. Utilizing the existing competence, four years

should be sufficient 
to develop grades and standards and a comprehensive

quality control/inspection program in the Divist6n. 
A Marketing Training
 
Specialist is needed to assist in initiating and carrying out marketing

training programs. Because of the dearth of trained marketing people,
 
this specialist will be required throughout the duration of the Project.
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Figure 4 

Technical Assistance Scheduling 

Area of Assistance Year 1 Year 2 Year 3 Year 4 Year 5 Persoi 
Years 

Long Term 

Team Leader 5 

Horticulture Marketing 
Specialist I 

Livestock & Animal Products 
Marketing Specialist 

5 

Marketing Information Specialist 3 

Inspection/Quality 
Specialist 

Assurance 4 

Marketing Training Specialist __ 

Market Management Specialist 2 

Subtotal (person years) 29 

Short Term 

Storage Specialist 

, 
Persoi 
Month! 

6 

Processing Specialist 3 

Wholesale Distribution 
Specialist 

3 

Export Marketing Specialist 4 

Grading & Packing Systems 
Specialist 

2 

Architect - Wholesale Markets 
& Producer Markets 

6 

Miscellaneous as Required 

Subtotal (person years) 
Total (person years) 

S 

12 

3 
32 
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A Market Nmiagunm.nt Specialist is re'quirt, d to assist the MOA, other rtelatedministries and market intermediaries in the operation and managementthe wholesale distribution system. The tJime 
of 

full services. of the advisorwill not be required until midway in the Project when the first Subrerminal
Wholesale Distribution Market is nearing completion.
 

In addition to 
the long term advisors, short-term consultants
will be required from time to time in special technical areas such as:
storage, processing, wholesale dibtribution, export marketing, grading
and packing systems, mass media communications, architects, extension
techniques, marketing administration and institutional development.
 

Because of the complexity and broad scope of work to be under­taken, 
a Team Leader will be required to assist the Director of the Market­ing Division in coordinating the technical assistance program. 
Under the
current USAID National Planning Project, a Marketing Advisor is being
provided through October 1979. 
 The advisor will be available to assist
with start-up and initial implementation of this Agricultural Marketing
Project. 
 The GOJ has also indicated its intention to request an extension
of this 
same advisor to fill the position of Team Leader.
 

b. Training
 

There is 
a dearth of people in Jamaica trained and experienced
in rhe field of agricultural and food marketing in either the public or
private sector. 
 Training in various aspects of marketing is a prerequi­site 
to achieving improvements in the marketing system. 
Training for the
three elements of the Project will be centered in the Marketing Division,
and will bV undertaken in cooperation with the Training Division of the
 
MOA.
 

Training will be undertaken at two levels. 
 Level one is the
training of Division staff. Level two is the training of individuals
involved in the Subterminal Wholesale Distribution Markets and Assembly
and Grading Stations and other participants in the marketing system.
Training at 
level two will be undertaken by Division staff and technical
advisors in cooperation with the Training Division of the MOA.
 

Training will consist of 20 person-years of long-term external
training (10 persons undertaking a two-year master's degree or 
equivalent
program), 5 person-years of short-term external training (20 persons under­taking three-month training programs), and 34.6 person-years of short­term in-country training (600 persons undertaking thrae-week in-country
courses). A total of 59.6 person-years of training will be provided,
affording training in various aspects of marketing to 
630 people. The long­term and short-term external training will be financed through USAID funds
and the short-term internal training through GOJ funding. 
Prior to the
participant trainees' departure from Jamaica, the GOJ will implement pro­ci-dures for ensuring that the 
participants will return 
to their posts for
a period of time not 
less than twice the length of time spent in training.

(See Table 2 and Figure 5.)
 

http:Nmiagunm.nt


Table 2 

Training Programs by Type of Training, Subject Matter and Number of Participants
 

Subject 
S_____rLong-Term 


General Marketing 
Exporting 

Grading & Packing 

Market Research 
Connodity Marketing 

Market Tnformation/
Anal.ysis 


Packaging/Transpor­
tation 


Storage Operation 
Market Management 

Processing - Logistics 

Retailing & Management 
Wholesaling & Management 


Quality Assurance/

Inspection 


Market Regulations 
Market Monitoring 
Harvesting & Handling 


Market Structure 


Tvne of Training 
(External)I-Short-term (External) 

(2 Years Each) (3 Months Each) 
1 

1 
3 

1 1 
2 

i 2 

1 

1 
1 1 

1 
4 

2 
2 

2
 

10 20 


I Short-Term (In-Country)
 

(3 Weeks Each)
 

100 
20
 
60
 
20 
20 

20 

20
 
20 
20
 
20
 

60 
60
 

20
 
20 
20 

100
 

600
 



Figure 5 

Marketing Project Training Scheduling 

Activi ty 

Master's or Equivalent 

Yearear 2 Year 3 Year 4 Year 5 

First Program (3 degrees) 

Second Program (4 degrees) 
Third Program (3 degrees) 

I 

Short Term - External 

20 persons to be trained at 3 months/person 

Short Term -In-Country 

20 persons per 3-week course (6 per year) 

(2)I 
-(2 

(5) 

-(120) 

(8) 

(120) 

(4) 

(20) 

(1) 

-(12) 

i 

U' 

I 
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Muster's or Enivah'nt TraLniij
 

Ten candidates will be 
 ciected from among MOA staff 
to be assigned
to the Marketing Division and/or from new staff recruited for the Division.
During the first 
year of the Project, three persons will be sent 
to a U.S.
 
university for two years of training in special areas of marketing.

the beginning of year two, 

At
 
four more persons will be sent, and at 
mid-year
of year two, three more persons will be sent. 
 The first three will'cooplcte
training and return to 
take up duties in the Division in the middle of the
 

third year of the Project.
 

Short-Term Training - External 

Persons selected will receive three months of training at various
institutions, organizations or firms in countries other than Jamaica.
Trainees will receive either practical experience or training in a special­ized field in a training program. 
Two persons will receive training in the
first year, five in 
the second, eight in the third, four in the fourth, and
one 
in the last year of the Project. Short-term external training will
concentrate mostly 
on staff of the Marketing Division and key staff of

the Subterminal Vholesale Distribution Markets.
 

Short-Term Training - In-Country 

Short-term in-country training will be financed by the GOJ and will
be undertaken in cooperation with the Training Division of 
the MOA. The
Training Division will provide facilities and assist 
in scheduling the
courses. 
 Training will be conducted by the Marketing Training Specialist
and other technical advisors and by key staff of the Marketing Division.
 

Training courses will be three weeks in 
duration with 20 persons
in 4ach class. 
 Six courses %ill be given each year, approximately one 
every
other month and will be conducted in the MOA training facilities. 
 A total
of 120 persons will be 
trained per year with 600 trained during the 
course
 
of the Project.
 

In addition, on-the-job training will be given during the 
course
of establishing the Assembly and Grading Stations and the Subterminal Whole­sale Distribution Markets. 
This training will be undertaken by technical
advisors and Marketing Division staff. 
The 'irst two Assembly and Grading
Stations established the first year will serve as 
on-the-job training
facilities for both Marketing Division staff and members of the rural commun­
ity.
 

The Jamaica School of Agriculture (JSA) is the principal educa­tional 
institution in Jamaica providing formal training in agricultural
subjects. Some dialogue has already been held with JSA with regard to 
the
possibilities for upgrading the marketing curriculum. 
 Further discussions
will be held on the possibility of technical advisors and Marketing Division
staff teaching courses 
in specialized areas 
 f marketing at JSA.
 



-27­

c. Commodity Support
 

Transportation will beof tiw Project. 
a key factor in successful implementationThe Ministry has no vehicles for new projects, and staffimmobility is already 
a serious problem.
 

A total of 11 
utility vehicles will be financed for use
Marketing Division. by the
Two vehicles are 
required for'each of the three
branches of the Division to carry out 
their programs. 
One vehicle is
required for administrative purposes, and one vehicle is required in each
of the four districts. 
 Other commodities 

eous equipment an 

to be provided include miscellan­supplies required 
for training programs, research and
general Division activities. 
 These include calculators, audio-visual equip­ment and equipment for quality control and inspection.
 

Scheduling for the procurement of these commodities will be as
shown in Figure 6.
 

Figure 6
 

Commodity Scheduling
 

-Marketing Division Year1 I Year 2 Year 3 Year 4 Year 5; 

Ordering & Delivery 
of 5 Utility
Vehicles (5) 

--" 

Ordering & Delivery
 
of 6 Utility 
 (6)

Vehicles
 

Miscellaneous Equip­
ment (Calculators, I 
films, etc.) I 
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d. Personnel
 

The Markvting Division has been structured to meet the minimal
requirements of providing the various activities and 
functions that must
be performed 
to upgrade the Agricultural and Food Marketing System.. 
The
structure of the Division is based upon the experience of similar
divisions in other commonwealth countries, both developing and developed,
and adapted to conditions existing in Jamaica. 
The Division will consist
of three branches, and eight units, each with a specific task, but each
having complementary interactions with other units. 
 The number and com­position of staff to be provided are considered the minimum necessary to pro­vide the broad spectrum of services required (Table 3 and Figure 7).
 
The professional marketing staff of the Division will total 55
while support staff will total 41. 
 There are currently 25 positions in the
MOA which have been identified as marketing related, and these will be
transferred to tne Division. The remaining 71 positions will be recruited
during the first 
two years of the Project.
 

The Director of the Division will be the Project Manager.
Director/Project Manager, with the assistance of 
The
 

the technical advisors,
will be responsible for implementing the Project and establishing the
 
Division.
 

In 
addition to the Director/Project Manager, the Project staff
will consist of 
the following:
 

Assistant Directors 
(3)

Three Assistant Directors 
are required 
for the three branches of
thQ Division.
 

Unit Heads/Marketing Soecialists 
(7)
Unit required to develop programs and 

S Tven Heads are 


oversee the speci­fic undertakings of their units.
 

Aricuitural Marketing Specialists (16)
Agricultural Marketing Specialists with expert knowledge of particular
commodity or 
functional 
areas are 

of 

required to carry out the activities
each of the Units. They will be 
the 
core of the Division. The
commodity and functional specialists will 
serve as 
resource personnel
to 
the various subprojects and activities while the other specialists
will be involved in specific areas 
providing continuing information and
services. 
 These 16 specialists include the following:
 

2 Outlook Specialists
 
2 Marketing Research Specialists

I 
Fruit and Vegetable Marketing Specialist

I 
Livestock and Animal Products Marketing Specialist
1 
Food Grains and Traditional Crops Marketing Specialist

2 Agricultural Export Marketing Specialists
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Table 3 

Marketing Division Staffing Requirements and Costs-' 

($000) 

Grade 

SMG 

NPS 

PMA 

FAA 

PST 
TSSGT 

CR 

ST 

LMO 

Position 

Directors 

Marketing Specialists 

Administration/Personnel 

Finance 

Inspection/Monitor 
Lab Technician 

Clerk 

Stenographer/Typist 

Driver 

Subtotal (salary & allowanpes + 25% 

bonus 
Fringe Benefits (15 %) 

Travel 

Consultants (As required) 

Total 

Less Staff now in'MOA (including 
travel, bonuses and allowances) 
Additional Funding Required 

Total 
Number 

(4) 

(35) 

( 3) 

(2) 

(16) 

(1) 

(11) 

(19) 

(5) 

(96) 

Year 1 

Staff in Place$ 

(4) 52 

(20) 169 

( 3) 19 

(2) 14 

(12) 71 

(1) 5 

(6) 18 

(11) 35 
(2) 5 

388 

58 

7 

44 

(61) 497 

226 

271 

Year 2 

Staff in Place
$ 

(4) 53 

(35) 291 

( 3) 20 

(2) 15 
(16) 97 

(1) 5 

(11) 34 

(19) 58 
(5) 13 

587 

88 

10 

45 

(96) 730 

234 

496 

Year 3 Year 4 Year 5 Total 

$ $ $ $ 

55 56 57 273 
301 311 320 1,392 

21 22 22 104 

15 16 17 77 
101 106 110 485 

5 5 6 26 

35 37 37 161 

61 63 66 283 
13 14 14 59 

608 630 649 2,862­

91 94 98 429 

10 10 10 47­

45 45 45 224 

754 779 802 3,562 

241 249 256 1,206 

513 530 546 2,356 

1 

1 / Includes annual salary increments 
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1 Retail and Wholesale Marketing Specialist
 
1 Agro-Industries and Food Processing Specialist
 
1 Producer Marketing Specialist
 
1 Senior Market Inspector
 
2 Agricultural Marketing Specialists in Quality Control
 
1 Agricultural Marketing Training Specialist
 

Four Regional Officers/arketing Specialists will be assigned, one
 
to each Regional Office. They art 
required to provide administrative respon­
sibility for 24 out-posted field staff of the three branches. 
 In addition,

they will 
serve as senior marketing extension specialists. They will be

responsible directly to the Director of the Marketing Division, but will

also report to the Regional Director to facilitate regional administration
 
of field activities undertaken by the Division.
 

Eight marketing extension specialists in the Marketing Develop­
ment 
Branch, eight market monitors in the Market Information and Research
 
Branch, and eight inspection officers from the Quality Assurance Branch
 
are required to be out-posted--two of each category in each Region with a
 
total of six in each region. 
 They will look to the Regional Marketing

Officer for administrative matters and assistance. 
When needed, they will
 
have office space and support from the regional offices.
 

On the support side, key officers will include an administrative
 
officer, financial officer, personnel officer, and an accountant. The per­
sonnel officer and the accountant will be out-posted to the Personnel
 
Division and the Accounting Division, respectively. Other staff require­
ments include a lab technician in the Quality Assurance Branch, a research/

statistical librarian in 
the Marketing Information and Research Branch and

clerks (11), secretaries (4), typists (15), and drivers (5) located 
through­
out 
the various branches and units. In addition, funds are provided for
 
local consultants to be used as 
required.
 

c. Marketing Division Budget
 

The life of Project costs for establishing the Marketing Division
 
within the MOA are shown in Table 4.
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Table 4
 

Marketing Division Costs: New Funding 
1/
 

(us $000) 

25 positions in 
the MOA that have been identified that will be transferred to 


Staffing 2-__-

Year 1 Year 2 Ye r 3 Year 4 Year 5 Total Year 1 Ye r 2 ea 3 Y ar4 e r 5 To l 
.. 

Vehicles 50 60-- 271 496 513 530 546 2,356 

V e h i c l e s - F u e l &Maintenance 1 1 0 .... .. . 

Utilities & Miscell-
aneous 

8 27 37 37 37 
146 " 

Training 

Training Supplies &200I 

41 178 208 53 12 

-

492 

7 

20 

7 

20 

7 

20 

7 

20 

7 

20 

35 

100 
Materials 

Miscellaneous Equipment 

Technical Assistance 

Total 

Contingency (5% 

Inflation (10%) 

2 
3 

660 

756 

38 

2 
2 

648 

890 

44 

89 

2 
1 

704 

915 

46 

192 
-

2 

642 

697 

35 

230 

2 

512 

526 

26 

244 

10 

6-

3_166 
3,784 

17S 

741- -

-

306 

15 

550 

28 

55 1 

577 

29 

121 

594 

30 

3197 

610 

31 

283 

0 

2,637 

133 
192656 

Pr o je c t El e me n t I•794Cost 

Total Element 
Cost (USAI

1/ There are 

1,02 3 1,153 

+ COJ), 

962 796 4,70 0 3 2 1-633321 633 7 2 7 727 8 2 821 -924 - 3 , 3 983,398 

-/ 
Includes allowances, fringe benefits, travel expenses, 25 percent project bonus and annual salary increments.
 
the Division
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Phase II
 

Phase II consists of the construction of four (4) Sub-terminal
 
Wholesale Distributors Markets and 25 assembly and Grading Stations.
 
It will be initiated upon completion of required in-depth surveys,

construction plans and costing.
 

It is anticipated that Phase II will commence within one after
 

Phase I.
 

3. Subterminal Wholesale Distribution Markets (Preliminary)
 

AID - $5,860,000
 

GOJ - $5,442,000
 

In order to achieve efficiencies in distribution, reduce post

harvest losses, expand markets for locally produced food crops, and increase
 
availability of graded agricultural products, four Subterminal Wholesale
 
Distribution Markets are planned under the Project. 
 Given the size of the
 
island, its topography, and geographical distribution of production and
 
retail centers, it has been determined that four such markets would provide
 
the most efficient coverage.
 

Selection of sites for the Subterminal Wholesale Distribution
 
Markets will be undertaken in cooperation with Parish Councils, the Ministry

of Local Government, Town Planning, Ministry of Works, and other perti­
nent agencies. Criteria for selection of sites will include:
 

- Patterns of product flow;
 
- Present and historical usage of area for markets;
 
- Adequacy of road network;
 
- Availability of utilities and services;
 
- Location with respect to sources of supply and retail markets;
 
- Overall civic development plans;
 
- Ease of access to main road(s); and,
 
- Physical characteristics of the soil and drainage.
 

Separate buildings or "blocks" situated on sites of approxi­
mately 10 acres are most appropriate to reduce contamination of one type

of product by another and to permit optimum efficiency and utilization of
 
the premises. Size of the blocks is based upon models presented in the FAO
 
study mentioned earlier. The size of 
the site and layout of the various
 
blocks allow for future expansion.
 

Market design will follow closely the principles outlined in the
 
FAO study. Experience of the U.S. Department of Agriculture in designing

wholesale facilities will also be utilized. 
The type of facility will be
 
based on an "open-hall" system, which is considered to be appropriate for
 
Jamaican conditions, considering cost, efficiency and protection of produce.

The four markets will vary somewhat in size, but will consist generally

of market blocks and storage for fruits and vegetables, meat and fish, and
 
general provisions; a general administration block and employee facilities;
 
a maintenance block, a farmers' market; and vendors' offices.
 

The fruit and vegetable and meat and fish market blocks will
 
provide for display, temporary on-floor storage and sales area. In addi­
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tion, office space will be provided for twenty wholesalers on a mezzanine
 
above the sales floors. The general provisions block will provide display

and sales area and, in addition, will serve as a longer term storage area

for produce not requiring temperature or humidity control.
 

A farmers' market will be included in each market with a covered
 
sales area of 25000 square feet plus parking space. This will provide for
20 sales stalls where farmers or higglers may bring their produce to 
the
 
market, park their trucks, wagons, or other type conveyance, and sell
 
directly to wholesalers and/or retailers.
 

The meat and fish cold storage will be located immediately to
 
the rear of the meat and fish market blocks with direct access from the
 
market. The fruit and vegetable cold storages will be located adjacent

to the fruit and vegetable markets. 
Produce can move directly into cold
 
storage either from delivery trucks or from the market. 
Produce can also
 
move directly out of storage onto trucks for immediate delivery (sales

out of storage) or into the markets for display and sale.
 

A general administration block will provide offices and facili­
ties for the management staff of the market and facilities for the produce

inspectors and market monitors. 
A cafeteria, washrooms, dining room and
 
changing rooms will be provided in the employee facility. The maintenance
 
block will provide facilities for storing tools, undertaking minor repairs

on equipment and vehicles and will provide a parking area for the three
 
refrigerated trucks to be provided to each market. 
General maintenance

of all market equipment will be carried out by a general mechanic/mainten­
ance man from the facility. A standby generator and fuel tank will also
 
be located at the facility.
 

Access to the market will be limited to qualified wholesalers
and retailers and to farmers or small market intermediaries. Consumers 
will not be admitted. A system of control will be implemented to limit 
entry into the markets.
 

The four Subterminal Wholesale Distribution Market will be 
constructed at 
a cost of $7.6 million. 
Table 5 shows the cost breakdown.
 
Final plans, blueprints and lists of required equipment will be prepared

during the first six months of the Project by the Marketing Division and

the Agricultural Research Projects Unit of the Ministry of Public Works.
 
Construction time is projected to 
be 18 months. Equipment lists will be

finalized after site selection. Equipment, which is part of the cost
 
of the facilities, includes compressors and condensors, air conditioning

units, piping, truck scales, meat rails and hooks, backup generators,

roller conveyors, carts, scales and fork lifts. 
 Scheduling of
 
construction and procurement is shown in Figure 8.
 



Table 5 

Wholesale Market Construction Costs
 

(US$) 

Component 

Fruit & Vegetable Market 
Meat & Fish Market 
General Provisions Market 
Meat & Fish Cold Storage
Fruit & Vegetable Cold 

Storage 
General Admlnistration 
Employee Facilities 

Maintenance 
Farmers' Market 
Vendors' Offices (10) 

Total Construction Costs 

Dimensions 

(ft) 
80 x 200 
50 x 200 
40 x 50 
30 x 50 x 14 

30 x 100 x 14 
30 x 50 
60 x 24 
30 x 60 
25 x 100 
10 x 30 

Foot a eCst 

(Sq. Ft.) 
16,000 
I0,000 
2,000 
1,500 

3,000 
1,500 
1,440 
1,800 
2,500 
3,000 

42,740 

Total Cost AID 

($/Sq. Ft.) $ $
30 160,000 80,000
30 300,000 200,000
15 30,000 10,000
56 84,000 75,600

7 , 0 
56 168,000 151,200
20 30,000 18,000
30 43,200 25,920
30 54,000 27,000

5 12,500 9,375
20 60,000 36,000 
22 (avg.) 941,700 633,095 

COJ 

$ 
80,000 

100,000 
20,000 
8.400 

.0 

16,800 
12,000 v 
17,280 
27,000 

3,125 
24.000 

308,.605 

Site Development (30. of construction)
Design Contingencies (10% of construction)
ASE/QS/Constructton 

Supervision 
Fees(16% of construction) 

282,510 
94,170 

-- 2Ei2,5Jf 
94,170 

Ten Acres of Land 
Standby Generator, Truck Scales& Miscellaneous Equipment 

150,672
850 00 

82,000 
--

--

150,672850 00 

82,000 
Average Cost per Market 338000 338,000 --
Total Costs for Four Markets plus Rounding 

1,889,062 

7,600,000 

971,095 

3,900,000 

917,967 

3,700,000 
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Figure 8
 

Scheduling of Construction and Procurement
 

.Activity Year 1 Year 2 Year 3 Year 4 Year 5 

Wholesale Distribution
 

Markets
 

Ordering & Delivery of (6) (6)
 
12 refrigerated trucks
 

Buildings, equipment,
 

infrastructure, con- (2) (2)
 

tracts, construction I 

Three ten-ton refrigerated trucks, one for meat and the other
 

two for produce, will be provided to each of the four Subterminal Wholesale
 

Distribution Markets to facilitate transport of perishables from one region
 

to another. This will help to alleviate the chronic problem of surpluses
 

in one area and shortages in another and help the markets fulfill their
 

assembly, concentration and distribution functions. The number of trucks
 

to be provided will be sufficient to demonstrate the benefits of refrigera­

ted transport and provide the capability to move a large volume of produce
 

from one wholesale facility to another. Trucks of various sizes., but
 

without refrigeration, are now utilized. The trucks will be rented to
 

wholesalers or retailers by the management of the market.
 

To manage the markets, a limited liability company will be
 

established with the GOJ as the principal stockholder. The company will
 

be under the aegis of the Marketing Division of the MOA, but each market
 

will have its own staff and operate autonomously. The Board of Directors
 

of the company will consist of two representatives from the MOA (one member,
 

the Financial Officer of the Marketing Division, will serve as Corporate
 
Secretary), the manager of each wholesale market, and five members from
 

the agricultural and private sector.
 

The company will be responsible for hiring the General Manager
 

of each marKet and fur reviewing tbe- operations of the markets. The Cor­

porate Secretary will consolidate the financial reports of the markets,
 
reporting to the Board at periodic meetings. There will be no full time
 
staff of the Board other than the Corporate Secretary, who will be a staff
 
member of the Marketing Division.
 

Market fees will be assessed on the basis of square footage of
 
market space utilized, rental for office space and rental of storage. Fees
 

will be based on operating costs and amortization of capital costs. (See the
 

Financial Analysis Section for a more detailed discussion.)
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The managcmont of the wholesale facilities and the wholesale 
distributors will require training in management and wholesaling, The
 
management staff will be selected and hired in advance of completion of
 
the facilities and provided with short-term external and in-country train­
ing. Wholesalers will be provided short-term in-country training and assis­
tan:e by marketing extension specialists and technical advisors The
 
training will be provided through the Marketing Division in cooperation
 
with the Training Division of the MOA.
 

Each market will require a minimum staff consisting of a
 
general manager, an assistant manager, a storage manager, an assistant
 
storage manager, an accountant/cashier, two clerks, a typist, a dispatch
 
clerk (for vehicles), a mechanic/equipment maintenance man, two .ustodians,
 
three general laborers, six drivers, three gatekeepers and three guards,
 
one for each shift. (Table 6).
 

The total cost of the Subterminal Wholesale Distrbution Markets
 
over the life of the Project is $11.3 million. The allocati)n of these
 
costs to the relevant categories is shown in Tables 6 and 7.
 



Table 6 

Subterminal Wholesale Distribution Markets Staffing Requirements and Costs 
 i 

Personnel 
To tiJ r 
Numiber 

Year 1 Year 2 Year 3 Year 4 Year_5 

Market Manager 
Assistant Manager 
Storage Manager 
Assistant Storage Manager 
Accountant
Clerk
Typist 
yistDispntt-h Clirk 

Mechanica/Equilpmen)t MaintenanceCustodianaos 

Laborers 

DriversGa trekeper 
GuardS 

7 
(4) 
(4) 

(4) 

(4) 
(4)--
(8) 
(4)(4) 

(4)
(--
(8) 

(12) 

(24)(12) 
(12) 

.... 
-(2) 

__ 
__ 

... 

.... 
.... __ 

__ 
.... 

.... .... 

--

--

--

--

No. 

(2) 

(2) 

(2) 
(2)()
(4) 
(2) 

(2)(2)
(4) 

(6) 

(12)
(6) 
(6) 

-

$ 
12 
9 
9 
7 
88()-
9 
5 

710 
5 

7 

40
12 
12 

No. 

(4) 
(4) 
(4) 

(4) 

(4) 
(8) 
(4)4 

(4)(4)
(8) 

(12) 

(24)
(12) 

$ 
26 
18 
18 
14 
16 
19 

94 

1419 
12 

15 

83 
24 
24 

$ 

28 
20 
20 

15 
1884 
20 
105 

1521 
13 
17 

87 
27 
27 

I 

$ 

66 
47 
47 

36 
42I4 
48 f 
2424()7I 3 

3650 
30 
39 

210 
63 
63 

Fringe Benefits (15%) 
152 311 338 801 
22 47 51 120 

Total Salary + Benefits 
Contingency (5%)
Tnflation (compounded 10%) 

(108) F(54) 

9 
379 

220 1Q08) 

18 
118 
494 

19 
180 
588 

46 
335 

'1,302 

Includes Annual Salary Increments
 11 



Table 7 

Subterminal Wholesale Distribution 
(US $000) 

Markets (4) Costs 

Capital Costs 
Year I Year 2 Year 3 Year 3 Year 5 Total Year I Year 2 Year 3 Year 4 Year 51 Total 

Land Acquisition 
Construction, Equip-

mehL, Plans, 
Fencing, etc. 

Trucks, Refrigerated 
(12) 

--

--

2,125 

450 

--

1,000 

450 

--

775 

--

--

--

--

3,900 

900 

164 
136 

--

164 
1,636 

--

--

1,000 

--

--

600 

--

--

328 
3,372 

--

Total Capital Costs -- 2,575 1,450 775 4,800 300 1,800 1,000 600 -- 3,700 

Operating Expenses 

Utilities, Telephone, 
miscellaneous 

Staffing & Labor 

Vehicle Fuel & 

Maintenance 

.. 

.. 

-- --

.............. 

.............. 

-- -- -- -- 11 

173 

25 

28 

359 

50 

40 

388 

50 

79 

920 

125 

Gross Operating 

Expenses 
.. .. 209 437 478 1,124 

Revenue ""... ...........-- 105 314 419 

Net Operating 
Expenses 

.. ....-- -- 209 332 164 705 

Net Cost to CO .. .......... 300 1,800 1,209 932 164 4,405 

Contingency (5%) -- 129 72 39 -- 240 15 90 60 47 8 220 

Inflation (10%) -- 258 305 257 -- 820 - - 180 .253 308 76 817 

-'Project Element Cost -- 2,962 1,827 1,071 5,860 315 2,070 1,522 1,287 248 5,442 

Total Element Cost 
(USAID + COJ) 

11302 
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4. Assembly and Grading Stations (Preliminary)
 

AID - $1,381,000
 

GOJ - $2,845,000
 

To achieve optimum marketing efficiency, farm produce should be
 
assembled, graded and packed for distribution as near to the farmgate as
 
possible. The Project provides for establishing 25 Assembly and Grading

Stations in selected producing areas. It was determined that the Market­
ing Division would be able to handle approximately 25 Stations
 
over the five year life of the Project. Also, preliminary analysis

of the marketing system and production regions indicated a need for
 
establishing about six Stations in the general vicinity of each Subterminal
 
Wholesale Distribution Market.
 

Establishment of the Stations will permit the cooperative col­
lection and assembly of commodities in volumes large enough to sort into
 
identifiable grades and to facilitate shipment 
to subterminal or terminal
 
markets. For small intermediaries, the Assembly and Grading Stations will
 
greatly reduce the cost of obtaining produce because they can go to a faci­
lity and obtain whatever volume is required of the commodities
 
handled. 
 The product will already be graded, affording the intermediary

the opportunity of purchasing whatever 
grade or quality is desired. Collec­
tion of like commodities and differentiating them by grade will both pro­
mote economies of scale and result in greater unit profit to the producer.

Assembly of larger volumes of differentiated products in the producing area
 
will also encourage development and growth of larger, more efficient distri­
butors (wholesalers) and evolution of a more structured marketing system.
 

Assembly and Grading Stations will also provide a means of dis­
tributing factor inputs (fertilizer, insecticides, fungicides, herbicides,
 
small tools and implements and containers) to small farmers. Presently,
 
small farmers do not have easy access to such inputs.
 

Selection of 
areas and sites for the Stations will be undertaken
 
on a case-by-case basis. 
 Initial contact with producers by production and
 
marketing extension staff and Jamaica Agricultural Society personnel to
 
upgrade marketing knowledge and awareness will precede area and site selec­
tion. Detailed surveys will be conducted in producing areas by the Market­
ing Division to ascertain producer and market intermediary interest.
 
Producer groups which will participate in the development and operation
 
of Stations will then be selected by Marketing Division staff together with
 
JAS personnel, agricultural extension agents and other pertinent agencies.

Criteria for selection of Station sites and producer groups will include
 
the following:
 

- producer and/or higgler interest in joining together in a market­
ing activity;
 

- production know-how of producers;
 
- volume of particular crops within a "reasonable" radius;
 
- adequacy of feeder roads; and,
 
- availability of utilities
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In order to assure the desired degree of participation by
farmers and "country higglers" prior to the selection of 
an area for estab­lishment of a Station, 
a survey will be made to provide information on
farm families, higglers, interrelationships between farmers and higglers,

number of households and their degree of involvement and dependence on
higglering, the type and relative influence oi social organizations, and
the leadership structure. Extension strategy and training programs will
be oriented to overcoming the perceived socio-cultural constraints as well
 
as constraints of a more 
technical nature.
 

a. Construction and Equipment
 

The type and complexity of facilities to be constructed and the
operations to be undertaken will vary from Station to Station. 
The criteria

for determining the type of facility at 
each site will include the following:
 

-
 types of crops to be graded, packed and marketed;
 
- general quality of produce;
 
-
 size, number and volume of producers;
 
- range of commodities produced;
 
- target market (e.g., domestic, export, or both); and,
 
- distance from markets.
 

Design of the 
facilities will be undertaken in conjunction with
fruit and vegetable marketing specialists and consultants in grading and
packing systems. 
Two basic models have been developed (See Table 8). 
 Final
design of each will be based on these models, but there will be variations
 
depending on the above criteria.
 

Final area and site selection will occur during the first three
 years of the Project. 
 Two sites will be selected and plans prepared during
the first six months of year one. The first 
two Stations will be operational

before the end of year one. 
 They will serve as training centers and trial

demonstrations and as 
a basis for other centers to be established.
 

The Agricultural Research Project Unit (ARP Unit) will be respon­sible for plans, blueprints, letting contracts, and supervision and inspec­
tion of contractors' performance.
 

Construction costs 
for the 25 Stations are estimated to be $1.7
million 
(Table 8). Equipment to be provided includes grading and packing
equipment, pre-cooling equipment (hydro or 
air blast),'compressors,.conden­
sors, and roller conveyors.
 

Scheduling for construction of the Stations is 
as illustrated
 
in Figure 9.
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Table 8 

Assembly and Grading Station Construction Costs
 

by Model of Facility
 

(US$) 

AID 


Model No. 1 

Grading & Packing (30' x 60') 4,500 

Offices & Store (15' x 30') 5,625 

Equipment 5,000 

Site Development --

Total 15,125 

Model No. 2
 

Grading & Packing (35' x 70') 6,125 

Offices & Store (20' x 35') 8,750 

Cold Storage (30' x 60' x 14') 90,720 

Equipment 25,000 

Site Development --

Total 130,595 

Total Estimated Construction Cost ­
25 Stations $1,071,000 

GOJ TOTAL 

4,500 

5,625 

--

4,050 

14,175 

9,000 

11,250 

5,000 

4PO50 

29,300 

6,125 

8,750 

10,080 

--

26,100 

51,055 

12,250 

17,500 

100,800 

25,000 

26,'00 

181,650 

576,000 1,647,000 



Table 9 

Assembly and Grading Stations 

(Us$ 000) 

U S A I D 
G--'J 

Year 1 Year 2 Year 3 Year 4 Year 5 Total Year 1 Year 2 Year 3 Year 4 Year 5 Total 

Land acquisition 

Construction, Equip-

Services, etc. 

Total Capital Costs 

180 

180 

200 

200 

400 

400 

200 

200 

120 

120 

_ 

1,100 

22 

48 

50 

114 

120 

219 

230 

6 

114 

120 

3 

77 

80 

28 

572 

600 

Operating Expenses 
Utilities, Telephone, 
and Miscellaneous 

Staffing & LaborSaffings & Lotaner s .... 

Materials & Containers ------Vehicle - Hire, Fuel 

and maintenance 

Gross Operating Expenses 

Revenue E .. 

Net Operating Expenses 

Net Cost to GOj 

Contingency (5%) 
Inflation 10% compounded)-

Project Element Cost 189 

Total Element Cost (USAID + GOJ) 

.. 

10 20 
2____0 84 

230 504 

-. 

... 

10 
66 

276 

.. 

6 
56 

182 

. 

-­ .17 

55 
226 

1,381 

922 

118 

8 

56 

--

56 

106 

5 

1i1 

3199 

118 

59 

307 

38 

269 

389 

19 
39 

447 

74258 

26286 

143 

761 

202 

559 

789 

40 
166 

995 

96357 

3640369 

185 

1,007 

567 

440 

560 

28 
185 

773 

109412 

420 

210 

1,151 

888 

263 

343 

17 
159 

519 

3191,148 

1,01,210 

605 

3,282 

1 

1,587 

2,187 

109 
549 

2,845 

w 

4,226 
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Figure 9
 

Schedule of Construction for Assembly and Grading Stations
 

Activity.-_ Year 1 Year 2 Year 3 Year 4 Year 5 
Buildings & Equipment (2) 

(2 Stations) 

Buildings & Equipment 
(5 Stations) 

Buildings & Equipment (10) 
(10 Stations) 

Buildings & Equipment 
(5 Stations) 

Buildings & Equipment
(3 Stations) 

(3) 

The facilities, each to be 
located on a site of approximately

two acres, will consist of 
a grading and packing shed, an office and dry

storage block and, at some Stations, cold storage. The minimum size of a
grading and packing shed will be 30' 
x 60' which is sufficient to provide

shelter For workers, accommodate grading and packing equipment, and stack
incoming produce before grading, as well as 
the packed produce awaiting

shipment.
 

The office will accommodate a manager and, depending upon the
size of the operation, a bookkeeper and other staff. 
 Rest rooms and chang­ing rooms will also be provided. 
Dry storage is required for supplies,

such as boxes, labels, detergents, waxes, depending upon the size and com­
plexity of the operation.
 

Cold storage will be provided at those facilities located in
high producing areas and particularly where there have been historical
 
problems with "surplus" removal. 
 The type of storage will be determined
 
by the crops produced in the area.
 

Equipment to be installed at the various Stations will vary

greatly. The minimum will 
include a simple grader with cull eliminator,

inspection rollers, brushes, sizer and packing tables. 
 Other facilitating

equipment will 
include roller conveyors, scales, and miscellaneous packing

aids. The larger facilities, depending upon the crops 
to be handled, will

have a grading line consisting of a cull eliminator, washer, dryer, wax
applicator, sizing units, and packing tables. 
 Tn addition, pre-cooling

equipment (i.e., hydro-cooler or air blast) may be provided. 
Roller con­veyors, scales, carts and other packing aids will also be 
included. In
 
essense, the type of equipment 
to be provided will be correlated with
 
the type of operations and the target market.
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b. Training
 

Training will consist of short-term classroom training, on-the­
job training and general extension training, and will be provided by

technical advisors of the Marketing Division to personnel of the Assembly

and Grading Stations, farmers and market intermediaries. Training will
 
address the concept of established grades rd standards and their applica­
tion, the logistics of produ.:e co]lection, the operation of grading and
 
packing equipment and the use and operation of cold storage. Station
 
managers and key personnel will receive training in special three-week
 
courses. 
 Others will receive on-the-job training supervised by technical
 
advisors and Marketing Division personnel. The first two Assembly and
 
Crading Stations established will provide on-the-job training for personnel
 

of succeeding Stations.
 

c. Management and Personnel
 

The Stations will not be organized on a uniform basis, but
 
may be established as a cooperative, an association, or 
a limited liability

(:ompany. The particular form of organization appropriate for a given

Station will be determined by the Marketing Division of the Ministry on
 
the basis of the technical and socio-economic surveys to be made in con­
nectiun with site selection. Once the appropriate form of organization

has been determined, training programs 
can be designed accordingly. Staff
 
of the Stations will vary according to 
the type and size of operation, but
 
in general will consist of a manager, a storekeeper/accounting clerk, and
 
part-time employment for security personnel and laborers. 
 S.taffing costs
 
over 
the five year life of the Project are shown in Table 10.
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Table 10 

Assemblv and Grading Station Staffing Costs
 

(US$000)
 

Year 1 Year 2 Year 3 Year 4 Year 5 Total
 

Number of Stations (2) (7) (17) (22) (25) (25) 

Kinager 8 28 70 96 117 319 

StorukL.pr/Accounting Clerk 3 12 30 41 50 136 

Security 2 8 20 28 33 91 

Labo rers 8 50 138 192 212 600 

Total Salary 21 98 258 357 412 1,146 

Contingency (5%) 1 5 13 18 21 58 

Inflation (compounded 10%) 0 10 54 118 191 373 

Total 22 113 325 493 624 [,577
 

1 / Inrludes annual salary increments 
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C. Beneficiaries of 
the Project
 

Upgrading of the marketing system will produce positive benefits

for small farmers, market intermediaries and consumers.
 

1. Small Farmers
 

With more efficient marketing, small farmers will be able to
sell more produce and thereby increase their incomes. This increase in
income will enable farmers to afford more factor inputs, such as 
fertili­zer, pesticides, and tools. 
 Increased income to 
small farmers will also

result in better housing and nutrition.
 

As a result of the marketing extension activities of the Project,
farmers will be able 
to improve their farming practices which will result
in the production of larger quantities of higher quality produce and
 
higher incomes.
 

Establishment of the Assembly and Grading Stations, the Sub­terminal Wholesale Distribution Markets, and revitalization of Jamaica's
already established small agro-industries will generate alternative employ­ment opportunities for family members of small farmers 
as well as small

market intermediaries.
 

2. Market Intermediaries
 

One of the problems identified by higglers is the large amount
of time required to collect produce from individual farms. 
 Establishment
of the Subteiminal Wholesale Distribution Markets and the Assembly and
trading Stations will enable higglers to obtain their produce more effi-
Ciently and in larger quantities. Higglers thereby will be able to sell
l;irger quantities and reduce transportation costs allowing them to make
 
greater profits.
 

Larger wholesalers or groups of small intermediaries will be
able to rent 
space in the wholesale markets which will enable them to

cxpand their operations. 

3. Consumers
 

Consumer benefits from a more efficient marketing system will be
in the form of a large volume of better produce at reduced prices.
 

With better grading of produce, low income populations in urban
 
centers will be able to obtain more food at lower prices resulting in
improved nutrition, particularly among children. 
Upper and middle income
populations will be able to purchase better quality, locally produced food.
Availability of higher quality produce in-country will decrease the present
need to import commodities to supply the hotel and restaurant trade.
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Ill. PROJECT ANALYSES
 

A. Technical and Administrative Analysis
 

I. Introduction
 

The approach of improving the total agricultural marketing system

of a country or 
region by introducing a wholosale distribution system as
 
proposed in this Project has been 
tested in a wide range of countries.
 
For example, similar systems were developed in Malaysia in 1964, Jordan
 
in 1965, Peru in 1955 and expanded in 1971, Colombia in 1972, and various
 
regions of Brazil from 1966 to 
1975. In these and many other cases, the
 
wholesale systems have led 
to substantial marketing efficiencies and reduced
 
post harvest losses.
 

Several factors contribute to the appropriateness of this approach

for Jamaica at the present time. 
 Jamaica has a rapidly expanding urban
 
population. It has a relatively well developed all weather road network.
 
There is a substantial potential market 
for locally produced quality food
 
products in the tourist industry on the North Coast. Some experience in
 
solving storage, handling, distribution, grading, and packing problems

already txists in connection with the traditional export crops.
 

2. PolI c_.yFramework 

The timing of the Project is particularly appropriate. 
 The GOJ's
 
high priority efforts in 
recent years to increase agricultural production

have clearly demonstrated the inability of 
the present marketing system
 
to handle an expanding load. This marketing constraint has been exacer­
bated by the recent curtailing of the Agricultural Marketing Corporation
 
(AMC) buying facilities.
 

Aware of the urgent need for marketing reform, the GOJ has been
 
considering a number of policy options for carrying it out. 
 These delibera­
tions culminated in a recent 
Cabinet level policy and strategy decision
 
calling for improvements to 
the marketing system as envisioned in this
 
Project and chargin; the Ministry of Agriculture (MOA) with responsibility
 
for coordinating these improvements. (See Annex F.) As a result, the
 
Ministry of Local Government, which has responsibility for the parish retail
 
market system, has agreed that responsibility for management of th! 
new
 
Subterminal Wholesale Distribution Markets should be lodged with the MOA.
 
Also, the Ministry of Industry and Commerce, within which AIMC now falls,

has requested MOA to develop a plan for AMC's future role and organizational
 
relationship.
 

Thus, the overall policy and organizational framework for Jamaica's
 
future agricultural marketing development, which AID, 1DB and other donors
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have been encouraging the GOJ to define for some time, is now in place.Momentum should not be lost in moving toward implementation of planned
improvements.
 

3. StaffinR
 

In Phase J the Project calls for establishing a Marketing Division in the
MOA with a staff of 96 persons of which 25 are now on board. In Phase II the four
Subterminal Wholesale Distribution Markets will require new staff totaling
over 
100 persons and the Assembly and Grading Stations will require about
50 persons. Wholesalers will also be needing additional personnel. 
 Given
the current unemployment rate in Jamaica of about 30 percent, the flow of
graduates of about 650 per year from the Jamaica School of Agriculture and
College of Arts, Science and Technology and the 
current reduction of
AMC staff by about 200 persons with some marketing experience, it 
is not
,xp(ected 
that there will be any difficulty in obtaining the necessary per­
sonnel.
 

A recent 
Cabinet level decision permits the GOJ to offer salary
incentives for personnel working on projects receiving assistance from
foreign donors. 
 The guidelines for implementing the decision, as 
estab­lished by the Ministry of Public Service 
(MPS), require that the MOA write
job descriptions for each position for submission to and approval by the
MPS. 
 The MPS will classify each position into a particular job category
and approve the total number of positions. 
The MOA will determine speci­fic Nalary levels 
on the basis of an 
individual's qualifications and respon­sibilities. 
The range of salary can be 
as low as J$4,000 to as high
.1$18,000. as
The only limitation is that 
the salary cannot exceed 25 percent
more 
than the existing civil service pay 
rate for the highest level in
particular technical classification. 
a 

It is estimated that it will take
approximately 18 months for the MOA to hire the full Marketing Division 
staff under those procedures. 

After the Marketing Division has been staffed, the Projectallows 18 additional months for the MOA to obtain MPS approval of theDivision as a permanent part of 
the MOA. One precondition to MPS approval
is the commitment of the necessary GOJ funds. 
 This commitment will be
provided at the 
time the GOJ signs the Loan and Grant Agreements. 
A con­dition precedent to initial disbursement under these Agreements will be
agreement in principle by the MPS to 
the number and types of personnel
included in the staffing plan. 
 The Agreements will also contain a Cove­nant 
that the MPS will approve the Marketing Division 
as a permanent part
of MOA before the end of the rhird year of 
the Project.
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"r- n i.n_ 

Many of the new staff will require overseas training. To
 
insure that persons sent for training abroad will return to work in
 
Jamal :a, the Manpower Training Division of the MPS will execute a loan
 
agreement with each participant to be trained abroad for three months or
 
more. The loan agreements will be backed by a Guarantor for surety.
 
The agreements will provide that unless the participant returns to per­
form service to Jamaica for a period at least twice the length of train­
ing, the participant will repay to the GOJ the full costs of the training 
including both AID and GOJ contributions. 

In-country training is to be provided for staff of the Marketing
 
Division as well as for personnel to manaae the Markets and Stations,
 
market intermediaries, and producers. Training will be conducted largely
 
in MOA's existing training facilities. Curriculum and training materials
 
will be drawn from those developed for use in other countries.
 

5. Subterminal ,holesaleDistribution Markets
 

Rentable market and storage area for the four Markets totals
 
23,500 square feet. The volume of produce required to move annually
 
through these markets to break even is 0.7 tons per square foot (see
 
Table 24). At a minimium, therefore, 16,450 tons of produce will be required
 
to move through each Market or a total of 65,800 tons through the four
 
Markets each year. This represents only 13 percent of the 500,000 tons of 
fruits, vegetables, meat and fish, eggs and poultry marketed annually 
through regular market channels in Jamaica. It is anticipated that the 
throughput of these Markets will considerably exceed this volume. Accord­
ing to FAO estimates of market capacity, up to 0.5 tons per square foot 
for markets in the least devLuloped countries and up to 2.5 tons per square 
foot in the most developed countries can feasibly move annually through 
markets of the ty.,pt Lnvision,-d under the Project. 

During development of this Project Paper, the GOJ has suggested 
the establishment of a limited liability company to manage the Markets. 
The MOA would be the only shareholder of the Company. This is a familiar 
institutional arrangement in Jamaica and has a number of advantages. These 
include more autonomy regarding personnel and financial matters than a
 
government agency would have; specifically, the company would keep its 
own books, pay its own operating and amortization expense from revenue, 
and return the balance to its shareholder. The Company can set arid change 
the f-e structure for use of the facilities within reasonable bounds. In 
addition, if nrsrv during the earl: stages of the Project, the MOA can 
cover any deficits ,f the company nut of central treasury funds without 
loss of autonomy by the company. LSAID has studied this suggestion by the
 
GOJ and strongly endorses it.
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b. Assemblv and Grading Stations 

When operational, the 25 Stations will have a minimum operating

grading capacity of 119,175 tons per year--roughly 24 percent of marketed
 
produce. At maximum operation, total volume of output 
from the 25 Stations
 
could total 330,000 tons. Cold storage, to be constructed at six Stations,

will have a total holding capacity of 24,000 tons. Depending upon turn­
over and volume of loading, the total amount of produce that could be
 
stored is very significant. Assuming a very conservative turnover rate
 
of four times per year 
(again recognizing that storage requirements are
 
for short to medium turn), total storage volume could equal 96,000 tons
 
or about 20 percent of marketed produce.
 

In addition to the volume of produce that will be graded and/or

qtored at the Stations, a large volume will be marketed by the Stations
 
and delivered directly from the farm to 
the market without physically

flowing through the f.-icilities. It is estimated that an 
average of
 
24,000 tons may be marketed in this manner, or 20 percent of the grading
 
and packing capacity of the Stations.
 

As pointed out in Section II 
above, organization of these Stations
 
may take at least three different forms--producers' cooperative, association,
 
or 
limited liability company. Experience exists in Jamaica with all three
 
orgdnizational forms. 

7. MOA Capacitv 

In carrying out this Project, the Ministry will start with a
 
base of 25 persons for the new Marketing Division to be established. It
 
is recognized that most of 
the needed staff will have to be recruited
 
and trained. Training, therefore, represents an important element of 
the
 
Project design.
 

The capacity of MOA to carry out 
this Project will also be
 
enhanced by the USAID/GOJ Agricultural Planning Project to begin in 1979.
 
This Planning Project provides support to 
three units of the MOA that will
 
directly relate to the Marketing Division. 
 These units are the Training

Division, the Data Bank and Evaluation Division, and the Planning and
 
Policy Review Division.
 

The Planning Project will provide the Training Division staff

with skills in 
training administration to meet its responsibilities to:
 

- furnish physical training facilities; 

- perform a skills' inventory of Marketing Division personnel to
 
assist in determining training needs; and,
 

- provide required support to 
the Marketing Training ni.visioi in
 
support of the Agricultural Marketing Project.
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The Data Bank and Evaluation Division is being assisted in
de-velopment of staff caipabiliti.s through the Agricultural Planning
Projct and a USAI)/PASA with 
 the U.S. Bureau of the Census which hasprovided approximately 24 person-months of technical assistancemote development of survey techniques and 
to pro­

facilitate a rapid, efficient
collection of data. 
 By the third year of the Agricultural Marketing
Project, the Data Bank and Evaluation Division will be capable of supply­ing the 
basic data required by the Marketing Division. Doing so will not
levy an additional workload on 
the Data Bank and Evaluation Division;
rather the Marketing Division will merely represent another customer for
the basic agricultural data collected by the 
Data Bank and Evaluation
Division's field enumerators. Analysis of the 
raw data will be performed

by the Marketing Division. 

The Planning and Policy Review Division of the MOA performs pri­marily macro and micro program and project planning in all areas
to agricultural productin and marketing. 
relating
 

The Planning and Policy Review
Division will obtain marketing data from the Marketing Division which will
be 
incorporated into overall planning for the agricultural sector. 
The
Planning Division in 
turn will provide planning guidelines for the Market­ing Division. 
The Planning Division has alreJy contributed to rewriting
the Marketing chapter in the GOJ current Five Year Plan, and drafting
the "National Agricultural and Food Marketing Policy" and the "National
Marketing Strategy" which have received GOJ approval.
 

8. UISAID Capacity 

USAID capacity 
to handle the Project will be tested
given the projects already under implementation or planned in the rural
development sector 
(the Integrated Rural Development; Fish Production;
Agricultural Planning; Agricultural Radio; 
and Agricultural Research,
Extension and 
Training projects). 

be 

Of great help has been and will continue
to 
 the services of a ,MarketingAdvisor provided under the National
Planning Project whom the 
COJ has indicated will be requested to 
serve as
Tejm Leader under this Project as soon as 
it is approved and funded. 
 The
LISATD Rural Development Office, which will have principal project manage­ment responsibility for this Project, will still require the 
same degree
of support from the Capital Development, Controller, Economic Advisor,
and Program Offices during implementation 
as has been provided during

this Project Paper pre paration. 

9. Conclusion
 

The conclusion of 
this section is 
that: introduction of a whole­sale distribution system is 
a feasible approach for Jamaica; the necessary
policy and organizational framework exists; the 
needed personnel can be
obtained and trained; 
the Subterminal ;T'holesale Distribution Markets and
the Asscmblv and Crad'ng Stations are

the MOA can 

feasible technically and organizationally;carry out the Project; and the USAID will be able to perform itsProject management reqponsibilities.
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B. Enineerin Analvsis - Phase IT (Preliminary) 

I. Project Construction Costs
 

The total cost of construction is estimated to be approximately
 
$9,300,000. This figure includes related items such as land, equipment,
 
furniture, standby gen-rators, etc., as well as the cost of construction
 
of the four Subterminal Wholesale Distribution Markets and 25 Assembly and
 
Grading Stations. Estimates were made on a square foot basis taking into
 
consideration elements needed for the intended function. Square foot unit
 
prices were based on similar structures for which bids were received
 
recently by the MOA. Since they are excluded by the Loan Agreement, duties
 
and taxes are not included in the estimate. The estimate is based on pre­
liminary layouts of the markets and includes an appropriate design con­
tingency cost factor. Prices used were 1979 figures; inflation factors for
 
costs are contained in the overall cost of the Project. The estimate is
 
considered satisfactory for planning purposes and satisfies the require­
ment of the Foreign Assistance Act (Section 611 a). (Details of the
 
estimate are contained in Tables 5 and 8.
 

2. Design and Supervision of Construction
 

A group has been transferred from the Ministry of Works (MOW) to
 
the MOA to provide necessary architectural and engineering (A & E) services.
 
This group is known as the Agricultural Research Projects Unit (ARPU).
 
This group of architects, engineers and technicians will carry out design,
 
prep;aration of contract documents, letting of contracts and supervision
 
of construction.
 

The present staff of ARPU consists of 12 people including four
 
professionals and six technicians plus administrative support. ARPU was
 
transferred to MOA in 1978 to satisfy the requirements of international
 
lending agencies for a competent and independent staff to design and super­
vise construction. ARPU is presently engaged in various stages of design,

and contracting for construction of several other projects funded by IDB
 
and the World Bank.
 

ARPU is supported by the MOW. Additional staff will be provided,

vilther directly from MOW or through service contracts, as required. For
 
example, a qualified Clerk of Works is expected to be provided from the
 
MOW staff to supervise the construction of each major market.
 

A review of previously prepared contract documents, including
 
plans and specifications, indicates this group is capable of designing the
 
Project facilities. There should be no problems in the supervision of
 
construction provided the proper staff is added to the ARPU. The MOA is
 
well aware of the staffing level required for this task, and provision,
 
therefore, is included in overall Project staffing requirements.
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3. 	EngneeringCriteria and Specifications
 

There are two basic GOJ design criteria for the design of
 
structures. All buildings are designed to withstand hurricanes having a
 
wind velocity of 120 mph and to withstand earthquakes in accordance with
 
the lateral load requirements of the SEAOC Code of Southern California.
 
Government rules and regulations and FAO Guidelines cover criteria for
 
site selection in terms of waste disposal and will be mentioned briefly
 
below under environmental considerations.
 

Specifications used by the Government are based on 
British
 
Standard Specifications (BSS) adapted nationally by MOW and locally by the
 
Ministry of Local Government (MLG). During site investigation, for example,

soil samples and tests 
are performed for the design of foundations. The
 
ML( provides specifications concerning conditions unique to a given area.
 
Specifications are contained in the Conditions of Contract. 
 Excerpts from
 
a contract for construction of a market are contained in Annex H.
 

4. 	A & E Elements of Project Implementation
 

Following the determination of the site location, based on appro­
priate agricultural marketing considerations, the following activities will
 
lake place:
 

1. 	Site study including soils listing, topographic surveys,
 
determination 	of utilities available and to be provided,
 
nd other site-unique requirements;
 

2. 	Arrangements for land acquisition;
 

3. 	Preparation of bidding and contract documents including plans
 
and specifications;
 

4. 	Determination as to preselection of contractors or open
 
invitations to submit tenders;
 

5. 	Evaluation of tenders;
 

6. 	CunLract Award/Notice to proc2ed;
 

7. 	Supervision of construction;
 

8. 	Final acceptance of the work.
 

Government and USATD approal will be obtained at the appropriate stages
 
of the implementation process.
 



The Govt'rnmvnt of Jamaica uses a Bill of Quantities type con­tract for this type of construction. The procedures are as follows. Whendesign drawings have been completed, a Bill of Quantities or list of mate­rials, is written by a Quantity Surveyor (QS). A document is then preparedand contains Conditions of Contract, Bills of Quantities and Specifications.
This document, along with the design plans, constitutes the construction 
contract documents for tendering bids and for construction. 

A Clerk of Works is appointed to supervise the construction
contractor. When an 
item of work has been completed, the Quantity Surveyor
is brought in to measure 
the actual quantity of work completed. Payment
is then based on 
these quantities at the rates established in the accepted
tender. Variations are provided for in the contract and paid from contin­
gency amounts, if necessary.
 

This method of construction contracting is widely used in Britain
as well as Jamaica and to a limited extent 
in the United States. Qualified
Quantity Surveyors are 
chartered or registered, as are architects and 
en­
gineers, and 
are considered as professional staff.
 

A Clerk of Works will be a professional staff member or 
a tech­nician depending on the nature and scope of 
the work. For example, in
relation to the Subterminal Wholesale Distribution Markets, the Clerk of
Works will be equivalent to a resident engineer.
 

5. Construction Contractors
 

The Minibtry of Works grades contractors "A", "B" and "C" accord­ing to each company's resources and capabilities. 
 Each grade is further
classified into specialties, such as buildings or civil works. 
Grade "A"
contractors are considured cap-ible of carrying out work in excess of
,$5UO,000. 
 There are over 30 Grade "A" contractors presently operating in
.'laica. 
 Many of the Grade "A" firms are considered by ARPU to be capable

of ('onstructing the Markets under the Project.
 

Skilled construction craftsmen are available in sufficient number
for the construction of the Markets. Wages are 
considered relatively high
and comprise as much as 
40 percent of the cost of construction. Wages
ar2 controlled by the Joint Industrial Council. 
A labor/management agree­ment was signed in 1978 and continues until March of 
1980. Although labor
struggle is endemic to Jamaica, allowance therefore has been made in schedul­ing and cost stimating. Needless to say, the entire GOJ will cooperate

in seeking to minimize labor problems affecting Project implementation.
 



-56-


C. Economic Analysis
 

1. Introduction
 

This Project is a sine-qua-non for any significant increase in
 
the production of perishable agricultural products. Without improvement
 
in the marketing system for pt.i.shable produce, there is little or no
 
incentive for a significant ircrease in agricultural production.
 

In estimating the economic impact of this marketing project, a
 
number of conservative assumptions are made. It would also be reasonable
 
to assume that the reduction in waste and distribution costs, and the in­
crease in production, will be significantly larger than postulated. In
 
addition, sensitivity tests show that the benefit-cost ratio would still
 
be highly favorable, even if the impact on waste and production obtained
 
by the Project were less than those resulting from the conservative assump­
tions on which the analysis is based.
 

2. Projection of Benefits
 

Three types of benefits are expected from the project: reduction
 
in waste, lower distribution costs and increase in production. Assumptions
 
with respect to these benefits are outlined in Table 11.
 

Post harvest losses for perishable products as a result of spoil­
age and deterioration are currently estimated at 30 to 40 percent of production
 
valued at farmgate prices. The ratio is projected to decline gradually
 
as a result of this Project from 35 percent of production (valued at farm­
gate prices) to 25 percent by 1987 (Table 11, column 1).
 

As a result of the development of new market opportunities, the
 
net value of production after netting out costs associated with the increase
 
in output is projected to increase by 3 percent in 1984 and by another
 
2 percent in 1985 (column 3), and will exceed the level that would other­
wise prevail by a constant rate of 5 percent beginning in 1985. The MOA's
 
Marketing Advisor estimates that the Project should be expected to raise
 
the gross annual production level by about 10 percent. However, since
 
(a) the impact of this Project must be estimated apart from the impact of
 
other agricultural production; (b) some costs are involved in producing
 
the additional output which should be netted out; and (c) it is deemed
 
prudent to adopt a more conservative projection, the benefit-cost calcu­
lation assumes that the Project will induce an increase in agricultural
 
production of only 5 percent, this amount being on a net basis (i.e., after
 
netting out costs associated with increased production).
 

Average distribution costs of perishable products' are estimated
 
to be about 68 percent of farmgate prices. For fruits and vegetables,
 

1Excluding cereals. Principal components are vegetables, legumes, fruits
 
and meat. See-listing in Table 12.
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Table ii 

Assumptions and Pro jctions of Project Benefits-/ 

(1) (2) (3) (4) 
 (5)
 
Y.ar Projected Waste Increase in Produc- Reduction in Distribution Costs 

Waste as % of Cumulative%tion (Cumulative) Distribution Costs 
Total Reduc- as % of Total Cumulative %Marketed Marketed Production Reduction
Production tion 

1980 35 
 - 68%
 

1981 35 
 68
 

1982 35 ­ 68
 

1983 34 
 1 - 68
 

1984 32 3
3 65 3
 

1985 29 5
6 62 6
 

1986 27 8 
 60 8
 

1987 25 10
 

1988
 

1989
 

1990
 

1991
 

1992
 

]993 

LExprssed as a percent of total value of marketed production.
 

-/The distribution costs in this column refer to 
the weighted average percent mark-up
 
over farmgate price. The figure for 1980 
(68%) was obtained by collecting data on
 
farmgate and retail prices for 38 perishable products for which data were available.
 
Distribution costs were calculated as the difference between retail and farmgate

prices expressed as a percent of the farmgate price for each product. These 38
 
products were then weighted in accordance with the value of output in 1978.
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distribution costs are higher--about 76 percent--and for meat, fish and
poultry somewhat lower 
(about 50 to 60 percent). The Project is expected
to reduce distribution costs by reducing unit transport handling and stor­age costs, i.e., by assuring a more efficient and speedier transfer of
produce from the production areas 
to market centers as well as 
by deliver­ing a higher quality product.

sult 

We have assumed that the Project will re­in the lowering of the weighted average distribution margin by
8 percent--from 68 to 60 percent--of far-mgate values (see columns 4 and
5 of Table 11). 
 The MOA's Marketing Advisor actually anticipates a
 
larger reduction.
 

The first step in the analysis is to estimate the current value
of production (at farmgate prices) of perishable products expected to be
affected by the Project, and 
to project this output 
over 1980-94. Since
our assumptions relating to the 
reduction of waste, increase in production
and reduction in distribution costs are all expressed as 
percentages of
the value of the production of perishable products 
to be channeled through
the marketing system, the estimation and projection of the total value of
production is essential to 
the quantification of 
the benefits.
 

The projection presented in Table 121
duction over projects agricultural pro­1980-94 in the absence of 
a vigorous program to alter the
historical 
trend over 1973-78. The projection is by the 
least squares

method, and is thus very conservative.2 Only half of 
the total production
of eggs and poultry was 
included in the projection since a substantial
share of these two products is raised under contract with large distribu­tors -ind does not move through regular market channels. 

Note that the 
total value of production affected is very large-­J$417 million in 1979--and is projected to rise to J$497 million in 1984
and A$659 million in 1994, and that

3 it is in constant 1978 Jamaican dollars. 

'he gross 
 benefits of the Project are estimated in Tables 13
and 14. The first column of Table 12 
shows the production projection
derived from Table 12. 
 In column 2, allowance is made for the fPact
not all agricultural production moves 
that
 

through the marketing system. Some
portion is consumed on the farm. 
 On the basis of estimates for some pro­duct categories made by 
 he Data Bank and Evaluation Division of the
Ministry of Agriculture, we 
have estimated that the portion of production
consumed on 
the farm is about 
10 percent, and have reduced our estimating
base 
(shown in column 2) by this proportion.
 

IPrepared by the MOA.
 
2As it entails a year-to-year increase that is constant in absolute terms,
the increase thus constitutes a continuously declining percentage of total
 
production.
 

3In the sense 
that Project costs have not yet been netted out.4In An Arr--Socio-_conomic Sample Survey, Pindars River Twoand Meetings

Area, 1977, Tables 42A through 42P.
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Table 13
 

Estimate of Gross Benefits
(1-978 

IJS$000) 

(1) 

Total Projected 
Production I/ 

(2) 

Tota Projected
Production to 
be Marketed 2/ 

(3) 

Reduction 
Waste 3/ 

in 

(4) 

Increase in 
Production 3/ 

(5) 

Reduction in 
Distribution 
Costs 3/ 

(6) 

Total Gross 
Benefits 
(2)+(3)+(4) 

1980 
1981 
1982
1983 
1984 

1985 
1986 

1987 

1988 
1989 

1990 
1991 
1.992 
1993 
1994 

432,526 
447,578 
465,723
481,372 
497,111 

513,144 
528,955 
544,829 

560,302 
576,867 

594,679 
611,085 
626,769 
642,883 
659,076 

389,273 
402,820 
418,881 
433,235 
447,400 

461,830 
476,060 
490,346 

504,272 
519,180 

535,211 
549,977 
564,092 
578,595 
593,168 

4,332 
13,422 

27,710 
38,085 
49,035 

50,427 
51,918 

53,521 
54,998 
56,409 
57,859 
59,317 

-

13,422 

23,092 
23,803 
24,517 

25,214 
25,959 

26,761 
27,499 
28,204 
28,930 
29,659 

13,422 

27,710 
38,085 
39,227 

40,342 
41,534 

42,817 
43,998 
45,128 
46,288 
47,453 

-

4,332 
40,266 

78,512 

99,973 
112,779 

115,983 
119,411 

123,099 
126,495 
129,741 
133,077 
136,429 

-Carried 
over from Table 12.
 
2/Makes allowance for the fact that not all agricultural production is marketed.
is consumed on 
the fairm. An estimated 10%
The figures in this column were obtained by multiplying those in Column 1
by .9.
 

3/Calculated in accordance with the assumptions described in Table 11.
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(1) 

Year 
 Reduction in 


1990
 

1981
 

1982
 
1983 2,826 


1948,5

1984 
 8,755 
1985 
 18,076 
1986 
 24,8L3 


1987 
 31,986 


1988 
 32,894 


1989 
 33,867 


1990 
 34,913 


1991 
 35,876 


1992 
 36,797 


1993 37,742 
1994 
 38694346 


337,269 


.1 


Table 14 

Estimate of Gross Benefits
 

(1978 Us$000) l/
 

(2) 
 (3) 
 (4)
Increase in 
 Reduction in 
 Total GrossProduction 
 Distribution 
 Benefits
 

Co sts (I)+(2)+(3)
 

2 
2,826
 

8,755 
 8,755 
 26,265
 
15,062 
 18,076 
 51,214
 
15,527 
 24,843 
 65,213
 
15,993 
 25,589 
 73,568
 
16,448 
 26,315 
 75,657
 
16,934 
 27,094 
 77,895
 
17,456 
 27,930 
 80,299
 
17,938 
 28,701 
 82,515
 
18,398 
 29,437 
 84,632
 
18,871 
 30,194 
 86,807
 

30,955 
 88,995
 
180,728 
 277,889 
 795,886
 

Figures in 
Table 13 converted into 1978 U.S. dollars at the average exchange rate
that prevailed in 1978, estimated at 
US$1.00 
= JS1.533.
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iColumns 3, 4 and 5 show the reduction in waste, the increase in
 
production 
 and the reduction in distribution costs, respectively, all ob­
tained by applying tO the marketing production figures in column 2 the assump­
tions stated in Table 11. For example, in 1986, it was assumed that waste
 
would be reduced by 8 percent (equal to J$38.1 million), production would
 
be increased by 5 percent 
(equal to JS23.8 million) and distribution costs
 
would he reduced by 8 percent (J$38.1 million). Thus, total gross benefits
 
in 1986 amount to J$100 million (column 6). 
 Note that this projection is
 
in thousands of constant 1978 Jamaican dollars. In table 13 these figures
 
are converted into constant 1978 U.S. dollars at 
the average 1978 exchange
 
rate of US$1 = J$1.533.
 

3. The Costs
 

Costs are divided into two categories: the start-up costs over
 
the Project implementation period (1980-84) and the recurrent costs over
 
the whole projection period, 1980-94. The start-up costs consist of land
 
acquisition, construction and equipment, refrigerated trucks and vehicles,
 
technical assistance, training and training supplies. 
 The start-up costs,
 
presented in Table 15, represent the consolidated costs of the three major

components of the Project: 
 the MOA's new Marketing Division, the four
 
Subterminal Wholesale Distribution Markets and the 25 Assembly and Grading
 
SIat i ons. 

The recurrent costs 
are projected in Table 16. The projection

.,ft, r 1984 includes the addition of a maintenance allowance of US$100,000
 
pr annum for the four Markets ($25,000 for each) and another $100,000 for
the 25 Stations ($4,000 for each). All other operating costs were projected
to increaise by 5 percent annually in real terms to allow for expansion.
 
Extra allowances were included for the Markets in 
1986 to allow for the
 
purchase of eight new refrigerated trucks and to replace the original truck­
ing ficet in 1989 and 1992. The operating costs in the Economic Analysis

differ from those in the 
Budget Summary and in the Financial Analysis be­
cause the operating revenues (cash receipts) of the Markets and of the
 
Stations were not deducted from costs in the Economic Analysis 
to avoid
 
double counting the benefits.
 

4. Bonefit-Cost Calculation 

The benefit-cost calculation is presented in Table 
17. The bene­
fit figures in column 1 are carried over from Table 14 (column 4), while 
those in ,olumn 3 were derived by sur.ning the costs figures in Tables 15 
and 16. The b.nefits and costs were discounted at an annual rate of 11 
porcent which is the current commercial bank prime lending rate. Note that 
this discount rate is actually very high since the whole analysis is in 

1After allowance for increased costs related 
to the increase in production.
 



Table 15
 

Consolidated Start-Up Costs 

(1978 US$ 000)
 

(1) 
 (2) (3) (4) 
 (5) (6) (7)
 
Year Construction Refrigerated Technical Training, Total Allowance TotalEquipment and Trucks and Assistance Training (1) thru for Contin-Land Acquisition Vehicles Supplies & (5) gency & 

Misc. Equip- Inflation 
Ment 

1980 
 530 
 50 
 660 
 46 1286 
 64 1350 ' 

1981 
 4145 
 510 
 648 
 182 
 5485 
 823 6308 1 

1982 
 2630 704 211 3995 1039 5034
 
450 


1983 
 1695 
 -
 642 
 55 2392 
 911 3303
 
1984 
 200 
 - 512 14 726 373 
 1099
 
Total 
 9200 
 1010 
 3166 
 508 13,884 3210 
 17,094
 

1 / Total training costs during the 1980-84 period are actually US$608,000 (instead of $508,000). We assumed
that US$100,000 financed by the GOJ are recurrent costs which will be continued after the start-up period
and have, therefore, treated these as 
recurrent costs charged to 
the Recurrent Budget in Table 15 of this

analysis.
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Table 16
 

Recurrent Costs
 

(1978 U.S. $000)
 

r
Yea Mark tqnS Wholesale Distri-
Division Assembly &
2/ bution Markets 2-/ Total
Grading Stations 4/
 
1980 
 321 

1981 61 382
578 

1982 326 904
606 
 263 
 801
1983 1670
624 
 487 
 1060
1984 2171
641 
 503 
 1209 
 2353
 
1985 
 673 
 628 
 1369
1986 2670
707 
 655+600 
 1433
1987 3395
742 
 682 
 1500
1988 2924
779 
 711 
 1570
1989 3060
818 
 742+450 
 1643 
 3653
 
1990 
 859 
 774 
 1720
1991 3353
902 
 808 
 1801
1992 3511
947 
 843+450 
 1886
1993 4126
994 
 880 
 1976
1994 3850
1044 
 919 
 2069 
 4032
 

I/ Includes operating costs only. 
 Excludes cash receipts of the
Markets and Stations, as well as 
any allowance for inflation as all
figures are in constant 1978 U.S. dollars. 
 For these reasons, the figures
in the above table differ slightly from those in the Budget Summary and
in the Financial Analysis.
 

2/ For 1985-94, operating costs of the Marketing Division were assumed
to 
rise by 5% a year in real terms (in constant U.S. dollars) to 
cover
expansion of staff and increase in real salaries.
 

3/ For 1985-94, operating costs of the Markets were assumed to
rise by 5% a year in real terms to 
cover expansion of operatiois. An
additional US$100,000 a year was added for maintenance. In 1986,
US$600,000 was provided for the purchase of 8 new refrigerated trucks.
US$450,000 was added in 1989 and again in 1992 to 
cover replacement of the
fleet of refrigerated trucks acquired during the project implementation

period.
 
4/ For 1985-94 operating costs of the Stations were projected to
by 5% annually in real rise
 

terms. 
 In addition, an annual allowance of
US$100,000 (for all) was made to 
cover maintenance costs.
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terms of constant 
1978 U.S. dollars. The discount rate is thus in real
IVrMs, and so makes a substantial allowance for the risk element. 
 The year
1980 was taken as the base year for the 
benefit-cost calculation, with dis­
counting starting in 1981.
 

Total projection benefits discounted at 11 percent a year through
1994 total US$305 million' (column 2 of Table 17), while the 
sum of the
discounted 
costs amounts to US$32.9 million (column 4), yielding a very
impressive benefit-cost ratio of 9.27. 
 Note that the cutoff of the calcu­lation in 1994 is quite arbitrary. Had it been extended by another five
to ten years, the B/C ratio would have been substantially higher.
 

The sum of the net discounted benefits (column 5) or the Project's
net present value comas 
to US$272 million. 
This figure indicates that the
Project would return 
that amount over and above the full amount of the ini­tial investment PluS a real rate of return of 11 
percent a year. The in­
ucrnal rate of return 
is 84 percent.
 

The projected benefits are so large that 
the analysis could with­stand any reasonable sensitivity test. Thus, if it 
were assumed that the
projected annual benefits were only half 
as large as 
those shown in column 2
while the annual costs remained the same, the benefit-cost ratio would still
amount to 4.6. Alternatively, if we abstracted from the projected reduction
in distribution costs and calculated our benefits solely on 
the basis of
the 
reduction in waste and the increase in production, the B/C ratio would
 
still be a very impressive 6.0.
 

5. TmpactonForeign Exchqnge Budget
 

By reducing waste and increasing production, the Project will
have a significant impact on 
the availability of 
foreign exchange, either
by re'diicing the need for food imports and/or by providing for increased
 
tvxports.
 

As illustrated by the data in Table 18, Jamaica is a substantial
food importer. 
Its food imports have risen significantly since 1971--from
US$92 million to almost US$170 million in 1978. 
 Of this amount, we esti­mate that 17 percent, 
or USS28 million, consists of fresh vegetables,
legumes, fruits, fish, poultry and meats that could be substituted by domes­
tic production moving through the marketing system.
 

If Jamaica's food import requirements over 1979-94 
are projected
to increase at the 
same rate as population (i.e., 1.4 percent) in lieu of
the historical 
rate of 9.1 percent that prevailed over 1971-79, food imports
would reach US$212 million in 1994.1 
 This is several times the magnitude of
 

In terms of constant 
1978 U.S. dollars.
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Table 17 

Benefit-Cost Analsis 

(1978 US$000)
 

(1) (2) 	 (3) 
 (4) 	 (5)
 

Yea r Projected Annual Benefits 1/ Projected Annual Costs 2 / Net Discounted 3_/ 
Undiscounted 	 Discounted @ Undiscounted Discounted Benefits
 

11% per annum 11% per (Col. (2)-(4))
 
(beg. in '80) Annum
 

(beg. in 80)
 

1980 0 ­ 1,732 1,732 - 1,732 

1981 1 - 7,212 6,497 - 6,497 

1982 2 - - 6,704 5,441 - 5,441 

1983 3 2,826 2,066 5,474 4,003 - 1,937
 

1984 4 26,265 17,302 3,452 
 2,274 15,028
 

1985 5 51,214 30,393 	 2,670 
 1,585 28,808
 

1.986 6 65,213 34,366 3,395 1,815 33,051 

1987 7 73,568 35,435 2,924 1,408 34,027
 

1988 8 75,657 32,830 3,060 1,328 31,502
 

1989 9 77,895 30,451 	 3,653 
 1,428 29,023
 

1990 10 80,299 28,280 3,353 1,181 27,099
 

1991 11 82,515 26,181 3,511 1,114 25,067
 

1992 1.2 84,632 24,191 
 4,126 1,179 23,012
 

1993 13 86,807 22,354 3,850 
 991 21,363
 

1994 14 88,995 20,646 
 4,032 	 935 19,711
 

Total
 

1980-94 304,995 32,911 
 272,084
 

Benefit-Cost Ratio: 304,995 = 9.27 

32,911 

1/ From Table 13 

2/ Includes both start-up and operating costs (summation of figures in Tables 15 & 16)
These cost figures differ from those in the budget summary and in the financial 
analysis because the cash receipts of the Markets and Stations were not 
deducted from costs in the Economic Analysis to avoid any double counting of the
 
benefits. The discounting process (at 11% p.a.) starts with the year 1981.
 
The 1980 was chosen as the base year for the calculation.
 

3/ Discounted benefits less discounted costs (column minus 4).
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Table 18 

Food Imports, 1971-78
 

and Projected to 1994 / 

Actual 
 Projected
 
(Million of US$) 
 (Millions of 1978 US$)
 

1971 91.9 
 1980 174.3
 
1972 108.3 
 1985 186.8
 
1973 126.9 
 1990 200.3
 
1974 192.7 
 1994 211.7
 

1975 196.2
 

]976 183.0
 

1977 126.9
 

1978 169.5
 

./ Source for food imports 1971-78: 
 Ministry of Finance Statistics Division,
 



the cumbin,.d waste reduction and production increase projectud to result 
from the Project. Thus, it is most likely that most of the increased food 
ajvail.bility resulting from the Project will readily find a market in 
Jamaica, and will serve to reduce Jamaica's dependence on food imports.
 
The extent of this reduction will depend, in large part, on the extent to
 
which increased domestic food production is substitutable for imports, the
 
price and income elasticity of demand for food and the priority that the
 
authorities give to food imports versus other uses of foreign exchange. 1
 

Column I of Table 19 shows the combined increase in production and the
 
reduction in waste expected from the Project (summation of columns 1 and 2
 
of Table 14). If we assume that the reduction in food imports will. be 
equal to only half this amount (with the remaining 50 percent available for 
increased consumption), the resulting saving in foreign exchange would 
amount to 11S$259 million over the period 1983-94 or an average of about
 
US$22 million per year.
 

6. Distribution of Benefits
 

The above analysis suggests that the social benefits from the
 
Proje.ct are likely to be substantial. But are they likely to be broadly
 
distributed among farmers, consumers, and intermediaries? The benefits
 
to each of these groups will be analyzed in turn.
 

Benefits to Farmers and Consumers: Farmers stand to gain as a result of 
the reduction in waste, the increase in production, and the reduction in 
distribution costs. We have noted that these are the major sources of 
the bonefits expected from the Project, accounting, respectively, for 42
 
prce'nt, 23 pe ent and 35 percent of the total gross benefits of nearly

IIS$800 million=' expected to accrue over the twelve year period 1983-94 
(Table 14).
 

The benefits derived by the farmer from reduced waste, increase
 
in protluction and improvement in the quality of his product require little 
elaborarion. Farmers would fail to realize those benefits only if the
 
market demand schedule for their products remained fixed over time, and
 
if in addition, farm output could not be substituted for imports so that
 
producers would be forced to move down an inelastic demand curve. 
 However,
 
these conditions are extremely unlikely to prevail since (a) Jamaica is 
importing substantial amounts of foodstuffs, some of which can be grown

domestically; (b) demand for foodstuffs is most likely to expand over time,
 
given the increase in population; and (c) serious shortages of basic food­
stuffs have plagued Jamaica's major urban centers since 1976 and are con­
tinuing to do so.
 

IAssuming that a foreign exchange control system remains in force. 
2 1n terms of constant 1978 U.S. dollars.
 

http:Proje.ct
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Table 19 

Estimated Foreign Exchange Savings 

Through Import Substitution 

(Millions of 1978 U.S. $) 

(1) (2) 

Assumed Increase in Production Assumed Foreign 
and Reduction in Waste as a -Exchange Savings 
Result of Project (50% of Col. 1 

1980 

1981 

1982 

J983 2.8 1.4 

1984 17.5 8.8 

1985 33.2 16.6 

1986 40.1 20.0 

1987 48.0 24.0 

1988 49.3 24.7 

1989 50.3 25.4 

1990 52.4 26.2 

1991 53.8 26.9 

1992 55.2 27.6 

1993 
4 

56.6 28.3 

1994 58.0 29.0 

ToLal 1980-94 517.7 258.9 
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Farmers will also benefit from reduced distribution costs. These 
should result in lower prices to consumers and in a higher sales volume and 
net re urn to farmers. The reduction in distribution costs could also mean 

incr.ated farmgate prices as farmers will receive the benefit from higher 

quality output and from reduced spoilage of produce in transit. 

The benefits to consumers need little elaboration: the substan­

tial reduction in waste that is expected, along with the increase in pro­

duction resulting from strengthened incentives to farmers, should induce 

an increased volume of production reaching urba; markets. There should also 

he some improvement in the quality of the produce. 

Impact onIntermediarie's: We shall discuss the Project's impact on three 
'ategorics of intermediaries: wholesalers, small wholesalers or "country 

higglirs" and retailers. The latter consist of supermarkets and green­

grocers as well as small retailers (or higglers) operating out of the 

parish and street markets. 

Wholesalers will be able to rent stalls in the new Subterminal 

Wholt-sale Distribution Markets that will be built. They will have cold 

storage facilities and a place to receive, assemble and distribute a larger 

volume of produce. They will also be able to receive or ship produce in 

1.irger volumes and thus benefit from lower unit costs. 

"Countryhi-lers"_or small wholesalers are people who perform 

the fitneton of carrying the farm produce from the farm to the nearest 

imirkct or station or collection point where it is loaded onto trucks for 

shipmnt to markets. To the extent that these higglers are operating in 

an arca where an Assembly and Grading Station has been established, these 

higglors will benefit from a lower cost and better price for their product, 

selling a larger volume and traveling a shorter distance. 

Retailers, both larE (supermarkets and greengrocers) and small
 

(higglers operating out of parish or street markets) are expected to bene­

fit from access both to a wider selection and larger volume of produce all
 

in one place. Supermarkets, restaurants and hotels, will have assurance
 

of continuity and quality of supply. This assurance of continuity will
 

enable retailers, particularly those catering to tourists, to substitute
 

domestic produce for imported supplies, thus stimulating domestic produc­
tion and contributing to savings in foreign exchange, while ensuring a
 

larger and steadier volume of sales to the intermediaries.
 

While intermediaries as a group are expected to benefit from
 

the Project, there may be those that may be adversely affected. As in any
 

modernization process, some displacement of labor may be expected to occur
 

among "country higglers." However, this displacement effect is not expec­
ted to he major as it will be mitigated by the following circumstances:
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(a) the displacement is not expected 
to be drastic as higglers will still
 
collect and carry the produce from the farm to 
the nearest market or Assem­
bly and Grading Stations; (b) the improvement of the marketing structure
 
will be gradual and spread over a number of years; (c) many of the displaced

higglers will be absorbed in the new system, e.g., 
at the Assembly and
 
Grading Stations, at 
the new Subterminal Wholesale Distribution Markets or
 
as employees in the restructured marketing system.
 

7. TntcKpre.ita n of Results 

The benefit-cost analysis shows that if the national level of
 
agricultural production can be taken as base in estimating the impact of

th: Project on waste, increase in output and reduction in distribution costs,

the benefits derived from the Project then become a substantial multiple

of Project costs. For the Project to have no impact 
on waste, output or
 
distribution margins, it would be necessary to assume either that waste,

spoilage and market outlets are not a problem in Jamaica, or that the
 
expected benefits to the Project will not materialize because other signi­
ficant bottlenecks are not being removed.
 

The first assumption is clearly contrary to fact. 
 The serious­
ness of 
the marketing problem in its various manifestations was described
 
in some detail earlier in this loan paper. The prevalence of a substantial
 
amount of waste was confirmed by the 1976 FAO report in support of the
 
.IDB Parish Markets Project which conservatively estimated meat losses at
 
31 percent, and fruit and vegetable losses at 25 percent. 

The second possibility--that key bottlenecks in other areas may
pr%.-unt the anticipated Project benefits from materializing--may have to
be taken more seriously. However, GOJ agricultural planners are well aware
 
of the ncd to deal with the country's agricultural problems by means of
 
an inti.grated program, and have spelled out such a program in their Five
 
Year Agricultural Development Plan. 
 Several elements of this plan are

underway. These include Project Land Lease (leasing public lands to small
 
farmers), Pioneer Farms (settlement of young workers on farms), provision

of agricultural credit through the Jamaica Development Bank, land irriga­
tion, reclamation and terracing schemes, etc. 
 Several projects currently

under implementation are benefiting from a substantial amount 
of international
 
agency financing. It is clear that this Project is part of a broad program

to develop Jamaica's agricultural resources and that it is unlikely to fail
 
owing to the presence of major obstacles in other areas that are not being

addr(,ssed. 
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8. Conclusion 

This analysis indicates that there is a strong justification 

for the Project. Its benefit-cost ratio is extremely favorable, and it is 
likely to effect a significant saving in foreign exchange. Failure to 
undertake it would dilute the benefits of other aspects of the agricultural 
dcev.lopment program. On tile other hand, the impact on production and foreign 
i.xchangv savings of the overall agricultural program jointly implemented 
:ind financed by the GOJ, the IFIs and AID is almost certain to be a multiple 
of the impact estimated here from this particular project. The benefits 
of the Project are apt to be broadly distributed, encompassing farmers, 
'onsumers and intermediaries as a group. While some higglers may be dis­
placed, this effect is not expected to be major as the restructuring of
 
the marketing system will be spread over a period of years and some of the
 
displaced people are likely to find employment in the newly established
 
marketing institutions.
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I). F.in~acial Analysis and Plan
 

The economic analysis has established that substantial benefits
can be expected from this Project evt.n 

tions, and that 

on the basis of conservotive assump­farmers, consumers and intermediaries can all be expected
to benefit from the Project. 
 This section will examine whether the GOJ
can be expected to bear the financial costs of the Project, and whether
the Subterminal Wholesale Distribution Markets and Assembly and Grading
Stations can be expected to process a sufficient volume of produce to
meet their cost of operation.
 

1. Ability of GOJ to Meet Operating Costs of the Project
 

It is assumed that only the operating costs of 
the Agricultural
Marketing Division of the Ministry of Agriculture will have to be met out
of the GOJ budget. 
The Markets and the Stations are expected to be charg­ing rates and to process 
a volume of produce sufficient to cover
COsts. their
]n the following section, the reasonableness of this latter assump­tion will be explored in detail.
 

The total Cent:ral Government's budget (recurrent and capital)
;ind that of 
the Ministry of Agriculture for the period 1975 through 1980
is prt-sented in Table 20. 
 The budget has been reduced by the 
amount of
;ervicing to determine the funds available for expenditures in support
 
debt 


of the Project in normal Government activities.
 

In order to estimate the impact of the required recurrent expendi­tures associated with the Project, these costs will be compared with the
total GOJ budget and with the budget of the MOA (net of debt servicing)
for 1979-80. 
 This comparison assumes 
that the budget will not increase in
real terms, which is admittedly unrealistic. 
However, correction for this
factor would not alter the results significantly. :" recurrent costs
associated with the Project are summarized in Tabl, 2;.
 

The calculation at the bottom of Table 21 iijcates that the
projcrted recurrent expenditures1 
of the Marketing Division
the MOA as a result of this Project are not expected to impose a signifi­cant charge on 
the GOJ budget. 
 It will increase their annual recurrent
budget by only J$1.0 million, which constitutes .08 percent of the net 2
overall 1979/80 GOJ budget and 1.32 percent of 
the budget of the Ministry

of Agriculture.
 

The costs of the Marketing Division staff currentlypayroll on-the MOAwere netted out. Only recurrent costs are included in the cal­cu'jtion. 
The calculation also assumes 
that the Markets and Stations
will cover their operating costs.
 
2Total COJ budget less debt service charges.
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Table 20
 

Central Government Budget
 

(J$ Million)
 

(1) (2) (3) (4)
 

Yrtar 	 GOJ
 
Total Debt Net MOA
 
Budge t Servicing Budget Budget
 

1975-76 975.8 123.7 852.1 63.6
 

1976-77 1306.8 241.7 1065.1 100.4
 

1977-78 1231.0 203.3 1027.7 99.6
 

1978-79 1816.7 380.2 1436.5 127.0
 

1979-80 1760.3 395.2 1365.1 78.4
 

Table 21
 

Project ==current Costs in 1085
 

-
(1978 US$
 

Total Annual Recurrent Costs 2 ,670 ,00 
/
 

Less: Revenue Wholesale Dist. Mts. 628,000
 

Less: Revenue Assembly and Grading
 

Stations 1,369,000
 

Net Additional Expenditures US$ 673,000
 

or
 

J$1,031,709
 

Percent of GOJ Budget .08%
 

Percent of MOA Budget 1.32%
 

I/ At US$1 = J$1.533 

2/ From Table 16 

3/ Assumes that revenues will be equal to the recurrent costs projected 
in Table 5. 
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The impact that the Project will have on 
tax revenues should
also be considered. A quick calculation of pussible revenue collections
can hc made on the basis of the btenefit-cost analysis in Table 17. In
1985, for example, the total 
projected annual benefits (undiscounted)
were estimated at $51.2 million and costs at $2.7 million (in constant
1978 U.S. dollars) yielding net benefits of $48.5 million or J$74.3 million.
Tax collections over the 
last three years have varied between 16 and 22
percent of the GDP. 
 If we assume that only 10 percent of the increased
income estimated from the Project 
can be captured by the tax system, tax
collections would increase by J$7.4 million in 1985, which is a substan­tial multiple of 
the recurrent costs of the Marketing Division estimated
 
in Table 21.
 

2. Profitability of Subterminal Wholesale Distribution Markets
 

The purpose of the following two sections is, first, to esti­mate the cost of operations of 

have 

the Markets and of the Stations after theybecome fully operational and, second, to estimate the amount of
produce that would have to be handled by.the facilities for them to break
even, i.e., 
for their revenues to equal operating costs, assuming that
rental charges for the 
use 
of the facilities bear a fixed percentage to
the sales value of the produce. (See Table 22.)
 

The costs per square foot in Table 23 are the average annual
c:harges which the wholesalers would have to be assessed in order for the
revenues 
to equal operating costs, including depreciation, assuming that
the facility is fully utilized. The charges per square foot range from
a low of $4.67 for vendor office space to a high of $26.67 for meat and
fish storage. This significant range was to be expected as 
the cost of
construction and maintenance for a refrigerated area is considerably

gre,,ter than for 
simple office or market space.
 

The question which has 
to be answered at this point is, given
the (osts per square foot, what are the expected sales of wholesalers on
a square foot basis and what percentage of those sales will the cost for
use of the wholesale facility represent. 
 Since this is a new activity
in Jamaica, it was not 
possible to obtain reasonable estimates of either
of these two variables. 
 On the basis of studies and experience in other
countries, it was determined that the rental charge should be about 2
nurcent of the value of the produce sold in the wholesale markets.
 
With the assumption of a 2 percent cost, 
the annual volume of
produo 
that would have to be sold per square foot ranges from a low of
0.2 tons at 
the meat and fish market to a high of 
1.4 tons at the fruit
and vegetable storago facility. 
 The FAO report indicates that facilities
of this type generally sell annually between 0.4 tons per square foot in
developing countries to 2.4 
tons in developed countries. The weighted
average 0.7 ton per square foot requirement obtained 
iiiTable 24 is near
the lower end of this range. This minimum tonnage level should be readilyattainable and is, in fact, likely to be exceeded. 

In summary, the revenues from the use of the Subterminal Whole­sale Distribution Markets will cover operating expenses at 
a moderate cost
 
to wholesalers.
 



Table 24 

Annual Operating Costs and Sales at Brtoak-even 

(US$ and Ton;) 

(1) (2) (3) - (4) (5) ! (6) ( 
Area of Operatiag Charge per Required Avg. Value Required Tow: 
Buildings Costs per 

Sq. Ft. 
Sq. Ft. as % 
of Sales 

Sales per 
Sq. Ft. 

per sq. ft. 

Market Section Total Rent­

able $$ $ $/ton) Tons 

Fruit and Vegetable Mikt. 16000 9000 5.07 2.0 254 385 .7 

Meat and Fish Mkt. 10000 6000 6.22 2.0 311 1460 .2 

Cen'l provisions Mkt. 2000 1500 5.20 2.0 260 704 .4 

Farmers Mkt. 2500 1500 4.20 2.0 210 385 .5 

Meat Storage 1500 1200 26.67 2.0 1333 1460 .9 

Fruit and Veg. Storage 4000 3000 10.43 2.0 522 385 1.4 

Vendors Offices 3000 3000 4.67 2.0 - - -

Weighted average 

(Excludes Vendors Offices) 6.91 318 .7 

From Table 20 
Col 5 - Col 3 Col. 

Col. 7 Col 5 - Col. 6 
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3. Prof.itabilitv of Assembly and Grading tations 

'Two 
 general designs of the Stations have been prepared. The
first will contain 
a grading and packing building, administrative office
 space, and limited storage totaling approximately 2250 square feet. 
 The
second design provides for a grading and packing building, office and stor­age space and, in addition, a cold storage facility totaling about 4950
 
square feet.
 

Since the size of the facility will depend on rany factors,
such as 
location, production, local infrastructure available, etc., 
this
analysis has been undertaken using an average cost of $59,359 for construc­tion of the facilities and $9800 for equipment in order to determine theamount of produce which would have to be sold at the "average" Station inorder for the revenues to cover the costs of operation including depre­
ci ati on. 

In Table 25 the estimated annual operating expenses for an average Assembly and Grading Station are presented.
 

Table 25 
Assembly and Grading Stations Annual Operating Expenses
 

(US $000) 

Useful Life Cost 

Operating Expenses 

Admin. Staff and Labor 
 16.5
 
Utilities and Telephone 4.4
 
Materials and Containers 16.8 
Vehicle-rent, Fuel and
 

Maintenance 

8.4
 

Maintenance (Bldg. and Equip.) 
 4.0
 
Total 

50.1 
Depreciation - Building 20 

- Equipment 10 1.0 
Grand Total 54.1 

1/ Total cost of the 25 stations is US$1,728,993 of which building costs will total
$1,168,050, equipment S245.000, site development $233,610 and contingency (5%)

$82,333.
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UilikQ the Subterminal Wholesale Distribution Markets, the
 
revenue for the Stations will be generated by an assessment based on the
 
sales value of the product, which we estimate will be a maximum of 5 per­
cent. This charge will 
cover labor, packing materials, transportation,

sales cost, and overhead. It is 
in line with charges for such services
 
Jn other countries. Therefore, in order to 
cover the annual operating
 
,.xpe-nses of $54,100, sales should amount to 
a minimum of $1,082,000 per

Asmumbly and Grading Station. 
This will represent approximately 2810
 
tons of fruits and vegetables, with an average farmgate price of $385
 
per ton.
 

It is anticipated that the Stations will be used by farmers within
 
a radius of approximately five to ten miles of 
the facility. Although an
 
agricultural survey of the areas in 
which these facilities will be construc­
ted has not been undertaken, it may be possible 
to roughly estimate what
 
percentage of the production the required sales represent in 
an average

producing area. Within a circle with a radius of five miles are 50,265
 
acres. If we 
assume that fruits and vegetables are cultivated on only

25 perecent of this area with a value of production of $850 per acre, 1
 
then 
total annual production would have a value of $10,681,313 and repre­
sent a volume of about 27,740 tons. Therefore, the amount of produce

that would be required to utilize a Station 
to the extent necessary to

enable it to attain self-sufficiency would represent only about 
10 percent

of the total amount of produce raised within 
a five mile radius. Since the
 
av-.rage percentage of production required is 
low, it is reasonable to
 
a .sume that the revenue of the Stations will keep pace with operating

Lxptenses and that actual utilization will probably exceed the minimum
 
voliune requirement. 

As the volume handled by the Stations increases, charges per

"nit 
handled can be reduced. After the break-even point of 2810 tons per
 
annum is exceeded, it may be possible to reduce the rate charged from
5 percent to perhaps 3 percent, thereby encouraging still greater use of 
the facility. 

The grading and packing will be done by hand but facilitated by

machines of varying degrees of sophistication. At the break-even point,

there will be a substantial amount 
of excess capacity. It is estimated
 
that 
the grading and packing equipment to be provided under the Project

will have a capacity of about 4.4 tons per hour 
or of approximately 13,200
 
tons of product annually, if the equipment is operated 300 days per year,

10 hours per day. 
 We have noted that the amount of produce consistent
 
with the break-even point is only 2810 tons 
per annum, or 21 percent of
 
the eq,iipment's maximum capacity. 

Report of the Agricultural Sector Assessment Team of the Office of

International Coope.ration and Development of the U.S. Department of 
Agriculture to USAID/Jamaica and to 
the Minister of Agriculture of

Jamaica, "The Small Frmer in Jamaican Agriculture: An Assessment of
 
Constraints and Opportunities," Kingston, November, 1978, p. 101.
 



In conclusion, it is reasonable to assume thatfrom the Stations will 	 revenues obtainedcover operating expenses sinceage of production needed to break 	
the average percent­even 	 is relatively low in relationthe area's total production, 	 toand 	 the machine hours necessarythe volume 	 to handleof output at the break-even point are 	substantiallyequipment's rated 	 below thecapacity. The estimated cost of packing and gradingis expected to be offset by gains in the overall product valuedecreases in transportation 

and 
costs. 

4. 	 Financial Plan 

Tables 26 and 27 present the estimatedPhase II of the Project by sources and use 
cost of Phase I andof funds and the disbursement 

schedules.
 

Table 26
 

Total Project Cost by Phase and Project
 
Componen t 

(US$000)
 

Use 
 FX 
 LC 
 LC
 

Phase I 
1i. Marke ting Division 

Technical Assistance 
Training 
Commodities 
Operating Expenses 
Contigency 
Inflation Factor 
Total Phase I 

3,166 
492 
126 
-

175 
741 

4,-

--

--

100 

2,537 
133 
656 

3,426 

3,166 
592 
126 

2,537 
308 
397 

8,126 

Phase II. 
1. Wholesale Distribu-. 

tion Markets 
Construction 
Trucks 
Operating Expenses 

3,200 
900 
--

700 
--

--

3,700 
--

705 

7,600 
900 
705 

2. Assembly & Grading 
Stations 
Constructions 


200
900 	 600 1,700
Operating Expenses 
 1,587 1,587Sub-total 
 5,000 
 900 6,592 12,492Contingency 	 264 45 329 624
Inflation Factor 892 	 164 ,366 2,412Total Phase II 6,156 1,113 
 8,287 15..528 
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Table 2 7 

Disbursement Schedule
 

(Us$000)
 

Year 1 Year 2 
 Year 3 Year 4 Year 5 Total
 

Phase I
 
AID 

Loan 	 756 
 890 915 
 697 526 3,784
 
Inflation & 
Contingency 
 24 119 238 265 270 916
 

Sub-total 	 780 1,U-- 1,153 962 96 4,700 

GOJ 

Local Funds 	 306 550 577 594 610 2,637 
Inflation &
 
Contingency 15 83 150 
 227 314 789 

Sub-total -	 321 633 727 821 93_	 92_4
61O! 7_-21 	 3,426
 
Total - AID
 

+ GOJ 1,101 1,E42 1,880 1,783 1,720 
 8,126
 

Phase II (Prelimi­
nary)
 

AID 
Loan 180 2,775 1,850 975 120 5,900 
Inflation & 
Contingency 23 434 481 372 62 1,369

Sub-total AID = 3,220 2,331 1,347 182 7,269 

GOJ
 

Local Funds 	 406 2,189 1,998 1,492 507 6,592
 
Inflation & 
Contingency 
 21 327 520 568 259 1,695

Sub-total GOJ 	 427 2,516 2,518 
 2,060 766 8,287

Total AID + 	 63 5,6

630 5,736 4,849 3,407 948 15,556
GOJ 
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E. Sc cial Soundnes. Anil'sis 

I. .verv iew 

Although the traditional agricultural marketing system inJamaica, namely a large number of small scale market intermediaries
(higglers) who purchase at the farmgate and retail at parish markets, re­mains dominant, it was found that important changes are taking place. Forexample, a growing number of large wholesalers, with considerable resources,

handling large volumes, has begun a system of forward contracting in
 res-ponse 
to the demand for large volumes of food by institutions and hotels.
 

It was 
also found that farmers and intermediaries are dissatisfied
with the present system. 
Farmers' main complaints were that: 
 they produce

larger quantities than small higglers can handle; they suffer losses from
spoilage of reaped and unreaped produce; and, farmgate prices are 
low in
 
relation to costs of farm inputs.
 

Intermedi;jries identified high transportation costs, poor physi­cal couditions in the market, and seasonality of produce as problems 
 affect­
ing them. 

The Agricultural Marketing Project addresses problems identified
 .s constraints by both small farmers and market intermediaries: namely,
pr ,ducc' availability, quality, distribution and physicalpoor facilities
 
;i th market.
 

2. Dvscription of Target Groups
 

a. Farmers
 

In Jamaica, 176,263 farmers, or 
88 percent of all farmers, are
on farms of one to 
ten acres. The 1978 Agricultural Sector Study showed
that a high proportion of these small farmers are involved in commercialagriculture, and produce most of the country's domestic food crops. 
 There
is little crop specialization on small farms, as 
farmers diversify land-use

by mixed-cropping to 
ensure a steady cash income year round. 
 By and large,

tradition rather than market demand dictates the farmer's choice of crops.
 

The majority of 
farmers do not now perceive marketing as part
of their occuparinnal role; they have limited knowledge of appropriateharvesting techniques, product differentiation and packing. The principalreason is has thethat marketing been responsibility of female householdmembers since the pra-emancipation era, when slaves exchanged provisionsat Sunday markets. As a consequence, the higgler is given the 
responsibility

of marketing produce, with the farmer playing a passive role. Farmers
 

This section summarizes a sociological study of the marketing system con­ducted by Jamaican sociologist Ms. Carleen Gardner. 
 The data for the ana­
lysis were compiled from an in depth literature search and extensive sur­veys and personal visits with market intermediaries, small farmers and con­
surers.
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pbicce high value on the sorvices of t he higgler, who, in additionmarketing produce, assists with to
r'aping. purchases on the farm, and isri.gular and accessible. The majority of farmers sell to higglers. Infact, a survey of nine communities in eastern Jamaica found that for allcrops, excluding coffee which is grown for export, the higgler was the 

most 
frequently reported first-handler.
 

This investigation found 
that between higglers and small farmers
there exists kinship and locality ties, 
a high degree of economic coopera­tion, a level of 
trust and sharing of basic social institutions, and that
income from higglering makes an 
important contribution to small farm
 
households.
 

b. Market Intermedigries
 

The Higgler Survey, conducted by the Ministry of Agriculture in
1977, found that 
80 percent of the domestic food is marketed by higglers.
The number of higglers at that 
time was estimated to be approximately
14,000; however, because of 
rising unemployment 
in other sectors, the
 
o,,nber today may be as 
high as 20,000. 

The majority of higglers are 
rural residents of which 83 percent
are, women of low socio-economic level with less than six years of primaryeuication. They purchase from farms 
in 
their own locality and supply pro­duce from their own farm. 
 The business operation of the "country higgler"
is characterized by small weekly cash outlay, poor accounting practices
and low profits. The average weekly net profit is J$26, and 78 percent
purchase less than 
.J$100 of produce. 
They perceive their business as 
risky
and perform a number of 
functions 
to guard against risk, such as 
trading
in 
fixed quantities of specific items with established customers, selling
scarce items along with low demand items 
(a system called "marrying"),
tind waiting in the market for up 
to 
three days, if necessary, to get a
 
d.sired price for their produce.
 

c. Consumers
 

Income distribution data indicate that 67.5 percent of wage
earners have a weekly income of under J$50. 
The only available expenditure
data, for 1972, indicated that 40.6 percent of 
income goes for food.
the escalation of food prices since 
With
 

1972, it is now estimated by the
Nutrition Advisory Council that 70 
to 80 percent of the income of. the
est income groups goes 
low­

for food. 
 Rising food prices have had serious
effects on the nutritional status of low income groups. 
The Nutrition
Advisory Council 
also points out that food unavailability is 
a contributing
factor to malnutrition. Consequently, malnutrition is most 
severe in sugar
producing areas and urban slums where little produce is grown and food istherefore directly related to 
the efficiency of the marketing system.
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3. Role of Wumen 

In addition to predominating as market intermediaries, women
also play an important 
role in agricultural production--28.6 percent of
the labor force in agriculture is female. 
 In commerce, women comprise

77 percent in the self-employed and independent categories. 

Female participation in farmers' decision making is 
extensive,
and they take an active leadership in formal social organizations.
 

Unemployment among women is 
a significant problem; 34.6 percent
of 
the female labor force is unemployed as compared to 
14.6 percent of the
male labor force. Additionally, incomes of 
women are lower than that of
males; 12.1 percent of males 
are 
in the lowest income group (under J$20),
while 18.6 percent of females fall in 
this category.
 

The female role 
in agricultural marketing is significant, from
both the economic and cultural point of view. 
In rural areas, the higgler
role provides economic independence for women, but also gives 
status and
control over family resources. 
 Urban women who trade in agricultural pro­duce enter this occupation because of lack of alternatives and job skills.
 

4. Inpacr on Higglers
 

The Agricultural Marketing Project will make the marketing system
more efficient and 
more responsive to 
the needs and demands of farmers,
intermediaries and 
consumers. 
Over time, the effect of increased effi­ciency will be 
to decrease the number of part-time and marginal higglers.
In the 
first few years of the Project, however, it is expected that the
number of higglers affected will be very small. 
 They will continue to
serve the function of transporting produce from the farmgate to 
the Assembly
and Grading Stations. In fact, higglering may, for many, become a full­.time job as the early part of the week can 
be spent collecting produce
and selling it 
to the Assembly and Grading Stations and the latter part
of the week 
can be spent in purchasing quantities of graded produce from

the Stations and taking 
them to market.
 

As the new system begins to function and more produce is pur­(-hased in larger quantities by large volume wholesalers, there will be less
produce available for the small higgler, and some of 
them will not be able
to compete. However, alternative forms of employment for higglers will
be generated through the Project. 
 Each of the 25 Assembly and Grading
Stations will provide employment in addition to 
regular staff for up
to 20 persons part-time from the 
area. The Subterminal Wholesale Distri­bution Markets will provide similar employment opportunities over and
above regular staff for approximately 100 higglers at 
each facility.
 

In addition, there are approximately 126 agricultural processing
plants in Jamaica, most built by the Government, which are not being
 



utilized to capacity because of 
a lack of volume produce for processing.
 
Tle Project will make it possible for these facilities to purchase the
 
type and quantity of produce they require, and their revitalization will
 
create additional job opportunities for higglers.
 

Higglers who now operate out of urban centers, such as Kingston,
 
Montego Bay and Ocho Rios, will find their task of collecting produce
 
much simpler. Instead of traveling from farm to farm, they will now be
 
able to go directly 
to the Assembly and Grading Stations or the Subterminal
 
Wholesale Distribution Markets and purchase the grade and quantity of
 
produce they desire in one stop.
 

The Project will have a net positive effect on the condition of
 
rural women. 
 It will do this by providing additional and alternative em­
ployment opportunities close to home, and by making the acquisition of
 
high quality produce easier, thereby enabling them to earn more. It will
 
also provide good physical conditions in Markets where higglers can pur­
chase produce more regularly and in larger lwume.
 

5. Extension Strategy
 

The extension strategy of the MOA in relation to the Project
 
will be keyed to overcoming the following socio-cultural constraints to
 
Project implementatien:
 

(a) the small farmer now depends on the higgler to perform his market­
ing functions, and consequently excludes marketing from his per­
ception of his occupational role;
 

(b) the farmer and higgler have strong kinship and locality ties,
 
share social institutions, and engage in economic cooperation;
 
and,
 

(c) the gradual reduction in demand for higglers' services resulting
 
from the activities of the collection center will make it increas­
ingly difficult for marginal higglers to continue to operate.
 

Extension agents will be provided training in social structure
 
and methods of social organization which will equip them with the necessary
 
skills to deal with communities rather than farmers exclusively. In addi­
tion, prior to Project implementation in any particular area, a study will
 
be conducted to provide detailed information of the extent of higglering
 
activities, numbers of households dependent 
on income from higglering,
 
extent of kinship bond and institution sharing between higglers and far­
mors 
and the type and relative influence of social organizations, formal
 
..,-d informal leaders. Based upon the 
results of this study, strategies
 
ior Project implmentation will be developed for each area.
 

The Data Bank and Evaluation Unit of the MOA, which is receiving
 
support through the Agricultural Planning Project, will assist the Market­
ing Division to conduct this survey. Short term consultants may be drawn
 
upon in this work.
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The first criteria for selection of the location of an Assembly

and Grading Station should be of 
a technical nature--for example, location

in ma 
jor producing area with linkage to wholesale and retail markets and
 
an adequate transportation infrastructure. 

After technical considerations have been satisfied for a rumber

of alternative sites, specific site selection will be made based on 
the
degree of local interest and receptivity. Extension techniques and detailed

implementation plans wil'l Lhen be developed which are site specific. These
Lchniques and detailed plans will utilize 
the results of the area study
to identify the exact 
location of the Stations, to develop appropriate

Lraining plans and to formulate a public awareness 
campaign.
 

6. Socio-CulItural Feasibility
 

This analysis concludes that the Project 
is socially feasible in
that 
it will provide benefits which meet the recognized needs of the
 
target groups. 
 The Project will not require radical changes in farmers'

practices, but 
it will provide incentives for farmers 
to improve their
marketing functions. More importantly, the Project will not attempt to
disrupt the traditional system of higglering, and will offer alternative
 
occupations for women. 
 It will provide facilities and information to
local level market intermediaries to assist them to participate in 
a much
 
itveded revitalization of the marketing structure.
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IV. MI',LI:MENTA'riON PLAN 

A. Implementation Arranements and Schedule
 

The MOA will be the implementing agency of 
the Project for
the C:O,. 
 Cooperating agencies will be the Agricultural Projects Research-
Unit (ARPU) of the Ministry of Works and 
the Ministry of Local Government
(MlG). 
The ARPU has been seconded to the MOA to 
assist in the planning
and implementation of externally funded projects with large construction
components. It 
is responsible for developing plans, blueprints, site
testing, preparing construction specifications, letting of bids, assess­ing bids, inspection and supervision of construction and reporting to
the MOA on 
the progress being made in construction. 
The MLG is responsible
for local Parish governments and the services provided (e.g., water, sewer
aind garbage collection). They own 
and operate the 
retail Parish markets,
and they own some the
of land in 
or near the municipalities where Sub­terminal Wholesale Distribution Markets may be constructed. 
 All three
agencis have worked together in the World Bank/GOJ First Rural Development
Project and have cooperated in the project soon to be funded by IDB torL¢COnstruct 17 Parish retail markets. A schedule of key events is shown 
in Fivu-e 10. 

B. Evaluation Plan 

The Project shall be reviewed annually by the GOJ and USAID.
 

As several major Project activities will be initiated during the
first year of the Project, the first evaluation shall 
focus primarily on
implementation progress. 
 The second evaluation will be more comprehensive
*iid will include representatives from USAID, AID/Washington, possible out­side consultants and the GOJ. 
 By then, the Marketing Division will have
been established, 
two Assembly and Grading Stations constructed and sites
selected and contracts 
let for construction of two 
Subterminal Wholesale
Distribution Markets. The evaluation will assess overall Project perform­ance 
against stated Project objectives and 
suggest possible revisions in
the Project's implementation. Evaluations at the end of the third and
fourth years will follow the 
same pattern as 
the second evaluation. Four
months after the PACD, the 
final review will take place to analyze the
 
impact of the Project on 

russ/failure 

the target groups and measure the Project's suc­in meeting its goals and objectives.
 



((, IPre(.. it icns d('(.dnt and Covenants 

1. Conditi-ns Prec.:dent to Loan r-isbursements 

Unless AID shall otherw.ise agree in writing: 

(a) Prior to any disbursement or issuance of any commitment documentunder the Project to finance development of a Marketing Divisionwithin the Ministry of Agriculture, the Borrower will furnish in
 
form and substance satisfactory to AID:
 

(1) evidence that sufficient space to house the new Marketing

Division has been allocated within existing facilities or
 
that new facilities have been acquired;
 

(2) evidence that 
a Marketing Division Director/Project Manager

has heun appointed; and.
 

(3) evidence that the existing personnel currently involved in

marketing activities within the Ministry of Agriculture have

been seconded to the Agricultural Marketing Project.
 

(b) Prior to any disbursement or issuance of any commitment document
 
under the Project to finance the construction of each Assembly and
Grading Station, the Borrower will furnish in form and substance
 
sntisfactory to AID:
 

(1) evidence that 
a completed socio-technical survey for final
site selection has beon carried out and 
that a decision has 
been rtached regarding the form of organization and manage­
ment for that Station; and, 

(2) detailed construction plans including cost estimates, draw­
ings and equipment lists.
 

(c) Prior to any disbursement or 
issuance of any commitment document

under the Project to finance cunstruction of Subterminal Wholesale
Distribution Markets the Borrower will furnish 
in form and sub­
tance satisfactory to AID:
 

(I) evidence that a Limited Liability Company has been established
 
to manage the Subterminal Wholesale Distribution Markets; and,
 

(2) detailed construction plans including cost estimates, draw­
ings and equipment lists.
 

(d) Prior to any disbursement or 
issuance of any commitment document
under the ProjLct to 
finance training outside of Jamaica, the Borrower
will furnish in form and substance satisfactory to AID evidence that
 a system of bonding or 
some other method has been implemented to
ensure that participant trainees will return to their post for a
period of time not 
less than twice the length of time spent in train­
ing.
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2. Special Covt.nants for Project Loan_Agr t'ment 

The GOJ, except as AID shall otherwise agree, shall covenant 
that:
 

(a) Withinsixmonths of 
the signing of the Agreement, the Ministry of the
 
Public Service will 
create the new positions needed for the Pro­
ject to meet its implementation goals and the Ministry of Finance
 
will provide the funding needed to 
cover the recurrent costs of
 
such positions;
 

(b) Adequate budget allocations for Project implementation, including

sufficient funds for maintenance and operation of the Assembly and
Grading Stations and the Subterminal Wholesale Distribution Markets
 
will be provided in 
a timely manner consistent with implementation

schedules developed by the Agricultural Marketing Division; 

(c) Within three months of 
the signing of the Agreement, a time phased

implementation schedule for 
the remainder of the first Project year
will be provided to AID in 
form and substance satisfactory to AID;
 

(d) For each twelve-month period commencing 
three months after the sign­
ing of the Agreement, time phased implementation schedules for each
 
twelve-month period of the Prcject, each based 
on the results of

the annual evaluation and annual audit of the Project during theprevious twelve-month period, shall be furnished to AID in form and 
substance satisfactory to AID;
 

(e) Salaries and international travel of 
overseas participant trainees
 
will be paid by the GOJ;
 

(f) Procedures will be implemented to ensure cooperation of the Ministry

of Local Government, MLnistry Wor's,of Ministry of Industry and
Commerce, and the Town Planning Unit to enable the Project 
to meet
 
its implumetation goals;
 

(g) Within three years of 
the signing of the Agreement, the Ministry of

the Public Service will approve a staffing plan which makes the
 
Marketing Division 
a permanent part of the Ministry of Agriculture.
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AnnexA Page 1 of 4 
LOGICAL FRANEWORK
 

AGRICULTURAL MARKETING DEVELOPMENT
 

NARRATIVE SUMM4ARY OBJECTIVELY VERIFIABLE INDICATORS 
 MEANS OF VER FICATION 


Pr g__ram-or Sector 
 Me su es----
 A L
 

Goal:Measures of Goal Achievement
 
To improve the liv-
 1. Farmers' per capita net income
ing standards of - per-
ceived increases. 1. Research undertaken byfarmers, consumers 
 1. Market D sn 

and market inter- 2. MOA Marketing Division.
Per capita net income of market inter- 2. Statistics from MOA
'harvestfarmers

reducing 
 by 
 mediaries 
- perceived increase. 
 Data Bank.
reasing producers'

harvest losses, ic- inc
3. by 19
Marketing margins 
- decrease
share of final
p ce in 1983 to 60% by 1986 

from 68% 3. Joint MOA/AID Project 

for the product, 4. Evaluations.
Post harvest loss-decrease
cutting inter- from 35% 
 4. GOJ trade statistics.
in 1982 to 25% by 1987. 

mediaries' cost, andi

providing larger 
 5* Cumulative production increases of 

quantities of better 
 5% by 1985. 

quality food 
 savin.
consumers. 

to ubypolicies
6. FX 
s v n sof 
$20million per year 
b 

1986. 


IMPORTANT ASSUHPTIONS
 

l.Continued GOJ committment 
to roject, 
 cludin
 
to project, including
 

to work with and
2.Continued willingness of
 
accept advice from MOA,
accep 
adic 
from 

including market information.
3 .Rational decisions by

market intermediaries to
temas o
 

pia te
 

uil te m
 

will encourage
 
o i i s w l 
 n o r g
agricultural production,
 

5.Credit will be available to
producers and intermediaries.
 

6.Factor inputs for production
 
and marketing will be
 
available.
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NARRATIVE SUMMARY 


Project Purpose: 


To initiate the dev-

elopment and 

implementation of im-

proved marketing 

practices (post-

harvest technology) 

as a means of reducin 

post harvest loss 

(waste, spoilage, 

nutrient loss and 
un-

harvested crops),

increase the volume, 

availability and 

quality of agri-

cultural and food 

products, lower the 


cost of marketing and 

the ultimate cost per 

unit of food to the
consumers through in­

creased efficiencies
 
of distribution and 

bring about a greater 

market orientation in
Government 


policy
 
relatedGrea t to olth iy
the agri-


cultural sector. 


LOGICAL FRAMEWORK (CONTINUED)
 

OBJECTIVELY VERIFIABLE INDICATORS 
 MEANS OF VERIFICATION 


End of Prolect Status (EOPS)
 

1. A marketing division has been 

established within the MOA and is 

i. Joint MOA/AID Project

Evaluations.
functioning effectively. 


2. Agricultural census
2. A National Wholesale Distribution 
 data. 

Network consisting of 4 Subterminal 

Wholesale Distribution Centers and 
 3. Research by Marketing
necessary institutional support and 
 Division Ministry of
linkages has been established and is 
 Agriculture.

functioning effectively. 


4. Statistics from Data
3. 25 Assembly and Grading Stations have 
 Bank, Ministry of
been established and institutionalized 
 Agriculture.
and are 
functioning effectively. 


5. Visual observations.
 

of 
d stri utio and5. 

brin ab ut 
a gre tercommitted 


IMPORTANT ASSUMPTIONS
 

I. Political policies and
 
economic conditions are con­
ducive to 
the MOA acquiring

and/or training Marketing
 
Specialists and retaining
 
them.
 

2. Continued Government of
 
Jamaica interest in program.
 
objectives.
 

3. Continued Government of
 
Jamaica revenue capability t
 
support program objectives.
 

4. Ministries ofoFanance and
Publin m a
S re nnce 


Public Service make necessar
 
funds, personnel slots and
 

MOA remains institutionally
 
c m i t d t a k t n
to marketing

dvlpet
 

6. Producers and market inter­
mediaries are receptive to
 
marketing development concep,
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LOGICAL FRAMEWORK (CONTINUED)
 

NARRATIVE SUMMARY 


Outputs 


1. 	Marketing Division 
in MOA. 

!. Marketing Division 

staff trained. 


3. Subterminal Whole-

sale Distribution 


OBJECTIVELY VERIFIABLE INDICATORS 


Magnitude of Outputs
 

1. Marketing Division in MOA established 

and 96 staff appointed (55 professiona 


marketing staff and 41 support staff). 

2. 10 MOA Marketing Division receive 2-


year external advanced marketing

training (20 person years).
 

Markets constructed 3. 12 MOA Marketing Division staff 


MEANS OF VERIFICATION 


1. Monitoring of Project 

elements by GOJ and 


USAID. 


2. Reports of Marketing 


Division and MOA. 


3. Statistics from Data 

Bank. 


4. Research undertaken by 

Marketing Division. 


5. Market analysis, 

situation analysis 

by Marketing Division.
 
Visual observations. 


6. Monitoring of whole-

sale and Parish market
 
storages, and Assembly
 
and Grading Stations
 
by Marketing Division,
 
Marketing Information
 
and Research Branch
 

IMPORTANT ASSUMPTIONS
 

l.Cooperation of JAS Marketing
 
foards, AMC,MLG, Ministry of
 

Works and other institutions.
 

2.Cooperation and participation
 

of 	producers.
 

3.Cooperation and participation
 
of market intermediaries.
 

4 .Cooperation of PSOJ and
 
rivate sector firms.
 

5.People are available and can
 
be identified for training.
 

6.There is little attrition of
 
trained personnel, producers
 
and intermediaries.
 

4. Subterminal Whole-


sale Distribution 

Market staff 

trained, 


5. Assembly and Grad-

Ing Stations 

organized and con-

structed. 


Assembly & Grading 

Stations staff and 

employees trained. 


1. Wholesale inter-

mediaries trained.
 

8. Producers trained.
 

receive 3-month specialized external
training (3 person years). 


4. 8 SWDMs staff receive 3-month
 
specialized external training (2 

person years) 


5. 600 persons from MOA Marketing 

Division SWDMs, AGS, producers and 

intermediaries receive 3-week in-

country marketing training (6 courses 

per year, 20 persons per course). 


6. Marketing extension to participating 

producers and intermediaries. 
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LOGICAL FRAX-E.RK (CCGNTINUED)
 

NARRATIVE SUMMARY 


Inputs 


(See Blidget Summary. 


Table I Page 


1 OBJECTIVELY VERIFIABLE TNDTCATORS MEANS OF VERIFICATION IMPORTANT ASSUMPTION 

Implementation Target Type and 
Quantity 

1. 29.5 person years, long term 1. Project monitoring by Inputs supplied in a 

technical assistance. GOJ and AID. timely manner. 

2. 3 person years, short-term 2. Project reports. 
technical assistance. 

3. MOA and Marketing 
3. 20 person years long term external 

training. 
Division records. 

4. Annual budget sub­
4. 5 person years, short term external missions and congress­

training. ional presentations. 

5. 34.6 person years, short term in­
country training. 

6. Equipment (vehicles and miscellan­

eous ) and commodities (construct­
ion and related equipment,
procured, constructed and operation­
al 

7. 71 additional Marketing Division 
staff and 25 present staff assigned 
to Marketing Division (55 profess­
ional marketing staff and 41 
support staff). 

8. 108 staff an,- laborers hired and 
trained for SWDMs. 

9. Minimal staff for AGS hired (from
rural community) and trained. 

http:FRAX-E.RK


I 
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5C(2) - PROJECT CHECKLIST 

Listed below are statutory criteria applicable generally to projects with FAA funds and projectcriteria applicable to individual fund sources: 
 Development Assistance (with.a subcategory for
criteria applicable only to loans); and Economic Support Fund.
 
CROSS REFERENCES: 
 IS COUNTRY CHECKLIST UP TO DATE? 
Yes. See AG Planning PP (532-0061).
HAS STANDARD ITEM CHECKLIST BEEN REVIEWED FOR THIS PRODUCT? Yes.
 

A. GENERAL CRITERIA FOR PROJECT
 
1. pp. Act Unnubered; FAA Sec. 
653 (b); 

Sec.'634A 
 a) Descrihow Committees on
Appropriations of Senate and House have been or

will be notified concerning the project;

(b)isassistance within (Operational Year

Budget) country or international organization
allocation reported to Con ress 
(or not more
than $1million over that figure)?
 

2. FAA Sec. 61](a)(_. Prior to obligation
inexcess of $100,000, will there be (a)engi-

neering, financial, and other plans necessary

to carry out the assistance and (b)a reasonably
firm estimate of the cost to the U.S. of the 

assistance?
 

3. FAA Sec. 61(a)(2). If further legislative

action is required within recipient country,

what is basis for rcasonable expectation that
 
such action will be completed intime to pemit
orderly accomplishment of purpose of the
 
assistance?
 

4. FAA Sec. 611(bL; FY 79 App. Act Sec.101.

If for water or water-related lan-d
-resou-rce

construction, has project met the standards

and criteria as per the Principles and Standards

for Planning Water and Related Land Resources
 
dated October 25, 1973?
 

5. FAA Sec. 611(e . If project iscapital

assistance (e.g., construction), and all
U.S. assistance for itwill 
exceed Sl million,

has Mission Director certified and Peoicnal

Assistant Administrator taken into consideration

the country's capability effectively to maintain
 
and utilize the project?
 

6. FAA Sec. 209. Isproject susceptible of
execution as 
part of regional or multilateral
project? If so why is project not so executed?IfonTation and conclusion whether assistancewill encourage regional development programs, 

Project included in FY'79 CP
 

Yes. Included in Sections
 

III.B. and IV.B. of PP
 

None Required.
 

NA
 

Yes. Included as Annex C
 
of PP
 

thistrojct 
dal strctyit h
the institutional and capital
infrastructure for marketing oflocally produced farm products. 
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A. 

7. FAA Sec. 6.0La.. Information and conclusions
 
whether project will encourage efforts of the 
 The Project will strongly support
country to: (a) increase the flow of international host country efforts in areas (a)trade; (b) foster private initiative and competi­
tion; (c) encourage development and use of thru (e) as discussed in Sections
cooperatives, credit unions, and savings and loan II and III of PP. The effect onassociations; (d) discourage monopolistic practices; area f) will be minimal.
 
(e)improve technical efficiency of industry, agri­
culture and contmerce; and (f)strengthen free
 
labor unions.
 

8. FAA Sec. 601 (b . Information and conclusion
 
on how prject will encourage U.S. Private trade

and investment abroad and ercourage private U.S. US private firms will participate

participation in foreign assistance programs in training, technical assistance
(including use of private trade channels and the and supply the bulk commodities. 
services of U.S. private enterprise). 

9. FAA Sec. 612ibj; Sec_._636hJ. Describe steps
taken to assure that, to the m,aximum extent possi- The GOJ is contributing almost halfble, the country is contributing local currencies the total cost and much ofto meet the cost of contractual and other services, the local currency cost of the
and foreign currencies o;red by the U.S. are
utilized to r,,.et the cost of contractual and project; the US does not own anyother services. Jamaican currency. 

10. FAA Sec. 6l2dl. Does the U.S. own excess
 
fo,,cin curreicy ot the country atd, if so, what
 
arrangc erits have tcen -,ade for its release? NO.
 

11. FAA sec. 601(e_. Will the project utilize

compeTitU'e selection procedures for the aarding Yes. 
of contracts, except where applicable procurv.ent
 
rules allow otherwise?
 

12. FY 79 Ap. Pct Sec. 608. If assistance is

for the production of any, cc-'iodity for export, The project is primarily to assistis the cormodity likely to be in surplus on world in marketing; increase in productionmarkets at the time the resulting productive will not be of the type or quantitycapacity bec.-es cperative, and is such assistance of crops which will cause substan­
likely to cause substantial injury to U.S.
producers of the same, similar, or competing tial injury to U.S. producers or becc,rnodity? in surplus on the world market. 

B. FUNDIrG CRITERIA FOR PROJECT 

1. Develoc.,ent Assistance Froiect Criteria The project will: (a) directly in­
volve both the small farmer and the
a. FAASec. 10[LOb 111; 113; 2la. rural poor through improved market-


Extent to which activity -(IT Tfif tivelyinvolve the poor in develc-ent, by extending ing facilities in rural/small town
access to economy at local level, increasing areas and reduced was-te for foodlabor-intensive production and the use of and other agricultural products,
apprcriate technology, spreding investment resulting in better returns 
out frum cities to small tc .ns and rural areas, 

for 

and insuring wide participation of the poor in produccrs and intermediaries and
the benefits of development on a sustained 1Qwer prices for consumers;
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basis, usinq the appropriate U.S. institutions;(b) help develop cooperatives, especially by tech-
nical assistance, to assist rural and urban poor to 
help themselves toward better life, and otherwiseencourage di:iocratic private and local governmentalqnstitutions; (c) support the self-help efforts of
developing countries; (d) promote the participation of wumen in the national economies of developing countries 
and the improvement of women's status; and (e) utilize

and encourage regional cooperation by developing 

countries?
 

b. FAA Sec. 103 103A 105 107.
104 106 

Isassistance being W-ade
available: (inc udeonly
applicable paragraph which corresponds to source

of funds used. 
 Ifmore than one fund source is

used for project, include relevant paragraph for
e ac h f u n d source.) 

(1) [103) for agriculture, rural development
or nutrition; if so, extent to vhich activity is 
specifically designed to 
increase productivity and

income of rural poor; [103A] if for agricultural
research, isfull account taken of needs of small
 
farmers;
 

(2)[104] for population planning under sec.
104(b) or health under sec. 104(c); ifso, extent
 
to which dctivity c-ohasizes lch-cost, integrated

delikery systems for health, nutrition and family

planning for the poorest people, with particular

affention to the needs of mothers and young

children, using paramedical and auxiliary medical
 
personnel, clinics dnd health posts, commercial
distribution systems and other rodes of co,,unity

research.
 

(3)[105] for education, public admini­
stration, or human resources development; ifso,
 
extent to which activity strect!,ens rcnformal

education, makes formal 
education more relevant,

especially for rural families and urtan poor, or
strengthens management capability of institutions

enabling the poor to participate in development;
 

(4)[106] for technical assistance, energy,

research, reconstruction, and selected development

problems; ifso, extent activity is:
 

(i)technical cooperation and develop­nent, especially with U.S. private and voluntary,

or regional and international development,

organizations;
 

(ii)to .elp alleviate energy problems;
 

(iii) research into, and evaluaticn of,

economic develcpnent processes and techniques;
 

(iv)reconstruction a'ter ratural or

IT-ar.ade disaster; 4
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(b) encourage cooperatives in carrying
out marketing functions; (c) involve 

major self help measures; (d) sub­
stitue some better job opportunities
for the drudgery of the present
role of women in marketing. 

(e) N/A
 

It will directly assist both the

small farmer and the landless
 
rural poor through improvedr r l i ~ r t r u h i pmarketing o e


efficiency 
and reduced
 
waste 
for food and other small
 
farm agricultural products.
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(v) for special developn'cnt problem, 
and to enable proper utilization of earlier U.S.
 
infrastructure, etc., assistance;
 

(vi) for programs of urtah development,
 
especially small labor-intensive enterprises,
 
marketing systems, and financial or other insti­
tutions to help urban poor participate in economic
 
and social development.
 

c. [107] Is appropriate effor? placed on use
 
of appropriate technology?
 

d. FAA Sec. 110(a). Will the recipient 
country provide at least 25t of the costs of the 
program, project, or activity with respect to 
which the assistance is to be furnished (or has
 
the latter cost-sharing requirer'ent been waived
 
for a "relatively least-developed" country)?
 

e. FAA Sec. llOqbj. Will grant capital
 
assistance he disbursed for project over more
 
than 3 years? If so, has justification satis-

factory to the Congress been made, and efforts
 
for other financing, or is the recipient country
 
"relatively lFast developed"?
 

f. FA.A Sec. 281(b). Describe extent to
 
which program recognizes the particular needs,
 
desires, and capacities of the people of the 
country; utili:es the country's intellectual 
resources te entourage institutional develop:,.ent; 
and supports civil education and training in
 
skills required for effective participation in
 
governmental and political pro:esses essential
 
to self-government.
 

g. FAA Sec. 122(b). Does the activity
 
give reasonable promise of contributing to the
 
development of economic resources, or to the 

increase ur productive capacities and self­
sustaining economic growth?
 

2. Develocrent Assistance Project Criteria
 

a. FAA Sec. 1222b_. Information and 
conclusion on capacity of the country to repay 
the loan, including reasorableness of
repayTnent prospects. 

b. FAA Sec. 620(d). If assistance is for 

any productive enterprise which will compete in 
the U.S. with U.S. enterprise, is there an
 
agreement by the recipient country to prevent
 
export to the U.S. of more than 20% of the 

enterprise's annual production during the life
 
of the loan?
 

Yes. 

N/A
 

The project accomplishes these 
goals as set forth in Sections
 
II and III of the PP.
 

Yes.
 

Jamaica has a fundamentally sound
 
economy which is being helped out 
of temporary difficulties by the IMF, 
IFI's and bi-lateral donors. 
Jamaica
 
has never defaulted on a government
 
to government loan.
 

N/A
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B. 

3. Proiect Criteria Solely for Economic
 
S )ort-u WdFu....d
 

a. FAA Sec. 531(1. Will this assistance
 
support promote economic or political stability? N/A

To the extent possible, does it reflect the
 
policy directions of section 102?
 

b. FAA Sec. 533. Will assistance under

this chapter be- us'e 
 for military, or
 
paramrilitary activities? N/A
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Certification Pursuant to Section 611 
(e)of the Foreign Assistance
 

Act of 1961, as Amended
 

SUBJECT: Jamaica 
- Capital Assistance - Agricultural Marketing

Development Loan
 

I, Glenn Patterson, as Director of the United States AID Mission to Jamaica,
 
having taken into account inter alia, the maintenance and utilization of
 
projects in Jamaica, previously financed or assisted by the United States,
 

do hereby certify that, in my judgement, Jamaica has both the financial
 

capability and the human resources to maintain and utilize 
effectively
 

the proposed Agricultural Marketing Development Loan.
 

This judgement is based primarily on the facts developed in the project
 

papor for the proposed loan of $4.760 million and A.I.D.'s review of the
 

financial assistance previously provided to Jamaica
 

Glenn Patterson
 

Director
 

Datp
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PID 	Approval Message
 

The 	PID approval cable 
(State 038736 of 14 February, 1978,
attached hereto) called for discussion of various policy and
design questions in either an interim report or the agriculture
sector study then scheduled for the summer of 1978.
 
However, a substantial delay in completion of the sector
study, from the end of FY 1978 to the th'ird quarter of FY 1979,
coupled with the necessity for completing the PP by the fourth
quarter of FY 1979 in order to be able to utilize such FY 1979
funds 
 as might then be available, made it necessary to compress
the process, and rather include full consideration of these
questions in the PP itself. 
Although agreement on this accelerated
approach was never formalized, it was tacitly accepted in ntaerous
communications between the Mission and AID/W concerning the sector
study and the overall design of the project, as well as preparation


of the PP.
 

The basic issues raised in the PID cable are treated in the PP
as follows:
 

A. 	Sector Approach. 
Abandoned in favor of Agricultural
Marketing Development program as 
set 	forth and fully
elaborated in this PP.
 

Problems Addressed.
B. 	 The Project Description and technical
analysis sections of this PP set forth detailed answers
to the questions raised in the PID cable.
 
C. 	Target Group. 
This matter is addressed at length in both
the Beneficiaries section and the Social Soundness
 

Analysis.
 

D. 	Roads. Road construction has been eliminated from the

project.
 

E. 	Environmental Concerns. 
As noted, the Project no longer
includes roads or use of acricultural chemicals. 
 Other
environmental concerns are covered in the IEE 
(Annex I)
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UNCLASSIFIED
 
AClassification 

H 1420~52Z FF9 78 ll6~P 
FM1 SLCSTATE WASHDC i CRY_____ 

TO AMEMPASSY I(INGSTOih 27767t-
PIT j.jI~ I_ 

AM@ L 
__STATE1"irLAS 038736, 

'O ]f
' UAC -. 

r.0. 11652: N/A 1o
 
IAGS 

.rl'1tJI..CT: DAEC REVIEW - JAMAICA AGRICULTURAL PIDS AG 1­
!:L.TOR, AG PLANNING AND AG EDUCATION). ,,-I. 

I. .UMFAYf THE DAEC REVIEWED SUBJECT THREE AGRICULTURAL .... 
rIDS ,1ANL'ARY 24, 1978. THE AG PLANNING PID WAS APPROVED - ".... 
Fth ]NTEI SIVE REVIEW LEADING TO A'PROJECT PAPER. THE AG . ." 
SECTOR "ID WAS APPROVED FOR DEVELOPMENT OF AN INTERIM RE-
j'r'rT 10 BE SUBMITTED UPON COMPLETION OF THE PROPOSED AGRI- AID 

C;LTt:I(AL ASSESSMENT. THE AGRICULTURAL RESEARCH, EDUCATION ,-
All ) t7XT.:hflSlOf1 PID WAS FOUND TO BE PREMATURE PRIOR TO 
C,.-7YIN,'G OUT OF TITLE XII BASELINE STUDY OF EXISTING RE- __ 

Vh!-ARCH, EDUCATION AND EXTENSION CAPABILITIES IN JAMAICA. 
A i-EVISED PID BASED ON THE STUDY RESULTS MAY BE SUBMITTED ....3: 
AFTER STUDY IS COMPLETED. END SUMMARY. _ D,- -

A:.AGRICULTURAL SECTOR STRATEGY. IN REVIEWING PIDS FOR ACTION TAKINt 

c,';SISTENCY WITH MISSION STRATEGY'FOR AGRICULTURAL SECTOR, q
TP.: CUIREENT STATUS OF THE SECTOR ASSESSMENT AND AGRICUL-
T;'YAL STRATEGY WAS DISCUSSED IN SOME DETAIL. THE INTEN-
S! VE AG SLCTOR ASSESSMENT UPON WHICH THE STRATEGY WOULD BE 
PA'-FD VA1S DESCRIBED AS ABOUT TO GET UNDERWAY WITH AN 
L, "IMATED DATE OF COMPLETION IN MID-SUMMER. WHILE IT WAS 

CL"A} THAT AGRICULTURAL EDUCATION AND PLANNING COULD AL-
TI ADY LE IDENTIFIED AS CRITICAL PROBLEM AREAS, IT WAS NOT 
EVI!..NT THAT.MARKETING, PARTICULARLY DOMESTIC MARKETI.,..------­
',",' TIR. PRIORITY PROBLEM OF SMALL FARMERS. THE SECTOR Ari o., InJo. Int 

.,,..SS,,ENT WILL CLEARLY ESTABLISH THE MAIN CONSTRAIN TO 
I:r:REAS!NG .'MALL FARMER PRODUCTIVITY AND INC0f) TH' . .e.I...... 
i,L.rT1VE IMHI(,ACE, AND IF POSSIBLE, THEIR.PRIORITYIPip" . -tr 

- 'jR ASSESSMENT SHOULD ALSO DESCRIBE THE RURAL POO I" 
L---,"1.'.L)c,,. . ..... 

Aont,2, 

Cla~s'ic-ion ¢AI l n 0.,*F.- Pj,¢ , ... ; ,.',,o ... . P2 Z/~ 

T~a~,: j I'1' 
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Classilicaton 

PROUIDE A SOCIO-ECONOMIC PROFILE OF THE AID TARGET GROUP,
2 IT WAS ALSO REQUESTED THAT THE AID STRATEGY STATEMENT IN 
THE SECTOR ASSESSMENT RELATE THE STRATEGIES UNDERLYING' THE
EXITTING INTEGRATED RURAL DEVELOPMENT PROJECT AND THE PRO­
fO, .D AG FECTOR PROJECT TO EACH OTHER AND TO THEiGOJ'S. 
AHICULTURAL STRATEGY. 
MISSION IS ENCOURAGED TO .PROCEED 
APACE IN T.HIS AREA, BUT DAEC FEELS TARGET DATE FOR COMPLE-
TION OF SCTOR ASSESSMENT AND STRATEGY STATEMENT SHOULD'..
 
ALLOW SUFFICIENT TIME FOR THOROUGH STUDY OF PROBLEMS AND 
POSSIWLE RESPONSES. UNDER PRESENT CIRCUMSTANCESo DAEC 
I:ONSIDERS EENDj OF FY 78 AS REASONABLE TARGET DATE. 

3. AG SECTOR LOAN: IN ADDITION TO FUTURE DEVELOPMENT' OF 
A! AGRICULTURAL SECTOR STRATEGY, THE- DAEC REQUESTED (AS
OUTLINED BELOW) THAT THE RATIONALE FOR THE SECTOR LOAN 
AfP'ROACH BE CLARIFIED AND QUESTIONED WHETHER ENOUGH WAS 
KNOUN CONCERNING PRINCIPAL SMALL FARIERPROBLEMS TO AGREE
AT THIS-TIME ON THE BASIC COMPONENTS OF A SECTOR LOAN. IT 
WAS AGRF.ED THAT ONCE THE ASSESSMENT (AND STRATEG.Y) WAS
COMPIP'TED, AN INTERIM REPORT OUTLININGTHE AG SECTOR PROJECT 
SHOULD BE DEVELOPED. IDEALLY, THE SECTOR ASSESSMENT AND 
INTERIM1 REPORT WOULD BE SUBMITTED FOR DAEC REVIEW SIMUL-
TAPNOUSLY ABOUT OCTOBER. THE INTERIM REPORT SHOULD ADDRESS 
THE FOLLOW,,ING SPECIFIC DAEC CONCERNS: 

--- A. SECTOR APPROACH.- THE DAEC EXAMINED THE REASONS 
FOR PACKAGING AG ACTIVITIES INTO A SECTOR LOAN. OTHER 
THAN THE MAGNITUDE OF THE AID RESOURCES INVOLVED IT WAS 
'UT APPARENT THAT THE USUAL REASON FOR A SECTOR PROGRAM 
APPROACH EXISTS, I.E. A MAJOR COORDINATED SECTOR-WIDE 
IV'ITIATIVE BY THE GOJ REQUIRING POLICY AND INSTITUTIONAL 
;HANGES WHICH AID WISHES TO ENCOURAGE WITH SUBSTANTIAL RE-

SOURCES. AS CURRENTLY PRESENTED, THE PROGRAM APPEARS.TO BE 
A "IARIETING, CREDIT AND EXTENSION LOAN" ("INTEGRATED AG
SERVICES") IN THREE GEOGRAPHICAL AREAS, WHICH COULD POSSI­
5LY BE ACCOMPLISHED ON A PILOT BASIS AT A REDUCED AMOUNT.
 
ALTHOUGH CHANGES MAY BE NEEDED 
IN CREDIT AND MARKETING 
POLICIES, IT WAS IMPLIED THAT THESE 

UGHT BE ACHIEVED WITH 
A CNALL[R AID EFFORT. IN DEVELOPING ITS SECTOR STRATEGY 
AL:OVE, M 2SION IS ASKED TO REVIEW THE "PAC)'AGt1 5 OF TR 

AID SUPPORTED AGRICULTURAL ACTIVITIES OVER THE NEXT

ZEV!:RrL ARS IN TERMS OF VHAT IT WISHES TO 
 ACCOMPLISH IN 
THE SECTOR. GIVEN MAGNITUDE OF THE RESOURCES PROPOSED 
At: T," ,' '-PIRENT OEFD, THE DAEC WOULD LIKE TO ENCOURAGE
A 07 ' .. : Aji2.ED AT II.r&ZAS1 . SMALL FAR R P.ODUC­
11. 	 1.Y ,:.:)ND oC :! F GO ERN.ENT IS ;:TPARED TO UNDEiTA yE,
!. :I:.TIVE THE 1UTIONAL EASE EXISTS.AN. 1; 	 OTHER­
..., IN ALTESATrVE YDUL A TO LILATAXE SMALLR INDI-

VI.LAL PROJECTS OVCR TH7 'I'! SE'ER.. YE.:S. THE REASONS
FOR TE 0fPRpCH LErIf.D UFU;r .SHOLA) LE ELAUORAID. 

http:APPEARS.TO
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-...PROBLEMS 
 ADDRESSED 
- THEE DAEC QUESTIONED WHETHERTHERE ARE SMALL FARMER PROBLEMS IN JAMAICA OTHER THAN THOSEADDRESSED BY PID WHICH SHOULD BE ADDRESSED BY A SECTOR LOANBAFED UPON THE CONCLUSIONS OF AG SECTOR ASSESSMENT. IS
TILI,,RE CLrAR EVIDENCE THAT OF TOLACK ACCESS CREDIT ANDI.FFICIENT MAR?'ETING SERVICES ARE THE MOST -SIGNIFICANT. CON-STRAIlTE.oN THE TARGET GROUPi OR ARE THERE OTHERS WHICH*
SHIOULD D ADDRESSED SIMULTANEOUSLY 
 OR IN LIEU OF THESE(r-.C. 
 LAND OWNERSHIP AND IMPROVEMENTS, APPROPRIATE TECH-
NOLOGY, TECHNICAL ASSISTANCE, ETC.)? 
 MISSION REPRESE:NTA­. TIVE INDICATED AGRICULTURAL PRODUCTION HAD NOT BEEN ADE-ry'ATELY RESPONSIVE TO RELATIVELY HIGH FARM-GATE PRICES.DOES THIS THATSUGGEST PROJECT SHOULD ALSO ONFOCUS LOWER-ING PRODUCTION COSTS? 
 FINALLY, IF INCREASED ACCESS TO
GREDIT AND MARKETING SERVICES ARE BASIC PROJECT COMPONENTS,IS THE TYPE OF RESPONSE PROPOSED BY PID 
(I.E. CENTRALIZED
COLLECTION AND SERVICE CENTERS) THE MOST APPROPRIATE TO
PROBLEM S OF LARGE NUMBERS OF FARMERS WITH LESS THAN FIVE
 
ACRES OF LAND?
 
----- C. TARGET GROUP - THE INTERIM REPORT SHOULD DESCRIBE
THE NATURE AND COMPOSITION OF TARGET 
 GROUP, RELATE IT TOTHE DESCRIPTION OF THE RURAL POOR IN THE ASSESSMENT, AND
DISCUSS HOW THE SECTOR LOAN WILL REACH AND BENEFIT THETARGET GROUP. WILL THE TARGET GROUP INCLUDE LANDLESS.
 
PERSONS?


-D- ROADS - IF FARM-TO-MARKET ROADS ARE INCLUDED ASPROJECT COMPONENT, 
INTERIM REPORT SHOULD DISCUSS WHETHER
AUD TO WHAT EXTENT THE LACK OF SUCH ROADS IS A MAJOR CON-
STRAINT ON .SMALL FARMER PRODUCTIVITY AND INCOME. DAEQ
NOTED TMAT FEEDER ROADS IN JAMAICA HAVE TRADITIONALLY BEEN
HIGH COST' (OVER DOLS. 100,0OO PER MILE) AND THE GOJ/MPW
HAS RESISTTED REDUCING STANDARDS AND 
USING LABOR INTENSIVE
METHODS. BEFORE INCLUDING THIS ELEMENT IN THE INTERIMREPORT, THE MISSION SHOULD DETERMINE WHETHER THERE IS A
PRIORITY NEED 
FOR THESE ROPDS AND WHETHER ROADS OF LESSER
STANDARD MIGHT BE ADEQUATE TO THE NEED. MISSION SHOULDLOOK INTO EX.PERIENCE OOFNVRGANIZATIONS OTHER THAAN PUBLIC
WORKS (E.G., FORESTRY DEPARTMENT UNDER AID FORESTRY LOAN, 
PARISH COUNCILS, PRIVATE CONTRACTORS, ETC.) 
IN PROVIDING
LOWER COST ROADS. 
 MISSION SHOULD ALSO CONSIDER USL OF
FIXED AIIOUNT REit.fIllIIRSEMEdT PROCEDURE FOR ANY ROAD CONSTRUC-TION COMPONENT OF PROJECT. 

-..E. ENVIRONIENTAL CONCERNS - THE PROJECT REQUIRESMORE DEFINITION :BEFORE THRESHOLD DECISION BECAN MADE.EARLY SU'3rISSION OF A REVISED IEE 
IS ADVISABLE. BECAUSESEVERAL PROJECT COMPONENTS 
(E.G., ROAD CONSTRUCTION, PESTI-
CIDE AND AGRO-CHEMICAL USE, LAND CLEARANCE) MAY REQUIREEXIENSIVE DUCUMENTATION IF AN E.A. PROVES NECESSARY. RE-VISED 
1EE SHOULD INCLUDE A DESCRIPTION OF THE LAND AREAS

TO BE AFFECTED BY PROJECT.
 

http:STRAIlTE.oN
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MINISTRY OF AGRICULTURE 

HOPE GARDENS, 
Request for Assistance KINGSTON 6, 

JAMAICA
Pira,, Quart 

Rm,,,.u.s Nu.. July 23, 79
_19-

Rural Development Office
 
USAID/Jamaica
 

Gentlemen:
 

Re: Agricultural Marketing Development Project
 

With reference to the above prcject, the Ministry

of Agriculture requests the assistance of the United States
 
Agency for international Development in upgrading the
 
agricultural marketing structure in Jamaica.
 

The project has already been approved by the
 
Pre-selection Committee of 
the Ministry of Finance and
 
Planning.
 

Sincerely,


( I
 

D.;4r- .- t o n e
Permanent Secretary 
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MINISTRY OF AGRICULTURE 

HOPE GARDENS, 

KINGSTON 6. 

JAMAICA"°"'"'" 
Ruga.~,~ FIILRe_ 	 _,~7th 	 August,, 9. 

Dr. Donor M. Lion,
 
Mission Director,.
 
U.S.A.I.D. Mission to Jamaica, 
2 Oxford Road,
 
Kingston 5.
 

Dear 	Dr. Lion,
 

Thank you for your letter of July 9,the Marketing Project. 	 1979, dealing with
You stated in your letter andI quote 
-
"Washington, as well as U.S.A.I.D. here in Jamaica,
will need to be satisfied that this specific project,

a major effort to reform, restructure and expand

agricultural marketing in Jamaica is 
-

(1) 
Consisteat with Jamaica's agricultural and
marketirg goals and development plans; and
 

(2) 	Wholly compatible with Jamaica's marketing

strategy and policy".
 

This is to inform you that Cabinet at its meeting of the
30th July, 1979, accepted and approved the "Policy and Strategy"
proposals submitted by my Ministry as 
the basis for our National
Policy. 
Attached please find a copy of the document.
 

I trust this will meet with your Mission's approval, both
here and in Washington.
 

Thank you for your co-operation, and I now look forward to
signing the Project Document.
 

Yours truly,
 

;Vymour Mullings,

Minister of Agriculture
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THE NATIONAL AGRICULTURAL AI!D FOOD 1A RKETI :.ICy 

Policy statement 

:The National Agricultural and 2ood Marketing Policy is to foster
 

the development of an Agricultural an. 
Vood Marketing System in Jamaica
 

capable of eifficently distributing reruLred factor inputc 'to producere,
 

capable of stimulating an expansion of 
)roduction of the type, volume and
 

quality of cormmodities demanded,'and ca,able of distributits- the products

/ 

of agriculture from'the producers to t::e 
consumers in a manner that will
 

achieve the greatest econotric and social benefit.
 

Policy Goals
 

In particular the long term L-ricultural and Food iarheting
 

Policy Goals are:­

1. 
 to sustain and further z imulate the food production achieve­

ments attained and expected;
 

2. 
 to achieve equitable distribution of the end value of food
 

produced;
 

3. 
 to maintain reasonable price stability to producers and
 

consumers;
 

4. 
 to encourage investment and capital forriation within the
 

agricultural and food Larketing system;
 

5. 
 to create greater opportunities for emploruent;
 

6. 
 to achieve the most cailete utilization of the products
 

of agriculture; and
 

7. to enhance agriculture4
 s role in improving the balance of
 

payments.
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TIM NATIONAL ACRICULTUL,!'XD FOOD MARKET111G w"7RATEGY
 

The currant agricultural and rood narketing 0y=ta 
 is not conducive 

to sustaining and further stimulating the agricultural production achievements 

attains.; and those expected. It is tho belief of the Govoriv,,Ont, however,
 

that the existing marketing system can bo made to work offictently and to
 
become technologically dynamic. 
Who stLuctures and the intarrediaries within 

the &yet= have the ability to marshal cubotantial quantities of labor, ontre­

preneur'al talent and capital. It is tlo role of Goverr.a=t to facilitate 
increaac4 efficiency of operation and nora rapid technological change. This 

will be accomplished by providing encouraoement and assiacance to intermediaries
 

in the cLricultural marketing system to Lake fuller use oZ labor, entrepreneurial
 

talent a:nd capital.
 

Strate,.-Cbectives
 

The intermediate term objactivee of the National t.Aricultural and
 

Food Marketing Strategy are:­

1. to achieve a significant increase in self-sufficiency in 

agricultural and food pro(;uction and decrease i.ports of 
agricultural and food products of a type that can be produced
 

in Jamaica;
 

2. 
to increase exports of a.ricultural and food products both
 

of the type of products that are now being exported and the 

type for which a demand exists, but are not nou being exported 

on a sizeable scale; 

3. to enhance agriculture a: An earner of foreignr, exchange;
 

4. 
to greatly improve the availability, quality and quantity of
 

agricultural and food ptocucts to Jamaican co1.sumers;
 

5. to expand the productio:'a:d distribution
 
, and the acceptance 

by consumers , of domc ically produced proeucts that can
 

replace costly imported ;,ioducts;
 

6. to initiate and assist LV he restructurir.-
 o the marketing
 

system resulting in artc:'ficient system w:ith adequate regulations
 

to maintain optimum per;,r.!ance;
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7. to develop a broad poct-.arvcst technolog/t:ascd upon which to: 

(a) 	 establish'an expar.i .g agricultural a-.,. food export industr,'; 

(b) 	establish a sound -'ocessing industry,; an~d 

(c) 	 enhance tt,., qualit:., of products on the domestic market; 

L. 	 to provide marketing facilitics to enhance th efficient
 

assembly and distribution of agricultural and food products;
 

0. 	 to provide an extensive rarhet news/inforv.aior,/intelligence
/ 

system to stimulate overall agricultural and food production
 

and efficient distribution; and
 

10. 	 to assure the provision of organizational, operational,
 

technical and financial asuistance to all rnegaents of the
 

marketing system to help them achieve more rapid development.
 

Strater .esures
 

1. The Ministry of Agriculture will assume all responsibility 

for the marketing of agricultural and food products. 

2. Establishment of a .ar".etiaG Division witin the I:inistry of 

Agriculture to:
 

a) provide a m.rket 1:r.-lation/intelli-erce servic6,
 

b) provide a well-deZi.ed system to grades and standard,
 

c) provide continuous ;-'arlet regulations Io deal with grades
 

and 	standards, mar!:et conduct and ph7to-sanitary standards,
 

b) 	 provide direct export assistance to the ,..arheting system 

to upgrade post-harvest technology. ':rading, packing,
 

handling, storage, transportation and 'rocessing) and
 

harvesting and han-illng by intermediarics producers and
 

producer group,
 

e) 	 undertake major pro-ra-=eof narket rescarch and extension
 

of research results to Intermediaries, *roducers, consumer3
 

and 	goverrnent ageurp.es, 

http:ageurp.es
http:well-deZi.ed
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3. Rebuild, and/or. ostablic:. :odorn retail .ar'.ot facilities 

in the parishes and onccurago intermediaries (higglers) 

to operate in the facilitios where weights, ,easures, grades
 
and standards and mode: of transportation can 
be regulated and 
price, quantity and quality of produce ca: Lc lionitored. 

4. 
 Establish a modern wholesale distribution sjtto. consisting
 

of four sub-tarmi al war::ots and one termitial rarket to 
facilitate the total dis~ribution of food product in the
 
country; including the .rovision of storaGo "acilities. 

5. 
Develop, with the appropr-.ate institutions, a system of credit
 

available to market iutan.cadiarieas. 

6. 
Rationalize the transportation system and 2urthar develop
 

the use of railway in Ohi.pping 'food produc:,
 
7. Assist producers and ir.torcsted parties in ostablishing
 

grading, packing and sto ae facilities in .?roducingareas. 
:, Establish an agency itthir the linistry o: t.riculture such 

as a Stabilization Board, vhich can be cpeci
-
.cally funded
 
by Government to provide for price stabili:ation, surplus
 

removal, market guarantor: and other Goveri-_entalal policy
 
initiatives, assuming ',.4s role from the A",,ricultural Marketing 

Corporation; and
 

9. 
 Develop and assist in i:;1ezenting a plan 
to rcstructure and
 

and revitalize the Agricultural Marketing Corporation to
 
better provide vital 1holcsale distribution unctions ard to
 

serve the hotel, 
rentucc. and institutional trade 
(H.R.I). 

The Agricultural i.ar..et.r.C Corporation, as o.,e of the major 
intermediaries in the m"r'-2ting system, vo'.ild operate from the 
terminal and sub-terrint. -arkets. 

Igth July, 19/e..
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TECHNICAL ASSISTANCE JOB DESCRIPTIONS
 

Team Leader - Five Years
 

The Team Leader will be the counterpart to the Director of the
 
Mark,ting Division with a tour extending throughout the term of the Project.
 
The Team Leader will:
 

1) 	assist and advise the Director of the Division in the organization
 
and implementation of the Project,
 

2) 	provide guidance, direction, counseling, assistance, supervision
 
and coordination to the other technical advisors,
 

3) 	provide liaison between USAID/Jamaica and the MOA,
 

4) be directly responsible, with the Director, for the planning, organi­
zation, construction and functioning of the Subterminal Wholesale
 
Distribution Markets and the Assembly and Grading Stations,
 

5) assist the Director in the organization, establishment and direction
 
of the Marketing Division, and
 

6) provide counseling and advice on agricultural and food marketing
 
policy to the MOA and other-ministries or organizations as requested.
 

Fruit and Vegetable Marketing Advisor - Five Years
 

The Fruit and Vegetable Marketing Advisor, under the general
 
supervision of the Team Leader, will assist and advise the Assistant Direc­
tor of the Marketing Development Branch and the Head of the Commodities
 
Unit in all matters dealing with the marketing of fruits, vegetables,
 
root crops, flowers, ornamentals and other horticultural and special crops,
 
during a tour extending throughout the term of the Project. This advisor
 
will also:
 

1) 	work directly with the Fruit and Vegetable Marketing Specialist
 
of the Commodities Unit,
 

2) work closely with the Heads of the Market Structure Unit and the
 
Agricultural Export and Development Unit and their staff, assist­
ing them in their program of activities to initiate and carry for­
ward activities related to the commodity area,
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3) assist in in-service training programs and marketing extension
 
activities related to fruit and vegetable marketing,
 

4) assist in training programs with the coordination of the Training
 
Officer and suggest candidates for external training programs,
 

5) assist the Marketing Information and Research Branch in initiating

and carrying forward research and in analyzing marketing data and
 
preparing periodic market reports and situation and outlook reports,
 

6) assist the Quality Assurance Branch in developing grades and stan­
dards and procedures for inspection of fruits, vegetables, flowers
 
and other horticultural products,
 

7) develop and maintain associations with local and external agencies
 
for pertinent information related to fruit and vegetable marketing,
 

8) liaise with regional field officers and provide assistance and
 
guidance, and
 

9) assist the Tcam Leader and the Director in the planning and implement­
tng of the three elements of the Project.
 

Livestock and Animal Products Marketing Advisor Five Years
-

The Livestock and Animal Products Marketing Advisor, under the
 
general supervision of the Team Leader, will assist and advise the Assis­
tant 
Director of the Marketing Development Branch and the Head of the
 
Commodities Unit in all matters dealing with the marketing of livestock,

mait and moat products, dairy and dairy products, and fish during a tour 
(xtetning throughout the term of the Project. 
 This advisor will also:
 

1) work closely with the Livestock and Animal Products Specialist of
 
the Commodities Unit,
 

2) work closely with Heads of the Market Structure Unit and the Agricul­
tural Export and Development Unit and the staff of each Unit, assis­
ting them in their program of activities and in initiating and carry­
ing forward activities related to the commodity area,
 

3) assist in in-service 
training programs and marketing extension acti­
vities related to livestock and animal products,
 

4) assist in training programs with the coordination of the Training

Officer and suggest candidates for external training programs,
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5) assist the Marketing Information and Research Branch in initiating

and carrying forward research and in analyzing marketing data and
preparing periodic market reports and situation and outlook reports,
 

6) assist the Quality Assurance Branch in developing grades and stan­
dards and procedures for inspection,
 

7) 	develop and maintain associaticr with local and external agencies

for pertinent information related to livestock, animal products

and fish,
 

8) liaise with regional field officers and provide assistance and guid­
ance, and
 

9) assist the Team Leader and the Director in planning and implementation

of the three elements of the Project.
 

Market Information Specialist Three Years
-


The Market Information Specialist, under the general supervision
of the Team Leader, will assist and advise the Assistant Director of the
Marketing Information and Research Branch on all matters dealing with
market information and intelligence and marketing research during a tour
commencing the beginning of year one and terminating at the end of year

three of the Project. The advisor will also:
 

I) 	work closely with the Heads of the Market Information Unit and the

Research Unit and their staff in assisting them to initiate and
 
carry forward a full marketing information program consisting of
monitoring markets, collecting data on 
storage stocks, processor

stocks, and other data, analyses, and the release of daily market
reports in addition to the publication of periodic situation and
outlook reports and other market reports,
 

2) assist in initiating, with the cooperation of the commodity advisors,

and carrying forward a program of commodity and market structure
 
research,
 

3) assist in in-service training programs related to market information,
 

4) assist in training programs with the coordination of the Training

Officer and suggest candidates for external training,
 

5) develop and maintain association with local and external agencies

for pertinent information related to market information,
 

6) liaise with regional market, monitor field officers and provide assis­
tance and guidance, and
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7) assist the Team Leader and the Director in planning and implementation

of the three elements of the Project.
 

flqs~pectlonualitv Assurance Advisor 
- Four Years 

The Inspectlon/Quality Assurance Advisor, under the general super­vision of the Team Leader, will assist and advise 
the Assistant Director
of 	the Inspectior and Quality Assurance Branch on 
all matters dealing with
grades and standards, market regulation, phyto-sanitary standards and other
factors necessary to assure consumers 
a reasonable standard of product

quality and safety and producers and intermediaries with a sound base of
formal and standardized grades and standards on which to base trade during
a tour commencing at the beginning of year 
one and terminating at the end

of year four of the Project. In addition, the advisor will:
 

1)	work closely with the Heads of the Inspection and Enforcement Unit
 
and the Standards Development Unit,
 

2) work closely with the commodity specialists in developing the
 
inspection and quality program,
 

3) 	assist in in-service training programs related 
to inspection and

quality assurance, and suggest candidates for external training,
 

4) develop and maintain association with local and external agencies

for pertinent information related to inspection and quality assurance,
 

5) liaise with regional marketing inspection field officers and provide
 
assistance and guidance, and
 

6) assist the Team Leader and the Director in the planning and imple­
nentation of the three elements of the Project.
 

MarketingTranin, Advisor - Five Years 

The Marketing Training Advisor, under the general supervision
of the Team Leader, will work directly with the Marketing Training Offi­
cer in the 
Support Services Unit, and in close cooperation with the Train­ing Division of the MOA in planning, implementing, and conducting in­country training programs and will coordinate, with the Team Leader and
other advisors on 
the Team, the external training of recommended and

approved candidates during a tour extending throughout the 
term of the
 
Project. In addition, this advisor will:
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1) work with, and be assisted by, all members of 
the Advisory Team
 
and the Staff of the Division in developing the marketing training
 
program,
 

2) develop and maintain association with local and external agencies

for pertinent information related to marketing training, and
 

3) assist the Team Leader and the Director in the planning and imple­
mentation of the three elements of the Project.
 

Market Management Advisor - Two-and-a-Half Years
 

The Market Management Advisor, under the general supervision of
the Team Leader, will assist and advise the Assistant Director of the
Marketing Development Branch and the Head of the Market Structure Unit in
matters dealing with wholesale and retail management durln2 a two-and-one­half year tour of duty commencing mid-year of year 
three just prior to the
completion of the first Subterminal Wholesale Distribution Market. The
 
advisor will also:
 

1) work closely with the Heads of the Commodities Unit and the

Agricultural Export and Development Unit and the staff of each

Unit, assisting them in their program of activities, concentrat­
ing on the establishment and smooth operation of the Subterminal

Wbolesale Distribution Markets, organizing, training and develop­
ing procedures of operations,
 

2) assist in in-service training programs and marketing extension
 
activities,
 

3) assist in training programs in cooperation with the Training

Officer and suggest candidates for external training programs, and
 

4) assist the Team Leader and the Director in the planning and imple­mentation of the three elements of the Project, but in particular

the Subterminal Wholesale Distribution Markets.
 

Consultants (One Month to 
Three Months, as Required)
 

The 36 person-months of short term assistance will be utilized
 as 
required to supplement and complement the Team Advisors. 
 They will be
requested as problems occur and as 
various points in the Project are
reached requiring some special technical knowledge of 
a particular field.

The technical areas 
include storage, processing, grading and packing sys­tems, architecture, wholesale distribution markets, exporting and market
 
administration/institutional development.
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CONDITIONS OF CON-TRACT, 

BILLS OF QUANTITIES AND SPECIFICATIONS 

for I1Ncons(iructl&, of a 

MARKET 

at 

GRANGE HILL 
in ihc Prish (if 

WESTMORELAND 

DESIGN TEAM 

MINISTRY OF WORKS 
A. R. P. Unit 
Room 2B 
Huglcy Park Plaza 
Kingston I0 

in :ssociation with 

STOPPI CAIRNEY 
Quantity Surveyors 
4 EIIsmere Road 
Kingjston 1 0 

BLOOMFIELD 
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Pag!e No.
 

INSTRUCTIONS TO TENDERERS
 

CONTRACT (blue) 

ARTICLES OF AGREEMENT C.1 - C.2 

INDEX TO CONDITIONS C.3 - C.4 

CONDITIONS OF CONTRACT C.5 - C.26 

ABSTRACT OF PARTICULARS C.27 

BILLS OF QUANTITIES
 

GENERAL SUMMARY 
 G.S./l 

GENERAL CONDITIONS AND PRELIMINARIES P.1 - P.17 

MARKET BUILDING M.B./l - M.B./17 

WELFARE BLOCK W.B./I - W.B./17 

EXTERNAL WORKS E.W./1 - E.W./S 

DAYWORKS 

LIST OF BASIC PRICES OF MATERIALS 

SCHEDULE OF P.C. AND PROVISIONAL SUMS 

.SPECIFICATIONS 
 S.1 - S.37 
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AI._.RACr OF PARTICULARS 

Condi tl on(q) 

Proposed Date for 
Commencement of Works 10 

Period for 
Completion of Works 10,22 

Liquidated Damages 
per Working Day 23 

Period of Maintenance 30 

Period of 
Interim Certificates 40 

Period for Honouring 
Interim Certificates 40' 

Percentage of Certified 
Value Retained 40 

Limit of Retention Money 40 

Percentage of Value of Goods 
and Materials on Site Certified 40 

Performance Bond 
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............. ,..........
 

SIX (6) MONTHS 

MONTHLY
 

FOURTEEN (14) DAYS
 

TEN PER CENT (101%.)
 

FIVE PER CENT (5%) OF
 
THE CONTRACT SUM
 

EIGHTY PER CENT (807)
 

TWENTY PER CENT (207.)
 
OF THE CONTRACT SUM 
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A Site Lng.nti-on 

The proposed works arc to be erected on the site of the existing
market building on the main road 
front Frame to 
Little London )at the Junction with the road to Glasgow. I 

B Access to the Site 

Access to the site is from the main road to Glasgow. 

C 
 Descriptjon of theWor 
 I
 

This contract comprises the Oite preparation fol gnd th
erection of a single storey market with accomiodation f r 162
fruit and vegetable; 22 dry goods; 10 meat and 
 fini vendors
together with the. erection of a welfare block asd draina'g,
sewag. disposal and external works. 
 -
Construction is of pre-fabricated steel portal framing wth
 
aluminium roofing, concrete floors, !lock wallslto enclosed
areat, chain link fencing to open sides, cold room installation,)
installation of stalls manufactured by specialist sub-
 :)
 
contractors, electrical, plumbing, drainage andipainting works. 
 2 
The Contractor is recommended to visit the siteLto ascertain thei
nature and extent of the proposed works, means of access 
thereto)
 
facilities for storage and offices and all othei 
mntersI lable)to affect his tender. No claim or extra charge onr lbdethe 
basis of misunderstanding or lack of knowledge ,n these
 
respects will be entertained.
 

Carried to Collection
 

-P.1
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SNc allowance has been 
or 	will be made for
working space and the Contractor should nlla

hero or in his rntes ror any addition, 1 wonice,

he requires for such work.
 

A Excavate over site average 6" deep and get out
 
to 	remove vegetation and spread and level over

site. 


924 


B Excavate to reduce levels and get out. 
 745 


C 
 Excavate foundation trench not exceeding 510"
deep 	commencing at strip level and get out. 
 29 


D 
 Excavate for stanchion base not exceeding 510"

deep 	ditto. 


19 

! Exra over excavation for breaking up rock
 

(PROVISIONAL). 

153 


F Return fill and ram selected excavated material
around foundations. 

12 


G 	 Load up excavated material and cart away to a
 
tip to be provided by the Contractor. 775 


H 	 Approved marl filling 6" thick well rolled and

compacted in making up levels under floors'

including blinding to receive concrete. 909 


Reinforced concrete (3,000 .s.i.) 
in:
 

lI 	 Foundations. 

11 


J 	 Stanchion bases. 

14 


K 	 Stiffener. 

.
 

L 	 6" Bed laid in bays not exceeding 400 feet
 
super, including all necessary formwork to

edges and between bays and finished with a
 
steel power float finish. 909 


M 	 Extraover 6" bed for thickening 6" deep x
 
average 9" wide to form toe including extra
for.mork. 

123 

N 	 Extra over 6" bed for forming 6" diameter half

* 	 round channel 
to slight falls, including all
 

necessary thickening and excavation in compact­
ed fill, ditto. 


10 


0 	 Extra 
over 6" bed for forming floor duct 12"
 
wide x 6" (average) deep, including all
 
necessary excavation in compacted fill and

thickening average 6" deep x 6" wide on both
sides to form sides to duct. 
 35 


Carried to Col ection 


- M.B. 1 -
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Yds.Sup
 

Yds.Cub
 

Yds.Cub
 

Yds.Cu
 

Yds.Cub
 

Yds.Cub
 

Yda.Cub
 

Yds.Sup
 

Yds.Cub
 

Yds.Cu
 

Yd. Cub
 

Yds.Sup
 

Yds.Run
 

Yds.Run
 

Yds.Run
 

$
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Section 


1.00 


2.00 


3.00 


4.00 


5.00 


6.00 


7.00 


8.00 


9.00 


10.00 


11.00 


12.00 


INDEX
 

Trade 
 Page No.
 

Excavation & Earthworks 
 S.1
 

Concreting 

S.3
 

Masonry 

S.11
 

Roofing 

S.13
 

Carpentry & Joinery 
 S.14
 

Hardware & Metalwork 
 S.16
 

Plastering, Paving & Tiling 
 S.18
 

Plumbing 

S.20
 

Painting 

S.24
 

Drainage 

S.27
 

External Works 
 S.31
 

Electrical Works 
 S.32
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The Contractor shall give roaonable notice to the Archtect uhen­ever it is intended to cover any work or materials and in defntultof such notice shall, if required by the Architect, uncover isich
work or 	materials at his own expense.
 

All excavations shall be inspected by the Architect and/or Engineer
and no concrete shall be poured or 
foundations placed until the
inspection is complete and approval give in writing to the Main
 
Contractor.
 

1.02 	 Trees. Scrub and Roots
 

The Contractor shall 
remove and dispose of all trees, scrub growth
and roots now growing in the Site over the ares, to be occupied by
the building, sidewalks, entrance road and parking areas.
 

1.03 	 Topsoil
 

All topsoil shall be stripped over the 
area on which construction
 or grading takes place. 
This topsoil shall be carefully stock­
piled to be re-used for landscaping on completion of the building

operations.
 

1.04 	 Excavation
 

The quantities of excavation, filling and ramming, wheeling,
spreading and levelling surplus excavated material are calculatedfrom the 	net measurements before. excavating and the 	Contractorshall make allowances in his rates for increase in bulk.
 

Tin rates for excavation shall include for 
excavating in whatever
nature of ground may be found to 
exist, removing stones, boulders,
tree roots up to 6" diameter and any other obstructions encoantered.
 

The rates for filling and ramming, for wheeling, spreading and
levelling or grading and for disposal of surplus 	excavated materialshall include for any double handling required. (See also 1.08).
 

Whenever 	excavations are 
carried 	to greater depths 
than are 	shown
on the Drawings (including uneven bottoms or soft spot) 
 they shall
be filled to the proper level with broken stone or 
gravel for non­bearing 	lightweight structures or with concrete 
(2,000 p.s.i.) under

load bearing footings carrying concentrated loads.
 

Excavation beyond the limits of the Drawings if required by the
nature of the 
soil or by existing conditions not indicated on theDrawings will be paid for as an extra in accordance with unit
prices established by the Contract. 

The rates for excavation shall include for ramming all bottoms
before any concrete is placed. 
 The bottom and sides of excavations

for foundations including tie beams shall be carefully cut so that
when foundation reinforcement is 
placed the correct concrete cover
 
is allowed 
to the bars.
 

The 
sides of the excavations if necessary shall be timbered and
shored in such a way as may be sufficient to secure them from
falling 	in, 
and the 	timbers shall be maintained as long as
 necessary. 
Prices shall 
include for any necessary timbering and
 
shoring of excavations.
 

S.1 
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Initial Environmental Examination
 

Project Location 
 : USAID Jamaica
 

Project.Title 
 : Agricultural Marketing
 

Funding (FY and Amount) : $2,737,000 Grant, FY 1980
 
$9,232,000 Loan, FY 1979
 

Life of Project : 
 Five Years (FY 1979 - FY 1984)
 

IEE Prepared by 
 : Paul Wenger, CRDO
 

Date 
 : August 15, 1979
 

Environmental Action Recommended: 
 It is recommended that
this project receive a negative determination that no addi-.
tional environmental examinations be required.
 

Mission Director's 
 -.Concurrence 
 Donor M. Lion, Director
 
USAID/JAMAICA
 

Date 
 : August 16, 1979
 

Assistant Administrator's
 
Decision
 

Approved
 

Disapproved
 

Date
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Examination of Nature, Scope and Magnitude of Environ­
mental Impacts
 

A. Description of Project
 

A Marketing Division in the Ministry of Agriculture will be
established and strengthened through technical assistance,

training, commodity support, and additional personnel so that
it will have the capacity to undertake activities in market
development, information, research, training and extension.
 

In order to achieve efficiencies in distribution, reduce post
harvest losses, expand markets for locally produced food crops,
and increase availability of graded agricultural products, four
Subterminal Wholesale Distribution Markets are planned under
the Project. 
Given the size of the island, its topography, and
geographical districution of production and retail centers, it
has been determined that four such markets would provide the
 
most efficient coverage.
 

To achieve optimum marketing efficiency, farm produce should
be assembled, graded and packed for distribution as near to
the farmgate as possible. 
The Project provides for establishing
25 Assembly and Grading Stations in selected producing areas.
Preliminary analysis of the marketing system and production
regions has indicated a need for and feasibility of establishing
about six Stations in the general vicinity of each Subterminal
 
Wholesale Distribution Market.
 

B. Identification and Evaluation of Environmental Impacts
 

The institutional development of the Ministry of Agriculture
Marketing Division will, of course, have no direct environ­mental impact, but the construction of the Subterminal Whole­sale Markets and Assembly and Grading Stations will. 
Since
each of these facilities represents a concentration point for
agricultural products, proper waste disposal and insect/rodent

control measures must be included in their plans.
 

The FAO paper "Planning of Urban Wholesale Markets for Perish­able Food," is being used as 
a guide for this project. The
 paper stresses 
the need for providing satisfactory waste dis­posal and insect/rodent control facilities in the development
of infrastructure for markets. 
 The Government has adopted
satisfactory standard procedures for the disposal of solid and
water borne waste, rodent control and insect protection.

Adequate funds have been provided for site development and
construction of each market in an environmentally sound manner.
 



Annex I Page 3 of 7
 

Standpipes for washdown of the market area will be provided.

Concrete surfaces within the market buildings and hardstand
(asphalt) surfaces in the outside market area will be sloped
to drain. Where adequate sewage disposal systems are not
available, septic tanks and tilefields or other environmentally

satisfactory systems will be provided. 
Adequate water supply
will be a criterion for site acceptance. Insect protection
and rodent barriers are being included in other markets being
designed and constructed for the Ministry of Agriculture and
will be included in the final design of the project markets
 
and service centers.
 

Market produce will be inspected for sanitation and quality
control. 
The markets and employees will be inspected by
trained health officers. 
Proper toilets and adequate bathrooms

will be provided to support this effort.
 

The indirect environmental impact will be wholly beneficial in
that improvement of the Jamaican marketing system will reduce
the health hazards of casually discarded agricultural surplus
products and will enable environmental considerations to be
weighed more accurately in the preparation of future agri­
cultural marketing activities. To this end, appropriate
portions of the training and technical assistance under the
project %.Zll concern themselves with planning to maximize

environmental benefits and minimize environmental damage from
activities intended to assist in agricultural marketing

development.
 

It should be noted that the overall Government of Jamaica

attitude toward environmental considerations is strongly
positive. 
The Ministry of Mi. ing and Natural Resources has
an active department of environmental concerns in the area of
natural resources, the Ministry of Health and Environmental
Control is active in the 
areas of health and sanitation, and
the Ministry of Agriculture has demonstrated a high degree
of sensitivity to environmental considerations in the planning

of production as well as marketing projects.
 

Recommendation for Environmental Action
 

In view of the planning that has taken place for avoidance of
adverse environmental consequences from this project, coupled
with the expectation of positive environmental benefits, it is
recommended that this project receive 
a negative determination
 
and that no further environmental examinations be required.
 



Annex I Page 4 of 7
 

INITIAL ENVIRONMENTAL EXAMINATION
 

JAMAICA AGRICULTURAL MARKETING IMPROVEMENT
 

A. LAND USE
 

1. 	Does the project change the character of the land NLM.H U 
through: 

a. 	Erosion _ 

(Properly em i2eered 
b. 	Excavation and/or grading an 
 supervise
 

c. 	Change in animal or plant
 
habitats _ 
 _ _ _II 

d. 	 (Physical
Modification of land use improvement)
 

e. 	Increasing concentration/
 
population 
 x
 

2. 	Potential natural disasters 
 x
 

3. 	Unplanned roadside activity (e.g. overgrazing)
 

4. 
 Other factors
 

B. WATER RELATED IMPACTS
 

1. 	Does the project change the quality of water
 
resources through:
 

a. 
Drainage pattern (Drain fields to be provided) x
 

N - No environmental impact
 

L - Little environmental impact
 

M - Moderate environmental impacy
 

H - aH environzental impact
 

U - Unknown environmental impact
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b. 

c. 

Modification of flood 
patterns _iI__IWater table change _ 

HU 

d. Salinity modification 

e. Pollution of adjacent waters 

C. 

f. Induce sedimentation 
of adjacent waters 

g. Ecological balance 

h. Other factors 

ATMOSPHERIC 

1. Does the project induce atmospheric changes 
through: 

a. pollution (during construction e.c..dust) 

x 

x 
J 

x 

b. Pollution 

exhaust) 
(vehicle generated e.g. dust, 

c. Air pollution (cargo generated e.g. chemical,
asbestos, phosphates, etc.) 

d. Noise pollution __ _III 

e. Other factors 

D. NATURAL RESOURCES 
1. Does the project change the natural rescurces 

balance through: 

a. Planned and unplanned exploitation 

1x 
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b. Utilization of limited resources 
for construction NL MH U 

c. Other factors x 

E. CULTURAL 

1. Does the project affect the culture through: 

a. Changes in traditional cultural values 

b. Alter physical symbols 

x 

x 

c. 

d. 

e. 

Alter traditional modes of 
transportation 

Alter traditional living patterns through
increased mobility changes in family 
structure 

Other factors 

A 

x 

x 

F. SOCIOECONOMIC 

1. Does the project affect socioeconomic conditions 

through: 

a. Changes in ownership/ land values/ tenure 

(Improves small farm viability) 

b. Changes in market patterns (local, 
natural, regional 

(Better product fo-w)__ 

c. Increase demand of services (e.g. public
and private automative, water supplies, 
health, etc.) 

(Higher standard of living) 

x 

x 

Ix 



d. 

e. 

Change in transportation pattern 

(Improved efficiency) 

Changes in economic/employment patterns 

(Increased productivity) 

x 

f. Other factors _ 

G. HEALTH 

1. Does the project affect health standards 
through: 

a. The creation of stagnant water which may
result in increased disease vectors 

b. 

c. 

d. 

Increased carrier mobility (human and/ 
or animal) 

Dietary changes (introduction of new 
food products) 

Increased traffic accidents (human and 
animal 

A 

x 

e. Other factors _ 

H. GENERAL 

1. Does the project have: 

a. International impacts 

b. Controversial impacts 
(Changed occupational patterns) X 

c. Larger programs impact 
(Facilitatesgeneral agricultural x 

development) 


