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_INIRODUCTION

Zu late August aad caxrly Supicabey 1665 William O. Jones, Director,
tha Food Rugcaven Imstituca wi Stenfoxra Uriversity and Technical Director

of the project, and Alfred S. Cleveland, Lirector, Economic Development

=

Rusearch, Staaford Rescarch lusuittte begen the. project by visiting tha" -7
counuriqs.;;u avcaes ceacatively sclected for the‘field work. Foilowiﬁg

VULY Diviuceave ciocussicas ¢ uhe Uniced Nations Food and Agricultural
Oeganizacion G, in Rome, V.snts weru made to Nairobi, Kenya; Kampala, .I
Uzanda; Ibadew aad Eaugu, Nij.o=.a; and Trcetown and Njala University

college, Sicuera Leone.

e purposes of this triy werc o deceribe and explain the project
o AID cnd local officials, “14 ros tdanié research personnel of the
paruicip;ting U.5. universitics anc ofiicials of the coonerating African
uaiversities, ©o cove.up mec.calisme fo: coordinating the research with
ulated rescarca projects ana iastitutions,to assess, in general,the
suveral research énvironmants, and to :aka necessary administrative
asrangerieats.

nee wesults of thesc visits wora wmost gratifying. Substantial
interc.. in the project and uppceciation of its importance were expressed
&t aeach ocation, Full cooporation was gspuied including active partici=
sation by cic four cooperatii.; African'unfvéfntias. Nairobi University

Collegy, Kenya; the University of ‘‘fa, Wastern Nigeria; the University

of Nigesia, Nsukka and Enugu, Eantarajﬁizaria; and Njala University 0011030;
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Sierra Looaw. Jooccdures £o1r ccosdinating the work in Nigeria with the
Nigeriun Iuscicute of Social aac dcomordc Research were also developed.
The eraining scwminar was ccavesed on January 4, 1966 and terminated
LA A

Februavy 25, 1966, The proiccc tear members then proceeded to their re=

spoective posts in Afzsica.

In Marech, 1966 the full Coordiazting Committee i/met in Chicago,
Illinois. The agenda includeud ¢ decailed report on the training a;minaf,
discussion ox vac rwesearcih dosloa poepared during tre semin#r, and develop=
went of plans fow cue wectin, w.o th2 Ccordinating Committee and the research

teams ac the Undversicy ol Z.o .4 May.

1/ Theiolloving muwbeds i i 2100 ,cct Coordinating Conmittee attended

the Harch, 1966 weociy;, 4v onicajo, 1llinois:

D el Homur O el van st Clan ey Dr. William O. Jones, Director
Dept. ol Agricultural Lconoaics Food Research Institute

& dusal Socioloyy Stanford University
West Vieginia Univessity Stanford, California 94305
Movsuacova, West Vispinia
D slatoidi G Balerow, iuid Dr. Harry Trclogan, Administrator
Dese. 0f Axricultural Ecoiomic. Statistical Reporting Service
Unlvaesoity of Illinois U. S. Department of Agriculture
SOSFrtosdiHatl Washington, D. C. 20520
Usoana, fllinois 61803
ur. Giova L. Johnron Dr. Alfred S. Cleveland, Director
Dent. ol .gvicuitural Ecoioaie: Economic Development Research
Wells oLl : Stanford Research Institute
Micainan Shate Ualversity 1000 Connecticut Avenue, N. W.
East Luneing, Michigun _ Washington, D. C. 20036

M. J_onoa Joanson, Deputy Suilaf
Ah._hﬁxhural Division

Lgeacy Jow Internavional ncv;luomenc

waana.n“-.\')d, D. C. 20523
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rrot vay 5 = 10 1566 the rasesrch teams and ‘the COO:dinatins e

Comnittea met at the Uhivcru;ty of T'fa, Ibadnn. Nigexria :o review the f;{
rcsearcﬁ dcsign prepared gt O .rain;nb seminar in light of field "; 
experience dufinw March and Aaril, and to develop reasonably uniform |
ragearch metnods and pLOCQdur.a.

The report which follows and the 15 attached exhibits in&icate
the nature and accomplishmenCS.of che Eraining_sgminar,'the inter=
vening field work, and tihe mcating at ibadan{

Beginning with the first uoath of fiéld work the research teams
haQe suomitted moathly progic.s wejorts. Each research team has also
arepa. <o & detailed plaa for :iie wnrk.to be accomplished by September, .
966 . .. < loss detailed plia fox :he balance of the field work. In
Loner..,cae research teams ave exp:actsd to develop first approximate
_aswers co ecach question in the wesearch design, with principal

<aphasis upon Part II, Organiéation of the Marketing System and

2art III, Forces Affecting the Opeation of the Markating System,




July 12, 1966

REPORT ON TRAINING SEMINAR ON MARKETING RESEARCH
conducted by
THE FOOD RESEARCH INSTITUTE OF STANFORD UNIVERSITY
from January 4 to February 26, 1966, under Subcontract Number B-81884-US

between Stanford Research Institute and the Board of Trustees of the
‘ Leland Stanford Junior University

ARTICLE 1, SECTION B, Paragraph 1, requires that 'The Subcontructor will
conduct a three-month seminar prior to the field work, for‘training the American
farm marketing specialists and African agricultural economists (field teams) in
the economics of African agriculture and in marketing research methodology
appropriate to African societies. The seglnar will also include work in the
design of the research."

The objectives of the training seminar--or training program as it was
called in'the original submission--were threefold. (1) It was expected that
the American farm marketing specialists would not be familiar with African
economies and Africa& societies, and that the African economists would not be
well grounded in American concepts of marketing research. The period at Stanford
therefore, was intended to partially remedy these inadequacies in the backgrounds
of members of the field teams. (2) At the same time, ic was recognized that
the commitment of the members of the four teams to a research program empha-
sizing parallelism in proéedures and objfctives would be considerably heightened
if they participated actively in the development of that design. The various
skills and experiences the team members could bring to this task were also
expected to shatpen objectives and procedures, as they did. (3) Finally, it
was hoped that American and African counterparts would be able to work out

their personal adjustmeﬂts before being faced with the many problems of field

" research.
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At the request of A.I.D. a general statement of research deaign (Exhibit A)
had been prepared before the contract was awarded. This statement set forth
the approach contemplated, but in terms sufficiently general to permit the
teams considerable latitude during the period at Stanford to put their own

stamp ca the precise methods to be followed.

The Program at Stanford

As a basic provision for implementing the first objective, that of
broadening the backgrounds of the field staff, a general set of readings
(Exhibit B) was assembled, and personal cdpies of several more important works
were presented to the team members:l/ In eddition, all research material in
the Food Research Institute Library about the agricultuve of Kenya, Nigeria,

" and Sierra Leone, and about the staple fucdcrops: maiie, millet, sorghum,
rice, yam, manioc, and palm oil was placed in the seminar room reserved for
use of the teams.

Arrangements were also made for the field staff to attend lectures in
Mr, Jones's regular course "Economic Development in Tropical Africa," and
Mr. Wesley Johnson's course "History of Sub-Saharan Africa, 1885-1960."

Most members availed themselves of this opportunity and participated freely

in class discussions. They were also invited to the occasional seminars of

the Committee on African Studies and othéf African events at Stanford of

general interest. Most of the special seminars--there were ten in all (Exhibit C)

--provided general information about African economies:g/ Finally, mcmbers

of the teams learned from each other and from the Stanford staf. in discussions

that continued through the eight weeks of the seminar.

1/ Hunter, Jones (1960), McPherson and Johnston, Abbott, Smith, Bohannan
and Dalton, Hill (196%), Martin.
2/ Johnston, Colson, Jensen: Miracle, Uchendu, McLoughlin, Kilby.
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The second objective of the geminar, team preparation of a unified
research design, emphasized the deﬁelopment of a basic research outline,
consisting of a detailed set of questions all critical to the evaluation of
causes of inefficiencies in the marketing system (Exhibit D). This outline
1s in the fullest sense the joint product of all members of the seminar.

It was developed over a period of six weeks from a preliminary topical

outline (Exhibit E) prepared at Stanford in December. The essential con-
cepts employed in the original topic outline and underlying the final research
outline were two: definition of the market in terms of levels of the system, |
i.e., the points at which title changes; and evaluation of its efficiency in
terms of a perfectly competitive model.

The teams were asked first to develop the oﬁtline of December in topi-
cal form. This was done by small working groups that brought successive
re-drafts of various sections to the full seminar for discussion. The firel
product: of this phasE was a much more detailed topic outline (Exhibit F).

The second phase of building the basic research outline was to transfer
the topic outline into a detailed set of answerable questions (testable
hypotheses). Again, the seminar was broken info working groups, each charged
with resp;nsibility for a particular section of Fhe outline. The effort here
concentrated on Parts II, III, and V; successive drafts resulted in the version

shown in Exhibit G.

The Basic Research Outline
The objective of this study is to obtain by direct observation and
enquiry an understanding of the extent to which existing market systems in
tropical Africa afford an efficient and low-cost outlet for staple food

products, to identify inefficiencies when they exist, and their causes, in
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_the expectation that such knowledge ﬁill provide a firmer basis for the
formuiation of policies to reduce these inéfficiencies. Part V of the

Basic Research Outline, "Evaluation of Marketing Performance," is there-

fore the heart of the research problem. In it five criteria for measuring
market efficiency are employed, but because this is esaentialiy an economic
study rather than a technical or socio-cultural oae, it is the second cri-
terion that weighs most heavily. It is expressed here as an appraisal of
how accurately prices reflect all information about supply and demand that is
in the system (or that might be in the system), that is, the extent to which
these systems approximate a perfect market in which prices reflect all such
information instantly. It is expected that the criterion first listed in

the outline, performance in the eyes of participants, may provide helpful
ingights into market imperfections; this criterion also reflects a basic con-
cept about how the essential information is to be obtained--about which more
will be said shortly:

The third and fourth criteria both have to do with technical efficiency,
but are'separated in order to isolate the question about new investment in
physical facilities, which essentially lies outslde the competence of the
economists engaged in the study. But questions §bout new investment are
also intended to provide a basis for goéérnmental decisions to intervene in
the market for increased efficiency.

The fifth criterion recognizes that in every state there may be extra-
economic goals of a social or politicai character which prevent exclusive
reliance on economic criteria when appraising the functioning of the market
;ystem.

Comparison of Parts II andlIII with Parcvv, especially Section B, reveals

the objectives underlying the factual questions in these earlier s:ctions.
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Part L1 also sets forth the framework, primarily in Sections A, B, and C,
within which the enquiry is to be conducted.

Part I of the outline, to be drawn primarily from secondary sources, also
includes specification of the commodities and area to be studied. The terms
of the contract éalled for study of those domestically produced commodities
which are the major sources of food calories for the local population, i.e.;
the cereals, starchy roots and tubers, starchy fruits, and vegetable oils.

For Southern Nigeria these could be identified at Stanford, but in Sierra
Leone, where rice is overwhelmingly dominaqt in the diet, and in Kenya, where
maize occupies a similar position, it was decided to postpone final selection
of additional commodities until the teams had spent some time inAfrica. It
was also agreed that the decision about the number of commodities to be studied
should await preliminary field experience.

The area that each team would study was defined in terms of a major city -
market--Nairobi, Enuga, Ibadan, and Freetown--and the supply hinterland of
that market for each of the commodities to be studied. Wituin this area,
trade in the specified commodities would be studied at each market level,
Although the marketing system would be entered through the central city mar-
két, the enquiry would not be confined to supplies marketed through that_
market, but would include all trade in the speeified commodities throughout
the area., In fact, one of the important matters to be determined is the
relative share of total trade that moves through city markets and the extent

of direct arbitrage among secondary markets.

Research Procedures
Phase II of the training seminar was preparation of a basic set of

‘questions to be asked by each team; Phase III was the consideration of how
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answers to these questions might be obtained. Examinacion of this problem,
however, began in the first week yith B. F. Johnston's statement to the - |
seminar about his own study in East Africa, aﬁd, in greater or lesser degree,
it was the subject of each of the special seminars. It was the primary sgb-
jeéc of the last two weeks. The guest speakers emphasized the importance

of forming close relationships with well-informed participants in the mar;
keting systems, the necessity of guarding against direct transfer of concepts
and classifications derived from study of the American economy, the essential
economic rationality of African buyers ané sellers, the hazards of the
administered questionnaire, and the impossibility of achieving levels of
accuracy expected in similar research in the United States. Here the African
members of the seminar were particulérly helpful, for several of them had
already engaged in economic surveys in their own countries and were keenly
aware of what could and could not be done. It was agreed at the conclusion

of the seminar that reliance would be placed first on direct observation,
interviews in depth with informed persons, and sustained contact with informants. .
Only after the general character of the system was understood would administered
questionnaires be used, when the kind of information they might be expected to
yield was apparent, and when the nature of respondents' general attitudes was
well enough understood.

In this connection, two specific topics received a great deal of atten-
tion at Stanford: the cdllection of retail price info:matioﬁ; and the
collection of information about quantities of the staple foodstuffs moving
through each market. The African members of the seminar urged the desir-
ability of collecting prices by directly observing sales in the markets,

weighing some purchases to establish measures of the units. Advice of those who had
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attempted to collect information on quanﬁity traded, however, was that any

attempt to make precise estimates would entail costs beyond the means of

the project. It was agreeq, therefore, that only rough estimates of quan-

tities--with an emphasis on relative orders of magnitude--would be attempted,

to be based on interviews, general observations, and indirect information.
Tﬁe form in which answers to questions in the basic research outline

would be reported was not discussed in detail at Stanford, but this was a

principal topic of the five-day seminar-workshop at Ibadan in May.

Participants in the Seminar

Not all of the field staff were able to participate throughout the
seminar (Exhibit H). It was particularly unfortunate that a replacement for
the original American member of the Western Nigerian team, who was forced to
resign, was not hired until after the seminar was over, and that the African
member of the Eastern Nigerian team has'not yet been hired. .On the other
hand, we were fortunate in having as active members of the seminar Mr. Elon
Gilbert, who is conducting a similar study in Northern Nigeria; and Professor
U. Ukwu and Mr. Q. 0. Antonio, both of whom have studied Eastern Nigerian
markets. We were also especially grateful for the generous contributions
made by colleagues from other universities, some.of whom spent the entire

day of their visits in discussions and consultations with members of the teams.

Ibadan Meeting

" The meeting of the marketing teams with the Coordinating Committee at
the University of Ife from May 5 to 10, 1966 was in a sense a continuation
of the seminar at Stanford. Objectives of this meeting were to reach further
agreement on methods to be used in obtaining information, to establishk

parallelism in the collecting and reporting of price data, to develop uniform
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procedures for reporting information in Parvs II and III of the Basic
Research quline, to reach a final decision on commodities to be sﬁudied;
to make changes in the outline that two-months' expefiéncé in the field
suggested as desirable, and tc cevelop schedules of work. The meeting was
attended by all regular members of the Stanford Seminar except Messrs. Gray,
. Jamison, and Johnston, and all meﬁbers of the Coordinating Comrittee excepc'
the representative of A.1.D. (Exhibit J). Mr. Thodey, who was hired after
the Stanford Seminar; and Miss Ukatta, who is Dr. McMillan's gesearch
Assistant, were also present. «

The Ibadan meeting was devoted primarily to clarification of research

concepts, to consideration of methods of collecting price data, and to

developing standardized reporting forms for some sections of Parts 1I and

II1. Agreement was also reached about the commodities to be included in

each study (Exhibit K). It was also agreed that each team would collect
weekly priée information in the principal retail market by observation and
weighing, and weekly wholesale prices in the princ;pal market by direct inter-
‘rogation. The teams further agreed to prepare by June 1 a work schedule for
the summer months.

Members of the teams had gained greatly in their understanding of the
problems before them, and decisions made at Ibadaﬂ profited from tﬁis increased
kncwledge. The Ibadan meeting also afforded a valuable opportunity for the
four teams to compare experiences of the first two months in the field and
to learn from each other. Finallj, it enabled members of the Coordinating
Committee without previous African experience to obtain first-hand knowledge |

of the nature of tropical African markets and agricultural organization.
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List of Exhibits

Tentative Research Design Feb. 17, 1965
African Marketing Seminar: Suggested Readings
Special Seminars Jan. 12-Feb. 24, 1966

i

Basic Research Outline Feb. 14, 1966
Tentative Research Cutline Dec. 22, 1965
Tentative Research Outline (Draft III) Jan. 13, 1966

Tentative Research Qutline, Phase II (Draft III),

Parts II, IIX, and V Jan. 31, 1966
African Marketing Seminar: Participants Jan. 4-Feb. 24, 1966
Macketing Study Schedule of Meetings Jan. 10-Feb. 24, 1966
Participants in the Meeting at the University May 5-10, 1966
of Ife
Commodities to be Included in Each Study May 10, 1966
Table Design for Reporting Information in May 10, 1966

vPart II, Section A of Basic Outline

Forms of Transfer May 10, 1966

Identification of Intermediaries in Part II, May 10, 1966
Section B.l. of Basic Outline

Form for Reporting Information in Part 1I, May 10, 1966
Sections C and E of Basic Outline



Exhibit A

PARM MARKETING FACILITIES AND PRACTICES IN TROPICAL AFRICA

Tentative Research Design

This'tentativé statement of research procedures for the study
of marketing staple foodstuffs in selected countries of tropical Africa
has been prepared at the request of Mr. Frank W. Parker of A.1.D. in
a letter tc Mr. William J. Platt of February 8, 1965. It is intended
that detailed work plans be developad éboperatively by members of the
research teams, aided by Stanford facuity and members of the inter-
univerqitym;ggfdgggg;qghggmm;ttee, during the training seminar at Stanford.
"Procedutes will, of course, have to be modified on the basis of experience
in Africa, but in order to assure as high a degree of comparability among
the studies as possible, it is essential that an overall design be agreed
to while members of the project can be in close, day-to-day communication,
The following statement, developed at Stanford, is not to be taken
as a directive. The teams will be made up of professional economists who
will be expected, and will expect, to contribute their own talents to the
research design. The various kinds of expertness, which the project will
marshall, can only be exploited full; if all members of the téam take part
in planning as well as in execution of the study. But the statement pre-
sented here serves to equﬁe the rationale of the study and the kinds of

inveatigat;ve methods that would be employed.

‘February 17, 1965
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Outline Statement of Research Design

'1. Objective of the study.--To identify practical means for increasing -

2,

3.

the efficiency with which staple foodcrops are marketed in tropical

Africa.

Criteria of marketing efficiencx.--

C.,

' The extent to which prices accurately and speedily reflect con-

sumer demand and relative supply at all points‘in the marketing
system, |

The extent to which prices at gny moment reflect all information
available anywhere in the system about prasent and prospective
demand and supply.

The cost at which the market performs its functicns of allocation
and distribution. (Reduction of the spread between consumer price
and farm price may not represent an increase in marketing efficiency
if it is achieved by reducing the distributive services that the

market performs.)

The extent to which the market satisiies these criteria cannot be esti-

mated directly, but an assessment can be arrived at by the following

types of investigations:

Analysis of price series to discover regularly recurring non-random

movements that may reflect the working of restrictive practices in

the market; consistency of intermarket (interspatial) price spreads

with prevailing costs of transport and storage; consistency of

intertemporal spreads with prevai:. _ ..3ts of storage; evidence



3. (cont.)

Ce.

d.

" of short-term price variations (corners and squeezes) not ex-

plained by new information about conditions of supply and demand.
Analysis of written documents and questioning of market iuthéri-
ties and traders to determine rules end regulations governing
behavior in various markets: grades and standards; weights and
measures; sampling and inspection; physical organization of maxr-
kets; terms of sale; security of contract; existence of control
procedures with recourse; market %odes; licensing requirements;
hygienic regulations; regulations favoring particular types of
trading units, e.g., fioreign, iﬁdi’senous, tribal, corpoxrations,
cooperatives,

Observation of market behavior at various levels in the marketing
system, e.g., farm, bulking, whkolesaling, ref.ailing; to determine
buyer and s;iler response to price, to siow or rapid sales of
produce, to competitors; to determine number of traders; to de=-
termine method of purchase, e.g., higgling, shopping, bonus pay-
ment, tied sgales.

Questioning of traders \ determine their knowledge of current
prices in various markets withiﬁ their "potential" trading area;
about seasonal variations in prices; about their response to vari-
ation in prices among markets.

Questioning traders, market officials, and other informed persons to
determine restrictions on free response to market opportunities;
contractual or-tying agreements, habit, or custom that inhibit

"shopping" for price (sheltered markets); other non-competitive
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or collusive praccicc: (market rings); conditions for Partici-
peting in a market enio;ccc by government or by tribal or trade
associations (restrictions on catry); availability and cost of
credit; availlability :ud ccut of transport and storage; availe
ability and cost of we¢liable employees; price diacqiminacion.
Questioning tirccers oad other informed persons about traders'
daily voluame oi tramsuciions, sources of supply, character of
custonicrs, costs of opcration,:?ossible earnings in other employ=
went (opportunity. costs), craracter of merchandise, terms of
purciase aand sale, procussiog or packaging, units of purchase

and sale, earnings froan trading.

vnecking lorry arrivals at nrajor markets to determine volﬁme and
origin ol supplies arnd checking visible stocks at beginning and
ead ol trading day.

Questioaing retail buyers to actermine volume of purchase, quality
wreference, selection of seiler, attitude toward prices, cross
ciasticicies among stapics, standards of market behavior.
Accompanying individu:. cradecs on buying and selling trips and

observing ctheir tradiv;; act:vities over a period of days.

Tac «inds of investigation: duscribed in 3 suggest the following program

o1 work:

a.

Examination of existing price information., For some markets, time
scries of uncertain reliability have been compiled. Preliminary

study of such series for e number of Northern Nigaria markets shows |
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C,

that they can be made co yleld useful information about leauonil
price movements and arbitrage among markets.

Review of p;ior market studies. Few.have been published, but
others are known to exist, e.g., C. O. Ilori's study of trading,
profits in 60 markets of Western Nigeria, D. E. Welsch's study of
rice marketing in Nigeria.

Discussions with infofmed persons to the cooperating African
universities or research institutes and with members of the appro-
priate ministries about food marketing generally, including prin-
cipal market centers, important traders and trading associatiomns,
and previous unpublished studies; request for introductions to

import factors in the staple food trade.

d., Preparation of schedules designed to obtain the kind £ inforﬁation

described ‘In 3d, 3e, 3f, and 3h above. Trial schedules would L¢
drawn up at Stanford, modified after discussion in the field,
tested on a small sample in Africa, and then set in final form,

An attempt would be made to use fairly uniform schedules in the
four areas studied, It may prove deaigable to use a short schedulz
for a mnderafely large aample;'a more detailed long schedule for

a small sample of representative traders.

Collection  daily price information at one or two central markets,

‘beginning as soon as posnible after arrival and contiuing through-

}

out the stay in Africa. but perhaps shifting markets after a period
of a few months in each. 0011eccion of price information on all

other markets visited.
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4, (cont.)

f. A limited amount of touring to collect comparative information
about markets that cannot be studied intensively,

8. Wherever student help is available it should be used, especially
to check lorry arrivals and to collect price information. It
may also be possible to arrange through the classroom for student
surveys of local markets near students' villages,

5. Analysis.--Results of the preliminary analysis of existing price and
market information will be reported ,to the coordinating committee

and to other field teams. The teams will also be expected to analyze

the information obtained from interviews, participant observation,

and touring, as it is collected, and the findings, however tentative,

will be communicated to other members of the study. Other teams
would be informed of necessary modifications in schedules. Teams
should feel free to make necessary modifications on the spot, although
every effort should be made not to reduce comparability of results.

A general progress report should be submitted by each team at
the end of the sixth month in the field and again at the end of twelve
months. A first draft of the final report is to be ready at the end

of fifteen months.
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ATD MARKETING SIMINAR: SPHCYAL SEMINARS

January 12. Prof. Bruce #. Johnstor, Food Ruscarch Institute.
Topic: The Focd comnemies of Tropical Africa.

14. Prof. Blizebeth Soisau, Dept. of inthropology, University
of California, Borkeley.
Topic: 4&n Athnographer's dpproach.

i8. Prof. Norman R. Collins, Dept. of Agricultural Economics,
University of Calilfornia, Rerkeley.
Topic: Critidue of Rescarch Plan.

2. Hr. Bernhardt ¥. Jensen, recent Ford Foundatlon Nconomist,
Ministyy of Agriculture, Kaduna, Nigeria.
Topic: The Role of an Edenouic Adviser in a Developing
Country.

28. Prof. Ralph Y. Becals, Dept. of /fnthropology, University
of California, Los ingales.
Topic: Rural Marioting Resezrch in Caxaca, Mexico.

February 3. Prof. Marvin P, Miracle, Dept. of Agricultural Economics,
University of Wisconain, Madison.
Topic: Zvory Coast Markeis for Staple Foodstuffs.

4. DProf. Victor C. Uchendu, Focd Research Institute.
Topic: West Africen Social Organizatioa in the Context
of Market Institutions.

18. Prof. Petcr lcLougnlin, Dept. of Iconomics, Santa Clara
University, Santa Clara, Califorania.
Topic: Recent Agriculiural Levelopment Problems in Kenya.

21. Dr. Iwaid G. Woodworth, Behavioral Sciences Dept., Stanford
Rescarch Imstitute, Mealo Park, California.

Mr. Léward A. Podesta, Behavloral Sciences Dept., Stanford
Research Institute, Menlo Yark, Califormia.

Toplc: Research Design and the Use of Quastionnalres.
24. uir. Peter Kilby, Center for Public Affairs, Wesleyan University,

Middletown, Connecticut.
Topic: Marketing Field Research in Southern Nigeria.
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2/14,/66
Exhib{t D

HANIETING CF STAPLE ¥0ODS 1H TRO2ICAL ATRICA

Basic Rescazch Outliae

I. Genperal Setting.£/
4. Liuitations of study.
1. What sze the approximnte beundaries of the arca being studied
aud vhat 13 the principal markel?
2. Wha; are the economicaily sigaificant charscteristics of the
comaodity being studied?h’
2.1. Now is the crop propagated? (e.g., seed, cuttlugs, setts)
2.2. Unen is the crop planted, when’harvested?
2.3. 1In what micro-climutes and on what soils can it be
consumed?
2.4. In what forms is it grouwn?
2.5. What characteristics of the final product determine its
acceptability t¢c consurern?
2.6, Whst aze the etovage chavactevistics of the commodity
in each of ite ugual forma?
2.7; 1s the final product highly coumplcmentary to some cther
elenent of the diet?
B. Agricultural production in the zagion of gtudy.
1. %ot are the major farm cropu?
1.i. Wbat is the nature of ccmpetition amoug major farm crops
for land and labox?

i1.2. Whaet are farmers' principal souzcea of mouney income?

a/ Iunformstion for thiec secticn will be obtgined primerily from

secondory sources.

b/ To be answered for each coumodity.
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2.
2., What ore the guneral characteérictice of the farming
gyotem?! Size of opcration, sources of labor, nature of
farm toole, soilemcpegoment practices, purchased inputs?
3, tmat 1c the typical calendar of farm activities?
4. WViat ic the degreé of reglonal or farm specialisation
in prcductign of crops? What sreas Qre known especially
for their production of the staple food cropa chosen for
- atudy?
5. Is there evidence of vccent chinge in any of the above?
Food consumpiion in the creglion q? ztudy.
1. What arc the characteristics of diet in the area studied?

1.1. What is the typical menu and dsily timing of zmenlst?

1.2.

1.30

1.4.

What is the food balance sheet for the area?
Whet are the priuncipal sources of food calories?
In what form are they coasuzmed?

What are the principcl sources of protein?

2. Are therc significent variations in the diet pattern?

2.1.
2.2,
2.3,

2.4.

2.5.
2'6'

Does composition of diet vary with the seaponT

Docs it vary.between town and country?

Doas it yary within the rural arca?

Waat is known cbout price and inccue elasticity of
dewmand for the stuples being studied and their close
substitutes?

Hov doea diet vaxy with scx, age, and marital condition?
Are there éertoda of congpicuously high or low consump-
tion of food (fessting or fasting)?

3., Is there evidance of recent changes in food consumption habits?



D. Arveaz of food deficit or surplus.

l. Which purts of the area of study are typically food ex-

7.

porters, which food iuwporters?

Ic the region of study a nat iumporter ox exporter of stuple
foods?

Ie their evidence of significant variation in per capits
ceosunption of food calories within the region?

Wonat ie the average ond distribution of per capita income
fzea sale of crops? Prom Siher scurces?

What part of the labor force is engaged in agricultural
production? In food Production?

Acc gay of the comnodities studied uee. as feedstuffs by
farmers in the ?egion?

Is there evidence of recent change in any of the above?

-

E. What are the essential demographis charccteristics of the

.region being studied? Are the& changlag? How? (e.g., location,

rate of increase, age aud sex composition, ethnic composition).



II. Organization of the Hazketing System.

A. Pcoduct £low and exchange levels.

1. What are the principal points where title to the comsodities

being studied is transferred?

1.1.

1.2,

1.3.

1'4.

1.5.

Where are the&? {e.g., farm, roadside, village, town.)
When do they occur? (e.g., before harvest, at harvest,
weéks or monthe after harvest.) R
What ic the form of the comnodity vwheu title transfers?

Hew are the terms of traasfer established?

uhat are they?

What is the relative importance, in volume of produce,

of cach tranefer poiut?

B. Persounel--Agents.

1. Who are the intermediarics (defined a3 agenis that cwn the

product) at each stage io the market sequence?

1.1.

1.2.

-

7o what extent do they aspeclalize in one type of
trangaction; in one cummodity?

What are the principsl typea of zzents who act as
{ntexmediaries? Are shere local terms that identify

ghen? -

2. What are the dietinguiéhing characteriscics of each type

of agent?

2. 1‘

2.2.

Do persons of 5 particulasx age, eex, residence, religion,
education, ethnic origim, faomily, ox bolitical affiliation
tend to dominatn certain kinds of activities?

How wany agents are there of each type? How is the

total volume of tramsactions distribuied among thém? Do

a faw large agents account for the largest part of

ectala kinds of tzansactions?



5.

2.3. Vhat is the cuploymeat history of specific types of.
agenta?

2.4, Ac:e agents typically iudividuals, families, partnerships,
corporaitions, cooperatives, governmeﬁt bodies, or ther
types of iegal persqns?

3. Do uorketing ascociatioas erist?

5.1. How aze they formed?

3.2. What is their wemberchip?

'3.3. Ww leag do they last?

3.4, Whot ave theiw obiectiges?

35 What do they do?

4. 1s thexce evidence of zeceat change in thu ubove?
C. Pacllities.
1. Warkst places

1.1. Where are they located?

1.2. Tvw freguently ave thzy used? For what peziold?

1.3. What weuge of pxrodusts is traded?

1.4. that 13 their phyaical layout ard awea?

1.5. Whac phy ical facilities arve provided? (e.g., cover;
counters, stallic, pevement, electricity, waterx,
hiyglenic core, unloading atea;, ecales, telephone.)

1.6. %What volune of comsoditles iwsves through the mérket?

1.7. E>vw wany persong participste in caca market -uceiing?

i.a. Who ia vesponaible for maintevsnce and adminintrattoq_
of the market piace? What is (i nature of this
matntenancg‘aad udalnlatzation?

2. Shops céealing in staple commcdities siudied.

2.1. Where are they located?

2.2. What range of products i3 trzded?



2. 3..

z.‘.
2.5.
2.6.

2.70
2.80

6.

What {s their physiéal luyout end area?

What phyllcalAtacilitien do they contain?

What voluwe of cozmodities moves through them?

How many perions arc engaged in oaqh? What is the
typicai numbex of customers per day?

who owng the shop?

Who is responsible for maintenance and administration?

What 1s its nature?

3. Storage facilities.

3.1.
3‘2.
3.3.

3.4.

3.5.
306.

3.7.

Where are they located? L
What is their coanstruction?
How well do they protect the commodities stored

agsinst ipoilage and theft?

. How oasy i3 it to deposit and rewove otoreq?

What is their capacity?
Who owns them?
Who 1ia respoasible for maintenance and administrationm,

etc.?

4 Processing facilitieo.

4.1,
4.2,

4.3.
b,
4.5.
4.6.
4.7.
4.8.

wﬁere are they located?

What 1s the nature of the mechanical operation?
Whn;'pouet do they use?

What ie the nature and quality of their product?
what 1o the ratio of product output to pioduct iaput?
Axe they subject to frequcﬁt breakdowm?

How accessible arc they?

. What is theix daily capacity?

what labor do they use?



6.

7.

8.

— N -

‘Credit institutions.

7.
4.9. Are they able to operate under all weather conditlona?
4.10. Who ovms them?
4.11. Who waintaing and administrates them, etc.?
Trangport facilitcies.
5.1. What types are available? {e.g., rivers, lagoons,
lekes, sea , road, trail, rail; headloading, bicycles,
push carts, pack and draft animals, trucks, buses,

sail boats, canoes, power boats, trains, airplanes.)

5.2, what ih their capacity?

5.3. 1s capacity sublect to seaBon and weathei?
5.4. Axe they subject te frequont iluterruption of services?
3.5. What labor do they use?
5.6. Who owns them?
5.7. Who 1is respousible for tneir maintenance and
| ndmiuistr#tion.?
6.1. How accessible are they physic=lly?
6.2. What ig their capacity?
6.3. Wwho cuns them?
6.4. Who administers them etc,?
Yackaging supplies. ‘
7.1, VUhere can they be obteined?
7.2. What is their nature?
7.3. Wwho owns them?
7.4, . Are they ctandardized?

Have thers beea recent charges in any of the above faclliities?

Use of mézketing facilities (questions to be anked with regard to

each)

1.

Who oy use?



8.
'

2, On what terma?

‘e ﬁo‘a_ 1s the use of scarce faci:,l:iuel rationed?

4. Who sets tha conditions for usel

5. Who axe the prineipal users?

Behavicr of morketing azcnie

1. Waat ere thelr gources of information about gize of crop,

2.

3.

4.

3.

ccmmodity cupplies, sales opportunities, aund storage?

l.1.
1..2.
1.3.

How accurate snd curcent is this information?
Hew public is it? '
Is there inﬁomat.ioa aﬁmur. the size and 1_.oéati.on of

gtocks?

How do sgenis decide on vhat inventoriea they should qeﬁninV

aed how long they should Lold them?

Bow do they firamce tholr opesations?

3.1.
3.2,
What
4.1
What
5.1.

5020
5.3.

S.4.

What is Fhett socurce of fundo?

!ﬁmt 13 the coot of funds? |
units of measuzeceat ard standsuds of quality are used?
Houw are .topdazds cei? By whon? How enforced?

is the incidesce of riek?

What zisks ave functicuo of weather, pests, theft,
civil dthr, dinaa"u? .

What ricko axe fuuctions of prica?

wWhat dovices ave uced to distribute snd tranofer riek?
Is insurauce agaimst spscific ricke available? At
what cost? ‘

Wko bears each rigk!



9.

6. What regulation of market activities is performed?
6.1. Vhy?
6.2. By whom?
6.3. How enforced?
6.4. How effective?
7. What is the naturc of the sales (purchase) contract?
7.1.  Wwhat are the terms of payment? (e.g., barter, cash,
installment, term, on delivety)
7.2. What are the terms of dbliQery? {e.g., time, place,
amount, condition)
7.3, VWhat arve the penalties for nonperformance?
7.4. Wwho enforces these penalties?
7.5. How is agreement oa price reached?
7.6.  Ave temms of contracts widely known?
8. Are Eﬁéég‘gangéarynfﬁiea~gcverning the behavior of particiﬁhﬁiz_
in a warket?
8.1. What are they?
8.2. How widely are they held?

8.3, What sanctions jrevent them from being violated?



10.
i1I. Forcas affectixx:; tha opezatics of the waxketlig cystem.
A. Whot are ik imceatives to eater the mavket?

1. Do favmers cell beczuse they need cash kot specific and
limited puxposes oz becauge tliey zecognize monmey as am all
puipogse zood?

1.i. Caa farmers curvive for eutended pariods without
cach irncoune?

1.2. Do farmers hold cagh?

1.3. Do fermers hold claing on negoticble aocets?

2. To wbat oxntert dc conculaTs r«.‘aiy cn puxchases in the markat
for their staple foud supply?

2.1. DRoog this zellouce vary ceaconally?
2.2. Does it very with imcoma?

3. Do custons gud treditions infliucuce n.m:ket participation
divectly? |
3.1, Am; other coelnlly impovtant activities associated

with or degendeut upon participatioca in the morket?
3.2. 1o cconsmic exchanie a Ssmlliar activity?
3.3. 1s econcmic enchasge or warket participation comnscted
uith status?
3.4. 1s participatiox in ofher mozneye-careing activities
clcoad to ccrtoin membors of the sociaty? (e 3.,
o weman.) |

4. Do goverrment ageaclesn casist in ;;ha establichment and
oparation of market egenta?
4.1. Wkat agencics?

4.2. Why?

4.3. To vhoa is this gsoistance available?
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4.4,
4.5.
4.6.

11,

On what terus?
What agents avail theuwselves of it?
Wnst form does it take? (e.g5., financial, technical,

advisory, educaticnal, protection from competition.)

5, Do nongovernmental agencies (philenthropic, patriotic,

religicus, ethnic, comnuncsl, familial, comeercial) assist in

the establighment and opevation of warket ageats?

S.SC

5.6,

vhat ageuciea?

Why?

To whom do they offer this ausistance?
Ca what terms?

what egents avail themselves of it?

what form does iiL take?

B. Vhat arxe the barriers to pasticipation in the market at its

w»
various levela?

1. Do cuatom end tradition inhibit rurket participation?

1. 1.
1.2,
1.3.

1.4,

¥s cconcuic exchengz regarded as a zero sum geme?

1.8 ecconumic exchange a familiar acitivity?

Arve the taking of interest and profit disapproved ot?
Do family or coucwnal oﬁiig&tions inhibit the free
management of private regources and privuce enjoywent
of the‘profits of trade? Do they force the market
agent to divert his attention from the full-tiwme

pursuit of market activities?

2. T@iave government agencles sct up bazriers to mnrket

participation?

2.1i.

Yhat arenclea?



3.

2.2.

2.3.

2.4,

2.5.
2.- 6.

2.7.

12.

What is the nature of tiie barriers? (e.é., licensge,
taxes, statutory monnpolies, price control, minimum
wages, sanitary requirements)

Why?

What parts of‘the population f£ind greatest diffichlty
in overcouing these barriers?

How frequently arec the barriers circumvented?

Do the barriers fall wmore heavily cn some forms of
tue staple foodstuif that cu othere? (e.g., maize
weal vs. maize beer.)

2o govemnert procutrement agencies favor certain

sellera? 1Is this in return for favoxs received?

Do nongovzinmental agencies or local prejudice restrict

entry to the market?

3.1.
3.2.
3.3.

3.5.
. 3.6.

[

Waat agencies? [as in YIZ.A.S.)

why?

How?

3.3.1. Do they determine participation by noneconomic
eriteria? |

3.3.2. Do they atteupt te maintain customary shares
of the maxket?

3.3.3. Do they ewploy physical violence, boycotts,
price wars, other'devices?

Can these barrierc be overcome by comjpensatory paymenta?

By recourse to law?

How effective are nongovérnmental barriers to entry?

Do nongovernmental procurement agencias favor_ce:tain

sellers? 1Is thiy in exchange for favors received?



C.

D.

[ 24

4.

How

1.

6.

13.

Are theve physical barriers to entry?

4.1,

4.2,

4.3,

Ace exchange points too distant for some buyers or
sellers to reach?

Can market places and other facilities (including
storage, processing, and transport, etc.) serve all
who have th. meana to use them? [This 1s the
counterpart £ YL.0.3., How is the use of scarce
fcciliticé raticﬁea?]

Does szoilage or loss frcg inadequacy of existing

facilities? 1Ig this {radequacy scasenal?

are prices set?

By govecoment? When? For what period? On what basis?

A: what points? How muintained?

By wonopcly agents? etc.

Ly market leaders?

Ly trade assoclaticns? etc.

By collusion among agents? ete.

By auction or open hidding?

By coapavrative bargeining?

By cuatenm ?

d> maricet: agents compete?

Do they?

L1 price, quantity, quality, packaging, display?

L3 service? In salesmanship?

Ty uge of tied saleg?

Y7 menipulation of credit?

4y sources of market inforumation?

What 2thical or behavioral standards sxe¢ observed by warket

partizipants?



¥,

1.
2.

14.

Is misvepresantation expected behaviox?

Does buyer cor seliesr have récourse Lif terus of sale or

nature or swount of product ic wisieprerented?

Igs advantage taken of ti.c very young, tihe aged, the vich,

the ncoy, ete.?

vs the finsreial ruin ef o ceapetitor gemcthing to be achieved

or svinethiag to bz prevonted?

»8 pilfeving ccumion?

78 & post~purcnasa gift cupecte

Sa7

is theve a prascribad cocde ef wanners in cconcmic transactions?

nrofitoble ara th2 activitics of warket ageunis?

Do earnlngs £rom irading compure faverzbly with those in -

altematcive employm:znt?

i.1,

1.2,

1.3,

:‘.l‘l

In participaticn in the market secasonall? Does this

-
scasonality connmlement the seagonuslity of other
eaployment odnercunitizs?
70 what 2xteat sw: trading costs fixed?
Is there evidzics of apeculative motivations
(i.e., are tzadars ccatens wvith low average returns
because thay see a posibility for lazge apecuiative
gainsg)
To vhat extent is ttadiﬁg a ghortetera iatexim activity

vhile walting for move lucrative suuioyment eleewherel

Do earnings on capltal cumpare favorubly with poteptial retumm

in oiher activitiag?

o what extent ave agents dependent on trading for tcheir

basic livelihocd?
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4. 1Is there evidence of monopoly profits aricing from
restrictions on entry? From buyer favoritism? ([cf IXI.B.2.7

and 3.0 above)

5. To what extent dc trading profitc derive from private

information about size of new crop, stucks, prices ;p otﬁgg
warkets, poteantial dewind?

6. Are there economies cf scale in trading activities?

Is there cvidence of recceni change in forces affecting the

L
operation of the warketinug system?
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I_V; Governmentzl Policies in Other Sectors which hnvl'.)hjor Impact
~ on Market Organizaticn and Performance.
A. How is the National Plan affecting marketing of the staple
commoditias being studied?

1. Is it placing new‘ Burdens on the marketing system by
shifts in sources of supply? (e.g., substitution of
domastic production for imports)

2. By shifts in demand? (e.g., ascembly of large work crews
in new areas)

3. By increased burden on sup%)orcing facilities!?

4. Is it aiding the marketing system by new facilities?

5. Does the allocation of governmental expenditures tend to
{mpair or improve the functioning of the market system?
(e.g., transfer of resources into or out o.f marketing)

B. Do taxatioa policies affect tho mrkef indirectly?

1. By v:.a;ing crad!.pg more or lesa profitabio than other
activities? |

2. By encoursging or discouraging use of the market for pur-
chases of staples?

C. Does governueat control of pr%ces affect marketing of staple crops?

1. Dy relieving the market of some functions? .(eeg.. assuption
of price risk? |

2. Dy restricting the range of alternatives open to farmers,

| _ traders, and comumeu‘l

3. By.nlteri.ng the market agents' froedom of decision?

4. By reducing the opportmi:j for speculative profits?
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V. Evaluation of Marketing Performance.
A. Performance in the eyes of the participants.

1. What are the principal complaints of II;IBPI. traders,
consunzrs about:

1.1. Quality of products? Condition? Variety?

l.2. Reguliri:y of supplies?

1.3. Capacity of market to absorb supplies?

1.4. Ancillary services and facflities?

1.5. Other?

2. Would participants in thetmarket be willing to pay more
(receive less) if some of the defects reported in A.l ccal
ba éotrected? How wmuch?

3. What service now availsble do they considor to be overpriced!
By how nncht_

4. To what extent do buyers and sellers beliecve they have
adeq&ate markst information?

4.1. What additional information would they like to have?
(c.8., crop prospect, supplies, stocks, quality, coam-
suasr demand, prices by grade and standardized measure
of quantity)

4.2. To vhat extent do eimy belicve themselves tsmbe unsble
to discover represcntative pricen being paid:

4.21. Within the msrk.t vhere they are trading?
4.22. In other markets? '
5. T§ what extent dc buysers (sellers) beliave chqy have no choice

but to pay (take) the quoted prices?
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B. How accurately do prices reflect all information about supply
and demand that is dn the systes (or that might be in the
system)?

1. Does the difference in price over time, space, and fora
tend to approximate coats of stqrage, trancport, and
transforwacion? '

2. Do prices react promptly when new inforwation is received?
Are ocllers reapona‘tve to changes in buyera' wants?

3. 1Is there evidafxce of price mgpuhti;onT By whom? How

| successful? '

4. Are there upward or dowaward rigidities in tbe wmovempent of
prices? (€.g., customary prices, price-dnfined units of
sale, changes limited by smallest unit of cﬁi;fency; legal
ainima or waximum pricés B ‘

5, Are therc-buyers or sellers who can and é.u take advantage
of chenging price spreads?d ‘

6. Are most traders free age!;cs?

7. 1Is there price discrimingtion on noneconcmic grounds?

1o capital rationed other than by mu:eia rates aund crodlt-
worthinesg?

8. To what c:xtent is entry free?

9. To what extent cen inventories of the staple baing studied
be used as collataral for loans?

10. Are forward salos permitted? Axe they wade?
11. Is :he.r;'e evidenca of wonopoly profit?

12. Do venturesoms individuals enjoy tha fruits of mﬁ; success-

ful ventures and assume the costs of their unsuccessful onest



13.

14.

16.

17.

19,

20.

21,

22,
23,

19.

To what extent do traders distinguish their trading
accounts from porsonal accounts?

Can coatracts be enforced? |

Can stendards and geader be certified in a wmannexr
acceptable to buyers and sellers?

Is there rapid and reli.abl_e. zransoigsion of informatiom,
instructions, and goods ct_xtoughout the wketing systam?
To what extcat 1s cach of the comnoditics studied fungiblel
Docs é:tchanse at any point tend to be dominated by very

few agents?

Do marketing aaaocint:ions izhibit or assist free and

informad action of agents? Do governmental agencies?

Are the terms, on which services of market facilities can
be obtained, responsive to chenging condi.tions. of supply
and demand?

Do age;zta cormand gufficient funds to emable them to
survive occasional large lesseéo? What is the age distribu-

tion of trading units (as traders)?

More? Growing ‘out of pravious gections?

Is there evidence of recent change in any of the foregoing?

C. Could technical efficicncy of the marketing systam be improved

significantly by reallocation of cxisting resources, including

~ labor and ancillazy feeflitiea?

1.

dmong excharge poiuts?

2, Within cxisting exchange po}.n:a‘!

3.

Within firms?



b,

3.

6.

7.

10,

20.
Within trensport and commmications systems between

exchange pojuts? (e.g., Te-routing trucks, reducing
expty bacic-hauls; preveitive saintenance: better road
maintenavce)

Over timst? |

By relocaticn of ctocks? A

Within individual facilities? (e.g., reduction of
deterlozation in .oi:orage :eu'ulttng'- from poor quality of
pro:!hct:a antering stirage or from impropor turnover of
stored products; reduction of pilferagoe?

Can coats be lowercd by gr:nter specialization of activi-
tics and reslization of cconomies of scale to operating
facilities?

Caa losses in quality and quantity be achieved without
increased cost?

is éhgrn wide variation in cost of trading or in cost of
ancillary servicas? Could the lower cost methods he

adopted by others?

D. Uhere would nev investmont in the marketing system contribute

‘woot to its cffectivencos in allocating supplies and in stizmu-

lating intreased produstivity; at whet cost?

1.
2.
3.
4.
S.
6.

In physical facilities? In their maintenance?

In cradit institutions?

‘In mazkat intomadoa goervices?

~ In suporvision of coﬁtractn?

In certification of quantities and grades?
In legal action and enforcement agencies to curb restrictive
practices? | |



21,

7. In adninistrative iatérvention to protect buyers from
nicvepresentation?

8. Other?

Are theve cxitra-concmic sccial goals that the marketing

systca must meet? (e.g., providing minimum adequate diet at

cpicified cost; serving lsolated comawmitizs {producer, conm-

sumer] at a loss; stixulated or inhibiting certain kinds of

productica; increasing or decreasing the econamic pawer of

particular groups; etc )

1. What are these goals?

2. What measures arve uaed to achieve then?

3. Are these measures effective?

4. How coatly ave they?



VI. Alteragtive Arzangercuts to Inprove Performsnce at the Various
Steges iu the Marketing Process that Merit Spacial Consideration.

1. What aro they?

4. What benefitc con thoy be cxpacted to bring?

3. At what cost?



II.

Exhibit E s W/avfis”

TENTATIVE RESEARCH (JUTLINE

General sctting
A. MNature of mafket systen
B. Production and consuaption data
1. ™ajor elemeats cf diet
2. Place of staples, pevishablea
3. 2hysicel nciure of products (storebility, etc.)
The wmarketing systewm Lor ctaples
A. DPefiae levels of system .
1. Production area essembdly
2, Waolesale, jobber
3. Retail

B. Wwhere &re the rclevant exchange ievels, e.g., where doss title
 ¢trensfer, price-making polata, where bost observed?

C. What ure the wmajor warketing institutions on each lavel? .

1. Nucber of firms and volume of cales (ranking) on cach side
of each relevant mazkot

N

2. HMarkat orgaaizaticn

ay Facilities

b) Rulen and Practices
¢) Grades and Standards
d) Other features

3. Service agencles--tramsport, storage, banking, etc.
cperating to sexve each level

4. Rclatiouships ouong market iunstitutions

8) On each level

b) Between levels--(contracts, terms of purchese and
sale, etc.)

¢ Governwent iastitutions



III.

1v,

-2.

Phyeical movem:znt of products
A. Aacembly arecas for each market
1. Volume and origin of products
B. Evidence of arbitrage
1. Price differences in space sud time
2, ‘Transport and storage éosta
C. Barriers to physical movemeut
1. Custcm, law
2. Physical bariiers
3. Avgilability of t“ransportaticaiand storege
4. Credit availadbilicy, etec.
Nature of ccmpetition
A. HMaziket structure
1. Nuaber and size of sellazrs, buyezs
2. &4weilabliity of market informatica
3. Product characteristics (differcatiation)
4. Butry bazriexo
B. Pzice performance
1. Cosxpavative prices among warkets and over time
2. Marpias rclated to cosis of services ?erformed
8) Scsadards of efficlent performance

3. Hvidence of respongivencss of producers, congumers, and
traders to price diyfereaces in space, time, form

C. Othar reotroeints on compotitien
1. Lezal or customary

2. Collusion



3=

v. Evaluation of marketing petformnnce

Ae
B.
c.

D.

Product and service availability:
Costs &and wargins
Prlce determination

Price competition, meaprice coupetition

December 22, 1965
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Exhibit F

TENTATIVE RESEARCH OUTLINE
(Draft III)
i. GENERAL SERTING *

0. COmmodities'and Marketing System being studicd
A. Productiou of Siaple Poods

1. Characteristics of major staple foods (soil and climatic
requircmenis, perichability, presexvation possibilities,
ete.)

2. Productioa Practices

3. Secasonal farmiug cycle

4., Geographic distribution of staple food production

B. Consumption of Staple Foods
' L
1. Major elements of iie dlet; formo in which consumed

2. Relative importance of various staple foods in different areac;
urban - rural contrasts

3. Iucowe and price elasticitles; crocs elasticities

4. Seasonal variation in consumption pattazn3

C. Pood Deficii and Surplus Arcas

1. TFood availability: per capite production of staple foods by
district ox proviace

2. Purchasing power: per capita production of cach crops,

livestock; percentage of labor force employed in food
production by district or province

D. General Picture of Intra- and Inter-regional Trade in Staple Foods

II. ORGANYZATION OF {HE MARKETING SYSTEM

A. TDexsomacl:  identificacion, Classification, Number, Distinguishing

Characteristics, Geographic Relatioanships, ead Volune of Sales
of Tndividuals and Pirms Opevatiag as Middlemen (including
product flow)

1. Producers delivering directly to processors and éonqumere

2. Locel ascemblers in production areas

3., DPxrcessors bulking from local assemblevs

&. WNMiddlemen bulking from local asgemblers



A.

Personnel: (continued)

5.
6.
7.
8.

Importers
Middlemen receiving from importers
Processors receiving products frem bulking middlemen

Miédlemen retailing to consumerc

Pacilities: An Inventory of the Number and Location of Facilitiee

“Uscd in the Harket aad the Pattern und Degrce of Concentration
ol their Owmership

Organized warket places; stalls
Storage facilicices

Proccssing plaunts

Trangporting facilitics

Credit institutions

Functions: Determination of How Harketing Punctions are Poxformed

1.

2.

3.

by Middlemen and Service Agencies, sud the Facilities Used iu
their Perforinance

Exchange Functions (trancfer of ownership)

a. Buying (locatxng sources of quanicity and qunlity desired,
and negotiating prices and terms)

b. Selling (finding bujers, developing demaad for products,
negotiating prices)

Phyesical Functions

a. Transportation

b. Storage

¢. Processing

d. Handling end packaging

Facilitating Functions

a., Market information

b. Pinancing

¢. Standardization and grading



-3.
3. TFacilitating Fuactions (continued)
d. Assumption of risk

e. Performance of regulatory activities

[I3. ANALYSIS (¥ HO'A THE MARKZETING SYSTEM IS OPERATING

A.

Incentives for Eatry of Firme in the Market, and Physical Movement
of Products

1. Cooperation among f£irms

2. Governmenial as:istance to fixms

3. Opportunity for profit

4. Incentives derived from custom and tradition

Barriers to Entry of Firme in the Market, to Physical Moveumeat
of Producta and Otcher Restrictions to Competition

1. Physical barriers
2. Govaernwental restrictions
3. Barricrs derived from custom and tradicioa

4. Inadequate transportatioun, storage aud financing facilitics

5. Collusion

Utilization: Extent of Utilization ox avaiisble Market Facilities
and Labor Resources -

1. Seasonalicy in utilization
2. Under-utilization of facilicies and labor vesources caugsed by

shortages in complementary factors (shortages of skilled
labor, servicing problems, etc.)

Market Information: Avajilability, Completeness and Accuracy
Product and Service Differentiaiion
Costs and/oz Charges Involved in Perf:mming Selected Marketing Functions

Price Relationships in the Market as Compared with Cost of Performing
Relevant Marketing Functions

1. Among Firus 4o a given area
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G. Price Relationships (continued)

2.

3.
4,
3.

Spatial differences among market areas as compared to
transport costs

Termporal differences among areas as related to storage costs
Prigce changes as related to changes in supply and demand factors

Responsiveniess of producers, traders and consumers to price
differentiais in space, time and form

H. Contractual Arrangaments

1.

2.

Terms of sale and purchasge
a. Date of delivery
b. Time of payuent

Financial arrangements

I. Exchange Methods

1.
2.

3..

4.

Barter
Cash purchases
Credit purchases

Use of agents

GOVERNMENTAL POLICIES WHICH RELATE TO MARKET ORGANIZATION AND PRRFORMANCE

A. Sunmary of Activities of Governmental Agencies aulrarticipnntn

in Markets :

B. Allocation of Expenditures

C. Taxation Policies

D. Price Support Activities for Farm Products
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v. ALUATION OF MABKETING PE
A, Criteris from sn operational viewpoint

1. Can coste of performing specific marketing functions be lowered
without reducing the quality and amount of services provided?

2. Can progress be achieved in incorporating possible benefits
from specialization of activities and economics of scale
to operating facilities?

3. Can losses in quality and quantity of product handled be
lovered in relation to the coats imvolved?

4, Do prices at ary moment reflect information available anywhere
in the syastem about presecnt and prospaciive demand and supply?

5. Do supplics move into consumption without the build-up of
excensive stocks? '

6. Do buyers and gellero have adequate aud accurate enough
information and identification of products and scxvices
- to make rational choicec?
B. Criteria from a social wclfare viewpoint
1. Are all scctors of the market being vecched?

2. Arxe choices available in line with consumer preferences?

3. Docs the aggregate quantity of focds being supplied meet
acceptable nutritional needo?

4. Do pricing wmethods treat all market participants impartially?

5. Are remuncratioas to marketers adequate to maintain the
decired level of services domanded?

6. 1o cconomic power among market participants in or woving

toward a raasonable balance consistent with the social
goals of the nmation?

_-W

VL. DINAMICS OF FGOD MARKETING SYSTEM
A. Changes in COnnuucf‘Dcnlnd Related to:
1. Urbanization
2. Population - total and age distribution
3. Changos in {ncoms distribution
a. Porccatage of population in income groups

 b. Cousumer cxpenditures on food as related to major
housshold expenditures



e
4. Other Socio-economic factors
a. Level of education
' b, Employment patterns
5. Changes in tastes preferences or shopping behavior for food
6. Changes in Technology
B. Changes in Supply as related to changes in:
1. Technology
2. Factor inputs devoted to food production
3. Net ﬁrade in focdstuffs
"C. Recent Changes in the Infra-Structﬁre of Fcod Marketing
1;“ Finaacial Institutions ‘
2. Traansportation
3. Communications

D. Recent Changes in Goverument Policies to Influence Overall
Marketing Adjustment

1. Iwmproving basis for rational decision making
2. Influencing cost structure of non~farm firws involved
3. Controlling supply and demand

VII. POSSIBIE ALTERNATIVES THAT MIGHT IMPROVE PERFORMANCE AT ANY STAGE
IN THE WHOLE MARKETING PROCESS



Exhibit G
1/31/66

TZNTATIVE RESEARCH OUTLINE - PHASE II
II.  ORGANYZATION OP INE MARKETING SYSTEM BASED ON IDENTIFICATION OF RELEVANT
EXCRANGE _POINTS -
A. PRODUCT FLOW AND EXCHANGE LEVELS

1. Whet are the \ﬁrlous Channels through which the Commodities
" ¥low from Producers to Consumers?

2. What are the relevant exchange levels? " 'the exchange
lavels and product fiows can be determined through the
following questions:

1) when and where docs the trader (faruer, coasumer)
sell (buy) the cowmodity?

1) Tn what form is the commodity sold (bought)?
111) On what terms is the coumodity aqld (bought)?
iv) How is the sale (purchase) carried out?

2. What Volume of the Commodity passes through each Sequence?

B. PERSCNNEL: Who are the Intermediaries at Each Stage in the
Various Market Channels?

1. What are the Distinguishing Characteriscics of Each Type of
Intermediary?

a. What functions does each perform?
b. To what extent do intermediaries specialize?

c. What volume of the commodity is handled by each type of
futermediary?

d. Wwhat 15 the location of their operations?

2. What are the number of Firms and Intermediaries operating as
Each Type of Intermediary?

_,3. What 48 the Market Share of Individual Intermediaries?

a. Do a few large firms dominate the market chamnel at some
stage?

4. what Marketing Associations Exist and What are their Functions?
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C. PACILITIES: Prepare an Inventory of the numbor and lbcacion of

Facilities

(Orsahized market places, storage facilities, processing plants,

transporting facilities, credit institutions, packaging
supplies) used in the market and indicate the following:

- phyesical characteristics
- associated handling operations
- volume of commodity handled by each facility

- pattern and degr2e of concentration of owmerahip

The following additional questions can be asked witit

.
&e

, references to specific types of facilities:

Organized Market Places
a, What is their frequency or pattern of utilization?

b. What and who 18 responsible for administration and
maintenance of the market and what do they do?

¢. How large in area volume, number of participants is
each market? What is the layout of each market?

FUNCTIONS: Behavior of Intermediaries and Subsidiary Agencies

1.

2.
3.
4.

7.

How do they learr. about commodity supply and price?

How do they finance operations?

What units of measurement and standards of quality are used?
What risks are involved and who assumes the various risks?
What sort of contracts are used at each stage and how enforce

How, or on what terms, are services or physical facilities
obtained?

What sources of iaformation are customarily used as to
available quantities on product and pricea st each stage?

Who are invélved in making market information available at
eacu stage?

_ ,
Accuracy. and availability of wmarket data?

10. How are -tandqtdn of qualiﬁy set?



11.
12.”

13.
14.

3=

who is involved in financing transactions at gach stage?
what are the terms of credit at each stage?
Avniubilitj of crédlt: to would-be borrowera?

what regulatory activities are performed, by vhom, for
what purpose, and how effective are they?



Exhibit G (cont.)

TENTATIVE RESEARCH OUTLINE - PHASE IIX

IXII. ANALYSIS OF ROW THE MARKETING SYSTEM IS OPERATING

. Incentives for BEntry of FPirms In the Markct and Performance of
Market Function

1. Governmental Assistences to Fiims

(s) Objectives of assistance

~(b) Porm (type of finsnclal arrangements, technicai,
advisory, and other)

(c) Distribution to firuws
2. Nongovernmental Assistance to Flrms

(a) Agencies participating in assistance
" (b)Y Objectives of assistance

(c) Yorm (type of financial arrangewents, technical,
advisory, and other)

(d) Distribution to firms
3. Opportunities for Profit

Does it appear that opportunitics cxist for firms
in differeat sectors of the market?

4. Incentives derived from custom and traditions

{(a) Axe there customs and traditions which would act
as an incentive to marketing activities?

(b) Arc there perceptable changes in custom and
tradition over time?

B. Barriers to Entry of Firms in the Market, to Physical Movement
of Products and Other Restrictions to Competition.

1. Physical barriers

(a) Lack of suitable selling places
(b) Limitation of stall numbers and sfze

2. Traniportation and. Storage

(a) Avnilability'of rail, road, and water transport
facilities ’ p
(b) Availability of suitable storage facilities
: (quantity, quality)
3. Governmental restrictions

(a) Licensing
(b) Taxation



c.
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4. Berriers gro- Custom and Traditiom

(a) Are there custons and traditions acting as bairiers
to marketing activities?

(b) Are there precepiable changes in custom and
tradition over time?

5. Financing facilities

(a) Adequacy and availability of different types of
financing '

(b) Terms of credit
6., Extent of Imperfect Competition in Market

(a) Collusion
‘(b) Number of sellers and market share controlled
(¢) Price manipulation (below cost selling)

Utilization
1. Exteat of utilization of available market facilities

(s) Fluctuations in utilization
Seagonal and other

2. Extent of utilization of aveilable labor resources

(a) Fluctuations in utilization
Seasonal and other -

3. Apparent courses of fluctuations in utilization of labor
' and othes factors, due to shortages of complementary
factors

Market Information

1. Availability, completeness and accuracy of {nformation
to buyers

2. Availability, completeness and accurucy of information
to scllers -

(a) Sources of informstion cuutonqttly;unod'
Personal and iwmpersonal

Product and Sexrvice Differentiation
1. Grading, sorting and standexrdization
2. Packaging

3. Variations in services offered by sellers


http:activit.es

.3.
F. Costs and/or Charges Involved in Performing Relevant
Marketing Functions ’

1. Costs involved in making changes, time, place, or form
utility of product

2. Costs of other marketing function (extending credit,:
obtaining information)

G. Contractual Arrangements
1. Terms of sale and purchases
Specification of product, quantity, place and time of
delivery
Specification of time of title transfer, rick assumption
2, Financial arrangements
Time of paywment
Term and conditions of payment
H. Exchange Methods

Relative importance of different types of exchange methods
at different points in marketing channel.

1.  Barter

2. Monetary exchange



A.

Bl.

" Exhibit G (con

TENTATIVE RESEARCH OUTLINE - PRASE II

V. Evaluation of Marketing Pexrformance

Guestions to beFAsked

Product nnd_gg;gggg availability from the stand_point of_ the

participants

1.

2.

What % of buyers and/or congsumers in-a selected area have
couplaints about

(s) products being received - varieties offerced - awount
(degree of fluctuation or regularity of being
received) - quality of products received and
degree of voriation in qualicy.,

What % of consumers and/oxr buyers would be willing to pay
for services not now readily available

What amounts de they say they would be willing to pay for
services now available but not being utilized? (cowmpared
with charges made and costs of performing the given
service, if feasibl2)

Costs

1.

2.

3.

3.

To what extent could plannuing by f£inn, individuals and/or
government be used to effect savings by re-routing
trucks - including reduction of cupty back-hauls
(without reducing quality of trensport cervice rendered)?

To what extent might adoption of improvements in a
preventative maintensnce program for trucks reduce
operating costs?

To what extent can losces and delays in morketing farw
products be identified and costs mcasured which can be
attributed to conditions of roads?

What share of products in storage in a given area are lost
due to

(a) deterioration ~ to what extent way losses in quality
be duz to placing too low qualitics of products
in storage?

(b) pilferage, etc. - and what costs would be involved
ia reducing same?

By what methods are some firms attaining a highex % utilization
of storage capacity than other firms?



B2.

C.
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6. What practices are Zfollowed for cexe of products in storage,
how do such practices vary among firms, and how do
benefits to firms having the least physical losges compare
with their costs in their care program?

7. How do costs of handling products in and out of storage vary
among firms using different amounts ofluecbanical aids in
relation to labor? '

Margins
1. ic what extent do net returns to labor and capital employed
in marketing differ from similar returns to other sectors
of the economy?
~ range of returns
- median and model rates
2. vhat factors inhibit uses of certain sources of credit
recognized as charging less than other sources?
3. What examples can be found as to the way some traders and
producers~-traders have reduced their financing costs?
4. How may the range and/or degree of risk in selected parts
of the marketing system be measured?
Prica Determination (Exchange efficiency - transfer of ownership)

1. To what extent do buyers and sellers believe they have
adequate market information?

2. What additional specific information would they like to have?
- xe: a) supplies
b) quaiity
€) consumer wants

d) prices by grade and unit of measure

3. To what extent are buyers and sellers unable to discover
representative prices being paid:

within a given market
other related markets



Dl. Pxice Competitioo

D2,

1. To what exteat do buyers (in a sample) believe they have
no choice but to pay the agking price (ond for sellers,
, to take what is offered by buyers) :

(Might indicate where no bargaining in effe..: occura)

2. To what exteat do pfice differences anong adjacent markets
teflect differences between them in:
a) transport costs
b) demand characteristics
c) supply area characteristics

Noa-Price Competition

Ia what form does non price competition occur, and to what extent
does a particular practice increase (or decrease) the quantity
of product that may be sold, the net revenue from such sales,
and buyers (and/or consumers) attitude toward such practices.

Exttn-ecoﬁomic and Social Considerations
1. Do consumers liave access to all sellers in a given market?

(i.e., any form of discrimination that prevents some
consumers from buying)?

2. Has the distribution system developed so it can reach nearly
all consumers in the country?

3. Are choices available in line with consumer preferences?

4. To what extent have suggested minimm nutritional iequitemants
for food been met by consumers in a given arca - and on &
aggregate basis for the nation?

5. How exteusive are evidences of dishonesty and unethical
practicel

6. Are persoas performing marketing services receiving net
margins high enough to maintain the desired level of
services wanted?



Exhibit H

A.I.D. MARKETING PROJECT SEMINAR: PARTICIPANTS
Jonuary 4 - February 24, 1966

Yood Research Inctitute
tanford University

- Rixticieant | Addgess Arrivgl Departure
Dr. V. Q. Alvis Dept. of Economics, West 1/4/66 2/22/66
Virginia University, Morgantown
Mr. Q. 0. B. Antonio Dept. of Agricultural Economics, 1/12/66 2/22/66
University of California,
Berkeley.
Mr. D, N. Atére-Robexts  Faculty of Agricultural 1/7/66 2/24/66

Economics, Njala University,
Njalas, Sierra Leone.

Dr. A. 8. Cleveland ' Stanford Regearch Inmgtitute Various
1000 Counnecticut Ave., N.W,
Washington, D. C.

Mr. Elon Gilbert Food Research Ingtitute 1/4/66 2/24/66
Dr. Roger W. Gray Food Research Institute Throughout
Mr. Christopher Ilori Faculty of Agricultural - 1/31/66 2/24/66

Economics, University of Ife,
Ibadan, Nigeria.

Dr. J. A. Janison Food Research Institute - Throughout
Dr. B. F. Johnston Food Research Institute Throughout
Dir. W. 0. Jones Food Research Institute Throughout
Dr. Anita McMillan Dept. of Economics, 1/7/66 2/22/66

Michigan State University,
East Lansing.

Dr. R. J. Mutti Dept. of Agricultural Economics 1/3/66 2/24/66
‘ University of Illinois,
Urbana.
Dr. Peter Temu Social Science Division, 1/10/66 2/24/66

Institute for Development Studies
University College,
Nairobi, Kenya.

Dr. Victor Uchendu Food Research Institute Various
Mx. Sylvester Ugoh Economic Development Institute 1/31/66 2/4/66
' University of Nigeria, Enugu

Dr. Ukwu I. Ukwu Dept. of Geogr 2/4/66 2/22/66

University o Rl}syd'an. Nigeria.



Exhioit L

MARKETING STUDY SCHEDULE

Week of January 10, 1966

Day Time Meeting or Class
Monday, Jan, 10 11:00 A.M. Clasa; Hl-téry of Sub-

Saharan Africa, 1885-1960
(W. Johnson), History 49

1:15 P.M. Clase: Economic Developzent
of Tropical Africa (Joncs)
Pool Research (FR) 160.

Tueaday, Jsu. 11 10:00 A.M, Organization meeting
1:13 P.M. Claes: FR 160 (Jomes)
2:30 P.M. Mceting with Cnarles M.

Milford, Yood Research
Institute Librarian, on use
of the Library.

wedhcudny. Jan. 12 11100 A.M. Class: History 49 (Johnsom)

3:00 P.M. Seminar; Prof. Bruce F.
Johnston, Food Research
Institute Topic:

Thureday, Jan, 13 2:00 P.M. Pictures of African Markets
Mr. Bernhardt M. Jensen,
recent Ford Foundation
Economist, Ministry of
Agriculture, Kaduna, Nigeria

Friday, Jeu. 14 10300 A.M. Discuseion: An ethnographer's
approach, Prof. Elizabeth
Colsom, Dept. of Anthropology,
University of CaliZornta,
Berkeley.



Exhibit I (cont.)

MARKETING STUDY SCHEDULE

Week of January 17, 1966

——— e e e ap

Day Time Mecting or Class

e — -

Monday, Jan. 17 11:00 Class: History of Sub-
Saharan Africa, 1885-1960
(W. Johnson), History 49

Class: Ecunomic Development
of Tropical Africa (Jones),
FR 160

Discussion: Research design

Tuesday, Jan, 18 Discussion; Critique of
research plan by Prof,
Norman R. Cullins, Dept. of
Agricultural Economics,
University of Califomia,
Berkeley.

Class: FR 160 (Jones)

Discussion with Prof,
Collins continued

Committee on African

Studies Seminar: Prof.

G. Wesley Johnson, Dept.

of History, Stanford University
Topic: The African Slave

Trade and Islam.

Wednesday, Jan. 19 11:00 Class: llistory 49 (Johnson)

3:00 Discussion: Research design

Friday, Jan. 20 10: 30 Discussion; Diplomacy of
African research - Bernhardt
M. Jensen, recent Ford
Foundation Economist, Ministry
of Agriculture, Kaduna,
Nigeria.

Food Research Institute
Seminar: Bermhardt M,
Jensen. Topic: The role of
an economic adviser in a
developing country




E» nhit T (cont.)

MARKETING STUDY SCHEDULE

Week of January 24, 1966

Day. Time Méettng or Class
Monday, January 24 11:00 A.M, Class: History of Sub-

Saharan Africa, 1885=1960 a
(W. Johnson), History 49 |

1:15 P.M. Class: Economic Development ;
of Tropical Atrica (Jones) !
FR 160,
3:00 P.M, Discussimn: Marketing
| field research.
' Tuesday, Jan, 25 1;:15 P.M, Class: FR 160 (Jones)
| Wednesday, Jan, 26 11:00 A.M. Class: History 49(Johnson)
i 1:15 P.M, Class: FR 160 (Jones)
L 3:00 P.M, Discussion: Marketing

field research

St Friday, Jan, 28 10:00 A.M. Discussion: Rural marketing
: research in Oaxaca, Mexico.

Prof. Ralph I. Beals, Dept.

of Anthropology, Imiversity

' of California, Los Angeles.

11:00 A.M. Class: History 49 (Johrscr)

3:30 P.M. Seminar: Prof. Ralph TI.
Beals, Topic: Rural
marketing research in Oaxaca,
! ; Mexico.




Exhibit I (cont.)

MARKETING STUDY SCHEDULE

Week of January 31, 1966

Day Time Meeting or Class
onday, Jan, 31 11:00 A.M, Class: History of Sub-

Saharan Africa, 1885-1960
(W. Johnson), History 49

1:15 P,M., Class: Economic Development
of Tropical Africa (Jones)
Food Research (FKR) 160

3:00 P.M, Discussion: Research
procedures
Tuesday, Feb, 1 1:15 P .M. Class: FR 160 (Jones)
Wednesday, Feb, 2 11:00 A,M, Class: History 49 (Johnson)
1:15 p.M, Class: FR 160 (Jones)
3:00 P,M. Discussion: Resgearch
procedures
Thursday, Feb. 3 10:00 A.M, Discussion: Ivory Coast

markets. Prof. Marvin P.
Miracle, Dept. of

Agricultural Economics,
University of Wisconsin.

2:00 P.M, Discussion with Prof.
Miracle continued.
Friday, Feb, 4 11:00 A.M. Class: History 49 (Johnson)
3:30 P.M, Seminar: Prof., Victor C.

Uchendu, Food Research
Institute. Topic: West

frican social organization
in the context of market
institutions,



thibit I (coqt.)

MARKETING STUDY SCHEDULE

Week of February 7, 1966

Day: Time Meeting or Class

Monday, Feb. 7 11:00 A.M. ~ Class: History of Sub-

Saharan Africa, 1885-1960
(W. Jobnson), History 49

.1:15 P.M. Class: Economic Development
of Tropical Africa (Jones)
FR 160 .
3:00 P.M.. Discussion: Research design
' Tuesdéy, Feb. 8 1:15 P.M, | Class: FR 160 (Jones)
Wednesday, Feb. 9 PI:OO A M. Class: History 49 (Johnson)
| 1:15 P.M, Class: FR 160 (Jones)
3:00 P,M, Discussion: Research design
Thursday, Feb. 10
Friday, Feb. 11 11:00 A.M. Class: History 49 (Johnson)

3:00 P.NM. Discussion: Research design



Day
Monday, Feb. 14

Tuesday, Feb. 15

Wednesday, Feb. 16

Thursday, Feb, 17

Friday, Feb. 18

Expjbat § (cont.)

MARKETING SIUDY SCHEDULE

Week of February 14, 1966

Time

11:00

1:15

3:00
1:15
11:00
3:00

3:30

11:00

3:30°

AM,

P.M,

P.M.
P.M.
A.M,
’.M.

P.M.

Meeting or Class

Class: History of Sub-
Saharan Africa, 1885-1960
(W. Johnson), History 49

Class: Economic Development
of Tropical Africa (Jomes)
Food Research (FR) 160

Discussion: Research design
Class: FR 160 (Jones)

Class: History 49 (Johnsom)
Discussion: Research design

Committee on African Studies
Seminar: Prof. Joseph F.
Oliphant, Dept. of Biology,
Stanford University, Toplc:
Parasites and politics in
Sub-Saharan Africa.

Class: History 49 (Jolmson)

Seminar: Prof. Peter
Mcloughlin, Dept. of

Economics, Santa Clara
Imiversity, Santa Clara, Calif.
Topic: Recent agricultural
development problems in Kenya.



Exhibit I (cont.)

MARKETING STUDY SCHEDULE

Week of February 21, 1966

Day a Time Meeting ar Class
¥onday, Feb. 21 11:00 A.M. Class: Mistory ol Sub.

Saharan Africa, 1885-1960
(W. Johnson), History 49

1:15 P.M. Class: Ecomomic Development
of Tropical Africa (Joncs)
Food Research (FR) 160,

3:00 P,M, Discussion: Research design
and the use of questiomnaires,
Dr. Donald G. Woodworth and
Mr. Edward A. Podesta,
Behavioral Sclences Dept.,
Stanford Research Institute.

Tuesday, Feb. 22 University Holiday
6:00 P.M. Dinner y.ry: Food Reséarch
Institute, host.
Woednesday, Feb, 23 11:00 A.M. Class: History 49 (Johnson)
1:15 P M, Class: FR 160 (Jones)
3:00 P,M, Discussion: Research design
Thursday, Feb, 24 | 3:30 P.M, Seminar: Mr. Peter Kilby

Center for Tublic Affairs,
Wesleyan University, Middle-
town, Comncciicut,

Topic: Marketing field
research in southern Nigeria.

Friday, Feb. 25 Depaiture



Exhibit J

A.1.D, MARKETING PROJECT

Participants in the Meeting at the University of Ife
vay 5-10, 1966

Coordinating Committee

Dr. Alfred S. Cleveland, Stanford Research Institute

Dr. Homer Evans, West Virginia University

Dr. Harold G. Halcrow, University of Illinois

Dr. Glenn Jnhnson, Michigun State University

Dr. William O. Jones, Food Research Institute, Stanford University
Dr. Harry Trelogan, United States Department of Agriculture.

A.1.D. Research Teams

Dr. Vance Q. Alvis, West Virginia University and University College, Nairobi
Mr. David N. Atdre-Roberts, Njala University

Mr. Christopher O. Ilori, University of Ife

Dr. Anita McMillan, Michigan State University and the University of Nigeria
Dr. Ralph J. Mutti, University of Illinois and Njala University

Dr. Peter Temu, University College, Nairobi

Mr. Alan Thodey, Stanford Research Institute and the University of Ife.

Others

Mr. Q. 0. B. Antonio, University of Ibadan
Mr. Russell Bierman, USAID, Lagos

Mr. Elon Gilbert, Food Research Institute, Stanford University and Ahmadu Bello
' University

Miss Marie Ukatta, University of Nigeria
Dr. Ukwu I. Ukwu,'Univerlicy of Ibadan.



Kenya
Rice

Maize
Potatoes
Beans

Wheat

A.I.D. MARKETING PROJECT

Commodities to be Included in Each Study

Eastern Nigeria

Rice

Maize

Gari

Yams

Western Niperia

Exhibit K
5/10/66

Sierra Leone

Rice

Maize

Gari

Yams

Rice
Palm oil
Cassava

Groundnuts



Exhibit L

5/}9/6@
Table Design for Reporting Information in Part 1I,
Section A, of Basic Outline
Timing of transfer Form of transfer Terms_of transfer
n
Location of i s o o oo °
transfer points P~ d a e2 199145 A
U @ a B » z ) o g o
I o ol v 3 @ 9 o -
o M L o O o — U [o] 3 (9] o
oo L K= L A W o iy o) L] [
Mo ] ~] e W — (a9 U O (&) e
sel k|l y |E25 (28| |8 | |28 ©
H © U4 & (U Y oo 3 g 4
[ Y U el U4 el Ud (v} [V} [
0 M < 0 |xc | n o

In Communities:
Village
Town

Central city

Not in Communities:
Farm
Roadside
Raiilliead
Port
Processing plant

En route




Exhibit M

5/10/66
FORMS OF TRANSFER
=1 Semi- Re! ined
Raw or fresh Bulk processed end-product
Rice Paddy Hulled Milled -
Parboiled
Casgava Fresh Dried Flour
Gari
Fufu
Yam Fresh
Red palm oil 1st pressing
2nd pressing
Maize®/ Ear/shelled (Dried Flour
shelled) Shelled

*/ Mature maize only.

Code for Expressing Relative Magnitudes

A Dominant

B Co-dominant
C Secondary

D Minor

E  None

(more than 50%)
(group more than 50%)

(fairly important)

(present)

Not available



Exhibit N
5/10/66

Identification of Intermediaries in Part II,

Section B.l of Basic Outline

Intermediaries in Rural Areas:i
Resident Middlemen
Bulkers (assemblers with storage - with none or little retailing)
Retailers with wholesaling minor (1i;t1e storage)

Agents (do not own)
Non-resident Middlemen
Ititerant Traders (no storage)
Travelling Agents (might be trunkers, etc.)

Intermediaries in Central City:
Wholesalers (big) much storage (retailing minor)
Wholesalers (small) little storage (retailing minor)
Retailers
in organized public compounds

in licensed shops or storage and locks
non-licensed or public, but at fixed spot with tables or boxes

hawkers and peddlers (on street or home) .

Product specialization Other characteristics
Single | Two Four (Est.)
Type of or or Sex | Age | Ethnic| Family Relative Type
intermediary three more oripgin | enterprisg volume owners




Exhibit O

5/10/66
-1-
Form for Reporting Information in Part II,
Sections C and E, in Basic Outline
1.1 (a) Geographical location - use map
- Village
- Town
- Central City
Market places with towns and city - use table.
(b) - Central Service Area
- Residential
- Fringe Area
Central Number of

Service Area | Residential | Fringe Area | Seasonal | Days |} Hours

Towns
Central City

(list names

of markets)

1.2 (a) Seasonal Non-seasonal
(b) Periodicity or number of days per week - record days.
(c) Duration of market in hours per day.
1.3 (a) Listing of assigned products - present ; absent.
(b) Mainly food Not only food
1.4 (a) Map or rough sketch of market - central city
- 2-3 towns
2-3 villages

Note presence or absence.
1.5 (a) Covers - privately owned publicly owned
temporary permanent

(b) Counters



Exhibit O (cont.)

o 2 -
1,5 (¢) Pavement
(d) Electricity
(e) Water
(f) Telephone
(g) Unloading area
(h) Scales
1.6 Try to obtain rough estimates of the physical quantities of the assigned
products moving through the market - weight measure
‘(1bs) for everything except palm oil - fluid measure
(imperial gallon) for palm oil. |
1.7 Size of market: count heads - number of identifiable sellers
in the market - number (very, very approximately)

of people who appear to be buyers in the market, at the peak time of day.
1.8 (a) Public; private
(b) Qualitative appraisal - good, fair, poor.
2.2.1 (a) State whether shops dealing in staple foods are present in each of the
mérkets in 1.1.
(b) Describe clustering of shops above as they relate to the market

(1.1) i.e., separated;  groups

2,2 See 1.3
2.3 Area of types of shops. Layout not required.

[Definition of shop: ability to store the products for sale overnight

within the physical structure.]

2.4 Ability to hold products in bulk as well &> dizplay.
2.5 Physical quantities moving through each shop.
2.6 Count heads; relationship to shopkeeper.

Proprietor of business (time spent in shop)
Household - number "(paid; unpaid)
(Non-household - Hired - number)

Workers

Paid Unpaid
Full time | Part time Full time | Part time

Relative of proprietor

Non-relative




-3 - Exhibit O (cont.)

2.7 Shop owner - proprietor
- relative

- non-relative

I1IE.1l.
(1) | Non- (2) Non-
Public public Mass media | mass media
A. Supply 1. Production
2, Stocks
B. Sales opportunities
C. Storage
(1) Public = unrestricted
(2) Non-public s restricted
(3) (a) Current (b) Prospective

Use previous rating scale (i.e., A. Dominant, etc.)
1.1.(a) Relevant ; irrelevant
(b) Current ; out of date
Reasons for holding inventories:
2. Speculative ; Transactions
3. Use of credit
3.1 - Financial institutions

Suppliers

Customers

Others

3.2 Annual % - of average credit received.

by source

3.3 Length (term) of credit - in months

4, Standardized or non-standardized
- weight, volume - list units and conversion into English measurement
system.
- quality (recognisable and identifiable) - list grades and identifying
factors
- Are these government or private?

- " "  legal or custom?



5.1
5.2

5.3

-4 -

Is there risk of loss from:

Exhibit O (cont.)

Weather, pests, civil disorder, disease, theft?
Price
Scale: A Substantial

B Significant

C Slight

D None
Describe.

Regulatory Enforcement Degree of
agency methods effectiveness

Price
Quality
Quantity
Market participation




