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ABSTRACT 

Inadequate transportation and storage, poor market 
information, lack of capital, and other chronic market
ing problems in developing countries have been 
dramatized by recent production increases. To focus 
more attention and resources on food marketing in 
developing nations, U. S. Agency for International 
Development and U. S. Department of Agriculture held 
a seminar in Washington, D. C., to discuss these 
problems and set priorities for AID/USDA efforts. Major 
topics covered include key considerations in marketing 
policies, marketing enierprises and the flow of resources 
into marketing functions, nutrition and marketing food 
for the needy, efficiency in the marketing system, 
regional experiences in marketing problems and pri
orities, and approaches to technical assistance. There was 
a consensus that marketing problems need to be dealt 
with on an integrated national basis which serves 
producers, consumers, and national development goals. 
A number of specific areas of activity were given high 
priority: 1) better identification of technical assistance 
and research needs in marketing; 2) improvement of 
marketing management capability; and 3) providing 
more adequate marketing information for consumers, 
producers, and distributors. 

KEY WORDS: Marketing, food distribution, marketing 
in developing countries (less developed countries); tech
nicl auiatane in marketing. 
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The subject of agricultural marketing in developing 
countries is as important as it is complex. The U. S. 
Agency for International Development/U. S. Depart

ment of Agriculture agreement for marketing work 

underscores the importancewe attach to food marketing 

problems in these countriesand is part of our effort to 

deal with these problems constructively. 

Joel Bcrnstci 
Assistant Administrator, 
Bureau for Technical Assistance 
Agency for International Development 

The USDA has had long experience in working on 

marketing problems at home and abroad. These experi

ences are increasingly relevant for developing countries 

as they move forward in the development of their 

agriculture. We are pleased to be associatedwith AID in 

this importantnew undertaking. 

Quentin M. West 
Administrator, Foreign Econom 

Development Service .... 
U. S. Department of Agriculture 



PREFACE
 

This publication is based upon aseminar sponsored by 
the U. S. Agencj for International Development and the 
U. S. Department of Agriculture, held in Washington, 
D. C., June 18-19, 1970. The purpose of the seminar was 
to provide guidance for AID-USI)A efforts to improve 
food marketing in developing countries. 

Martin Kriesberg, Director of the Program Develop
ment and Analysis Staff in USDA's Foreign Economic 
Development Service, organized the seminar in co
operation with Douglas Caton, AID/TA/SPEC, W. F. 
Johnson, AID/TA/AGF, and Lloyd Holmes, USDA. Bob 
Spade, James Sayre, and Dave Winkelmann of USDA 
assisted with the preparation of this publication. 
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This planning seminar on technical assistance in food 
marketing is tangible and visible evidence of the respon
siveness. and cooperation between agencies of govern. 

ment, the academic community, and private enterprise 

to deal with a major problem facing most, if not all, 

developing countries. This assembly, one of many similar 
ones which have been held in the past and which will be 
held in the future, also reflects what I hope is a growing 
awareness of the American public that development 
assistance extended by us to the developing nations is an 
investment directed toward achieving a more stable and 
peaceful world community. We do not anticipate a. 
world without change but, rather, a world wherein 
change is purposeful and orderly, peaceful and construc-
tive, as contrasted with violence and destruction. This is 
a world where change enriches the lives of people and 
fairly distributes the fruits of human effort; where 
institutions, public and private, serve the wants and 
needs of people; and where life for all is exciting and 
rewarding, rather than empty and without purpose of 
fulfillment. 

Our task here is to develop ways and einans by which 
the achievements of past efforts and anticipated future 
achievements may be more effectively and efficiently 
made available to the people in the countries where the 
achievements occur. More specifically, how can in-
creased food production be best marketed? What 
marketing arrangements best serve the purpose of 

sustaining and further stimulating the food production 
achievements attained and expected? What kind of 
marketing system best serves to most fairly distribute 
the end value of the food produced; to maintain 
reasonable price stability to producers and consumers; to 
encourage capital formation; to create larger oppor-
tunities for employment; to encourage private in-

vestment in marketing enterprises; and to achieve the 
most complete utilization of what is produced? 

These are but some of the questions tp be addressed. 
Of those which you will consider, what is te order of 
priority? Where do they fit in a marketing strategy? How 

may marketing systems be modified to fit needs and 

capabilities as they exist in different countries? And how 

do the competitive advantages of different countries or 

affect marketing opportunities and cropping 

It is not my purpose to either map out the directions 
for your attention or to anticipate the nature of the, 
problems to which you will be directing your attention; 
rather,. it is to try to emphasize the complexity and 
diversity of the subject for your consideration. 

As you proceed, I commend to your attention the usc 
of what I call tri-vision. I believe this is needed to 
simultaneously see the institutional organizations, 
implementing mechanisms, and divisions of participation 
between public agencies and private entrepreneurs which 
appear, to me, to be involved in a marketing system, be 
it modest or complex. 

I conceive the institutional aspect as the public 
organization directly involved in the marketing system 
and responsible for both regulatory and service func

tions. The implementing mechanisms involve such 
elements as uniform weights and measures, standard 
packages, product grades and standards, product identity 
standards, sanitary protection, volume and price statis
tics, market news, and related activities. The 
public-private mix involves such aspects as storage, 
transport, grading, packaging, processing, distribution,
 
and promotion. These references art. not exhaustive. I 
mention them only as part of what I believe may well be 
included in your eiforts to maintain a total perspective. 

Your work here, of course, is preparatory to the 
development of a marketing strategy and market systems 
which, hopefully, will find practical application in the 
development process in many countries. Hopefully, it 
will help these countries bridge decades and centuries to 

the kind of modern world wherein attaiihment of human 
dignity and fullness of life are the common goals of men 
everywhere. May your work here be personally stimu
lating and collectively productive. 

-Ervin L. Peterson,
 
Deputy Assistant Administrator,
 
Bureau for Technical Assistance,


regions for International Development . ' pt ?Agency y. rn 
patterns? . . . .
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The uouiA is pieasea to join MuL) in this signicant 

new undertaking. It is of utmost importance that' the 
marketing systems of developing countries he improved 
so that increases in production, as they materialize, are 
translated into more food for the people of these 
countries. We know from our own domestic experience 
that it is not enough just to grow the crops; ways must 
be found to market these crops efficieutly in the interest 
of consumers as well as producers. Ways must also be 
found to meet the needs of those who cannot pay full 
commercial prices for their food. It is timely that we 
devotc more attention to these problems, and I salute 
those of you who have been in the vanguard of this work 
anti for whom this seminar marks a milestone in your 
efforts, 

Our assistance to help developing countries increase 
their production food and improve theirmarketing systems of cropsis bore of a compassion for our 

fellow-men around the world-and enlightened self-
interest too. 

Agricultural development leads to economic develop-
ment which, in turn, leads to improved incomes and 
increased demand for all products. The increased 
demand brings about expanded imports from those who 
have food crops to export. Since the income elasticity of 
demand for food in low income countries is relatively 
higher than for non-agricultural products, agricultural 
trade will expand faster than total trade. We believe that 
U. S. farmers, because they are efficient producers, will 
share in such increased trade. 

As incomes increase in the developing countries, they 
also shift from concessional t9 commercial imports, in 
part to obtain a broader range of products. The demand 
for livestock products will increase faster than that for 
grain. Consumption of grain also shifts, with preference 
going to wheat and rice rather than coarse grains or more 
starchy foods. %. 

There is, then, a positive relationship between both 
agricultural and economic growth rates and commercial 
agricultural imports from the United States. It is 
becoming clear that solid dollar markets are growing in 
the developing nations, and it seems to me that it is our 
place to help these markets grow. We do this through 
assistance to LDC agricultural growth, and particularly
through the strengthening of their marketing systems. 

Improved marketing plays a decisive role in sustaining 
agricultural growth. New high-yield technology will 

languish and have limited impact on national economies 
if market systems and marketing facilities are inadequate 
to the increased load they will need to carry. There is 
the grim possibility that market constraints will inhibit 
increased production in countries just beginning to 
emerge from the shadow of food' scarcities. If market 
prices and facilities do not accommodate increased 
production and farmers find that there is no profit in 
high-yield technology, they may well revert to earlier 
practices and lower output. It may be the ultimate 
tragedy that, having succeeded in reaching needed 
production capability, archaic marketing systems pre
vent the realization of a world without hunger. 

There are some who fear that recent production 
success in food grains by a number of countries which 
were in short supply before heralds a period of competi
tion in world markets between the United States and 
some of these countries. But, it is not at all certain that 
production in the erstwhile food-short countries will, in 
fact, exceed the needs of their own growing appetites for 
better quality as well as greater quantity of foods. And I 
would not be dismayed if some of these countries, on 
becoming efficient producers, found a place for ,ome of 
their product in the world market. There may be some 
near-term adjustments in our own domestic programs of 
production and export; however, in the long run, helping 
these countries build healthy economies helps increase 
our chances of trade with them on a sound commercial 
basis. 

As you know, I have been interested in the agricultural 
development of low income countries for many years. 
Agricultural development in these nations is a long and 
difficult process. But I know it is an effort which must 
be made for their good and ours. We in the Department 
of Agriculture recognize our responsibilities in this 
respect, and stand ready to commit our very best 
scientists and technicians in support of the Nation's 
foreign assistance program. I am proud that the people 
who make up the Department have the talents and the 
devotion to make a significant contribution in this 
worthwhile work. 

-Don Paarlberg, USDA Director 
of Agricultural Economics, Office 
of the Secretary. 
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3. 
Concern over domestic food marketing in developing 

countries is new and urgent. This publication and the 

seminar on which it is based are efforts toward better 

understanding of marketing systems and the need for 

improving their performance. 
While farming was largely of a subsistence type, people 

produced what they ate and ate most of what they 

produced; they marketed very little. Today, as more and 
excessmore farmers in developing countries produce in 

of their family needs, the proportion of their product 

moving to market is multiplying. The "green revolution" 

has sharpened awareness in many countries of how 

inadequate their marketing systems are. 
Growing populations in these countries, the movement 

to urban areas away from subsistence farms, and rising 

incomes compound the demand for commercial foods 

and increase the dependence on marketing systems to 
consumer.satisfy the reciprocal needs of producer and 

MARKETING SERVES VARIED INTERESTS 

The matketing system is a critical factor in countries 
where the production technology is undergoing rapid 
change and a new commercial agriculture is taking place 
in food crops: 

elf the marketing system does not serve the interests 
and needs of the producer (if his production does not 
move to market and bring him additional earnings), 
he will not be inclined to increase production. Recent 
gains in production, heralded as the "green revolu-
tion," would then be jeopardized. 

elf the marketing system does not bring the food to 
canconsumers when they need it, at prices they 

afford, and in forms which satisfy nutritional needs, 

then higher production will have little effect in 
canalleviating world hunger. Policies and programs 

be devised to increase and broaden effective demand 
for food and to improve the, quality of diets of all 

socio.economic groups in developing nations. 

elf adjustments are not made to bring supplies into 
appropriate balance with foreign and domestic 
market demand, scarce resources will be squandered, 
opportunities to earn foreign exchange will be lost, 
and agriculture will fail to make its full contribution 

to country development. In this respect, the market

ing system is an important mechanism for allocating 

resources throughout the agricultural sector. 
the special interestsHence, a marketing system serves 

and the distributor,of the cultivator, the consumer, 

influencing directly and decisively their overall standard
 

systems also serve the generalof living. Marketing 
interest of the nation by having agriculture contribute its 

full share to national development. How well a market

ing system serves any one interest group varies widely 

from country to country. In evaluating the performance 

of a marketing system, its effectiveness in satisfying 

these several objectives must be taken into account. 

OTHER REASONS FOR EMPHASIZING MARKETING 

Two other aspects of our new concern for food 
marketing should be noted. First, efforts to improve the 
marketing of food come up against a critical issue 
confronting nations as they move forward in their 
development; namely, equity in the distribution of the 
goods of a more productive economy. Food is so basic 
that a political (as well as moral) case can be made for 
the proposition that, as production is increased, distri
bution should be improved also. Indeed, unless the 
increased product is more widely shared among die 

masses for whom demand elasticity for food is greatest, 

increased production will be constrained. And, if a case 

is made for food, there may be corry-overs to other 

aspects of the economy. This may lead to new efforts to 

have more people share in more productive societies, and 

this is at the heart of economic development. 
on the marketing aspects ofSecondly, emphasis 

can also help shape the overallagricultural development 
economies in countries where high-yield technology 



takes hold. An implicit objective of U. S. foreign aid 
policy is to help bring about more open, equitable, anu 
efficient economic systems in developing countries-
economic systems in which private enterprise plays a 
larger role and private initiative is rewarded. These 
objectives are more likely to be attained through a 
market-oriented economy than through an atomistic. 
subsistence economy or a centrally-planned economy. A 
more broadly based commercial agriculture and a 
concern with the marketing system to support it can 
contribute to the growth of market economies in 
heretofore traditional agricultural societies, 

FUNCTIONS INCLUDED IN MARKETING 

What is marketing? What does it comprise? Agri-
cultural marketing is made up of several specialized areas 
of activities. There are the functions of providing inputs 
for fanning, such as fertilizers, pesticides, and farm 
equipment. These activities are usually referred to as 
"factor marketing." Another part of agricultural market-
ing is the movement of commodities to consumers or to 
first processors who, in turn, sell to consumers. These 
are the activities most agriculturalists visualize as market-
ing. 

A third group of marketing activities is performed by
the processors who convert the commodities into con-
sumer and industrial products. This is similar to 
manufacturing in other industries and, viewed from the 
manufacturer's point of view, the marketing functions 
occur after the product has been made. 

A fourth erea of activity in agricultural marketing is 
concerned with exports of the commodity in their 

On 

natural or processed state. For most developing coun,
tries, exports of one or a few agricultural commodities. 
with little processing, have been, and remain, a principal 
source of all export earnings. 

The focus of this publication, as that of the seminar, iE 
primarily on food marketing within these countries. 
Selected issues connected with this subject are given 
special attention. 

Section I is concerned with public policies to en. 
courage a more modern and efficient marketing system. 
John Mellor and Ray Goldberg both deal with the 
structure of food marketing systems, and, hence, provide 
a basis for examining policies which would contribute to 
improved market performance. Such policies may be
concerned with: marketing efficiency-the performance 
of marketing functions with minimum resources; equity
in the market place between produ ers, consumers, and 
distributors, and, within each grow, between large and 
small, rich and poor participi,ts in the marketing 
process; quality of products and diets; and contributions 
to national development-supplying or saving foreign 
currencies and allocating resources effectively in the 
agricultural system. Mellor is primarily concerned with 
policies which shape the marketing system; commenta. 
tors Syd Harris and James Lemley concern themselves 
with policies fot commodity stabilization. 

The papers in Section 11 deal with the organization of 
marketing enterprises and the flow of resources into the 
marketing system. Harold Riley's paper draws on recent 
experience in the Cauca Valley of Colombia to outline 
ways in which local institutions were involved in 
strengthening the marketing systems there. The paper by 



Earl Heady and Leo Mayer urges a better balance in the 

flow of resources between production and distribution 

functions, and the paper by Norris Pritchard describes 

the conditions under which a government trading 
means to improve graincorporation may be the best 

marketing operations in West Africa. 
Section III is concerned with marketing problems 

diets, particularly for thoseassociated with improved 
who are unable to purchase all the food they need at 

commercial prices. The paper by Alan.Berg notes that 

improved nutrition is not a function of increased income 

alone, but is affected by an enlightened concern for 

better nutrition on the part of consumers, food proces-

sors, and public officials. Comments by Dan Rosenfield 

and 11.C. Frost touch oi other aspects of the problem of 

upgrading diets for the needy. While protein deficiency 

is emphasized, this is a shorthand way of focusing on the 

problem of adequate diets for the different socio. 

economic groups in developing countries; the poor and 

the young are particularly identified as needing target 

programs to correct diet deficiencies which are not being 

corrected through regular commercial channels, 

Section IV is a potpourri of views on the need and 
in marketing operations.means for increasing efficiency 

a
Ken Farrell opens the discussion by observing that 

with marketing efficiency needs to go beyondconcernphysical facilities and handling. Grace Finne discusses 
com-

efficiencies in transporting foods, William Crow 

ments on terminal markets, and Lyman Henderson 
of losses in grain storage. Moreexplores the problem 

efficient performance of marketing functions means 

lower economic costs, but in developing countries this 

form of less labor. With aggregateneed not take the 
marketing services increasing rapidly and unit trans

becoming larger, there are opportunities foractions 
productive labor usage in distribution as well asmore 

production. 
In the fifth section, experiences in dealing with 

different regions are discussed.marketing problems in 
Experiences vary widely; marketing takes different 

forms among the villages of Sierra Leone than in the city 
similar observations are.of Cali in Colombia. Still, some 

are asmade: shortcomings in instilutional arrangements 

serious an impediment to marketing efficiency as the 

lack of adequate physical facilities; there is an absence of 

market orienuat.'un zd marketing innovation in most 

places; government policies in the market place an! often 
are poorlypoorly conceived and the services needed 

performed. 
In Section VI, experts from USDA, AID, universities, 

express views omiapproaches to proand agribusiness 
whichviding technical assistance and the priorities 

should guide the new AID-USDA effort to improve food 

in low income countries. In a wide-rangingmarketing 
one view carries a consensus: the need for a

discussion, 
the identification of more systematic approach to 

marketing problems in developing countries. And closely 
concern to determine costsassociated with this is the 

and benefits of alternative actions aimed at improving 

the performance of marketing systems. 

-Martin Krieberg, 
Director, Program Development 
and Analysis, Foreign Economic 
Development Service, USDA. 
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Section I 

MARKETING POLICIES-SOME KEY 
CONSIDERATIONS 

Elements of Food Marketing Policy 
for Low Income Countries 

John W.Mollor 

Commodity Stabilization Policies-
Some Guidelines 

R. Al. Sydney Harris 

Some Further Views on Commodity 
Price Policies 

James W. Lemley 

Marketing Policies-
The Interattion Between Business and 

Government Managers 
- Ray A. Goldberg 



Dr. Mellor is Professor of Agricultural Economics, 
Cornell University. He has directed researchprojects in 
India, Pakistan, Nepal, Thailand,Indonesia, Taiwan, and 
Chile, and is currently director of an AID-sponsored 
project on agricultural prices in economic development. 



ELEMENTS OF A FOOD MARKETING POLICY FOR LOW INCOME COUNTRIES
 

Low incohne countries already have extensive food 
marketing systems., Thus, effective public policy with 
respect to food marketing must be based upon know-
ledge of the uature and functioning of the existing 
systems. 

We have inherited a great deal of folklore and 
misinformation concerning these systems. Fortunately, 
however, in the last few years there has been a 
substantial body of research on the structure and 
functioning of indigenous marketing systems. And the 
pioneering work done at Cornell by Dr. Uma Lele gave 
us a set of analytical tools to apply in studying how well 
markets perform in low income countries, 

AID has financed much of the rigorous marketing 
work which we now have available. This includes the 
more recent work of Lele and Osman Farruk at Comell, 
work on marketing in Latin America conducted by 
Michigan State University, and marketing research in 
Africa conducted by Stanford University. 

In this statement, I will present a brief set of objectives 
for a marketing system and give an indication of 
stereotype positions with respect to the way marketing 
systems work in low income countries. Continuing, I will 
develop a comparison between the stereotype position 
and the factual situation derived from our marketing 
research. I will close with a statement of food marketing 
policies which can be effective in helping the marketing 
system meet its objectives, 

The presentation will draw heavily on the research we 
have been conducting at Cornell with respect to the 
working of marketing systems. Hence, it will have 
somewhat of an Asian bias to. it. In addition, the 
presentation will place emphasis on facilitating the 
operation of the private sector. This emphasis arises 
because of the negative stereotypes on the part of many 
observers and because of the tendency for many 
international agencies to inadvertently work against 
development and improvement of the private sector. 
OBJECTIVES OF THE MARKETING SYSTEM. 

Marketing'systems, of course, have a wide range and 
number of objectives. I have singled out, for emphasis', 
three objectives which I think 'areparticularly important. 
These are based on the current context of development 
problems in low income countries and the current role 
and potentials of the marketing system. The objectives 
are as follows: 

(1) Expand physical capacity of the marketing system 
commensurate with increased production. As newly 
developed technologies (including the high yielding 
grain varieties) sharply increase production, additional 
quantities of output travel from producer to con-

John W.Mellor 

sumer. This is important to the continuing of pro. 
duction incentives and to obtaining the benefits for 
development of other sectors of the economy. Most 
parts of the marketing process provided in the private 
sector probably have considerable supply elasticity, 
allowing them to expand rather quickly and with little 
additional cost to expanded demands. 
(2) Increase the efficiency of resource use. Processes 
of economic development are based upon expanding 
the quantity of resources available for development 
and increasing the efficiency with which they are used. 
Thus, this is a standard requirement placed as an 
objective on any element of the* economy. As will be 
indicated later, the initial degree of efficiency with 
which resources are used in marketing channels is 
already moderately high, as measured by standard 
economic criteria. However, a number of factors 
reduce efficiency in resource use by slowing the 
progress of appropriate technological change. 
(3) Facilitate mobilization of resources and use those 
resources to produce services which are in demand. 
This is an exceedingly important objective. It is 
perhaps more important in terms of its implications to 
total production in a society than in terms of its role 
in increasing the efficiency of the existing stock of 
resources. The marketing channels offer many oppor. 
tunities for mobilizing and utilizing resources for 
productive purposes which would otherwise not enter 
into the production process. I will comment specifi
cally on labor, entrepreneurial talent, and capital. 
The marketing channels, particularly those including 

processing, offer substantial opportunities for utilizing 
large quantities of labor in productive processes. Most 
traditional systems of processing use substantial quan
tities of labor relative to capital. There is a tendency in 
dealing with marketing reform to place too much 
emphasis on modern processes which use large quantities 
of capital relative to labor and thereby lose opportuni
ties to mobilize labor for productive purposes. Simul. 
taneously, these processes lose the opportunity for 
spreading the benefits of growth more widely through 
increasing employment of lower income people. 

Marketing channels already include considerable quan
tities of entrepreneurial talent. Some marketing pro! 
grams, particularly those, which emphasize large-scale, 
capital-using processes, have a tendency to replace many 
small-scale, indigenous entrepreneurs with entrepreneurs 
in large-scale foreign firnms or with formally trained 
government bureaucrats. In both cases there is a ten-. 
dency for entrepreneurial talent to be lost. 

Small entrepreneurs in marketing systems in low 
income countries can often tap substantial savings 



resources of their own and of members of their extended 

faimilies. Much of this savinigs potential would not be 
realized were it not for high rates of return to thepetty 
entrepreneurs in their own businesses. Thus, if public 
policy pushes towards large-scale firms or towards public 
sector operation, these savings potentials are likely to be 
lost. 

It is clear that tapping the labor, entrepreneurial, and 
capital resources through expansion and development of 
indigenous marketing systems depends largely on the use 
of private sector finns. Whether this makes overall 
economic sense depends on the degree of competitive-
ness and efficiency with which those firms operate, 

THE STEREOTYPE OF EXISTING MARKETING 
SYSTEMS IN LOW INCOME COUNTRIES 

It is generally believed that indigenous marketing 
systems, particularly in Asia, are exploitive, collusive, 
economically inefficient, and operating with high profit 
margins. There is undoubtedly an element of truth in 
each aspect of these stereotypes. 

It is probably correct that some factors in the 
marketing system do exploit some small sellers whose 
small volume of business is relatively costly to handle 
and relatively unimportant to the marketer. The eco
nomic problem involved is probably small because of the 
minute quantities involved. However, the human and 
social problem is large and provides an argument for 
regulatory measures to prevent it. 

With respect to collusive behavior, there are undoubt. 
edly substantial efforts by elements of the marketing 
system to do so in order to increase profit margins, 
Whether such collusion works or not depends in part on 
the number of participants in the marketing system and 
the extent to which markets are integrated,

As. to profit margins, even with great competition 

there will, of course, be some participants in the 
marketing system who have high profit margins. The 
question is whether in the competitive system, those 
earning very high profit margins through superior entre-
preneurial talent are balanced by those with more 
ordinary talents who are making very small margins or 
even losing. 

The question which arises with marketing ineffi
ciencies is whether or not the aspects of marketing 
systems which are operating inefficiently are inherent in 
the system. If not, judicious governmental investment in 
transportation or other aspects of the system can 
improve the environment for efficient operation and 
thereby increase the efficiency of operation,

My position is that, in general, the stereotype position 
regarding the indigenous marketing systems is incorrect 

1.2, 

and misleading in its policy implications. There is a close 
analogy with the stereotypes which were held a few years 

ago about the production side of agriculture. Not very 
long ago, it was widely believed that the typical cultiva
tor in a low income country was not ver)y intelligent and 
operated in a traditional manner which stood in the way 
of improving technology and increasing the efficiency of 
production. This view led to an emphasis on changing 
attitudes and education of cultivators at the expense of 
programs for input supply and research for generating 
applicable technological change. Now that we have a 
clearer view of the actual situation with respect to 
cultivators, we have more complex, but more relevant, 
policies for bringing about technological change and 
increased agricultural production. 

The same situation prevails with respect to marketing. 
Incorrect stereotypes concerning the way marketing 
channels operate have led to incorrect policies designed 
to deal with a wrongly diagnosed situation. Now that we 
have a clearer understanding of where the imperfections 
and problems in the system lie, we can come up with 
policies which have a better probability of bringing 
about genuine improvement in the system. 

THE WORKING OF INDIGENOUS MARKETING 
SYSTEMS 

In this section, I will first comment on the structuic of 
indigenous marketing systems and indicate the extent to 
which that structure provides an environment favorable 
to competitive behavior. I will then comment on the 
performance of the marketing systems with respect to 
the three marketing functions of providing space, time, 
and form utilities. These comments on performance will 
essentially deal with the efficiency of operation in a 
static technological situation. Following that, I will 
comment briefly on the question of technological 
change within marketingsystemsand the extent to which 
existing systems operate well in that respect. The 
evidence will be drawn largely from the work done at 
Cornell by Uma J. Lele, Osman M. Farruk, and Ray W. 
Nightingale. The detailed work is reported ;n the Cornell 
University USAID Prices Research Contract Occasional 
Papers Nos. 12, 17, 31, and 37. 
The Strctureof Food Marketing System 

Our studies of food grain marketing systems in Asian 
countries show that, in general, they have a competitive 
structure. There are, generally speaking, a substantial 
number of participants in each market. More impor
tantly, various markets seem to be well integrated with 
each other. This means that collusive behavior must 
involve collusion of large numbers of participants across 
a large number of market areas. 



In a few situations, the market structure is oligop
olistic with a small number of participants and, hence, 
there is opportunity for collusive behavior. One of the 
better examples of this is the case of, the large 
commission agents in Dacca market in East Pakistan 
where a very small number of agents control the total 
commission business. However, in these types of situa-
tions, the margins charged by the commission agents are 
set and represent only a very small proporation of the 
price on the food grain. Because of the large volume 
involved despite the small number of participants, the 
profits of these commision agents are quite large. Still, 
with the small actual margin they charge, they do not 
represent a major inefficiency in market performance. 

Market Performance 
Food grain markets in Asia generally operate quite 

criteria. Prices inefficiently by standard economic 
markets are roughly comparable, indicatingdifferent 

that supplies flow freely from low price markets to highprice markets, thereby equalizing the prices. Price 
terbprcemakts euaizn te re. Prc 

differentials between markets customarily stay within a 

band defined by the cost of transportation from one 
amarket to another. If prices move outside of such 

band, it is usually because of a breakdown or deficiency 
example,in the transportation system. We find, for 

somewhat lower correlation of prices in different 
most other parts ofmarkets in West Bengal than in 

India, and in East Pakistan 'than in West Bengal. East 
poorer transportation facilitiesPakistan has somewhat 

than the parts of W~est Bengal studied, and the parts of 
somewhat facilitiesWest Bengal studied have poorer 

than the other parts of India which were studied. 
Siaro e r tfinda whidnch foreitrmare. price 
Similarly, we find a tendency for intermarket price

differentials to become larger than normal transport cost 

heavy burden onduring harvest season when the very 

transportation systems becomes too much to handle and 

goods cannot be moved quickly in response to normal 

price differentials. These transporta.tion efficiencieshrvest illerentisnuTse toreansporatiobee s gas at 

harvest will continue to be a major problem as long as 
agricultural commodities make up a major part of the 
goods transported in a low income country. This alone 
represents a good reason for placing additional storage 
facilities in the pAoducing regions rather than the con-
suming regions,

Averaged over a period of years, seasonal price ripes of 

food grains appear roughly commensurate with the costs 
oftwo contradictionsstudies suggestof storage. Our 

standard stereotypes. First, we find that average seasonal 

price rises are not nearly as large as the stereotype 
position and, second, we find that storage losses under 
traditional systems are much lower.than is generally 
expected. 

The stereotype position of very large seasonal price 
rises probably derives from the highly erratic nature of 
seasonal price rises. In some years, the seasonal price rise 
is considerably greater than storage costs. In other years, 
however, the seasonal price rise is very little, even in 
absolute terms, and much less than storage cost. The 
average is commensurate with storage costs. The stereo
type is probably built from the years in which the 
seasonal rise is much greater than storage costs. 

In general, storage losses for food grains run between 4 
and 8 percent during the period of storage. Traditiolal 
storage under private ownership requires consideralile 
management, care, and labor to hold down storage 
losses; deteriorating grain is removed, bags are stored so 
good ventilation takes place, and so on. The observations 
ofsectorvery large storage losses probably come publicstorage under poor management and fromfrom obser

f acitie and ro hanlinvatorstof inde 
rations of inadequate facilities and improper handling 

practices in many partsof the marketing system. fromThe highly erratic seasonal patterns arise mainly 
lack of knowledge concerning storage stocks. Also of 

lack of knowledge concerning c op 
of knowledge concerning cropimportance is the lack 

prespects, particularly when the crop isgrown over a 

very large area. 
The highly erratic nature of seasonal price patterns 

poses a number of economic problems. Most impor

tantly, it represents a major cost to processors who must 

operate under considerable uncertainty concerning the 

supplies which are available to them and the cost of 

those supplies. This discourages major investment in the 

technological improvement of processing methods, 

which has particularly strong implications in rice mills. 
The erratic seasonal price pattern also contributes to 

making prices at harvest season fluctuate more from year
to year than would otherwise be the case. This creates a 

toyer of would o er i ty for"farers a 

number of problems of uncertainty for farmers and 
use of purchasedprobably serves to somewhat reduce 

inputs and to slow technological change.
With respect to processing, rice receives more attention 

than'most other food grains. In general, margins appear 
to be somewhat higher, relative to cost for rice milling, 
than for other marketing operations for food grains. This 
may be due to the large costs of highly unstable seasonal 
price patterns. This may be further reinforced in a 
number of countries sameby government policies which 
increase uncertainty with respect to supplies. These 

problemi reduce the rate of technological change in rice 
milling as well. 

The Rate of Technological Change in Marketing 

Although market performance by narrow economic 
criteria, seems to be quite good among the markeing: 
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agencies in most Asian countries, these same agenciea 
perform rather badly in terms of achieving the rapid 
technological change which increases efficiency and 
reduces costs. This is most noticeable in rice milling, 
which is still carried on in a quite antiquated way with 
slow prngress toward incorporating modem rice milling 
methods. Modem milling methods could reduce costs of 
operation and increase rates of output. 

There are probably three major reasons for the slow 
pace of technological change. First is the small-scale 
operation of most food grain processors in low income 
countries. This is not a disadvantage in itself if the public 
sector provides those services which are best provided on 
a large-scale. A well developed public system of research 
and extension with respect to food processing methods 
could play a very meful role in increasing the rate of 

4A 	 technological change and the efficiency of small-scale 
marketing firms. Since these firms can marshal con
siderable entrepreneurial talent, capital, and labor which 
might otherwise not be used in production processes, it 
would be very useful for governments to render those 
services which can make these elements in the marketing 
system more competitive, more efficient, and more 
technologically dynamic. 

The second reason for the slow pace of technological 
change is lack of well-defined government policies. In a 
number of low income countries, government regulation 
policies add considerable uncertainty for good grain 
processors as to the availability of supplies and the 
stability of prices. Lack of well-defined, well-adminis
tered policies represents a major disadvantage. 

PROPOSALS FOR PUBLIC POLICY 

The proposals for public policy which are made here 
are based on the conclusion that existing traditional 
marketing systems can be made to work efficiently and 
to become technologically dynamic. It is assumed that 
improved operation of the private system will provide a 
well-operating marketing system which marshals sub
stantial quantities of labor, entrepreneurial talent, and 
capital which would otherwise not be available to the 
development process. 

The role of government is seen, then, as that of 
facilitating the operation of this sector. This is still a 
substantial role which requires considerable resources. 
Policy measures will be discussed under three major 
headings: first, removing existing governmental restraints 
on operation of the private marketing sector; second, 
positive measures for facilitating increased competition; 
and third, measures for facilitating technological change 
and increased private investment in the marketing sector. 
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Removing Existing Public Restraints on Marketing 

There is so much talk about anti-social behavior by the 
marketing agents and of public control and take-over 
that much uncertainty is introduced into private market. 
ing business. Consequently, there is considerable reluc-
tance to invest capital in those businesses. 

This uncertainty with respect to the future is often 
increased by the activities of foreigt aid agencies when 
they espouse approaches to marketing which are uneco-
nomical, and which are recognized as such by the private 
sector. In these circumstances, the foreign aid agencies 
very often recommend large-scale activities by the public 
or cooperative sectois which tend to displace the private 
sector. Such action frequently arises with respect to 
recommendations of technologies and modes of opera-
tion which involve much larger scale operations than are 
traditional in the private marketing system. Engineering 
efficiency at the expense of labor, entrepreneurial talent, 
and other forms of capital very often appears to be the 
most efficient way of operating by very restrictive 
criteria when, in fact, it is less efficient. 

A number of foreign agencies have in recent years 
to rice milling,recommended such policies with respeev 

These recommendations increase the apprehensions of 
the private sector and make it even less likely that they 
will become technologically dynamic. 

One can see the same mode of operation with respect 

to milk marketing. llighly capital-using technologies 
often displace a reasonably efficient private sector which 

is operating on a smaller scale with quite different, but 
still more efficient, technologies, 

In addition, in a number of low income countries, 
there are restraints placed by the government on 
availability of credit to private marketing agencies.T11ere 

are also restrictions on the availability of transportation, 
storage facilities, and the use of existing transportation 
and storage facilities. Such regulations, which may 

appear quite rational on the surface, normally inhibit the 

private trade from operating in an efficient way. Such 

rules generally neglect the complexity of shipping 
patterns and storage requirements and, therefore, lead to 
more inefficient operation. 

Facilitating Increased Competition 

Governments can play a very important role in 
facilitating entry into marketing businesses and in-
creasing competition. First, governments can encourage 
marketing to take place in regulated market yards where 
weights and measures and modes of transactions are 
regulated. Experience in parts of India with regulated 
markets indicates that they soon grow very rapidly, 
displacing small village markets and encouraging culti-
vators to market at larger market centers. This increases 
the efficiency of market operation as well as competi-
tion which enhances both consumer and producer prices. 

Provisionof credit to smaller marketing operators can 
facilitate ileir expansion and also provide ihcmasd 
competition within the marketing channcls.,i 

Major investment in improved transportation can 
greatly facilitate competition by bringing about fuller 
market integration and greater competition among a 
larger number of market functionaries. 

Gradual expansion and improvement of market infor
mation provided by government agencies can improve 
the competitive position of farmers and small marketing 
agencies also. For such market information to be useful, 
however, it must relate to grades, thereby encouraging a 
shift to well-defined systems of grades and standards. 

Facilitating Technological Change 
and Investment 

Governments can play an important role in facilitating 
technological change and investment by the private 
marketing agencies. First and most important, in recog. 
nition of the small-scale of marketing agencies in low 
income countries, governments should undertake major 
programs of research and extension of research results to 
the various marketing intermediaries. 

Second, governments can be sure that the equipment 
and other inputs necessary for technological change are 

readily available to the private sector, thereby again 
increasing competition. 

Third, governments must recognize that, when market. 
ing intermediaries make major capital investments in 
technological improvement, it becomes increasingly 
important that they operate those facilities at a rela

tively high level of capacity. This means that an assured 
supply of commodities for processing will be necessary 
at reasonably known, and stable, prices. Governments 
can facilitate this by increasing the availability of storage 

modest buffer stock program,facilities, by operating a 
and by ensuring that government price policies stabilize 
prices and not unstabilize them. 

Fourth, credit programs can facilitate rapid techno
logical change in marketing channels and increase 
competition. 

Thus governmert's role can be very substantial, even in 
a system basically dominated by relatively small-scale 
private firms. A well-chosen government policy towards 
marketing can facilitate increased competition, increased 
efficiency of operation, and more rapid technological 
change. It can do these things with a relatively modest 
use of the scarce governmental resources, and in a 
manner which encourages the private sector to make 
fuller use of labor, entrepreneurial talent, and capital 
which would not otherwise be available for the develop-, 
ment process. 
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'COMMODITY STABILIZATION POLICIES- SOME GUIDELINES
 

A price support program, or fixing of prices, is not a 
panacea • for all of the problems involved in agricultural 
development. Price supports are but one link in a very 
long chain in the development process. But, under some 
conditions, they become a very important link. 

Existing market conditions must be analyzed and 
overall sector objectives set before a price support 
program is instituted. It may be that conditions within 
the country preclude a good program, or it may be 
determined that an effective program may be iastituted 
if certain weaknebses are corrected. 

The analysis must include the objectives of the 
the attitudes and conditionsstabilization program; 

existing within the country; the alternative types of 

programs which might be suitable; the marketing program 

existing or capable of being instituted; and the level of 

prices to be established. 

OBJECTIVES OF THE STABILIZATION PROGRAM 

What are the objectives of the proposed program in the 
country? Are they to: increase the overall agricultural 
production? Shift the pattern of production, thereby 
increasing the production of one crop and decreasing the 
production of another? Increase production for export, 
for domestic use, or both? Increase the farmers' income? 
Reduce prices to consumers? Accomplish a combination 
of the above? Or is it to merely create a political image 
that the government is trying to help the farm sector? 

If it is the "political image" objective and there is no 
intent to have an operating program, I would suggest 
that further work be dropped on the subject. However, 
if the objectives are sound, studies can then be extended. 

EXISTING ATTITUDES AND CONDITIONS 

Next it is necessary to consider, on a practical basis, 

existing attitudes and conditions. Is there a strong
govemetng tua itmeto s eurt? aitgTacittohprigovernmental commitmentcomm n price supports? 

approval of new programs by officials influential in 
government policy is not enough; there must be a strong 
commitment. If these individuals are not really serious in 

making the program effective and are only giving "lip 

service," then the program will not succeed. 
Will the farmers in the country respond, in terms of 

production, to changes in price relationship between 
crops? Likewise, will the farmer increase total pro-
duction when he is guaranteed a higher gross income or 
higher return per unit produced? It is a falacy to believe 
that farmers in developing countries will respond in the 
same manner as U.S. farmers. 

Does the country have, or can it get, the funds 
necessary to operate an adequate program? The amount 

R.M.Sydney Harrh 

of monetary resources required will depend upon the 
type of program instituted and the level of prices 
established. 

Are storage, transportation, and marketing institutions 
adequate for a program which succeeds, in substantially 
increasing production? 

Is the country's organizational structure andadminis
trative capability adequate to operate the program? 

TYPE OF PROGRAM 

are favorable,, thenIf answers to the above items 
of program beconsideration is given to the type to 

instituted. The type of program will depend upon the 
the coull I\.objectives and conditions existing within 

Support programs of the following types should bt; 

considered: non-recourse loans, recourse loans, purchase 
loans, purchase programs, a combination of loan and 

purchase programs, and subsidy programs. 
Personally, I favor a non-recourse loan type Of 

program whenever possible, but this will not function in 
all countries. Non-recourse loan programs have a major 
advantage in that title to the commodity remains with 
the producer until the maturity date of the loan, thus 
giving him the advantage of being able to sell at a price 
above the loan rate if the market price exceeds the loan 
rate. 

For a non-recourse loan program to be effi'ctive, 
however, conditions must exist whereby the program 
can be fully explained to the farmer and be understood 
by him. My Brazil experience proved that this communi
cation process was most difficult. Many farmers con. 
sidered taking of a loan as tantamount to selling the 
commodity to the government. If this attitude cannot be 
changed, it would be preferable to have a purchase 

could be understood byprogram. If a loan program 
some farmers and not by others, it might very well be 

ol eeiilthat a mcombinationemsof a loan program and a purchase 

program'tould be most beneficial. 
MARKETING AND ADMINISTRATIVE 

STRUCTURES 
Regardless of the type of a program contemplated, an 

institution must exist, or be created, which can effec
tively administer the program. All other conditions being 
satisfactory, the program will succeed or fail on'this one 
item. In Brazil, the program is handled in the field by 
the Bank of Brazil. Where the local manager favored the 
program and administered it well, the program was a 
success; where the local manager did not favor price 
supports and did not effectively administer it, the 
program was a failure. 



In countries which, have unreliable or.non-existing data 
uponwhigh to base sound judgment, it maybenecessary 

Except for a subsidy program, the following are to operate on a'trial and error basis. 
necessary if the program isto operate successfully: In deciding the levelat which minimum prices will be 

I. Adequate storage for the production, at the correct established, several conditions must be considered. What 
location. Government, commercial, and farm storage level of production is wanted to achieve what purposes? 
should be considered in assessing adequacy. Prices in the market place in past years and the volumes 
2. Adequate transportation to move the commodities produced under those prices offer clues on supply-price 
from the point of production to the point of con- relationships. 
sumption and to points of storage on the way. World price of the commodity is an important 
3. For a loan type program, a warehousing system consideration; very few, if any, of the developing 
must exist or be created whereby a depositor of a countries can afford to establish a price above the world 
commodity is assured that, when he desires to repay price if there is a possibility of producing in excess of 
his loan and take delivery, ie can receive a like domestic demand. If the production which is g'!nerated 
quantity and quality as that which was deposited, or should exceed domestic demand, then the excess will 
receive the highest market price during the period of have to be exported or held until the domestic market 
storag. It is also most desirable that the storing can consume the surplus. Either operation is costly if 
warehouseman be allowed to merchandise the corn- support prices are above world prices. 
modity being stored. This is desirable for rapid and The cost of production for each commodity needs to 
efficient marketing in commercial channels when the be taken into account by regions and the nation as a 
mar!'ct price exceeds the loan value, whole. The support prices which may be necessary at 

consumption 	centers and at production points to pro. 
equitable system also need to be considered. TheLEVEL OF PRICES TO BE ESTABLISHED 	 vide an 

failure to establish fair relationships between the support 
When and if satisfactory answers have been found to price at consumption centers and points of production 

all of the above, it then becomes necessary to consider will result in serious distortions and disruptions in the 
the level at which minimum prices will be established, marketing system. 
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SOME FURTHER VIEWS ON COMMODITY, PRICE POLICIES
 

Laws may hinder or help in the improvement of 
marketing systems. I will talk about one area of 
legislation, namely a commodity stabilization program. I 
am thoroughly convinced that a good, accepted, govern-
ment-controlled price stabilization program is one 
necessary marketing tool in agriculturally-oriented 
development countries to enhance the marketing of 
basic agricultural commodities. I emphasize the words 
good,accepted, and one. 

Those industries affecting large numbers of people 
who are not organized generally require assistance 
through governmental programs. A prime example of 
such a group are those involved in producing and 
marketing agricultural products, especially basic grains, 

The extent to which a government enters into estab-
lishing prices should be preceded with sufficient study to 
determine whether such intervention is advisable and 
feasible. It is entirely possible that, regardless of con-
ditions among producers and consumers, the prevailing 
political situation in a country or its economic condition 
may argue against a commodity price support policy. A 
good law which ismisused or improperly funded becomes 
inoperative and may add to problems of credibility 
between the people and their government. It is also the 
type of failure which may be conveniently passed back 
to a foreign advisor, 

Sometimes it is assumed that a sound stabilization 
program is possible when, in reality, those in power are 
unwilling to pay the price necessary to succeed. This 
price is not money alone but the authorities and 
responsibilities presently scattered through existing 
departments and institutions which, by necessity, must 
be coordinated if success is to be obtained. 

A price stabilization program is one tool in efforts to 
improve a marketing system. Hence, the marketing. 
system must be thoroughly :understood before changes 
are introduced; the changes must be based on the 
prevailing marketing system. 

James W. Lemley 

Changes must dovetail with the present system if they 
are to be accep: rd by those persons who operate and use 
the system. Marketing patterns are deeply imbedded in 
local and national customs, social structures, and atti
tudes toward government. If a price stabilization 
program is to be effective, there are certain other 
component parts in the marketing system which must 
either be in existence or must be developed. Compo. 
nents of primary importance are: 

oPhysical facilities within which the program can 
operate and which will serve the producers, proces
sors, wholesalers, and, in some instances, retailers. 

*A useable set of quality standards to permit pricing 
according to quality so sales can be made without 
actually viewing the commodity. 

eAn official quality standards laboratory to make 
official, third party determinations available. 

*An adequate transportation system available for 
commodity marketings as needed. 

*A bonded warehouse law to facilitate operations by 
the private sector. 

SA sufficient supply of the commodity, either.being 
produced or with potential production, to permitthe 
program to be widely operative. 

There are certain basic elements of organization for a 
price stabilization program: 

cAII related activities should be vested in a single 
department. Divided responsibilities and lack of 
coordination can seriously impair the overall efforL 

eThe department, or institute, should be set up with 
full autonomy, but with authority of the govern
ment. 

*There should be permanent funding independent of 
annual authorization and appropriation processes. 
There should also be authority to borrow operating 
funds, and this should include a commitment from 
the national monetary system for loans in those 
amounts not available from other sources. 
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*Provision for a board of directors should be in the 
authorizing law. This board should include those 
heads of government departments direcly involved in 
the agricultural economy, and representatives from 
the government-operated monetary system, such as 
the central bank and agricultural banks. 

Beyond this, there are many requirements which 
should be provided for, either by law or by definition 
within the law. One of the first major concerns is 
deciding which commodities are to be included. Except 
under rare and special conditions, only basic unproc
essed, nonperishable, edible commodities should be 
considered. 

Knowledge of the pre-established producers' price level 
is also important. Normally, the producers' price should 
be high enough only to maintain a sound economic 
position. It should not be looked upon as a means of 
guaranteeing economic success to the producer. If a 
somewhat higher price is set to encourage increased 
production, it should be made clear to all that the level 
is temporary and subject to change to meet changes in 
the supply situation. 
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MARKETING POLICIES-THE INTERACTION BETWEEN BUSINESS 

We arc examining the marketing system and its 
relationship to the food system of a country and, in 
turn, its relationship to a world food environment. The 
purpose of a food system is to satisfy consumer food 
needs efficiently and in a manner responsive to the life 
styles of these consumers. The system, therefore, must 
he responsive to the social, political, and economic needs 
and priorities in the country in which it operates. It 
must also meet specific governmental and commercial 
objectives, such as the following: 

(I) help provide a livelihood for all the participants of 
the system (farm supplier, farmer, processor, assem, 
bier, wholesaler, retailer) and the means to help these 
participants move in and out of the food system as it 
and the total economy changes; 
(2) maintain reasonable price stability to avoid placing 
undue burden on the production and inventory func. 
tions of the veious participants (producing unbearable 
income fluctuation) while, at the same time, keeping 
pricing and storage responsive to changing domestic 
and international market needs, which act as signals 
for future investment and operational dcisions; 
(3) improve the nutritional quality of diets, but 
remain responsive to consumers' tastes and desires; 

AND GOVERNMENT MANAGERS 
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(4) maintain a food system which may progressively 
reduce imports and expand exports in line with thz 
country's comparative advantage and opportunity 
costs (such a policy cannot succeed in isolation from 
international trade, commodity agreements, and the 
multinational trade of multinational corporations); 
(5) develop a food policy which builds on the existing 
market structure while it attempts to restructure it to 
meet changing market, social, political, and economic 
conditions; 
(6) emphasize policies which place high priority on 
coordinating devices which hold the system together 
and help it adjust to change (these devices include 
markets, futures markets, farm cooperatives, inter. 
national commodity agreements, contractual integra
tion, vertical integration, trade associations, agencies, 
and domestic and internationai programs which are 
concerned with market news and information, the 
development of grades and standards, uniform storage 
agreements, extension work, pure food and drug laws, 
etc.); and 
(7) formulate programs and policies which enable 
private and public managers to commit their capital 
and plan their operations on a long term basis. 
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Various alternative private and public strategies have 
been, and will be, set forth in our discussions. In the 
papers by Harris and Lemley, the importance of pro. 
viding meaningful price support programs is discussed, 
In the case of governmental strategy, it is important to 
note that these programs, to be effective, must be con-
sistent with the real domestic and international market 
needs. If not, they will only postpone needed adjust-
ments and make such adjustments more painful. From 
the private manager's point of view, such programs can 
be valuable in providing one more inventory manage-
ment tool which permits him to devote more time and 
investment in the development of new markets, new 
products, and new marketing techniques. 

These two papers also indicate that government 
policy-makers need the private sector to administer and 
carry out these government programs. This is true 
irrespective of the particular form of government in 
power (e.g., private enterprise or socialistic). In other 
words, the private and public entrepreneur need each 
other to carry out their respective operations. This 
mutuality of interest requires a common understanding 
of the food system of which they are a part, even though 
their immediate objectives may differ because of the 
government's overall priority system versus the indi-
vidual firm's short term profit objectives, 

A similar theme also underlies Mellor's paper. He 
rightfully points out that the public sector does not 
make enough use of its own private sector resources and, 
in many cases, may attempt to look to private enter-
prises outside of its country before a proper evaluation is 
made of its own food system. Also, various agencies in 
the same government must work together to provide a 
common set of objectives to the private manager. 

The businessman, in seeking governmental help and 
cooperation, must do so from the broader perspective of 

how this help will improve the performance of hii 
industry rather than from the narrow perspective of hii 
individual firm. Specific examples of private firm aetiv, 
ity helping the total economic development of the food 
system is evident in- all countries. A few examplet 
include Cada Supermarkets with their links to the food 
economy of Venezuela, the Makati Supermarket in th( 
Philippines, International Mineral's packaged inpul 
system in India, the new grading system developed by 
Cargill and Proctor and Gamble in the Philippines, and 
the development of a wine cooperative and a branded 
wine product by Heublein in Portugal through the 
development of Lancer's Ros4. Similarly, when a govern. 
ment agency develops a long-term program with spelled. 
out objectives which provide incentives to tie private 
sector on a non-partisan basis, government programe 
then become more effective. A good example of such an 
agency is the Board of Investment (B.O.I.) of the 
Philippines. 

We note that food systems are constantly changing and 
the rate of change is becoming more rapid. We also note 
that the importance of the food sector to the consumer 
and to the total economy will continue to call for 
greater government-business cooperation. The discus
sions here suggest that a common understanding of each 
agribusiness commodity system in the developing coun. 
tries by both private and public managers will lead to 
specific public and private strategies which make use of 
this knowledge. They also indicate that both public and 
private managers will be able to locate more clearly 
those factors in the food system which will enable more 
rapid progress to be made. This will help them to be in a 
better position to take advantage of future trends and to 
minimize future bottlenecks. Such a systems approach 
should likewise be helpful to international and national 
agencies which have to decide priorities when giving a 
limited amount of aid to unlimited areas of need., 
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INTRODUCTION' 

JamesHagler 

I have observed with some concern that the theme of the "traditional" producer-oriented definition, and, in a 
the conference, "marketing," has thus far been discussed third country, both definitions would be useful. 
from the point of view of the producer. As important as The need exists, then, for new frames of reference for 
that concern is,a more dynamic definition could be used looking at the marketing of farm products in less 
as a frame of reference. developed countries. Perhaps what is needed is an 

In other meetings, "selling" and "marketing" are used analyticalmarketing look at the "state of the art" in the 
to mean the same thing, which is contrary to contem- various less developed countries. If criteria for appraising 
porary marketing thought. "Selling" implies the point of marketing systems could be established for such coun
view of the salesman or, in this case, the producer, tries, then an inventory of agri-marketing research, 
whereas "marketing" is concerned with the point of which at present is in the Deparment of Agriculture and 
view of the consumer. A major weakness of "marketing AID archives, would be useful in providing a mosaic of 
boards" which are generally composed of growers is what has been discovered to date. Such applied research 
their producer orientation. The Ceylon Tea Board and would focus on what needs to be done and would clarify 
the Ghana Cocoa Marketing Board are, or were, pro- the problems and the sub-problems which emerge from 
ducer boards. identifying the market segments and their shortcomings. 

Many marketing terms such as advertising, promotion, The International Marketing Institute has been moving 
packaging, market research, and display are not in the in the direction described. And the Institute's applied 
vocabulary of the discussions in this seminar. In one research efforts have been buttressed by AID's bringing 
sense, such "marketing lags" are now opportunities for agricultural marketers to its courses held on the campus 
improvement. Thus, in one less developed country, a of the Harvard Business School. In addition to its 
definition of marketing as "getting commodities from classroom sessions and seminars, the participants are sent 
producer to consumer" may apply. In another country, on a six weeks study tour to observe U. S. marketing
"meeting the needs of the consumer" may be added to institutions, methods, and procedures. 
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Dr. Riley isProfessor of AgriculturaI Economics and 
Co-director of the Latin American Market Pannidn 
Center at Michigan State University. He has done field 
work in Colombia, Puerto Rico, Brazil, andBolivia. 

WAYS TO BUILD VIABLE 

My remarks are directed toward the rather difficult 
task of instituting desirable changes in food marketing 
systems within an overall developmeit strategy. I will be 
drawing upon my experiences with an AID-financed 
research, advisory, and training program which Michigan
State University has carried out in Latin America over 
the past five years. This program began with a pilot
study in Puerto Rico and was followed by larger projects 
in Northeast Brazil, Bolivia, and Cambodia. Many of my
observations will be tied to the most recent program in 
Colombia, which is currently moving into an implemen. 
tation phase. 

My main objective is to describe a particular approach 
to the development of marketing improvement programs
in less developed countries. This approach involves 
diagnostic studies which generate an information base 
and, at the same time, create local professional com-
petence and build political commitment for systematic
and sustained'efforts to improve marketing. 

SOME ENVIRONMENTAL CONDITIONS 
In each of the countries where our project has 

operated, we have found that the following conditions 
exist to a greater or lesser extent. 
,.There is a serious lack of reliable information about 

the existing marketing system. 
OMany public officials and professional workers hold 

definite opinions about market conditions and many
of these views are strongly anti-middlemen. 

OMany of the existing rules and regulations reflect this 
* anti-middlemen attitude. Several of these regulations 

are serving as barriers to more effective use of 
resources in the food system. 
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MARKETING ENTERPRISES AND PROGRAMS 
IN LESS DEVELOPED. COUNTRIES 

Harold M. Riley 

OThere is a pronounced tendency for political leaders 
to support physical facility marketing projects such 
as central wholesale markets, grain storage facilities, 
truck terminals, and roads, while giving relatively 
little support to the development of viable business 
enterprises and marketing institutions. However, 
some special attention may be accorded cooperatives. 

oAt both the regional and national level, there isa lack 
of understanding of the interrelatedness of rural and 
urban-based activities and the dynamics of changes in 
the food system during the development process. 

OThere are very few piofessionals with specialized 
skills in analyzing market coordination problems in 
the food system. 

*The rapid population growth in large urban centers 
has elevated the political concern about food costs, 
employment, and social services. Hence, there is a 
motivation to do something to improve food market
ing 'services and to reduce food costs to consumers, 
especially those in low income areas. At the same 
time, farmers and public agencies serving agriculture 
are seeking marketing improvements which will 
increase farm incomes. 

AN APPROACH TO MARKET REFORM 
N AR 
Given the above conditions, an effective strategy for 

instituting changes in marketing systems isto begin with 
a rather comprehensive diagnostic study of the existing 
food system in a country or a major geographic region
within a country. Such a basic study serves several 
purposes. First, it provides the information base needed 
to identify critical market coordination problems. 
Second, it provides valuable training for local profes. 
sionals and also generates materials for classroom 



teaching in local universities and special seminars with 
various public agencies and private groups. Third, and 
most important, it serves as a basis for the formulation 
of recommendations for action programs which can be 
tailor-made to fit local conditions. Fourth, it provides an 
opportunity to develop a program which will be identi-
fled as a local effort involving both professional workers 
and political leaders. 

Our AID-supported group went to Colombia in 
response to inquires by civic leaders in Cali who were 
confronted with major decisions on changing the urban 
food distribution system. In discussions with local 
agency leaders, the National Planning Department, and 
the AID Mission, it was determined that a study was 
needed to deal comprehensively with the food system 
serving Cali. Although the study was to be carried out in 
the Cauca Valley Region, where Cali is located, it was 
anticipated that the problems identified and some of the 
suggested solutions would have relevance to other 
regions in the country. 

The project, identified as PIMUR (Proyecto Integrado
de Mercadeo Urbano-Rural), was jointly financed by the 

Colombian Government and AID. The Colombian funds
te CC, 

were administered by the CVC, a regional development 
agency in the Cauca Valley. Michigan State University 
provided the technical direction for the study. The CVC 
and Michigan State were contractually linked with the 
National Planning Department. 

The research phase of the project was carried out over 

wereadmnistredby regona devlopent 

a period of one year, although the review of draft 

reports and final revisions has taken an additionalsix to 
small staff group. The project waseight months for a 

organized around 16 technical studies, which provided 
final summary report.the supporting documents for a 

The technical reports were published under the author-
Thepo teCoical reprt f eresd uwere 
ship of the Colombian staff members. 

The overall plan included a series of studies of the 
trban food distribution system in Cali, the vertical 

production-distribution systems for the major food 
commodities consumed in Cali (grains, fruits and vege
tables, milk, meat, poultry, and eggs), special studies of 
the agricultural input supply system, transportation, 
packaging information systems, and laws and regula-
tions. Consumer goods manufacture and distribution and 
residential construction were also examined because of 
their relevance to the adjustments which would occur as 
a result of major changes in the food system. 

The field work included a large number of structured 
interviews with systematic samples of market partici-
pants-consumers, retailers, wholesalers, assemblers, 

farmers; and industrialists. These diagnostic'studies were 
essentially a search for unexploited economic oppor
tunities. The objective was to identify conditions which 
limit output expansion and create unnecessary costs. 
The approach was pragmatic. It was not an attempt to 
identify an ideal system but, rather, to specify actions 
which would lead to improved performance in the food 
system,! recognizing that multiple, conflicting goals were 
being sought. A modified market structure framework 
was used as a methodological guide to problem identifi. 
cation and policy prescription. 

FORMULATING MARKET REFORMS 
The underlyin objectives of the PIMUR project Wer 

T spey ing imprtves hich wold re 
to specify marketing improvements which would reduce 
food prices to consumers and/or improve marketiing 
services while, at the same time, stimulating, farm 
production through more certain markets and remunera
tive prices to producers. 

The recommendations which we formulated were 
directed to these objectives. Although the recommendations are consistent with an overall development 
strat our re constittera eonl 
strategy, our report does not constitute a regional 
development plan. Where feasible, we have tried to 
indicate the costs for investments and related technical 
assistance and to specify some of the major benefits. We 
also specified which Colombian agencies should carry 
out the recommendations. This was done after consulta. 
tion with Colombian officials.

The final, research report and recommendations were 
submitted to Colombian agencies in preliminary form 

for review and comment. Ti reactions of the Colom
bians were taken into account in revising the report for 

final publication. The writing and revising of the report 
fiapulcto.Tewtngadrvsgofteeot

carried out within the country and all reports were 
published in the local language. We believe these pro
cedures had a favorable effect on the quality of the 
reports and greatly enhanced acceptance of their con
tents by Colombians. 

IMPLEMENTING MARKET REFORMS 

Most public officials, and even professional workers, 
do not read and carefully study lengthy research reports, 
although these are the visible evidence of project output 
and are often required. Therefore, we attempted to 
develop and maintain liaison with political leaders and 
officials in Colombian agencies. Much of this was done 
through personal visits and participation in a number of 
seminars. Several of the seminars and discussions were 
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with'private sector groups, especiafly farmer OrgaAit
zations and industrial groups.

.The" Colombian agencies are now taking action to 
.implement various market improvement programs. In 
Call, a corporation has been formed and substantial 
amounts of local capital have been subscribed toward 
the construction of acentral wholesale market, 

At the national level, efforts are being made to 
establish an effective market information service. Pre-
liminary steps have been taken within the Ministry of 
Agriculture to specify a marketing development program 
which will provide credit and technical assistance to the 
private sector. The mayor and city council in Bogota 
have recently established a corporation to plan and build 
a new wholesale food market and have requested
technical assistance. 

There now appears to be strong political support for 
an expanded effort to improve food marketing. Al-
though the PIMUR project has not been entirely
responsible, it has undoubtedly had some influence on 
this growing interest in marketing. 

We now believe that, insofar as possible, the responsi. 
bility for expanded marketing efforts should be managed
and promoted by Colo'mbian personnel. Foreign advisors 
can play an important supporting role, however. For 
example, specialists in wholesale market operations,
food retailing, packaging, grading, and market infor-
mation systems can be effectively used within an overall 
market development effort. There is also a need for a 
continuing program of applied research to carry out 
detailed feasibility studies on projects judged to be 
viable on the basis of the more general diagnostic study.
Also, the implementation activity should be viewed as a 
continuing effort to plan, initiate action, and assess the 
results. This requires a continuing analytical effort to 
support decision making and to deal with unexpected 
problems which are sure to arise. 

The Colombians who received on-the-job training in 
the PIMUR project have been in strong demand. Many 
took jobs in the private sector at the end of the research 
phase of the project. Others are working with public
agencies. 

It is now urgent that additional Colombians be trained 
to participate effectively in marketing programs. Much 
of this training can be acquired by supervised partici.
pation in ongoing projects.: Also, with the increased 
availability of teaching materials, we anticipate that the 
universities will strengthen their offerings in marketing. 

JA fewof the most competent Colombian tehniciansare 
now',obtaining scholarships for U. S. graduate study.las are now being formulated to set up specialized 

sho.rtcoursc training in Colombia for potential managers 
of the wholesale markets. This latter training short. 
course will probably involve a supervised travel program 
to visit and 9tudy some of the newer wholesale market 
operations in Latin America. 

CONCLUDING OBSERVATIONS 
The approach to building viable marketing enterprises

and programs which I have described, using Colombia as 
an example, seems to be consistent with the needs, 
capabilities, and aspirations of this particular country.
However, I believe the basic principles of technical 
assistance embodied in this approach can be utilized on a 
much wider sale. 

Essentially, we recognize that the improvement of 
food production-distribution systems is a long-term 
process which should be undergirded by sound research 
and training programs. Most of this research and training 
can best be done within the less developed countries. 
Our role as foreign advisors and technicians should be to 
support and nurture these activities. 

Currently, we at Michigan State plan to provide some 
continuing support to the Colombian agencies, probably 
financed out of a sector loan. We are also giving some 
assistance to a Latin American marketing training center 
which has been established by the Organization of 
American States. This program has its headquarters in 
Brazil but operates throughout Latin America. This 
week, one of our staff members is helping the OAS 
group conduct a seminar program in Baranquilla,
Colombia, for a local group of businessmen and public 
agency representatives. Other seminars such as this are 
being planned. 

The approach to building viable marketing programs
which I have described can be adapted to the type of 
assistance which could be provided by an AID-USDA 
contract arrangement.

I would hope that effective communication and 
cooperation between the USDA and the university 
groups can be fostered as the AID-PASA (Participating 
Agency Service Agreement-AID contract work by other 
U. S. Government agencies) program goes forward.:Both 
resources are needed, as well as programs of private 
international businesses. 
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Dr. Heady is Executive Director of the Center for 
Agricultural and Economic Development, Iowa State 
University. 

Dr. Mayer is Associate Professor of Agricultural 
Economics,Iowa State University. 

BALANCING THE FLOW OF RESOURCES BETWEEN PRODUCTIONAIND MARKETING 

During the past two decades, the development of 
agriculture was distorted in one direction: namely, 
emphasis on production to the exclusion of sufficient 
emphasis on marketing. The same mistake could be 
made in the next decade, but in a reverse direction, as 
the "second generation" of developmental problems are 
brought to the fore: namely, an extreme emphasis on 
marketing without sufficient emphasis on production. 
Economic and social goals of societies are not achieved 
by independent "single sector" approaches considered or 
analyzed apart from each other. To attain goals for 
either the producer or marketing sector, the two sets of 
problems should be considered and tackled together. 

If four-fifths of agriculture's production is subsistence 
and a fifth is market.oriented, a 20 percent increase in 
productivity, other things equal, will double the amount 
to be handled through market facilities. If storage, 
handling, and transportation facilities are inadequate for. 
the increment in market volume, the result is greatly 
depressed seasonal commodity prices which dampen the 
incentive to produce. 

As another example, we can mention new high-
yielding crops for localities and countries. Some exist 

Earl Headyand Leo Mayer 

which have great potentials in food supply. However, if 
consumer preference places a low value on these 
commodities, the product is penalized in the market and 
the potentials in production possibilities are lost. It is 
possible, and even likely, that effort at developing new 
rice varieties, such as IR-8, or corn and soybean varieties 
for much of the temperate climate should have been 
simultaneously accompanied by effort on food proces
sing. Perhaps there should have even been a bit of 
"Madison Avenue investment" in changing preference 
from one variety of rice to another, or from rice to other 
cereals. 

But the mistake could be just as much in the other 
direction: namely, to invest large effort and funds in 
marketing research and facilities without relating it 
properly to production or, even more ultimately, to the 
broader goals of societies. 

So we have to ask the question: improved marketing 
for what? In other words, what are the objectives of an 
effective marketing system and what marketing research 
is needed to gain knowledge and understanding on how 
marketing systems can be guided to those objectives. 
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Most dcloping countries have very limited resources, 
The, problem is to allocate scarce capital among the 
opportunities, both (a) within the market sector and (b) 
between the market sector and the production sector. 
For example, will "X" amount of capital bring more 
food and greater stability in supply for consumers if 
allocated to an irrigation project or if invested in storage 
facilities which reduce rat and insect damage by "Y" 
percent? 


Many of our discussions have supposed the answers 
were already known, and that all investment alternatives 
are high and constant-linear functions with steep slopes. 
For example, we have had such "black and white" 
statements as: the marketing functions must be turned 
over to the private sector. The government must build 
storage, marketing, and transport facilities. We must 
provide facilities which reduce marketing losses, etc. etc. 

But it is very doubtful that each of these contrasting 
alternatives have such high and obvious priorities over 
each other. We need to step back and ask: what are the 
objectives? Some which can be cited are: 

OTo attain larger supplies and lower real prices for 
cmnsu mers. 

oTo be able to export more and substitute local 
production for imports, thus reducing problems of 
balance of payments. 

*To get a larger share of the consumers' food outlay 
. back to the farmer. 

What priority do we give to these and other potential 
.objectives of improved marketing systems? In other 
words, what weight do we give to each of these in a 
"marketing objective function?" Some of our discussion 
makes it sound, or clearly suggests, that one objective
should be given a weight of unity and others a weight of 
zero. Becaube of these inconsistencies, we suggest that 
more study should be directed towards marketing 
systems in less developed countries, 

We pose the proposition that there are numerous 
alternative means for attaining each of the potential 
objectives of improved marketing. These alternative 
means have varying rates of substitution, or trade-offs, 
and one does not clearly "stand out" above the other as 
our discussions here have sometimes implied. • 

To have a proper development of both market and 
food production sectors, it is necessary that they be 
planned and analyzed together. For example, -in ian 
analytic sense, we can imagine a set of models which 
projects consumer demand and producer supply', and, 

then interrelates the two through the market sector, 
perhaps in a programming model. This model would 
specify the magnitude of needed storage, handling, 
processing, and transportation facilities, and the location 
of each. It also could specify the optimal magnitude and 
location of buffer or storage stocks. Extended further, it 
would specify the inputs required for agriculture and the 
marketing facilities and systems best adapted to them. 

Generation of this type of knowledge, we believe, is 
most conducive to activating all of the important 
economic, political, and social forces to "accomplishing 
the objectives." 

In fact, the appropriate set of (a) projections and (b) 
analyzed linkages can best indicate where emphasis 
might be best given to investments and actions by the 
private and public sectors. We think the inhibitions to 
improvement typically are those which stem from 
uncertainty and lack of knowledge. 

Once the objectives of improved marketing systems 
can be better specified, appropriate weights applied to 
them. and projections made of future production and 
market facility needs, numerous policies may be formu
lated to overcome political, social, and economic re
straints. 

For example, to bring the private sector into a greater 
sharing of investment in marketing facilities such as 
storage, better information on potential supplies of 
commodities is needed. In India, we are in the process of 
analyzing the need, size, and types of buffer stocks to 
cover expected variation in production due to weather. 
Simultaneously, we need better information on the 
drought resistance of the new varities. Again, this points 
up that analysis of marketing and production prospects 
need to proceed together. 

Finally, marketing improvements are no panacea to 
solve all problems. Likewise, production and marketing 
are not the total answers to the problems of developing 
countries. The growth of population still raises the 
Malthusian spectre in some areas of the world. At some 
point, we need to ask ourselves, improved nutrition for 
what? 

Perhaps, we will spend the 1980 decade as concerned 
with population expansion as we were in the 1960's with 
production and as we are starting the 1970's with 
marketing.-IAll evidence on South Asia suggests that 
neither marketing nor production arc sufficient to raise 
the lot of mankind in the near future.. Planning for the 
long' run will require. an effort on all three fronts if 
conditions are to improve. 
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INITIATING A NEW GRAIN 

In much of West Africa, food production. is rising less 
rapidly than population. Food shortages in recent years 
have become more frequent and severe. Emergency food 
imports supplied mainly by the United States may now 
be the rule rather than the exception in some countries, 

Confronted with these unfavorable conditions, AID 
sponsored a team to examine the causes of the problem 
and to recommend practical solutions. The team sub-
mitted its report, "Food Grain Production and 
Marketing in West Africa," to USAID on January 30, 
1970. It covers Senegal, Mali, Upper Volta, and Niger. 

All four countries are extremely poor. Per capita Gross 
National Product in three of them is about $50. From 
80 to 96 percent of the people live on farms. Illiteracy is 
widespread. There are only a few professional, technical, 
and managerial workers. Natural resources other than 
agricultural land are severely limited. All four countries 
obtained their political independence from France in 
1960. Since then, economic growth, because of slow 
growth in agriculture, has no more than kept pace with 
the high population growth of 2.0 to 2.5 percent a year. 

Millet, sorghum, and corn form the basic diet of the 
population and are the principal crops. Peanuts and 
cotton, produced for export, are the chief sources of 
foreign exchange. In all four, crop production is subject 
to wide annual and geographic fluctuations because of 
erratic patterns of rainfall. Abundant harvests are oh-
tained about once every four years and poor harvests are 
about equally frequent. 

Although the human and land resources are available 
to produce enough of the basic food grains for growing 
populations, food production has not kept pace with 
population growth. In contrast, the population and 
marketing of peanuts anji cotton 4ave increased sub-
stantially in the past decade. 

MARKETING PROGRAM IN WEST AIRICA 
NorrisPriichard 

CAUSES OF THE PROBLEM 

The roots of this food shortage problem lie in 
government policies and programs dating from the 
colonial period and largely continued since then. For 
peanuts and cotton, dependable markets were estab
lished and attractive prices were fixed. They were made 
effective to farmers through government-managed 
stabilization schemes. Research, extension, and credit 
services were made available to producers of export 
crops. But, with the exception of Mali, no comparable 
programs were developed for food grains. Governments 
apparently operated on the assumption that farmers will 
produce enough food for themselves and urban corr. 
sumers without the economic incentives deemed essential 
for export crops. 

In three of the four countries, marketing of food 
grains is left Lo small traders. They lack the physical and 
financial resources to buy and store more than small and 
totally inadequate volumes of grain or to move large 
volumes of grain from surplus to deficit areas. One result 
is wide fluctuations in grain prices, from about 8 francs 
CFA per kilogram at harvest time to 40 francs and more 
some months later. Another result is that grain prices to 
farmers are low in relation to prices received by farmers 
for peanuts and cotton in government organized 
markets. A third result is increasingly frequent and 
severe food grain shortages. 

The responses of West African farmers to low prices 
and lack of dependable markets for food grains, con
trasted with attractive prices in organized markets for 
the export crops, have been completely logical. Food 
grain production per capita has declined, while outputs 
of peanuts and cotton have increased. West African 
farmers are illiterate, but they are neither stupid nor 
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irrational. They are fully capable of determining how 
many francs they receive from a hectare of peanuts and 

the few francs they receive from a hectare of millet, 
found that these West AfricanThe study team also 

countries have large expanses of cultivatable land in 

fallow. The qality of this land is not high, but far more 

of it lies faliow each year than iii necessary on soil 
reason is that certain key eco-fertility grounds. The 

nomic factors art! missing. The most important of these 

missing factors are reasonable prices to producers and 

assured markets for food grains comparable to the price 

and marketing conditions prevailing for the export 
c roeg omarketing 

RECOMMENDATIONS 

The primary solution to the problem in three of the 
four countries is construction, from almost base zero, of 
a national food grain marketing system. This system 
must be as simple and as unsophisticated as one can 
make it. The heart of the system, the team recom-
mended, is a government-owned, national grain 
marketing corporation. It would: 

'establish and operate grain assembly and distribution 
facilities; 

Ocestablish and manage regulatory stocks of grain; 
*establish and maintain, through its buying and selling 

operations, the producer and consumer prices fixed 
by national policy; 

stransport grain from surplus to deficit areas; 
ereduce seasonal and other variations in prices to the 

minimums consistent with costs of marketing, storage, 
and so on; 

*handle trade in food grains with other countries; and 
*1integrate the private grain trade into a national food* 
: grain marketing system. 
-In Mali, which now has a corporation which carries out 

the above functions, the primary problem is to increase 
the corporation's efficiency. With lower marketing costs, 
the corporation cculd increase producer prices and 
thereby induce essential increases in production.

The study team believes that such a corporation can 
operate at a cost of 6 to 8 francs per kilogram. Thus, 
producer prices can be raised from 8 francs to thermore 
attractive level of 12 francs while, at the same time, 

34 

keeping cor.mer prices below 20 francs, compared 

with the 41) francs now common much of the year. 

Moreover, khe marketing corporation probably would 

not need to handle more than a small fraction of the 

total output ,)f grain-under 10 percent, or around 

50,000 tons-to have the economic "muscle" necessary 

to achieve its basic objectives of inducing greater 

production and marketing at reasonable and stable 
twiders can be expected to handle asprices. Private 

or even more, grain in this system, and to shiftmuch, 
their emphasis froin speculation to providing needed 

services. 
The recommendations offered by the study team are 

feasible. They require from the United States, or some 
other developed countiy, (I) small sums of money to 
help the countries coni'truct essential marketing facili
ties; (2) some technical assistance, especially in business 
management, grain narketing, grain storage, and 
transportation; and (3) ome initial stocks of grain for 
the regulatory or stabili;ation operations. The countries 
themselves can supply the major share of the manpower 
and material inputs and, more importantly, with some 
technical assistance in t;aining local personnel, can keep 
the program in operation. 

Finally, the study team ,,q aware of the need infully 
these countries for improved :esearch, exteni.n, and 
credit services and their extension to food grain pro
ducers. But these important production increasi\ig 
techniques, as experience has shown in West Africa, ame 
most effective when farmers first can obtain reasonabl-!: 
prices in real markets. In the long run in these countriet, 
an integrated development program involving adequate 
prices, good markets, agricultural extension, and farm 
credit services offers the potential of enormous increases 
in land under cultivation, in yields per hectare and per 
worker, in total food production, in farm income, in 
economic growth, and in human welfare. 

-DISCUSSION 

Reuter: To what-degree did you, Mr. Riley, feel that 
your experiencesii Call were typical of other countries? 
And, to what degree was the Cauca Valley Corporation 



(regional development agcncy in Colombia) an essential 
part of the ability to gel action there? 
Riley: No community, 'tsuppose, is typical. This is one 
of the reasons why studies have to be made in particular 
situations and the recommendations based on the 
problems found in tlat area. Cali exhibits many charac-
teristics of the fist.growing urban centers in Latin 
America. The rate of population growth in the city is 
about 7 percent pr year. Many of the problems of 
employment, low inc,me, and lack of public facilities 
are problems which come with growth. 

It does set inan agriculwral area that has tremendous 
potential to the extent that .!ffectii cdemand is created. 
There is no problem, I think, ii keeping ipproduction 
for quite some time in the future. !nthis sense, it may 
be different than some other part. of illeworld. In Latin 
America, I think the land could still be d&veloped if the 
demand were there to consume the food. 

The Cauca Valley Corporation is a special institution. 
It was patterned after the U. S. Tennessee Valley 
Authority. Its operations have been prifr arily in the 
development of public power, electricity, with some 
limited activities in agriculture with respect to extension 
or trying to develop commercial agriculture with some 
attention to small farmers. The 'CVC is a potentially 
strong institutional base which could expand in som" of 
the areas of distribution related to agriculture. They are 
contemplating doing this. The extent to which such 
organizations can be created in other countries would 
have to be studied and tested.IIt's possible that, within Colombia, there are other 

regional institutions similar to the CVC which have, I 
think, some of the same potential. So, at least within 
that country, Cali is not entirely unique in having the 
CVC as a local institution. I would argue that Cali is not 
typical of all Latin America, by any means, but it has 
some of the same characteristics in terms of the 
rural-urban relationships. The solutions to problems 
probably are a little different because of the woy the 
social and political climate has developed in the existing 
institutions. 
Reuter: Is there a difference between having the con-
sumer concern as the reason for the actioa1 and having 

the producer concern? CVC people would basically
 
represent the producing areas, whereas people in Bogota
 
would have no interest in the crop; they are only
 
interested in satisfying the food needs of the urban
 
dwellers.
 
Riley: I wouldn't identify the CVC interest as primarily
 
that of the producer interest. I think that they have an
 
interest in agriculture and producers, but not exclu.
 
sively, because they also serve the urban centers. Urban
 
centers are the biggest customers for their electricity.
 

The consumers' interest was also involved in trying to 
get this project established. The support of the agri
cultural producer organization was expressed early, so 
there were several clientele groups which were agreed 
that something should be done to improve the marketing 
system. So there was both a consumer orientation and a 
producer orientation. We (lid look at the production
distribution systems broadly and I think the kinds of 
recommendations which came from the study were an 
attempt to identify bottlenecks and barriers at various 
stages in the system. If remedied by some of the 
reconunendations with which we came up, they could 
improve conditions for consumers as well as make a 
contribution to the producers' welfare. 

Now how do you balance these two? I don't know of 
any precise way of doing it. The market itself, when the 
rules and regulations are changed to affect how credit 
and technical assistance are channeled, tilts the system a 
little bit one way or another. But the political leaders 
haic the problem of maintaining sonic sort of an 
acceptable balance. 
Jones: Mr. Pritchard talked about the attempt to set ip 
a national trading corporation in West Africa. I think 
this is characteristic of many of the African countries 
and a number of other countries in the world. There isa 
need to build national marketing capacities to operate 
over the whole country rather than operating in a 
regionally restricted, imperfect way. It is related to the 
information system-the ease with which wholesalers can 
trade in a wide variety of markets ,nd respond to 
opportunities when they arise, moving commodities 
from areas of surplus to areas of deficit. I think this 
identifies an area of investigation which could benefit 
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from some rather pointed study to search for alternative 
devices for achieving this national market integration, 

The tendency right now in many countries is to set up 
immediately a state trading corporation or marketing 
board. The record of these corporations is so very 
disappointing and discouraging that it seems to me that 
marketing specialists should devote very special and 
major attention to looking for alternatives. I think that 
the kind of system which Mr. lritchard talked about 
sounds like an alternative. 
Ilagler: Did you ,neani that results were disappointing 
because just another bureaucratic institution was estab-
lished? Do you get the same type of bureaucracy from a 
state trading montopoly or a national trading corpora. 
tion as you would get from governments. 
Jones: Or from private industry monopoly. I am not 
unhappy about it just because it is a bureaucracy, 
because I think that our great private corporations are 
albo Iireaucratic. Well-functioning bureaucracies opera-
ting under privatv control may or may not succeed. This 
is not a pessimistic view; it ika view simply based on 
watching thw operation of inany of these organizations. 
In centralized planning and centralized control, it is 
extremely difficult when you have almost no infor. 
mation about what it is dita you are trying to plan or 
trying to control. 

It may be that we are now moving into a period when 
it may be possible to have effective, efficient, centralized 
planning in very small countries where the information 
system is excellent and the control system is developed, 
But the kind of countries we an talking about hen, and 
this includes Colombia, is a well developed LDC com-
mmd to Mali and Upper Volta, which are very under-
developed LDCs. The situation is still similar in that the 

information is very poor about supplies, prospects, and 
requirements. And the capacity of a central organization 
to respond, even when it does get information, is very 
weak. If you can trust this problem to a relatively freely 
operating market with thousands of decision makers, 
each handling a small part of it, they may somehow 
operate together with reasonable efficiency. Small 
traders operate despite a deficiency in knowledge and 
managerial capacity. Shortcomings in knowledge and 
management capability are more critical in larger scale 
operations. 
Pritchard:This is precisely the problem we are facing in 
these countries where there are no such things as 
capitalistic traders. low can you mold these thousands 
of little people into a going marketing system which 
actually functions instead of leaving people in some 
parts of the country starving while other people have 
more than enough simply because you can't get the grain 
moved from one part of the country to another? You 
then have a choice of setting up a private monopoly or a 
goernment one and, in this case, I think the conditions 
favor the government one. Furthermore, a great deal of 
technical assistance is needed even to do that because, 
by the time you get below the level of the Minister of 
Finance or the Minister of Agriculture, there are few 
trained civil servants in many of these cases. 
Summers: In the countries in which I have worked, we 
have often tried to set up a marketing division within the 
government, this marketing division to serve as an 
advis'ry group, as a planning group, and as a liason 
group between government and private business. They 
have no money to finance anything except some 
traveling to provide advice and technical aid. In this way, 
we have been able to improve marketing systems. 

In the Philippines. we have two distinct developments: 
one is the government agency which is spending a huge 
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amount of money for a central market, and the other is 
private industry and the rice program. All of the 
warehousing, stores, etc., are being constructed by 
private funds. The Great Manila Food Marketing corn-
plex cost about S43 million. I am not sure, but I believe 
they are buying and selling everything which is produced 
in the Philippines. 

I am quite strongly in favor of private industry, but I 
insist on liaison between the government and the 
industry so that they do get involved in a partnership 
effort. There are occasions, I am sure, where the 
government is justified in making some expenditures, 
but I like to see them associate themselves with practical 
management because I do not find government manage-
ment to be satisfactory. 
Slater: The orientation which Mr. Jones suggests is one 
which has been achieved in this society by Sears, 
Roebuck and Co. and A & P. Other more recent institu. 
tions have emerged on a smaller scale. We have. seen 
some of these in less developed communities in Latin 
America. Riley did not have precisely the same experi-
ences in Cali as we shared in some of the areas in Brazil 
and Bolivia, but I think there is an answer in the private 
sector-and it starts with a consumer orientation. A 
distribution organization which "busts" prevailing price 
levels upsets the market, and does so deliberately. It 
seems to me that these change.agents in a distribution 
system are the kind of "nasty" influences which I 
believe are needed to bring reforms about. 
Ward: In most of the Middle East countries, marketing 
involves more than one ministry. And this has been a 
real drawback to people trying to do something there. 
Take Turkey for example: marketing activities are the 
concern of the Ministry of Commerce, the Ministry of 
Agriculture, the Ministry of Village Affairs, the Ministry 
of Finance, and the Ministry of Customs-inside and 
outside the country. When our people go there and get 
tied to one particular project in a Ministry, they are 

hindered by the lack of coordination. In Turkey, we 
have had some success in bringing various government 
bodies together and gradually trying to funnel the 
marketing activities back into two agencies-the Ministry 
of Agriculture and the Ministry of Commerce. 
Pritchard: In regard to Mr. Slater's point about cutting 
prices in the marketing system, I agree that consumer 
prices should be held down; this is the real solution in 
the long run to economic improvement in LDCs. But 
this is not now always the case. There must be incentives 
for farmers to produce. One of the problems in West 
Africa has been too much emphasis on the consumer 
angle to the point where they held down prices too 
much and farmers refused to produce more. And I think 
farmers were justified in doing what they did. You have 
the economic incentive andthen a marketing system to 
translate those agricultural policies into real prices to 
producers. 
Shertz: Has the project in Cali been effective in 
stimulating policy changes by the Colombian Govern
ment? 
Riley: I think the project has begun to have some effect 
upon the kinds of policies which are being considered on 
marketing within the Ministry of Agriculture at the 
national level. There is a marketing-oriented branch to 
the Ministry; the director was on the advisory council 
for our project. We had staff members out of that 
section working with our project, so I think, through 
individuals involved in the project in various roles, there 
are some effects beginning to take place on national 
policy. 

Now our project was not directed specifically towards 
analysis of national price policy. That was not one of 
our prime objectives because much attention had already 
been given to that by other groups. We really focused 
more on internal market development and some of the 
other aspects, other than price policy per se. 
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INCREASED INCOME AND IMPROVED 

"How do you provide better diets to children in poor 

business, there is a
societies?" In the, development

More income. With eco.simple, conventional answer. 
nomic growth and related increased incomes, nutrition 
problems, we are told, will solve themselves, 

The theory that growth in per capita income leads to 
eu theor fexamples 

better nutrition rests upon all of the following assunp-
tions: 

-Antrycreas to anincrease in rathe per capita 

income of the poor. 
- An increase in the per capita income of the poor 

leads to an increase in the amount they spend on 
food. 

- An increase in the amount spent on food by the 
poor leads to an improvement in nutrition, 

- An improvement in nutrition by a poor family 
means an improvement in nutrition for the pre. 
school aged members of the family. 

This paper suggests each of these assumptions is open 
to question. 

Money does affect diet, and presumably it usually 
affects it .for the better. Enough exceptions have been 
noted, however, to suggest this improvement is not 
automatic. Further, for planning purposes, knowledge of 
the degree of income/dietary improvement is only useful 
when viewed in the context of base incomes and base 
diets. In this light, there is cause for concern over the 
theory that aggregate income growth is the answer to 
malnutrition, 

This paper will begin by examining the above assump-
tions, which sometimes are- used to justify limited 
concern and involvement in nutrition-oriented policies 
and activities. It will then attempt a conceptual ap-
proach to determine a viable nutrition strategy in a 
country, and follow with a brief discussion of opera. 
tional philosophy during the period this determination is 

NUTRITION: ,A SHIBBOLETH - EXAMINED-

Alan Ber 

underway. Also consiaercu win ucu= - u,,,, 
in a practical sense, most influence what may emerge as 
a nutrition program. 

Most of the following observations are from India, and 
ot beit is recognized that what is true for India may 

true elsewhere. It is also possible that, within India, the 
presented are exceptions to the rule. I was, 

however, frequently confronted wiLh diet situations 
which seemed to defy die accepted income/diet laws 
and, in examining the reasons for this, some unusual and 

unexpected information emerged. 

INCOME TOO LOW 

Perhaps an appropriate starting point in analyzing the 
validity of the theory that increased income will suffice 
is to view it within the context of a specific society. 
Given the trends indicated by the "income elasticity of 
demand" tables, what are the realistic prospects of the 
poor of a country reaching sufficient income to insure 
reasonable nutrition? A composite examination of 220 
Indian diet surveys, coupled with national economic 
projections, suggests that unless a new nutrition strategy 
is adopted and implemented, at least a generation will 
pass before many Indians can afford an adequate diet. 

The data suggest that per capita disposable income 
must reach from $4 to $5 a month to achieve an 
acceptable diet. Between 60 to 70 percent of India's 
urban dwellers fall below this line, and the percentage is 
higher in the rural population. One-third of India's 
families would need at least twice their current incomes 
to attain adequate diets on the basis of rising earnings 
alone. Even assuming a 3 percent annual per capita real 
income rise, it would take thirty years for one-third of 
India's families to reach the required level. Given 
population growth trends, this means a 5.5 percent 
annual national growth rate-compared to a 3.5 percent 
growth trend over the last 13 years. 
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These calculations ignore unequal distribution at vari
ous income levels, and it should be noted that incomes may not be moving upward for large numbers of those 
most in ieed of help. There isincreasing recognition that
the fruits of development, for example of the agricul.
tural revolution in India, may not be adequately
reaching some poorer groups of the society.

There is the further matter of mal-distribution within
families. If, as we suspect, the deficiencies of pre-
schoolers are proportionately greater than in other
family members, double or even triple the income might
be required to eliminate most of the deficiencies. Even
then vitamin A and perhaps iron deficiencies would
remain. If the average per capita income of 162 million
people will not reach the minimum level until the year
2000, it could be twenty years beyond that before the 
average would be high enough to meet the average
preschool child's nutritional requirements. And that will
still be average. 

IMPROVED DIETS NOT AUTOMATIC 

A second point is that, even for those now or soon to
be realizing an increased income, it should not be
assumed more money will automatically lead to a better
diet. The traditionally accepted principle that better diet
is a function of increased income undoubtedly applies in
certain societies and at certain income levels. However, it 
has been my observation that, in some situations, there
actually may be an inverse correlation between income
and nutrition when income increases are modest and 
start from a low base. 

To many poor-and poorly nourished-an increase in
wealth brings with it access to the monetized part of the 
economy, and such items as ballpoint pens and transistor
radios compete, for the first time, with what had been a
fixed food income. In Mysore, cash received from home 
grown vegetables and milk from the family cow was 
spent on clothes and the cinema. In villages near Delhi,
income earned by low caste families from the sale of 
eggs was used to buy non-food prestige items. In Kerala,
90 percent of the village milk was sold in the towns 
where only 14 percent of the population lived. In some
West Bengal villages, milk is curdled and sent to Calcutta
where it is used in the preparation of popular Bengali
sweets. The villagers were compensated monetarily but 
not nutritionally, 

Even when expenditures for food are increased, more
income does not always lead to improved diet. Many

"rightly point to the substantial increases in milk pur
chases which come with higher incomes. But, when 
looking beyond, we also see that related to increased
income is a dramatic decline in breast feeding. Sixty
percent of lower income Gujarati women (under $2 per
capita income per month) continue to breast feed their
children beyond six months. This figure drops sharply as
incomes rise. Only 8 percent of higher income mothers
(above $9) offer the breast at the same period. The
nursing Indian mother produces approximately one-half
litre of milk a day. A comparable quantity of com
mercial animal milk would cost more than $2 a month, a
substantial portion of income. Our calculations suggest
that a mother moving up the medium income ladder
purchases only one-third as much milk (and most of this 

used in tea) as is lost due to early weaning. 

ASTHETICS AND PRESTIGE FACTORS IMPORTANT 
People spending more for food may eat more, but not

necessarily better. The common example in India is the
shift with the first increment of income from sorghum 
or millet to rice-and from home-pounded rice to
polished rice; the latter isaesthetically more pleasing but 
nutritionally less Similarvaluable. situations can be
observed when increased income makes it possible to
"buy up" from unrefined sugar (jaggery) to the less
beneficial refined sugar. A recent survey in Western India
confirms that a statistically significant drop in protein
intake is possible as incomes rise and cereal diets are 
"upgraded." 

Reports from other parts of the world also note that
the level of aesthetic pleasure and the level of social 
prestige are more important in changing food habits than
the level of vitamin A or the level of methionine. White 
corn replaces the more nutritious yellow. White bread
replaces tortillas. Coffee istaken instead of the atole; tea
instead of buttermilk. India's Joint Secretary of Food 
mentioned recently how the common Indian field
worker no longer took his curd and chapatti into the
field; now it's tea and biscuits. One study noted that 
meat and fruit are being "pushed out of the diet" while,
at the same time, there is an increase in the consumption 

42 



of manufactured foods-especially sugar containing 

foods. The deleterious effect in urban slums of the 

Coca-Cola tragedy is legend. Often, with increased 
income, certain items are discarded from the diet since 
they are identified as "foods of the poor." Quinua, for 

example, is an excellent cereal of the Bolivian altiplano. 
But is associated with low social status, and Bolivians 
invariably choose a more costly but less nutritious 
substitute whenever they can afford it. 

In much of India, greens and papaya are regarded with 
disdain because they are plentiful and inexpensive. In 
Madras, pute, a form of steamed pudding with coconut, 
is never served in Brahmin restaurants because it is 
associated with lower class diets. 

In East Pakistan, a gentleman does not eat red rice and 
rich people do not eat pulse (legume) leaves. In some 
countries dark bread is still regarded as a poor man's 
food. Also worth noting is that low-ranked, meat-con-
suming Indian castes, as they begin to rise in income, 
sometimes imitate the vegetarian orthodox way of life of 
higher castes. 

Increases in income apparently do not always affect 
the composition of the diet. It has been generally 
accepted that a rise in income leads to an increase in 
relative expenditure for higher-cost foods and a decline 

in the consumption of less expensive commodities, 
especially cereals. But a study in Ghana reports the 
proportion of the expenditure given to various food 
groups was not affected by increased income. 

MEANINCREASED INCOME MAY 
SACRIFICES IN QUALITY OF DIETS 

Another question we must ask ourselves is "What was 

the basis of the increased income?" In many instances, it 

is a reflection of the flow from farms and small towns to 

the large cities. These migrants have more money than 

the rural poor, but they also need more for rent, 

clothing, and other necessities of city life, including food 

in the big city. Also, the foods arewhich costs more 
selected on the basis of relative cost, imitation, prestige, 

convenience, and availability-all precarious guides of 

nutritional validity. Often the resulting diets are not of 

the same quality once known. 
It was found that Congolese who abandoned village 

more money and spent morelife for Brazzaville made 
for their traditional cassava flour. But it was also found 

they developed pellagra because they could not buy the 
For the samefamiliar niacin-rich cassava leaves in town. 

kind of reason, beri-beri was found in former rice-eating 
Senegalese villagers who migrated to Dakar. :, 

Another common basis for increased income in de. 
veloping countries is the shift from a subsistence crop to 
a cash crop. A peasant may earn more by growing 
cotton, tobacco, cocoa, or copra, or working for a mnt 
who does. But will the peasant cat as well as he did when 
he grew his own dinner? In parts of Central America, 
incomes rise as exports increase, but this does not seem 
to be helping protein levels. In fact, the per capita 
consumption of meat declines. More meat is raised there 
than ever before. It seems, however, to be ending up, not 
in Latin American stomachs, but in U. S. hamburgers. 

In a rural setting, increased incomes usually result 
from the reorientation of traditional agricultural pro
duction practices. However, attractive price incentives 
for wheat, essential to the agricultural revolution and 
many increased incomes in India, were partly responsible 
over the last three non.drought years for the declining 
acreage used to grow high protein pulses. As wheat 
production has gone up, the production and consunii
tion of pulses-a major protein source in the Indian diet
has gone down. This is not to deny the signifi

cereal produccant nutritional benefits from increased 
tion. Nonetheless, a 27 percent decline in per capita 

pulse consumption should be cause for policy con
cern. (In India, pulse production front 1965-69 is 

of the 13 million a year
down 17 percent. Because 

period, there is a 27population growth during the same 
percent decline in per capita pulse consumption. In. 

complete data suggest a possible similar situation in West 

Pakistan. Acreage for chick peas has declined 21 percent 

in the last three years.) 
The above arguments suggest that, at times, the 

income/diet relationship is beside the point, as it is when 

incomes cannot be increased enough during a man's 
minimum nutritional requirelifetime to meet even 

ments. There is no question that diet changes with 
the higher the income the moreincreased income, and 

foods. But this does not necessarilynoticeable the new 
mean a noticeably improved diet. At certain levels of 

aresociety, the traditional income/nutrition assertions 

incontrovertible. Diets then unquestionably improve as 

incomes rise. For the very low income groups-and these 

we are most concerned with-this. mayare the people 
not always be the case. Even when it is, the process may 
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be so slow as to constitute an invalid and unacceptable 
solution.' 

The moral of all this is that increased income cannot 
be regarded-as it frequently has been-as a cure-all for 
malnutrition. We need to know more than we do of the useful analysis is. necessarily' complex and time con

" complex realities of habits among the very poor before suming. Yet, "the nutritional need calls for immediate 
asserting categorical income/nutrition relationships. action.' 

In' India, an attempt was made to generate interest and 
RESEARCH NEEDED ON FACTORS develop programs without clear answers. Based on the 
AFFECTING LDC DIETS limited information which was available, this involved 

fjudgments of need and opportunity. It also involved a
If increased incomc alone, is not the answer-at least battery of practical considerations which seemingly had 

for. the foreseeable future-then how may a country nothing directly to do with nutrition, but which often 
provide better diets to children of poor families? Only a were critical bases of decisions. For example, is the 
sketchy examination is possible here. We have all had proposed action politically attractive? And if so, is it 
our turns listening to how soy is the answer, or fish sufficiently visible? flow long will it take to see results? 
protein concentrate is the answer, or blended cereal-type What are all the political implications; e.g., how will 
product is the answer, or lysine, single-cell protein, various commodity interest groups react? Is the cost 
opaque-2 corn, mothercraft centers, child feeding pro- within the locally accepted realm of practicality? Is the 
grains, or nutrition education. A set solution is easy to proposed action inflationary? Will there be a require
sell. It is specific. Its costs can be detailed. Its effects are ment for foreign exchange? Is the project-or will it 
measurable. However, given the managerial sophisti- be-self sustaining. Is it replicable and, if so, what are 
cation of our society, and given the limitation of prospects of imitation? Does the project involve other 
resources, can we not do better? countries, systems, or institutions which could bring 
. It is suggested -here that we do not yet have the embarrassment to the government? Arc all raw materials, 
answer, basically because too many of us have been equipment, and other necessary related components 
looking through the wrong end of the telescope. We available? And are all the necessary related services in 
should not be starting by examining specific foods or place: transport, packaging, storage, marketing/distri. 
specific fortification schemes. We should be examining bution capacity? What arc the long range effects? Does 
what it is that affects the child's nutritional well.being. the project better equip the poor to cope with develop-
We should see what he eats, why lie eats it, and how it ment opportunities? What is the relationship to other 
gets to him. What are the feasible points of intervention programs? Is there a linkage between this and the family 
into that delivery system-points which arc susceptible planning activity? Does this provide additional em
to modification? What are the incentives and disincen- ployment? Is there an educational dimension to the 
tives which are at play? program? 

A slight twist of the market mechanism may mean And then there is a series of practical buieaucratic 
more to the nutrition of a child than all the new foods questions. How able are the people in charge? Do they 
we could ever devise and produce. A shift in production have the commitment and the muscle (without which 
incentives, retail price policies, or ration shop procedures approval and allocation mean little) to push the project 
could well be a major part of the answer. through? How many officials are involved in the 

This, I realize, sounds simple and obvious, but it has clearance procedure, and how long will that procedure 
not been. I took nearly four years in the field before my take? What are the administrative constraints, once the 
own thoughts could be sufficiently sorted out to realize project has been approved? What other problems can be 
the lacunae in our approach. A project finally has been anticipated; e.g., what isthe potential corrption factor? 
devised which will study the nutrition delivery system 
on an entire state in India, the objective being to develop MODERN BREAD EXEMPLARY 
a soundly based strategy for action programs. Much has been said, for example, about Modem 

Bread-the bread fortified with half a dozen nutrients-
INTERMEDIATE. ACTION in India. Thisproject was not the result of a systems 

What do you do while such a study is underway? A approach, but one of the reasons it has been successful'is 
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that it took into account a number of the above 
considerations. It was selected as the first fortification 
venture in India, in part, because it was easy, quick, 
inexpensive, visible, and required the involvement of 
relatively few people. 

In looking at alternatives, there were more important 
ways to improve Indian nutrition. One obvious approach 
would have been to grow more pulses. But this implied 
changes in land use and, as such, risked controversy. In 
looking into the pulse possibility, it was soon learned 
that many officials would be involved, formally and 
informally, in the decision making process. Also, it 
became evident that relevant, reasonable, but nonnutri-
tion oriented considerations would weigh heavily on 
their attitudes. 

In the case of Modern Bread, a new policy meant 
was also the Secre-concurrence of the Chairman (who 

tary of Food) and the Managing Director, and those who 
were attempting to stimulate nutrition in India opted for 
reality. There was no illusion that fortification of bread 
would solve India's nutrition problems, but one begins 
with the doable. There was also the longer view that the 
project could, if effective, contribute to something more 
significant. 

In short, there is an important psychological dimen-
sion to development, and there isnothing more effective 
in creating momentum than a successful start. Modern 
Bread, combined with other activities, did just that. It 
helped to dramatize the fortification principle and led to 
the Indian Government's formal adoption of a general 
policy of fortification. This, in turn, led to the fortifi-
cation of atta, a more traditional wheat mesh used to 
n)ake Indian chapattis. It also led to new searches for 
low cost, centrally processed foods which already 
reached all elements of the population. This meant some 

thinking and interesting work in salt fortificationnew 
and tea fortification. 

Other activities also moved ahead. Concurrent with the 
fortification operations, a Protein Foods Association was 
formed to do things collectively which most of the 
individual members would not have resources to under-
take alone. A locally produced "Bal Ahar," a blended 
child's food for free distribution, was produced this year 

wasin quantities nearing 60 million pounds. A decision 
recently made to give price supports to soybeans. Edible 
cottonseed was developed. Higher protein seed varieties 
were identified and a $140 milion program was ap-
proved to improve the quantity and quality of urban 
milk supplied, 

More importantly, India adopted a national nutrition 
policy, perhaps the first country to have one. For the 
first time, it incorporated a special section on nutrition 
in the Five Year Plan, and it allocated funds for the 
program outlined in that Plan. None of this is intended 
to suggest that India has solved its nutrition problem, or 
even is well on the way to solution. It does indicate that 
an encouraging, and perhaps irreversible, beginning has 
been made. 

In summary, we have seen first that the relationship 
between the growth of per capita income and the 
elimination of malnutrition rests upon a number of 
assumptions, all open to question. Moreover, even if the 
assumptions are valid, increasing per capita income may 
not provide the necessary nutritional improvement 
within the lifespan of the needy. Nor is dependence on 
income growth necessarily the most effective way. 

Second, to determine the most effective means of 
eliminating malnutrition, we must look differently, and 
more systematically, at the factors affecting nutritional 
well-being, especially of children. What is the delivery 
system and how can adjustments be made within that 
system to get positive results? 

Third, we must recognize that the kind of analysis 
proposed here is not accomplished overnight. Must we 
then wait until we have all the answers, and take a 
chance on losing whatever interest has been stimulated? 
Or, do we move ahead without the answers, as was 
attempted in India? We may not get the theoretical 
maximum impact for the invested dollar, but we get 
something. If we move ahead, do we (as seems fashion
able to suggest) try something because the need is so 
great? Obviously not. There are not the resources, 
especially managerial resources, for such an approach. 
One can be selective even without final answers, basing 
his selectivity on current judgments of realistic oppor
tunity and reasonable payoff. 

Finally, in our new interest in sophisticated model 
building, we must not lose sight of how, in real life, 
decisions are often made. Policy makers in all countries 
are mortals, subject to the same emotional interests, 
anxieties, and reactions as others. Programs are ulti
mately not the result of econometric analysis, but of 
political appeals of basic human concerns and of 
personal intuition. What influences that intuition? 

In short, what is being suggested here is a conceptual 
re-examination intended to bring about an approach 
both more systematic and more in tune with the 
complex realities of contemporary decision-making. 
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Dr..Rosenfield is Deputy Director of the Nutrition and 

Agribusiness Group of the Foreign Economic Develop
nient Service, U. S. Department of Agriculture. He is 
particularly concerned with the research, development, 
and marketing of new and improved protein foods. 

FORTIFICATION: ANOTHER 

The conventional approach to alleviating nutrient 
malnutrition of any type is to increase the quantity and 
variety of foods in the diet. This is essentially the FAO 
model for overcoming malnutrition. To combat protein 
malnutrition, an increase in the dietary intake of protein 
from animal sources is usually given great emphasis. 
Increasing both variety of foods and animal protein 
intake costs more money than is currently available for 
this purpose in a large portion of the population in 
LDCs, however. Therefore, it is not realistic to expect 
these approaches to have a meaningful effect in climinat-
ing malnutrition in the next 10 to 20 years for most 
developing countries. Ilence, it is imperative that these 
poor- countries uncover and utilize all alternative meth-
ods which are economically feasible at their current 
stage of development, 

One approach is to increase the availability of inexpen-
sive, high protein foods. Another alternative for 
countries where a few foods such as cereals make up the 
bulk of the people's diet day after day is fortification. 

ALTERNATIVE FOR IMPROVING NUTRITION 

Daniel Rosenfield 

Fortification of foods is generally defined as the 
nutritional improvement of widely-consumed foods by 
the addition of nutrients such as vitamins, minerals, and 
amino acids (or other protein supplements) without any 
detectable change in appearance, flavor, and technologi
cal properties. Since the foods themselves arc not 
changed, there is no need for marketing changes. 
Fortification nutrients may or may not have been 
present in the food at harvest. For example, certain B 
vitamins are added to wheat flour in the United States 
to replace the quantities lost during milling. Iodine is 

added to salt and vitamin D to milk, though loth 
nutrients are not present in the unprocessed food. 

For poor countries or poor segments within a country, 
cornfortification of cereals such as rice, wheat, and 

appears to be a feasible approach for immediately 
overcoming nutrient malnutrition caused by poverty. If 
all cereals in East Pakistan were fortified with vitamin A, 
for example, blindness due to vitamin A deficiency 
would cease to be a major health and economic problem. 
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amino acids is particularlyCereal fortification with 
low cost method for combating proteinimportant as a

malnutrition in cereal.consuming cultures, 

Amino acid fortification is a way uo increasing 
utilizable protein of foods and, thus, the effecthe intake 

of dietary protein. It is not a way of correcting amino 

acid deficiencies. When protein concentrates such as soy 

and fish arc used to fortify cereals, however, biologically 

utilizable protein is increased at an accelerated ratedue 

to the synergistic action of the amino acids present in 
both the food being fortified and the fortifying conccn. 

trate. 
The following data from Professor Mark llegstcd of 

Harvard shows the increase in utilizable protein when 

cereals are fortified with amino acids or protein concen

trates. 

INCREASE IN UTILIZABLE CEREAL PROTEIN VIA FORTIFICATION
 

Cereal 

White wheat flour 
White wheat flour 
White wheat flour 

Yellow corn meal 
Yellow corn meal 

Rice 
Rice 

Added Nutrient 

0.2% lysine HCI 
5% fish flour 

0.1% tryptophan and 
0.3% lysine 

0.3% lysine and 
0.1 threonine 

The cost of the added nutrients is equivalent to the 

cost of the increased level of protein. For example, in 

the case of wheat fortified with lysine, each pound of 
cost approximatelyadditional utilizable protein would 

10 cents. 
There is an inherent problem in the marketing of a 

whose appearance, taste,fortified cereal food product 
and texture have not been changed from the unfortified 

food. The attractiveness of the fortification approach 

lies in the fact that no changes in marketing systems and 

eating habits are required since the food itself is not 
this is also a drawbackdetectably changed. However,

Isince the consumer sees no reason to pay an increase of 

3 to 10 percent for the fortified food over the 

unfortified food. Perhaps the fortification approach will 

new foods. For example, an instant tortillawork best in 

Protein 
(by analysis) 

Utilizable 
Protein 

Increase per
100 gins Cereal 

% % gins 

13.75 3.20 
13.94 5.34 2.14 
16.66 7.0 2.91 

7.95 3.0 
8.37 5.1 2.1 

7.12 4.55 
7.52 7.57 3.02 

mix is being marketed by General Mills in Guatemala. 

When this new food item was introduced, it could have 

been fortified with amino acids or soy protein and the 
would have paid the fortification costs alongconsumer 


with the convenience costs of "instantizing" the tortilla.
 

mix. 
Together with AID's Office 

helping the Brazil AID Mission 
investigate the feasibility of 
(cassava) with soy isolate. We 
marketing of a fortified cassava 

of Nutrition, we are 
develop a project to 
fortifying mandioca 
intend to study the 
which appears to be 

identical to untreated cassava vis a vis the marketing of a 

fortified cassava which intentionally "looks different." 
Fortification is not the only answer to making up 

protein deficits among poor people. We do believe it is a 
which can have almost anviable, realistic approach 

immediate effect. 
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President of the 'DevelopmentMr. Frost is Vice 
Division of CPC international,Inc;, a food technology 

institute actively involved in the development of modern 

nutritionproducts for developing nations. 

FOODS TO LOWER'INCOME 
THE ROLE OF PRIVATE ENTERPRISE IN MARKETING 

and the hungry in developing
The malnourished 

a new challenge to governments
countries have posed 
and industry over the past 10 to 15 years. These people 
usually are inl the lower economic groups, have a high 

in remote, difficult-to-
rate of illiteracy, and nany are 

reach regions. Consequently, new problems are encount-

ered in efforts to alleviate their food deficiencies. 
bodies have made contributions to theGovernmental 

are familiarsolution of these problems. I expect you 

with most of these. Private enterprise has also played it 

part in most of the numerous steps involved in gettit I 

foods to these peoples. Since our discussion deals with 
I will refer to two distinctgetting foods to consumers, 


roles of private enterprise in marketing foods in the 


developing countries. 

In its first role, private enterprise manufactures food 

products according to government specifications and at 

cost, and ships them to rcraote locationsgovernment 
given to the needy. Such give-awaywhere the foods are 

programs frequently do nothing to help the economy of 

tie country, but they provide food on a sustaining basis 

to those who might otherwise have little or no food. 

The other role of industry is to conceive product 
test the products, and thenopportunities, develop and 

these to consumers. Since we aremanufacture and sell it is this latter rolediscussing the marketing of foods, 

which we shall discuss in detail. 

PROFITS REQUIRED 

Private enterprise depends on the generation of profits 

from the sale of its products to keep investors' funds in 

the business and to generate new capital. Hence, it must 

CONSUMERS IN DEVELOPING COUNfTRIS 
'. .C.Frost 

some money.
sell its products to consumers who have 

Those families outside the money economy must depend 

nature's crops and upon government give-away foods 
on 

for their sustenance.
 

People in the lower economic groups generally have 
been, and are, in what we term "the produce economy." 

That is, they depend on the direct output of nature for 

their foods. They consume few "processed" foods and 

these are of the simplest types. Their diets arc heavily 

oriented to cereal grains, legumes, vegetables, and fruits. 

Their diets are deficient in meat, milk, and eggs. Ilence, 
both in quality and quantity ofthey are deficient 


protein.
 
We begin a picture of the challenges faced byto see 

private enterprise in trying to carry out the second role: 

eFoods conmined are quite simple. 
ePotential customers are not in the habit of buying 

packaged, processed foods. 
*Illiteracy and an environment with little change make 

new products and difficult topeople suspicious of 
educate ahout new foods. 

*Many of the retail outlets at which these people make 
are too small to be contacted in thetheir purchases 

normal course of business. 
*Protein of adequate quantity and satisfactory quality 

must be formulated into the products.
oRetail price must be low enough to permit purchase 

those within the money economy while yielding,by 
to theprofita reasonable 

over the longer term, 
entrepreneur. 

These challenges are vastly different from those faced in 

where foods are given away by
sustaining programs 


governmental bodies.
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local governmental units to determine the nutritional 
adequacy of its new products. At the same time, 
confirmation of nutritional adequacy, within the 
country, has tie merit of building confidence among 
nutritionists, pediatricians, public health workers, and 
others who may he anxious to help consumers under-
stand the benefits which a product canl bring to them. 

con-The advertising campaign to acquaint potential 
smers with Duryea was heavily oriented to radio. The 
widespread use of radios, even in the poorest homes, and 
the value of communication by audio means among 

those who cannot read were major factors in this 
decision. 

Effort was made to gain distribution in all retail 
outlets in the Cali area, and some 2000 outlets were 
eventually selling Duryea. Point-of-purchase and in-
store demonstrations, where customers tasted the prod-
uct and had immediate opportunity to purehasA it, were 
helpful in introducing I)uryea. The support of key 
individuals in tie government, public health workers, 
and pediatricians was also al important factor in 
bringing Duryea favorably to Ihe attention of potential 
consumers. 

Ins the interveli.g nonths since Duryea gained distri-
bution, the r-stit., have been satisfying. The product is 
being consumed repetitively by those in all income 
groups. Its sale will be expanded to other cities in 
Colombia as raw materials and production facilities 
becone available. 

In spite of Durvea's apparent initial success, we know 
relatively little about the many challenges imposed in 
narketing products successfully it) low-income groups in 
developing countries. Only through experience cali we 
gain the knowledge needed to introduce foods to such 
groups with reasonable likelihood of success. 

We believe that the role of private enterprise in 
marketing foods in developing countries should be to 
build the economy of the country while contributing to 
the better health of its peolle. This is accomplished by 
marketing foods which people like, which they call 
afford, and which are nutritious. This means using 
indigenous sources of raw materials if at all possible, 
putting local people to work processing tihe raw mate-
rials into products, and using established distribution 

channels to get products to those who need them. It 
means investing in the future of the country in the belief 
that, as the economy grows, so will business. It means 
managing the business to obtain these results while, at 
the same time, assumin, a reasonable return to the 

acompany's owners over a period of years. This is 
satisfying role which will contribute to the growth of the 
country and tie company. 

DISCUSSION 

Ellis: 1 have one comment to make: CSM (corn, 
soy, milk blend) and WSB (wheat, soy blend) are 
U.S.-produced, low-cost, high-protein (20 percent pro
tein), good amino acid balance blends which we are 
shipping overseas. We have shipped over a billion pounds 
since the first purchlases were made in September, 1966. 

What is the significance of this? The significance is that 
we have done for human feeding what was done for 
animal feeding 40 years ago. This is nothing but tile 
principle of balanced rations, and any aninal feeder who 
has not beeni using that Jrincille for 30 years has been 
bankrupt for 20. The Wheat-Soya Blend Producers' 
Association has recently produced an excellent brochure 
on the subject; you cal get it by writing the Bulgur 
Associates or the representative of the Millers' National 
Federation here in Washington. It seeks to sell tihe 
product and talks about it as adult vitality. It also notes 
nutrition's influence oil body size: the father looking up 
at the taller soil, as iii the Japanese experience. I feel 
that the high prothin products should be distinguishable 
and that they should be sold on the basis of adult 
vitality as well as healthy babies. 
Call: In improving fo d ,marketing, omie of the prime 
measures of success would be a general inprovement in 
nutrition. This is oile of the things we've got to get into 
our marketing work as ami output. A second point that I 
think Alan Berg made very clear is that, givei tile nature 
and the severity of the nutritional problems in many of 
the developing countries, we cannot wait for tihe normal 
market processes to solve the problem. This means, then, 
that we are going to have to move (and we are moving) 
to what we refer to as nutrition intervention programs, a 
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conscious effort to change the nutritional status of 
peoplc. Some of these nutritional intervention programs 
are going to go through the normal market mechanisms. 
Incaparina, the opaque-2 product in Colombia, and 
pro-nutro are examples, and one could name many more 
such cases. lut this is also a very small step toward total 
solution, 

One of the other prime considerations of marketing 
specialists, and where they can be a real help to 
nutritionists and planners, is in the non-market-oriented 
interventions such as school lunch programs, government 
feeding programs, fortification programs, etc. In the 
past, there has been very little work done in measuring 
the relative efficiency of these different interventions, 
Taking some target group such as pre-school children, 
and given some idea of their deficiencies, economists, 
and particularly food marketing people, should be able 
to use their analytical tools and help nutritionists decide 
which is the most efficient way of eeaching this target 
group. Can we do it best through maternal health 
centers? How does fortification stand up versus some 
other programs? 

Another comment I have deals with different types of 
programs rrating to Dr. iosenfield's remarks. Fortifica. 
tion is what some of us refer to as a shotgun type 
program where you put something into a product and 
throw it out to the whole population knowing that 
everybody in the population does not need it and that 
some of it is going to be wasted. We do it with iodized 
salt in the United States; we do it with niacin, riboflavin, 
and so on in enriched bread. The alternative is to take 
the so-called rifle approach; that is, define your target 
very precisely and then find a weapon to reach that 
target precisely. There are, then, two different methods 
or approaches. and the relative efficiencies of these two 
methods need to be weighed. Marketing peorie can be a 
great help in this because the nutritionists get lost, in 
many cases, when they get into this area. 

The last point I want to make is directed to Berg's 
examples of had nutritional habits which come with 
increased income. As lie indicated, westernized white 
bread introduced into a developing society presents a 
situation where you must develop a taste for a product 
which you artificially fortify to get it up to where it was 
before you started with it. Alan, you know that is a 
double.edged sword and there is a real question again as 
to which is the best way to go. 

The concept of white bread in the bakeries was placed 
in India by other donor countries. To his credit, Alan 
did build on what was going to happen anyhow and 
made it a great deal better. Fortified white bread did 
make some contribution to the development of a 
modern food economy and also to the food supply. 
Berg: I don't want to sound offensive on the Modem 
Bread iasue because I think that affair has been 
over-emphasized by a number of people. What I was 
trying to suggest was not that Modern Bread was a 
panacea, but that some of the conceptual considerations 
have applicability beyond just that one situation. 

Frank Ellis is right that other countries became 
involved, but the reason they became involved was even 
more interesting. In the mid 1960's when India was 
going through the great droughts and famines, wheat was 
more readily available from abroad than rice, and the 
Indian government made a conscious attempt to change 
cereal habits. In the process, Australia, New Zealand, 
and Canada helped in putting this together. 

What actually happened as a result of this surprised 
many of us, certainly me, because it has been assumed 
all along that bread was food which would be consumed 
by the urban "upper crust." In fact, a study just 
completed last December showed that, in Bombay, 40 
percent of the people in the lowest income group 
surveyed (under 26 dollars per family per month) 
consumed bread every day. And beyond that, bread was 
also reaching much further into the hinterland than we 
had ever imagined. One of the more exciting aspects 
about the Modern Bread scheme is that virtually all 
breads in India have now been fortified-if only for 
competitive purposes. 

On David Call's other point, I certainly agree on the 
need to examine relative efficiencies, and this is really 
what I had in mind when I was discussing alternative 
delivery systems. What I am trying to say is that a 
conclusion which may emerge from such an analysis might 
not involve many people in this room or many people in 
the nutrition fraternity; it may not be a food processing 
problem, or fortification problem, or medical problem, 
or even a marketing problem in the private sector sense. 
Maybe the best thing we can do in a country like India is 
to put an entire national budget into trying to reverse 
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there doesn't necessarily apply elsewhere. I think that 
the nutritionally disastrous trend of early weaning, one of the few things that the nutritional fraternity will 
Maybe we ought to do everything we can to keep the agree upon is that pre-school age children are the critical 
baby on the breast longer. It is conceivable that this can group, and we have to do everything possible to reach 
do more for nutrition in India than anything else. All I them. But there are very few programs that do reach 
am saying is that we should not prejudge: let's not them. 
decide until we have the right answers, and we cannot This does not necessarily rule out the effectiveness of 
get the "right answers" until we ask the right questions. some of the more conventional programs as a means of 
We have to play some hunches and do the best we can reaching pre-school age children in a round-about way. 
with limited information while we're trying to find out. For example, Frank Ellis has been criticized on a num-
Jones: It seems appropriate to examine the previous ber of occasions for the fact that most of the PL 480 
discussion in the context of an African setting. In the program goes to older children. But we found an inter
situation which one encounters in most of tropical esting thing in India. What I am about to report should 
Africa, it does not make much sense to talk about forti- not be taken as a final word because the numbers are all 
fication of Incaparina-type products because people are in the computer, but we hope to have an analysis of a 
not obtaining their food stuffs through the market. two-year study in the state of Arisa coming out later this 
Rather, they get them through their own labor on their summer. What we are beginning to find there is fascinat
own farms. ing; that is, there is a lot of substitutionality in diets. 

The prospects for this type of program do not improve When you feed a child in school, he gets less at home. 
significantly when one moves on to the kind of market 1Iiiis is not necessarily bad, but the question, then, is 
system which characterizes the part of the developing what happens with that extra resource? Does it mean the 
world where the marketing chain is short. Here, the father brings less food home and goes out and "boozes it 
actual food processing may be done in the home or after up" with that extra money, or does he bring the same 
the cereal is purchased; the opportunities for fortifica- amount of food home and it's just distributed different. 
tion are again extremely limited. ly in the family? We found that, often, it's the latter. 

In addition, experience in other parts of the underde. Therefore, the child in the school feeding program may 
veloped world has given me the impression that the prin- be the best mechanism we have to reach pre-school 
cipal nutritional problem is protein-deficiency in pre- children. These are things which we have to examine 

'school children, infants, and pregnant and lactating along these lines. 
women. It may not be necessary, therefore, to try to use We cannot think of fortification as being a complete 
international standards across the whole population and answer to rural problems. There are foods in a country 
get terribly upset about the fact that the protein con- like India which do get very deep into the rural 

,sumption level falls below some international standard. hinterlands. These are foods which are centrally pro-
It seems to me that, if this is true, we make a mistake if cessed, which reach virtually everyone. Salt is an 
we try to rely on the marketing mechanism very much to example; everyone in India uses salt. Even if he is not 
improve the quality of nutrition in societies of the type I part of the monet'.zed economy, he barters for salt. In 
am speaking. Hence, a rifle shot, or at least "aimed fact, we find people who need nutritional help most 
shot," approach should be made at the critically vulner- often use the salt because it is the only flavoring agent 
able groups of the population. I also have the impression they have. There has stow been a green light from the 
that mothers of these babies are really quite responsive top nutrition scientists in India to fortify salt with iron 
to this kind of information and education. Unfortunate- and with calcium, and there is a state-wide survey 
ly, they are so often given bad information that they beginning next month to see if they can do, in a field 
cannot always tell which way to go. operation, what has been proven successful in a smaller, 
Berg: First, I tried to qualify, at the outset, that much of controlled situation. For similar reasons, tea is being 
what I had to say was Indian-oriented, and based on examined as a possible fortifier and it looks like it might 
recent Indian experience. I recognize that what happens be used effectively for fortification with vitamin A. 
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MARKETING FUNCTIONS- INCREASING EFFICIENCY
 

We should not conceive of marketing or marketing ef-
ficiency in too narrow a framework. While the physical 
and distributive functions of marketing are a vital part of 
the system, there is much more to marketing than the 
physical movement of goods and transformation of 
products. We have to be just as concerned with organi-
zational aspects of the marketing system, the nature or 
structure of the market, the nature of competition, and 
a host of institutional factors. We must also be con-
cerned with the physical functions of grading, storage, 
transportation, and so on. 

Even in this country, marketing efficiency is often dis-
cussed within a rather narrow and inadequate frame-
work. I would hope that, as we proceed in subsequent 
discussions, we will not lose sight of the fact that we 
must be concerned with such aspects of marketing as 
organization and institutions and the provision of ser-
vices other than those related simply to physical move-
ment of goods. I would cite just a few examples of how 
the physical aspects of storage, grading, and transporta-
tion must be related or integrated into a broader frame-
work to make sense in terms of the total development 
aspects of the countries we are talking about. 

An adequate and responsive price system has to ac-
company any development of the phyical facilities. We 
know that the price system is an important allocator of 
resources, an important mechanism through which con-
sumers express their preferences and desires in the sys-
tem. It is fully as legitimate, and perhaps fully as im- 
portant in our diagnostic and prescriptive approach to 
marketing" problems. that we look at the efficiency of 
the pricing system just as we look at the physical effi-
ciency. 

The matter of an information system upon which the 
physical structures of the system can function has been 
mentioned and emphasized. I think there are many cx-
amples which I have observed in countries arouad the 
Mediterranean Basin which suggest that better planning 
would have occurred, and better export marketing pro-
grams would have been developed, had there been fuller, 
more reliable kinds of information and information 
systems available to producers and exporters as well as 
government. 

Large sums will be required to develop new and 
modernized marketing facilities and structures, and I 
think that we need to be very cognizant of the fact that 
there is a capital shortage in many of these countries. We 
need to be looking for sources of credit and capital to 
finance market development. It is hardly necessary to 
state that, at the producer's level, the matter of access to 
credit is vital if they are going to capitalize upon certain 
kinds of marketing innovations. For example, if farmers 
have inadequate sources of credit or capital to carry 
their grain into storage periods, they are very likely to 

Kenneth Farrell 

continue their traditional patterns of seasonal marketing 
no matter how elegant or how modern the grain storage 
facility may be which we build. So, the matter of access 
to capital and credit is a very vital one, not only for the 
construction of marketing facilities, but for farmers to 
utilize these facilities. 

Also important is the study of what one might call the 
market rules of the game in the marketing system in 
foreign nations. The wholesale market is an example. I 
am thinking here primarily of fruits and vegetables 
which are important sources of revenue for local mu
nicipalities in countries around the Mediterranean Basin. 
A code builds up around these markets. Certain practices 
evolve over time and we need to be cognizant of the 
institutional elements which grow up around these 
markets. These may be serious impediments in the de
velopment and efficient functioning of the marketing 
system. 

Of courbe, one could cite many other examples of 
physical and distributive aspects of marketing. There is 
the situation in India where the grain storage facilities 
were so inadequate that schools were closed so the grain 
could be stored in the school houses. This is mentioned 
as an example of the need for concurrent planning be
tween production and marketing. 

The reverse of this situation does occur occasionally in 
the developing nations. Cold storage and conditioning 
plants were constructed in the Mediterranean Basin with' 
the objective of trying to lead or encourage production 
and improve marketing efficiency for fruits and vegeta
bles. It turned out that these facilities were grossly un
der-utilized and were really inadequate or inefficient in 
light of subsequent conditions in the area. In part, this 
was due to the failure of the planners to assess adequate
ly the competitive position of the region in national and 
international markets; in part, also, because they lacked 
market information and because of a failure to simulta
neously bring about certain other kinds of economic in
stitutional changes which would make it feasible for pro
ducers to utilize the facilities for their intended 
purposes. 

While this panel is concentrating primarily upon what 
I would call the physical-distributive functions, these 
functions should be examined not as independent activi
ties but, rather, as a set of activities related in many 
ways to the organizations and institutions within which 
they operate. I do not say this in any way to deprecate 
the need foi improved storage, transportation, wholesal
ing, or processing facilities. I say it simply to underline 
the fact that, as we diagnose marketing problems and 
prescribe programs to improve marketing, we must be 
aware of the fact that there are many interfaces between 
the physical activity of marketing and the economic and 
institutional aspects of marketing. 
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INCREASING EFFICIENCY AND, IMPltOVING FtKA1bruttAl 10N!" 0OF FOOD PRODUCTS. 

Transport improvements may arm m,ny different 
forms depending upon the country's economic and 
geographic situation as well as upon the current state of 
the transport system. It is very important to look at the 
network as a whole when priorities of transport invest-
ment and technical assistance are to be decided. If trans-
fer points are not geared to increased capacity elsewhere, 
the gain from inland transport improvement may be se-
verely modified. 

In developing countries, road transport costs are ira-
porfant for food production, the location of markets, 
and food prices. Road transport includes feeder roads 
which link up with main roads or rail-water-air terminals, 
as well as the major aitcries for long distance hauls. Be-
cause of the general problem of overcoming vast dis-
tances and connecting villages which have a low level of 
economic activity, the improvement of trails and dry 
weather roads to permit year-round truck service is an 
important task.The initial construction of penetration roads must be 

followed by a strict schedule of regular maintenance to 
reap lasting benefits of such improvement in terms of 
lower transportation rates and improved quality of 
service. One of the greatest challenges to U.S. technical 
assistance is, therefore, the training of maintenance 
crews and organizing highway maintenance units. 

In a recent study of truck operating costs in Senegal, 
for example, operating cost per vehicle kilometer of a 
6.7-ton truck was calculated at 37 cents for unimproved 
earth trails. By improving the trail through grading, the 
cost would drop to 23 cents per kilometer. A gravel road 
would reduce the cost to 17 cents and a surfaced asphalt 
road would further reduce it to 14.6 cents per kilometer. 
In addition, with an asphalt or gravel road having a base 
thickness of 12-15 cm. of select material, semi-trailers 
could be operated which would reduce substantially the 
cost per ton kilometer compared to the 7-ton truck. 
Increases in agricultural production would also favor in-
troduction of heavier and more economical truck units. 

Improved transport service on existing railway lines 
may consist of replacing obsolete rolling stock and 
worn-out tracks and improving motive power or terminal 
facilities. Quite frequently, the main benefits consist of 
saving in transit time by reducing delays and congestion. 

Grace . Finne,' 

im-This reduction in time can often be of critical 
portance, as when transporting livestock, for example. 

Reduction in rates seldom takes place as a result of 
such investment in railroad facilities. Where reductions 
in railroad tariffs have occurred, they have been forced 
on the railroad by the opening up of competitive truck
ing services. However, improvements of rail facilities 
deter railroads from counteracting rising costs by rate 
increases. With the general problem of inflation, stable 
tariffs arc, in effect, reduced tariffs in real terms. 

Inland waterway services are important means of trans
port in many developing countries. Improvements may 
include navigational aids, dredging, or the introduction 
of new tow boats and barges. Because of the inherent 
slowness of river transport, food staples, such as rice 'and 
grains, and foods less subject to deterioration, such as 
palm oil in drums, are food products frequently trans
ported on inland waterways. 

Since inland waterway transport is the least expensive 
form of transport on a ton-mile basis, improvements in 
service benefit shippers in the form of more reliable serv
ice, improved capacity, and reduced losses from pilferage 
rather than any further reduction in tariffs. 

Closely connected with physical improvements of 
transport facilities are efforts to rationalize the schedul
ing of pickups and deliveries. The shipper of food prod. 
ucts may reduce his freight bill if he can provide enough 
volume. Individual shippers may form cooperatives, or 
local authorities may coordinate shipments, so the load 
capacity of the carrier is fully utilized. This isparticular
ly the case with railroad transport where rates for full 
carloads are more favorable than for less than carload 
shipments. 

Similarly, if shippers could coordinate their shipments 
of fertilizers and other farm inputs and have them car
ried on the return trip from the market, truckers may be 
able to quote more favorable round trip rates. 
TRANSPORT REQUIREMENTS OF FOOD 
PRODUCTS 

Food products have different requirements for trans
portation in accordance with the degree of perishability, 
the ease of handling, intrinsic value, and the anticipated 
demand in domestic and international markets. 
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A special challenge is improving the conveyance of 
perishables. The extent of spoilage and losses of perish. 
able food products because of lack of proper transport 
and warehousing facilities is a direct economic loss to 
farmers and consumers alike. 

An FAO marketing study in Libya points out that in-
adequate transport and storage facilities are not wholly 
to blame for losses and spoilage. The human factor is 
also very important, and supervision and training in 
handling of perishables may substantially reduce losses, 
even if the transport equipment is not ideally suited to 
the job. Eggs left in the sun while the driver takes a nap 
and workers riding on top of trucks loaded with melons 
or other perishables are examples of malpractices often 
observed, 

From a technological standpoint, "the cold chain" of 
refrigerated transport offers a solution. The high cost of 
refrigerated transport, however, requires a highly organ-
ized marketing system to make it economically feasible. 

Refrigerated transport of oranges is particularly im
portant at the end of the season when the sugar content 
increases substantially in relation to the acidity. In the 
Mediterranean Basin, refrigerated fruit vessels maintain 
regular service to West European and North European 
ports. Refrigerated freight rates are on the average about 
50 percent above non-refrigerated rates. 

It is very important to view refrigerated transport aga 
chain and to plan for the speediest transfer from one 
part of the cold chain to another, as from truck to ware-
house and vice versa. One way of assuring transfer effi-
ciency is to create integrated companies handling pro-
duction, transportation, and distribution. 

Developing countries may enter into cooperative or 
joint ventures with processors or distributors in the main 
West European or North American markets. The world 
trade in shrimp is a typical example of such integrated 
company approach. 

The selection of the least-cost transport mode for meat 
products involves an analysis of many variables. Most 
important is the factor of distance between the grazing 
lands and the consumer markets. The greater the dis-
tance, the more economical it is to ship refrigerated 
meat rather than livestock. Livestock exhaustion 
becomes a serious problem in any motor or rail trip 
involving over 28 to 36 hours or 300 to 500 kms. in 
distance. 

Poor treatment of livestock and inadequate carriages 
can intensify these problems. In Colombia, it was found 
that moving cattle by foot 250 miles resulted in the loss 
of 176 pounds per animal. Transport of cattle over the 

same :route by rail and boat still resulted in. the loss of 
ahout;10Opounds per animal. Consequenty,'bout 12 
to 20 percent of the beef produced in Colombianever 
reached market. 

Owing to the special problems found in Colombia, a 
system of meat transport by air was initiated and, sur
prisingly, it proved cheaper than any other mode of 
transportation. It must be kept in mind, however, that 
air transport of meat is likely to be profitable only under 
special conditions, such as those in Colombia where al
teniative modes of transport arc severely handicapped 
by terrain, scale of market, and other factorm 

Since only 50 to 70 percent of the live weight of an 
animal can be sold as meat, refrigerated transport offers 
considerable scope for savings in transport cost. 

DISTRIBUTION OF ECONOMIC BENEFITS FROM 
TRANSPORT IMPROVEMENT 

Transport benefits can be distributed in several ways. 
Shippers benefit directly by reduced trucking rates and 
improved quality of service. Transport companies may, 
however, absorb road-user savingb to expand operations 
or to counteract rising labor costs. The distribution of 
road-user savings is sensitive to the competitive and regu
latory environment. If more truckers are attracted by 
road improvements, the relative gain of the shipper will 
be considerably more noticeable than in a case where the 
national government regulates trucking rates and the en
try into the trucking business isrestricted. 

In some cases, road conditions are so bad that detours 
doubling the distance to be travelled are necessary. Un
der such circumstances, truckers refuse to quote rates 
before shipment, and charges are made on a "cost plus" 
basis after completing the trip. If roads are improved to 
the point where truckers are able to give a price on their 
services before shipment takes place, the agricultural 
producer can afford to diversify or to start producing for 
the market place instead of only for his own family. 

If the predominant cargo movement is in agricultural 
products, the transport benefits can more easily be as
signed to the agricultural sector. Frequently, however, 
the cargoes carried are diverse, particularly if the trans
port improvement is related to a main artery and serves 
exports, imports, and local marketing. Transport bene
fits for farmers inside the market economy would be a 
two-directional benefit - on farm input, such as seed, 
fertilizers, and pesticides, and on the food products to 
be marketed. 
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Some years ago our city produce markets were anti
quated and inefficient, largely because they had outlived 
their usefulness and did not meet the needs of the chang.
ing times. They were not large enough to handle the 
increased volume of food moving to the cities. Railroad 
cars could not be moved to the buildings. Streets were 
too narrow to handle the traffic. The markets were lo-
cated in the wrong part of the city and could not ex-
pand. The buildings were not suited for efficient han. 
dling. Refrigeration was inadequate for properly protect-
ing these perishable products.

fn more than 60 cities, plans were developed for 
abandoning these facilities and transferring the business 
to properly planned, modernized food distribution 
centers. In more than half of these cities, the new fa-
cilities have been built and still others will be. In these 
new facilities, products are handled fewer times and at 
less cost. They move through these market centers in less 
time and with less deterioration and spoilage. Further-
more, the relocation of the food marketing operations
has made possible the redevelopment of the blighted
downtown areas they left. 

In this manner, we have corrected many of the defects 
in our wholesale markets, eliminated some handling
operations, and reduced the costs of others. This has
been accomplished by studying the needs of the locality
involved and bringing together the knowledge of market
ing specialists, engineers, and businessmen in a common 
effort to create as efficient an establishment as possible 
- a market center which will meet today's needs and 
which can, with minimum expense, be modified to meet 
the needs of the future. 

By a similar approach, the facilities in producing areas 
are being modernized; transportation and storage are be
ing made more efficient; retail food outlets are being
improved; and these successive steps are being woven 
into a better coordinated system. 

INCREASING EFFICIENCYOF C0ENTRAL MARKETS 

William C. Crow 

This movement toward creating more efficient facili
ties for marketing is not restricted to the United States. 
New market centers have been created in Paris and 18 
other cities in France. The Covent Garden Market in 
London is being relocated, and new facilities have been 
built in many other cities of the United Kingdom. Simi
lar action has been taken throughout Europe, Canada, 
South Africa, Australia, Brazil, and many other parts of 
the world. Developing countries are recognizing the ne
cessity of having marketing facilities to distribute their 
products. Throughout the world, the movement to im
prove physical distribution between farms and con
sumers is growing. The experiences of one area are being
drawn upon and adapted to the needs of another. 

It is no more possible to step up production in a 
country without, at the same time, establishing an ade
quate distribution system than it is to cut cloth with 
scissors having only one blade. We may deceive ourselves 
by stepping up production in an area without having the 
necessary facilities to distribute the products. However, 
without giving adequate attention to both production
and distribution, we cannot make the system work. 
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My comments will be concerned primarily with bio-
logical organisms which are important contributors to 
food loss in marketing. If we consider the grain com-
modities, then we would perhaps list insects, rodents, 
and the storage fungi as being important. 

The Agricultural Research Service's Market Quality 
Research Division has as its objective the finding of bet-
ter ways to prevent damage, loss, and deterioration of 
quality of agricultural commodities in the marketing 
channels. The rodent problems are handled in the De-
partment of the Interior and, therefore, we will merely 
call attention to their importance. 

In some of the developing countries, we have a range 
of estimates on the amount of damage cailied by insects 
all the way from 5 to 30 percent. Insects contaminate 
and devalue even larger quantities than they actually de-
stroy. In countries where food is scarce or hard to pro-
duce, this part of the production should be saved, if 
possible. 

We have made studies which indicate that the develop-
ment of adequate insect preventive and control measures 
will more than pay off in economic benefits, even con-
sidering the cost of control and protection. If we put a 
considerable investment of time and effort into produc-
ing a crop, we should try to preserve it after we get it to 
the point where it is nearly ready to be eaten, 

There are a number of other things to consider from 
the standpoint of loss of nutritive factors. When storage 
fungi and microtoxins develop, there can be health con-
siderations. Information now available ties insects to 

REDUCING LOSSES IN GRAIN STORAGE 
Lyman tlenderson 

some of these health factors. I would suggest that we 
take a good look at the importance of controlling the 
insects and reducing the losses they cause. 

THE PREVENTIVE APPROACH 

Having taken a look at the problem, what do we do 
about it? How do we reduce these losses? We emphasize 
the preventive approach, and some of the basic factors 
here are simply to store grain in clean, tight, weather
proof structures. They don't necessarily have to be ex
pensive. Also, grain should be kept dry and cool. In 
many places, this is difficult. But anything will help 
which tends to inhibit the development of insects and 
the storage fungi and helps maintain the quality of the 
grain. 

Hiarvesting, handling, and storage practices vary greatly 
between countries. lowever, in many cases, a critical 
review of these practices may reveal ways improvements 
could be made and alternatives for strengthening our 
means of applying these preventive factors. One import
ant thing which is frequently overlooked is the im
portance of simple sanitation. For example, when bring
ing a new crop in, clean out all remains of the old crop 
which has been in storage and is probably infested. If it 
is not removed, infestation may enter the new crop as it 
is placed in storage. Cleaning in and around storage si!es 
is highly important, and it is surprising how few people 
in developing countries recognize the importance of this 
point. 
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In many production areas, there will be an infestation 
of storage insects in the grain by the time it is mature 
and harvested. This means that, soon after grain is placed 
in storage, one should take measures to stop the develop-
ment of insects if that product isgoing to stay in storage 
for any period of time. 

There are occasional problems of procurement and 
safe use of insecticides and fungicides. In many places, it 
is just difficult to apply these control or preventive mea
sures properly. Even if the grain is not infested and one 
applies basic preventive measures as grain is placed in 
storage, after a time, in most parts of the world, infesta
tion is likely to occur. Therefore, it may be desirable to 
make some attempt to bring grain into a central storage 
and handling area where proper technology can be ap
plied. In such an area, personnel can handle the control 
measures with proper equipment and facilities. 

I would also comment on planting seed. Insects, ro. 
dents, and fungi can either destroy the seed or imperil its 
viability. It is highly important that one takes good care 
of planting seed. 

CONSIDERATIONS FOR PROCESSED GRAINS 

The cereal products which are derived from the grains 
themselves also need consideration. Cereal products play 
an important role in programs for feeding the needy. 
Grains must be given adequate protection to reduce con
tamination so they arrive to the consumer as clean, 
wholesome, palatable food. Insect-resistant packaging or 
protective packaging is a possible answer to the problem. 
As commodities move through distribution channels, 
there are many points where the infestation hazard is 
extremely high. If a good package is put around the 
product, it stands a better chance of arriving to the con
sumer in good condition. 

Our Division has been doing research on insect
resistant packaging for several years. We have sent ship
mcnts overseas to see how they perform as they get into 
conditions other than those they would encounter do
mestically. Just last full, we sent a smAI team of people 
to the Philippines and India to follow some food prod
net shipments through the marketng system. They fol
lowed experimental shipments and also some routine 
shipments through the distribution channels into the in
terior of the country, even to the point of getting into 
the kitchen in the school lunch program in India. 

The team report might be of interest to you. It is 
entitled, "The Evaluation of Dry Cereal Shipments to 

India and the Philippines," and was published by the 
Agency for International Development, Office of Food 
for Peace. It has some illustrations which show the prob
lems. Observations which were made about insect in. 
festations and the performance of packaging are dis
cussed. Recommendations are made for solving some of 
these problems. 
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My interest in agricultural marketing in tropical Africa We found many of the allegations about imperfections 
was stimulated originally by a simple desire tw appraise in the marketing systems .ot to he bone out by the 
the co-price relationships which faced farmers who facts. Storage costs and seasonal price movements, ill 
%ere being asked to increase output for sale by in- general, appeared moderate. The farmer's share of the 

creased inputs and new techniques. It was probably first cunsumnr's dollar seemed high. The marketing chain was 

aroused by my 1953 visit to the research station at short, prohahly too short, i. fact. Trading margins, so 

,andajika in southern Congo; there, ferlilizer trials were far as we could deternine then, secnitd reasonable. Ins. 

proving economic under the rather special Irice and cost perfections in the di.lssenation of market infornation, 

conditions which then prevailed, great variation in units of neasurement, and lack of rec-

I found many opinions anl allegations about inperfec- ognized quality sta.ndards and fonal contracts did not 
tionm in farm marketing, ranging from concern over the seem as crippling as we had expected. 
Africans' naivete to charges that lack of farm storage Oe. glaring deficieiicy did show up in all of the stnd. 

facilities forced farm surpluses onto the market immedi. ie, and that was the geieral absence of wholesalers with 

ately after harvest at ruinous Ices. On the other hand, capacity to tradei i.l t1e slaple coninodities on a national 

there was impressive evidence that African food supplies hasis. Th6. resulted i. inal-alloation of supplies over 

had increased with IMp lation at a time when export time and space. This situation is [mlh cou.flltnee and 

crop production was growing steadily and large numbers cause of the very imperfect economic network which 

of Africans were being drawn into non.farm employ. should hind a natio. I economy together. It is partially a 

ment. consequenci of cultural fragmentation of the African 
eountries and partially conIsequece of government's at-This smed to imply rather clearly that, in many Afri. 
titude toward commerce. It is self-reinforcing; imnperfeccan countries, internal marketing systems for siaple 

foods were working well enough to call forth increasing lions in allocation of slaples over time and space make 

needed. Beyond that, however, the rural producer reluctant to rely on the market forsupplies as they were 
very little was known with any degree of assurance. much of his stable food requirements. Consequently, in 

Traders might be exploiting farmers, consumrs, or each many places, the market is too thin to permit it to Opd.r

other; prices might behave erratically from day to day, ate efficiently. 

week to week, or month to month; surpluses might exist The tendency for farm families to eat what they grow 

in some place simultanoruly with severe shortages else- also reinforces the customary practice of storing cereals 

where: storagr might. iii fad, be short and fluctuations on the farnm. The consequence is that the magnitude of 

in seasonal Iwicrs x(c'ir~i: market demand might be marketable supplies is extremely difficult to determine 

insufrient to suuport %moolhlyoperating distribution until they are actually offered for sale, which may be 
syslems: and farm.tul.'nsmeorr pice spreads might be near the end of the crop year. 
exaggerated by long narketing chains with redundant The general recommendations which come out of the 

intermediaries. Ther %asno firm evidence. study are principally concerned with steps which the 
national governments might take to help wholesalers de-

PiOBLEM STUDIED velop national systetis of trading relationships. 

We set out to icam more about African food market. 
ing. With All) assistance, we were able to examine SCOPE OF STUDY EXPANDED 
carefully, over a period of 14 to 17 months, the opera
tion of marketing systems for major staples in ive areas Study af the staple food marketing systems also di

of tropical Africa: the food supplying hinterlands of reeled our attention to much broader implications than 
those for increased technical efficiency and physical out-Freetown, N.8robi, Ibadan, Enugu, and Kano. 
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put of African farms, with which we had first been con-
cerned. These added implications deal with economies of 
specialization in agricultural production arising from ua-
tural comparative advantage, division of labor, and ex-
ternal economies of scale in marketing. But they also 
involve tile ways in which an agricultural marketing 
system can facilitate or impede development in the non-
agricultural sectors, particularly in manufacturing. 

In Sierra Leone, the sample survey of agriculture taken 
in 1965/66 -eported that only 5.5 percent of the total 
rice crop was sold, although rice is the preeminent 
staple. It also noted that about half of all domestic rice 
marketrd came front the area of greatest concentration 
of licensed rice dealers. It is worth investigating whether 

ithe paucity of licensed dealers in other rice-growing 
areas heas limited the lirMluiction for market, and 
whether government's efforts to increase rice production 
might better be concentrated in areas already served by a 
i-ell-developed market mchanism. 

The Westeri Nigeria study points to someihat anal-
agous I)ssibilities. ())o )ivision appears to have be-
come the major supplier of yams, gari, and naize to the 
large Ibadani market, although it lies far outside what 
might have becn thought of as the nornal lbadan hinter-
land. Couldn't there ie all opportunity here for govern-
ment to stimulate further development of this potential 
bread basket to enable farmers to tile south, who already 
purchase more than one half of their staple food require-
nients, to comentrate more on production of export 
crops in which their comparativ advaitage is greatest? 

This sort of specialization not oJily lowers production 
costs but, loy prnittiig the farmer greater choice in 
consumption, it also increases his well-being and his ef. 
feclive demand for non-agricultural goods aid services. 

Tlte imltortacle of scale ecoomics may be illustrated 
by tile experience iu Sierra Leone when foreign traders 
were expelled from the rice trade. This "big" trade had 
carried with it a "little" trade in peants, which was not 
large enough to support itself. In the period after tle 
eviction of de foreigners, who had traded nationally, 
the peanut trade appears to have mnore or less falle, 
apart. Something similar may have happened i. Uganda, 
where government control of the "big" cotto. trade 
prolmbly inhibited experimentation in olher "little" 
trades. 

The direct impact of marketing policy o.imanufactur 
ing is best illustrated front Kenya, where there arc said 
to be from 2,000 to 5,000 small water-driven corn mills. 
It might be expected that these would provide a breed. 
ingground for small manufacturers and for entrepreneur-
ship, as they did in Western Europe and tle United 
States. That they have not must be due in io small part 
to governmental regulations which forbid such millers to 
deal in corn or cornmeal, or even to take a share of the 
product as payment for grinding. 

I suggest that the problems of agricultural marketing 
which really require research arenot the mechanical 
ones of how to cut transport costs or how to store and 
process the great increases in yields which may or may 
not result from the "green revolution." Ratler, major 
research is needed on how to best help the marketing 
system perform its preeminent task of allocating scarce 
resources and how to realize tie greatest improvements 
in the productive power of labor (the effect of the divi. 
sion of labor). 

Stanley Peek 
I am not inclined to question the principle of compara. 

tive advantage as a basis for considering alternative 
production patterns. I would, however, direct some com
ments to the question of providing adequate food sup. 
plies for domestic consumption in West Africa. 

Present information indicates that beef, poultry, eggs, 
milk, and beans are examples of nutritionally superior 
foods with thin markets at present low levels of income 
in West Africa. A recent Michigan State University/AID 
study (Strategies and Recommendations for Nigerian 
Rural Development) has shown that, even at lower 
prices, increased consumption has been out of reach of 
the masses. The solution, according to this study, is to 
develop the production of cash crops by small holder. 
producers and, indirectly, by urban dwellers. Such a pro
gram requires better administrative arrangentents, trans.
port, marketing, processing facilities, extension, training 
and research organizations, anti credit institutions. As 
incomes are increased, there will be a market for more 
foods and nutritionally superior foods. 

The question remains, will present markets in West 
Africa provide adequate incentives for increasing produc. 
tion of foods? It seems doubtful for the Present. Al
though the general goal of increasing food production 
seems desirable because of the iteed to save the foreign 
exchange used for food imports and because of declining 
per capita food crop production, the determination must 
be made, for any given area, whether food crops or ex
port crops are most profitable for the farmer and the 
nation. Among the reasons given for lagging food crop 
iproductiont is the "diversion" of many farmers towards 
die production of cash crolps for which there is an as
sured market and income. 

rhe major concerns in Africa are to identify and verify
food marketing priorities ad to determine ways and 
meais to grapple with and resolve tite marketing con. 
straints to production. I believe this is primarily a ques
tion of effective demand; le poor need hard money to 
satisfy their hunger. 

Dr. Peek is an Agricultural Officer with AID. lie has 
worked as an advisorto agriculturaleducation,asa rurnl 
development officer, and as a food.aieulture officer. 
His area of specialization is Africa. 
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James Coddington 

There are a number of areas for assistance in marketing 
which merit additional consideration with regard to West 
Africa. First, pricing policies are not always based on 
sound economics and, where they are, implementation is 
often faulty. In sonic places, minimum support prices 
are established far above the world market and also 
above the level which can be justified in domestic 
markets. It becomes impossible to implement such a 
policy. In other places, the price support level applies 
only at the sat of tle government and does not filter 
out to the production areas. In addition, many develop- 
ing countries have been unable to fund a price support 
program on a permanent basis. This has been due, in 
part, to inadequate planning and design and, in part, to 
ineffective operation. 

Second, milling and storage facilities are either lacking 
or inadequate. The mortar and pestle is designed only 
for home use and cannot he made to operate on a com-
merical basis. On the other hand, large commercial mills, 

such as those found in the developed nations, are im. 
practical in the local context. 

Third, there are no market outlets developed for grain 
in many producing areas. Although the French have co. 
operative marketing associations for peanuts, no similar 
organization is operative for grain. 

Finally, market development projects have often been 
operated by foreign specialists who ignored the impact 
of such a project on existing institutions and also the 
ability of both the public and private sectors to make 
the project a success. Too often market development 
projt.:'s have endeavored to impose a market structure 
on a ozveloping country which is suitable only for a 
fully developed coulntry. 

Mr. Coddington is Chief, Grain Division Program 
Analysis Group, USDA Consumer & Marketing Service. 
In 1968 he participated in a USDAIAID study of rice 
production and marketingproblems in West Africa, and 
previously worked as an FAO Marketing Economist in 
the FarEast. 
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Mr. Home is Food and Agriculture Officer for the 
Regional Office, Central America and PanamaAffairs, 
U. S.Agency for InternationalDevelopment.He has also 
served as Deputy Chief, Rural Development Division, 
AID. 

LATIN AMERICA 
GerardHome, 

To generalize about almost any topic for Latin inputs, such as fertilizers, are not recovered. lit most 
America as a whole is usually hazardous; generalization cases, inadequate storage, preservation, and transport fa
about political, social, and economic factors which must cilities also limit marketing alternatives for the producer. 
be coordinated with overall agricultural development Additional domestic and foreign resources, particularly 
throughout Latin America is often particularly hazard. in the private sector, are available for investment in agri. 
ous. Recognizing that there are notable exceptions in cultural ventures, provided such investment opportuni
many of the countries, some observations may be made ties offer more profit and/or less risk than alternative 
which are generally true in Latin America. opportunities such as urban housing, industry, or service 

MARKETING CHARACTERISTICS enterprises. Prospective investors appear to be especially 
interested in post-harvest enterprises (refrigeration, 

Almost all of the components of the marketing "sys- packaging, brokerage, etc.). 
tern" for almost all crops grown in the region are totally Inefficiencies, low productivity, and limited mans
inadequate for self-sustaining and profitable enterprises. gerial skills usually more than offset the relatively low 
That is, the harvesting, handling, packaging, storing, labor costs in Central America. Moreover, limited effec. 
transporting, and distributing services and facilities for tive demand in the domestic markets and other critical 
agricultural commodities are substantially -Iow the re. variables tend to impede effective use of modern tech. 
quirements for a modern marketing system. This is par- nology/management at the present time. 
ticularly true in the case of the non-traditional agricul- Many of the present problems in developing the agri
tural exports (al crops except bananas, coffee, cotton, culture sector in Central America, including marketing 
and sugar). deficiencies, are complicated by even greater deficiencies 

The production component for non-traditional agricul- in "management." Many of the readily available produc. 
tare in Central America is more advanced than distribu- tion and marketing P.clinologi.s cannot be used effec
tion components of this system. This is not to say, of tively because of lack of 6illed managers who can as
course, that production is all it should be; it is not. semble and operate the scvcral components of the 

The production component of the present agricultural complex "systems" involved in the agriculture sector. 
system in Central America has a great deal of elasticity. For example, a delay in delivery of crates in a recent 
When the prospects for profit appear to be high and risks trial export shipment of cucumbers caused a40 percent 
reasonably low, producers respond promptly with sub- rejection in export-quality product. A flooded domestic 
stantlal increases in production. Conversely, when it market of non-exportable produce caused a collapse in 
seems that prospects for profit are low and risks high, prices. Lack of proper stacking pattern in a refrigerated 
production declines sharply. The pattern of compara- load caused substantial loss in inarketable product. In 
tively large increases and decreases of production is short, every step in the seed-to-consumer process must 
notably characteristic of the basic grains (corn, rice, and be carried out at the proper time and in the proper 
beans). manner, including the sub-components such as packag. 

Traditionally, production exceeds effective demand ing, transporting, etc., lest some seemingly insignificant 
throughout the region. In the small village markets, as action jeopardize the entire effort. The near-tragedy in 
well as in the large central markets, modest surpluses of one Apollo moon-shot was a dramatic example of the 

most agricultural commodities can be found throughout consequences of failure in a small component of a com

the year. The limited purchasing power of the vast ma- plex system. 
jority of the population (vis-a.vis need) is almost always In many instances, a delay or deficiency it some stage 
the over-riding factor accounting for these sirpluses. of the agricultural system is eveu more critical than one 
Pending better assurances that there will be amrrket for involving an industrial enterprise. Delays or errors in 
his products, the producer is reluctant to incrette his planting time, application of fertilizer or pesticide, or 
production and risk his limited capital beyond the tradi- failure to refrigerate a perishable product are usually not 
tional levels. Many producers can recall instances where correctable in subsequent stages, whereas errors in somn 

comparatively small increases in production have de- stages of industrial production might be offset by over
pressed the market to levels where the costly additional time efforts or use of other additional resources. 
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Accordingly, a "systems approach," or careful atten. 
tion:to all of the stages and operations of the entire 
process, is a must. for a sound agricultural development 
program. I would urge the participants in this seminar, 
who are bringing much needed attention to "market-
ing," to also give thoughtful consideration to gearing tei 
marketing functions to all tlie other functions which 
make up the complex package or system of agricultural 
development, 

Ordinarily, the very broad regional or national level 
problem areas such as policies, plans, strategies, research, 
and training requirements, which are important long. 
term considerations, do not come to grips with the more 
practical and pressing, inunediate (ay-to-day operatig
prail pd oril
needs which producers and other participants in the agri-
cultural system must have to survive. I hope that out of 
this seminar will come a series of follow-up actions 
which will concentrate on urgent and priority problens 
confronting domestic and foreign entrepreneurs, pro. 
spective investors, and government officials. In turn, 
these actions will proviet the basis for realistic policies, 
Ilans, research, and training t 
Latis A rica, and perha s other developing eacn. 

tries, call ill afford endless esoteric studies, researh, 
training, and meetings oii marketing or other compo. 
nents of the larger and more complex agricultural sys-
tem. While it is true that more and better information 
would be helpful, anl even greater need is to make effec-
tive use of the knowledge and resources already avail-
Able. It has been my own e.prec nLtnAeia 
tlht most failures in in lati America 
have been due to inaagricultural pojclts and programs 
usehalreeaduy aainability to make timely and proper 
use of already availab knowledge amind resources, ratherle 
than unkiowni or unavailable information aiid resources, 

Donald Fiester 

This conference has certainly poitied up several very 
important things which must be kept in mind in future 
marketing operations ii Latin America. First is the coin-
Ilexity of marketi.ig problems and the interrelationships 
between niarketing, )roduction, and other facets of the 
agricultural business which we are tryiig to support in 
tile LDCs. 

Second, umarketing work should be relevant to tite lo-
eal situation in the L,)Cs because of their diversities, the 
differences iii their stages of development, etc. There is a 
need to understand local situations and local marketing 
systems - their constraints and advantages - before one 
tampers with them. Otherwise, very serious repercus- 
sions may result. I do not think it call be emph.r,ied 
enough that technicians should understand local lw~gu-
age il order to get sonic of the nuances which might 
otherwise escape them. 

Third, USDA technicians and those from other organi
zations'should be concerned with innovation and adapta
tion. They should also see the broader aspects of their 
work and the interrelationships between agricultural 
systems at national, regional, and international levels. 

Furth, there is a need within All), hopefully with the 
assistance of USDA, to integrate marketing (and the 
USDA marketing efforts) with other technical assistance 
projects in agricultural production, particularly agricul. 
tural research. ilopefully, at some point in time, inte
grated production-market systems might be offered to 
the field missions as a package rather than elements to 
be picked ill piecemeal.

I would suggest several priority activities for Latin
America: 

*We should seriously consider the creation of a 
marketing research network. This network probably 
should be based on hemispheric or geographic lines, 
but this would not necessarily be the only considera
tion. I would Ihpe that USDA and others in the 

marketing field would look at this possibility, be
cause marketing affects a country's balance-of-pay
nents and its basic economic relations with other

countries. And a marketing research network could 
contribute to all understanding of these problems. 
Serious in-depth research of sl.cific local and 
national market cases must be undertaken, especially 
because of their broader implications and the posi
bcueo hi rae mlctosadttpsl 
bilities that these research findiigs can help create 
broad principles which night be applied in a much
wider context than just the local situation. 

ODevelop local and regional market infonnation 
networks. USDA has done some useful country work 

on market news services in Blrazil, Peru, and Colom
bia. A network now becomes possible. 

*Respond to AID assistance ol specific marketing 
problems. There is a serious need for understanding 
marketing problems in specific areas. I would hope 
USDA would produce a statement of their possi
bilities of providing assistance (their constraints too) 
so missions have a clear idea of what they canl use 
from USDA. 

61 also propose that USDA begin to work on a series 
of marketing handbooks which will be useful for 
people in AID missions and country institutions 
concerned with marketing problems. 

Mr. Fiester is Acting Chief of the Rural Development 
Division, Bureau for Latin America, U. S. Agency for 
International Development. lie has had extensive field 
work in Central America, serving as an advisor in 
Guatemalaand Costa Rica. 
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Air. Mimms has a long record of government service, 
both in the U. S. Department of Agriculture and with 
U.S. Agency for International Development. lie ispres. 
ently Chief of the Agricultural Branch, Bureau for Near 
East and South Asia, AID. 

Agricultural marketing problems in Near East-South 
Asia are so similar to those already mentioned for Latin 
America and Africa that we will save time by only high-
lighting them. 

Basically these problems existed prior to the "green 
revolution," but are now becoming more acute; some of 
them are chronic. Among these are: 

1. 	Undue seasonal price variations: 
2. 	Constraints posed by an abundance of complex 

governmental regulations; 
3. 	 Inadequate private enterprise participation; 
4. 	Difficulties in implementing inter-regional trade, as 

among the various states of India and between East 
and West Pakistan; 

5. 	Antiquated systems of storage, transportation, 
processing, and financing; 

6. 	 Inadequate grades and standards; 
7. Imperfect information in the marketing system for 

government officials, farmers, and private distrib-
utors; and 

8. 	 Inadequate awareness or recognition of the nuature 
and significance of problems in marketing on the 
part of LDCs as well as donor agencies. (To date 
most of our efforts have been production oriented.) 

While not purely marketing, the following two factors 
will have increasing influence on the efficiency of 
marketing: 

NEAR EAST/SOUTH ASIA 

0. L. Minims 

1. Alternative land use considerations, i.e., producing 
according to effective market demand; and 

2. 	Agricultural policy formulation as a constraint to 
market development. 

Marketing problems need to be considered from a 
commodity basis (i.e., cereals, livestock, fruits, and 
vegetables) and from an institutional basis (i.e., credit, 
transport, processing, storage, assembly, etc.). 

Marketing iroblems need to be considered in the 
broadest context; often the constraint to more effective 
marketing may be outside the context of marketing iii 
its narrowest context. We have already mentioned alter. 
native land use and overall policy formulation as am
portant factors for influencing production and market
ing. 

lit both Pakistan and Turkey, producltion and market
ing efficiency should be considered along with alterna
tive land use. A rough calculation of the internal floor 
price of wheat indicates approximately $2.70 per bushel 
in West Pakistan (calculated at 17 Its per 82 pounds; $ = 
4.8 Rs) and $2.40 in Turkey (calculated at 90 Kurus per 
kilo, 9TL = S1.00). Even if these currencies are dis
counted by about 1/3 (i.e., 7 Its = $1.00 and 12 TL = 
$1.00), the internal floor price of wheat is still in excess 
of the world market price, especially if either country 
has to ship cereals for any distance. Thus, if Turkey and 
Pakistan are to compete for world wheat markets as they 
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become self.sufficient in food cereals, they must im-
prove production efficiency or, alternatively, either seek 
other uses for surplus wheat land or perhaps find uses 
for wheat other than direct human consumption. 

Richard Ward 

In 1961, AID made a loan to Turkey of 20 million 
Turkish lira to be used for the promotion of export of 
fruits and vegetables. For four years this loan was used 
back and forth and partially used up. 

The realization finally came that we needed an or-
ganizltional form in order to increase production and 
develop an export market. Turkey has a very poor ba-
ance of payments and is highly dependent on foreign 
assistance. Turkey's imports are valued at about $800 
million, while exports are about $450 million. Of the 
latter, about 81 percent are agricultural products. After 
examining a number ol alternatives, we decided on the 
export of fresh fruit and vegetables to the European 
market. The market there is around $6 billion for edible 
products. 

Turkey and AID started at the farmer level, giving att 
tention to the need to instill a quality-consciousness. At 
that time, the marketing was done by 21 organizations, 
most of these government organizations; an organization 
is now established in the Ministry of Agriculture for mar-
keting, and the 21 organizations have been cut to six. 

In 1964, Turkey exported $2.2 million worth of fresh 
fruits and vegetables to Europe. Last year, in 1969, she 
exported $21 million. This $2.2 million grew at about a 
million and a quarter a year until last year. Then it went 
from S.7 million to $21 million (from 1968 through 
1d9). This year there is a target of S35to $40 million, 

How did this happen? First, and most essential, an 
interest was created. CENTO (Central Treaty Organiza. 
tion) sponsored marketing seminars and an interest was 
generated in Pakistan, Afghanistan, and Jordan. How-
ever, we came to the point where we had to concentrate, 
and Turkey was selected for the AID effort. 

We concentrated on two commodities, one being 
satsima seedless manldarins. In 1965, we began to push 
this, exporting about a thousand tons through a small 
cooperative. This cooperative bought other cooperatives, 
creating the momentum for further expansion; 
production was increasing 12 1/2 percent per year. 
Other co-ops were involved. 

Transportation was essential, so we helped organize 
groups for the purchase of trucks and trailers. Four large 

Fitz 

organizations ---rone in each of the large growing areas 
- were established as stock companies in the private 
sector in January last year to produce and export fruits 
and vegetables. These four corporations then organized 
themselves into a marketing clearing house in Ankara, 
still in the private sector. In this marketing clearing 
house, we have been able to bring in 200 refrigerated
trucks and vans. 

Then financing became a problem. We tried every 
place; local banks and AID just did not want to put any 
more money in it. Finally, we encouraged the govern
ment to set up loan funds at a reasonable rate of interest 
for this kind of operation. For example, the standard 
interest rates were 10 percent, but the Turkish Govern
ment set up a loan fund at a 5 1/2 percent interest with 
no carrying charges. As a result of this help, the four 
corporations which started last year have expanded. 
Their stock values a year ago were about 5 million Turk
ish lira each; this year they have doubled their stock 
values and they are all doubling their production and 
their procurement of produce. 

One other thing that went into this was a government 
agreement to back the contract purchasing method; we 
have found that we can contract for all we want through
these organizations and they do deliver to the exporters. 
The reason? The European price is a bit higher than in 
Turkey and this is putting an extra dollar or so into the 
farmer's pocket. 

It will be necessary next year to have some reorganiza
tion. All of the companies this year have made money 
with the exception of one, the poorest operated and the 
poorest managed. But we know that within the next two 
years, when exports reach the $35 million mark, we are 
going to need a lot more inputs than we have now. There 
is need for a more modern marketing terminal and, due 
to different kinds of transportation, we are now hiring 
trucks from Yugoslavia, Bulgaria, Iran, and even as far 
away as Germany. 

In conclusion, we are going to need help in manage
ment in Turkey, and I say this also for Pakistan, Iran, 
Jordan, and Afghanistan. FinancinlI do not think that 

is as serious a problem as many imagine. There is money
there. Of course, some foreign exchange is needed too, 
but this will be earned by developing exports of the 
product. But, again, management help isvital. 

Mr. Ward is with the U. S. Agency for International 
Development, BureauforNearEast andSouth Asia. 
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Dr. Schiffman has been with the government since 
1941, serving initially with USDA and more recently 
with AID. His field experience isprincipally in East Asia, 
and he is currently an International Cooperation Officer. 

As, the "green revolution" progresses in areas where 
rice is the staple food and a key factor in overall country
economics, producilg countries become increasingly 
concerned about U. S. policies and their effect on the 
world rice market. 

Takiqig rice as a specific case inpoint, there has been a 
continuous flow of complaints front countries like Bur-
ma and Thailand about our IL 480 program. My guess is 
that the Philippines will join the group having virtually 
achieved self-sufficiency and probably will rapidly be 
able to have an exportable surplus. They, too, have been 
increasingly concerned with regard to U.S. policies. The 
feeling is that U. S. policies may cut them out of what 
might be alegitimate market for their exports. 

A number of East Asian countries are getting into 
corn. Thailand and the Philippines are heavily involved, 
Here, again, we have an export program tied in with I'L 
480 which many of the countries in East Asia feel is 
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EAST ASIA 
Edward Schiffman 

heavily subsidized and, hence, contrary to our adherence 
to "normal marketing." They feel pushed out of poten
tial to single out a problem, itmarkets. So, if one were 
would be to tudy the impact of our trade policies on 
development efforts in the developing countries. 

Our technical assistance effort, until recent times, has 
beeu geared to sonic extent to our own agricultural sur
plus problems. For examlple, we have been reluctant to 
provide technical assistance in the field of cotton pro
duction. For a long period, our policy seemed affected 
by our surplus situation here in this country as well ns 
our interest in helping LDC agriculture. One cannot, 
therefore, examine this marketing problem in East Asia, 
especially whert there is some competition with our do
mestic producers, without taking a look at U.S. trade 
policies in agriculture. This may be more important in 
solving their export marketing problems than any other 
action we may take. 



Mr. Smith is a soils scientist, Formerly with USDA, 
he began his international development careerin 
1962 as an AID advisor in India. Since 1966 he has 
been serving in Vietnam as agriculturaladvisor. 

VIETNAM 
Myron Smith 

moveThe situation in Vietnam presents, as you would im- to market rice, they were afraid to because the 

agine, a little different picture. However, Ican state that government held such large stocks. They did not have 
to severeit reaffirms the resourcefulness potential that exists in a assurance that they would not e subject 

profit-oriented, private-trade community. The harrass- losses. 
exist there rival, and probably There seems to be some other experiences we had inments and risks which 

exceed, those in most areas of the world. Nevertheless, marketing comnoditics such as vegetables and other 

the major part of marketing, whether it is moving pro- products in which the governiieat can play the role of 

duction inputs to the farmer or products to the city, has "pump printer" by providing incentives to producers 

been in the hands of private enterprise except for one without having prices for consumers increased. We might 
have to start tie action, because the prolucers lack con.big commodity-rice, 

to narket increased production.Rice was brought into Vietnam because, for most Viet- fidence in their ability 

nawese, the price of rice determines, in large part, their The government, as the purchasing agency in this case, 

of living. The policy concerning the marketing of encouraged the farm organizations to engage in morecost 
rice had a very great influence on agriculture production, mung bean production for market. Then, as the purchas

partly because the policy was developed on a political- ing agent, the government encourag.d the movement of 
mung beans front the areas of local production into theeconomic base. The government was concerned about 

unrest in the city if rice prices rose too high. But we market. The effect has been no chanige in the consumer 

assured them that the answer to the political unrest was price because the government has belid this down, but 
75 percent increase in theone of sufficient production in-country and adequate there has been about 60 to 

supply, and that rice prices could be controlled by the returns the farmer receives. This is a case where "pump 

government's stocks of rice. The private trade was afraid priming" took place; public funds went into a producer 

to move. Even when the trade was given an opportunity organization to help establish better distribution. 
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I.ce.n Long 

Tim iimlrr11 eni sllllommnItll is Ii caulion aph h. our 
rulling limp raiaidl: too judgment altml imarkeling inh-

I an pleas.ed Il see this USIl)IA II) narklingcontrart 
rna.ge*, itartaiaulrl il lhi,.l'rific rhararltr: reaital 
trying top wt i,,s -iorcifir iintrif, tll qoieifie rlwIleuua 
It snak. ir kinl uf maa.I . whichiar,-relevtil it tlvir 
sjwcifi, data. fta'l.w i-u-.l aadl , firth. There is a lack 

l'ki-wlrdtgr life iltirli Ili hjm" driitii. ahiaull naUrkr. 
hig uml li, norw,.s I, i iilrna e its l,,.rotroiaI,ce. 

Its uilitio,. a, iti,o- u k wilh gr,'atr f'n,or al ,,llaa. 

siauaa dol Iularkrtig lirh.,tas. We 4h4nl 1.,t ,,r-.pli. 

,mile h-o ieall d , 4of i al) I.IX;.
lha r.iarkslpin,, 
air. 'hril )MI dIwIe l st real it islori lla li falior c omt. 
lrotty hard ipto -at lar .fer %tontai wiho pCH. ito lhl-
Villu,. anil l1whii liar ,g'. its life- vonisiaror wilhin a few 
haiiar after dli% are, la) ,.I. hie lhrinip lua loll her Itail 
menl chir-r ahtionl 1) lore..nil *aiark.age oaa tie ewl.. She 
i6 msaking, saal., I'ii nqirt'i a da wil h'r plplsaorslitit 
crtl for that kindlf iatiagria! il,,aiii kill i6 l..rhil 
t., nl. , a . hrI is jJast bardl tooal that ldu of a 
i) tIn. 

I rreiigaize Iull iaarketihg niiistgot la i tiit tis if h11F. 
ge,+,ihg ral)Of,% ali ,ra. Ifr I (.4f4i.till, it is very 
Ma) t amUaalr Ilia. lair+i 4taaelar are lint Iwa a'-, 
thy arr ill ti6 4-411lltr . Ilhisag +re 11,1 likagl', . i, 
anl there is alihisieal Islag,. 

I saw a lIrtipokia* st i iiill,ll tiie a i tiht fee "er 
foods in ilia. This ltrnllh'ical asPistasner lorijo.ct waa lei 
hWitlte Inhias rreu',psizo, how iolaloaIl this proidjrai 
wis. It wotlil cost us M.aa'lhitlg like $2W)uailliosi, whi'h 
just haloilpa, (i, Ie imr Itilal aploprojrialiis for worid- 
wid' teclanical axi'itaci tihat %,,ar.liadli'tolals ill rail. 
rod Pys)lias. lwrb, lraaaliltoioa slo r.!s, air retil,. 
ari. enarlmmlp cItIly. Advice? to conidries abiout lihb 
caught Io lie blaud oo thoragh aalys.is (of lihe n'lativa, 
factor costs salid ahllmnati , uses of those inesloult. for 
odin louirfriols. 

lFinally, I hink we shoull note that liistl formu of 
malritisg inv,,stnfrnls, which are duually ,isi ,owil Aris. 
(Nt if suqaha linuisactiona. They aeed nol kie, aadl poha, 

'.....ro i 'L Mist,.......AidA k
 

bly shold not li., so orientedl. Tlhere is a positivie, pro.
diaclivc side it markeilig iaaproventtio, not onily ill
Irrms of orodaheer intrrests, life[ in terms or overfill rcCp. 
.ric l ilu.l i. li,! Citllltrv.i,: 

Ll.od Ilulmes 

This eniaar lia prividr.d a is'fal -aain (or iliaom.
ilJ aawrkeliag tIi (.Hil i. I.IX. anl eriati g a dialogue 
b(.wee, diverse slo.cialisl i aJ.rivlIlllral d.leoolo.nfl. 

Tih, Il.'ters aaal drhdirapinow. ,learl ,h'.iirale thait 
marketing lroliih isare wrldite. lE'n. rfiitIry aI,o, 
has its io ii e'alr.. ils mi.ciu.l-ilica.l uaid 1,iouinie 
i il.lio ll.,auth il. lreoileaai voilh h, all,,,alion of 
,eare+rr.ioarip lto ollaill lliaioiitln 'Iwnfjt, for life 
riialllry. %%' romropize leairlAip,IIIol diffinreies i 
11c4o1iri1a r,11Iaa.re, aIM r.id al li.akgroaadil atoll learnl 
It, toork wilhii , ,.l-%ijiiig,,rgaiizaliiial aloof iii.ili. 
lihia eil.lho if ,'haage, are it lt. iiiar. 

The loarii of thi+. -iiiinalr leastia, llelliiill wi..fiild: 
(I) I ,oia wilialesatifo siarkeitig larnhl y qorialisi 
haa, hlung markelihig ,.l,,ri,.ia ill tari, ia regioas of fll-, 
w,,rl ad (2) to ilrtif lorhirifli,. fir lh. silliai of 
the.se lir,,lah.aaa. %I%,afhaaIi will I.so firsl io 
lie- usataoar hi wirhih pri,,rilie: t-% lh," .#-I and lior file 
sl,,aeifi" uilt wih,I l,,.ir ialaril 4.arhl attltlllio. 

Wh, flli i, iiaias ,.eiileeptae tlihik.if lariril.ti, IU. l l ,tl 
"'.uhoae priorities and soji,lirv. " If,l Ilie +il 'c 
lanuiAdln. aaad lil kiatil ,fi loclniiijes ,,olili)i'l ill 
s-0ig lrn,lh'aas %tilllargli dep,,',tl ini, o ilablalies 
til l-rnirisi,. If ', hal ,',,uaIr) ,.atihlisae. a lririty 
fer buildi± farra-.teinirkt roais., re.4siarces will Ie 
hisaa.l,.d hito riiail loiaildlig. It will luke a real sellisag 
ol, Ii 'hlaget. hirieI if loriirilis lvarase lot!ilocal 
l,,',ple luiue inlwied t.hi. he,, ill tie lrisj,.cl. 

InvavIitniet raiait lot igiried ill mettinlg hiriorilie, 
Thi. persnul iilah'ensienl aail coinilienI lay r.ciai. 
rils, ,hlilOr.n. Uaiclalhiiiiiitralir iie. L,,lI gin oifriI g 
liae erarliet llaiiiial I'oof any pirojt if g resils are! Ito 
lie- ,lie'ld. It if#ao elaniglh for lealaaieiii+ns tip ideatity 
Irli ,iisail hui oit roonienducl sioliws for lha. 
I.l)s to hnl'lint. Far ioo) in ch effort has goiae into 
this kial of lecinauical assistanice anadh too little islao joitt 

83 

http:lrisj,.cl
http:lariril.ti
http:tlihik.if
http:l,,ri,.ia
http:r,11Iaa.re
http:aalys.is
http:lorijo.ct
http:pleas.ed


largt-setting between technicians and those in position 
in LDCs who can make needed changes or do something 
about allocating remurces to attain desired results. We 
need to establish as one high priority that of listening to 

say they want aid then building on the
what the LDC 
institutional and cultural foundations they have. I do 
not believe we need to change an entire marketing 
qstem or start a new system in any country. We must 
help LDCs "adapt" existing systems to improved meth. 
oads to obtain greater efficiency in marketing, 

These are the priorities I see: 
I. Compile a list of marketing problems as identified 

by foreign technicians and LDCs. We have done 
some of this during this seminar. Proposals on 
information, education, and research were clearly 
high priority. Such a listing of priorities provides a 
foundation for the new program effort in market-
ing. 

2. 	Determine if solutions applied to solving marketing 
problems inohe country or area are trmnsferable to 
other areas en toto or with modifications. We may 
be able to implement rccomnendatiors to solve 
problems quite easily in one country, It can we 
employ the same techniques i.other areas of the 
world'! Cm's stIudies and pilot programs can be 
employed in determining transferability. 

3. 	Determine what kinds of techniques and techni. 
cians are likely to be effective in technical assis. 
tance efforts and, then, match people with 
problems and programs. One technician may have. 
the best ide:as and knowledge available anywhere 
for solving a particular problem, but unless officials 
in LI)Cs Ieliete in the person or the person "sells" 
the idea, it likely will never IN'adopted. We need to 
learn how ta work with lit iLtitutional and 
cultural establihmients, politicians, and lay leaders 
and helip them generate ideas which would henefit 
the country if adopted. 

4. My last 'liint is the need to clarify fht term 
marketing for thosrn we are seeking to help. 
Marketing is not only a pice iroblem or a price 
stabilization Program. It is all thlt services ard 
processs involved in getting farm iroducts from 
farmers to consuuers: production and market 
intelligence. Itanslhorlatiot. storage, risks (and this 
is very important where govennent plays a role in 
stabilizing lirices because of fear by private inves
tors to build facilities, etc.). processing, and distri. 
bution. A particular country may have problems in 
many of these areas. I douht ifwe will succeed by 
trying to change all of them at once. LOs do not 
have the manpower or capital to manage or finance 
such great changes, nr do we. 

Mr. Holmes is an agricultural economist with the 
Agricultural Stabilization and Conservation Service, 
USDA, lie has served on a resident AID. USDA 
PASA in Latin America, working in agricultural 
marketing. 

Chun Slnter 

I would like to suggest some specific tasks for USDA: 
1. Diane clstudies of marketing channel treated as 

systems, as sketched out by my colleague, Harold 
Riley, could be of great value. They are practical 
and they are the kinds of things which can be 
effectively carried forward by local technicians 
with rme guidance and cooperation from a 
USD,, 4AID contract. They could produce new 
information which would help all of us concerned 
with market decisions. 

2. 	We could foster consumer-oriented, urban, retail. 
marketing institutions. These are institutions which 
are dedicated to lowering prices and then, using 
economies of scale, to gain improved coordination 
of their supply back through the marketing chan. 
nels. These are the kind of private marketing 
institutions which can be efficient in many com. 
munities. I would say that they can be of value in 
Latin America. I'm not certain of their usefulness 
in other areas of the world. 

3. 	 Improving the communication channels through 
market news systems and consumer education 
programs would reduce the risks and uncertainties 

. 

I 
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made by Mr. Home that, in Latin America, there issome 
of market participants. The information systems dje production capacity and hoarded resources in the 

should serve not only the farmers but the inter- marketing channels, this i a symptom of the macro-eco

mediaries who now either capture information and nomic, underemployment phenomena characteristic of 

keep it to themselves (and thus exploit it) or, more developed communities. If we could start with the 

lacking it, have to raise their prices as an insurance urban consumer and reduce the prices which are 

against the risk to their capital, charged, work back up the channels with these reduced 
prices, and then utilize increased scale of operations to4. 	USDA should foster input marketing channels. We 

have not concentrated on that in this seminar, but I increase the output of the system, we can expand 

think that starting at rural marketing centers and market participation. This is not an easy task. 
working back to the city is just as important as There are several policy problems which need atten

starting in the city to work back to the rural area tion if the developing countries go in this direction. To 

when you are concerned with the inputs, as gain scale means cutting out small middlemen. Cutting 

opposed to the outputs, of the farm system. out small middlemen causes all sorts of trouble up and 
These four tasks can be carried forwa. I if we bear in down the line. In the aggregate, they are pein'ically 

mind that marketing starts at the consumer and works potent people. The answer is, I think, to ' the 

back. It does not start with the concern for the producer economies of scale so they fit the society. 
alone. if there is a single defect in the designs most have In Puerto Rico, many small retailers became beer 

talked about here, it is the orientation of trying to help retailers rather than grocers and they were allowed to 

the farmer. We're trying to help the consumer as well! sell rum and beer by te drink. Thus, they hardly 

And that's quite a different thing. noticed that Pueblo supermarkets took over 40 percent 
In 	 the process of helping ',he consumer, we shift the of the retail sales in San Juan, they were busy wringing 

distribution of income. This, I think, can be thought of out the bar rags and making money selling beer. We need 
in a theory that is consistent with the Keynesean to think of transitions of this sort to assist in the 
doctrine of marro-economics. If we accept the points transition toward larger dealers and economies of scale 

which are enjoyed in the urban centers. 
A second policy problem is that the increases in real 

income must include a redistribution of income to the 
lower sectors of the society. This is an alternative to 

1i 	 political revolution but ot to counter-revolution. Amid it 

seems to me that counter-revolution is the more serious 
threat to our economie( development programs; the rich 



resist efforts to redistribute income to lte low incoie 
people. Lower prices are not necessarily attractive to the 
wealthier menibers of the community. 

Another policv problem is that lower prices aid more 
depenidable demiand cut out hip-cost, simlil operators in 
te farm sector as well. One solution may be to explore 
more fully the suggestionn which .ly colleague, Profcssor 

Owen of the Universily of Colorado, has put forward; 
nanlely, tihe recognition of a two-part rural economy - a 
market sector which may be larger ii scale, and a 
subsistence griji)i of farniers who hav'e a differenit Socialandbe i eed. Therrecognition thesif twoof et

and eoonic rued.aeie reccrgnitio iof theentwo 
etenie.t hm the rural area, rather than treating the etirec 
rsral com unity as a single enty, may be. a ieessary 
SFinally, I'd like to second he suggestion which has 


Fienayd iet seond thcusedsu tionaywc aslbeen made that regionally focused actiomis may be able 

similarities 
which do exist, but concerned also that tite dissimilar-
to help us further. I am appreciative of tlie 

flies between regions are real. 

Dr. Stater is a Professor im tie Graduate School of 
Business Administration, University of Colorado. lie has 
been Director, Latin American Planning Center. and 
iHead of the Pood Marketing Program, Michigan State. 
Front 1958-1963, he was head of the Consumer Market-
ing Section, Arthur D. Little Co. 

Robert Johnson 

iamniot am agriculturist; however, I have had a 
continuig and close- comncerni with some of the piro-
graniming amid adminiistrative aspects of these irograms. 
aid iii our own bureau, have some very vital coicerns i. 
which time USI)A is involved. lhere are somie priority 
pirobiem areas under the USI)A/AILD iarketing contract 
as wen see them for Eas[ Asia.aist, imo or arecountry ad rgio.al irograias w. 
incrasigly aware of the systm saspects of agricltral 
progras Thyeawareftime systemshosp esaturdal 
P.rams. lhmemimarketiig system shou l be stidied ashart of a cOmimilodity system. We're iicreasimigly coum. 
cermied with time interactions which take place between 
these systeis aid tme further interactions of time food 
systei, withii tihe couitry's total social aid economic 
develop.ment. 

Seconidly, I thimk there is a great deal of research to be 
dome on immplicaliomis of policy; actions take at a 
particular poimit ii am agricultural systen have implie. 
tiois which go beyod that. We had a ieeting recently 
in Hawaii. Milo Cox aind some of the others from here 
participated with tIme East-West Cemnter staff 'i.efforts to 
develop a food system institutc whicim would work as a 
catalyst aid ti iridge betweemn America amid Asia. One of 
the things which very clearly caime out of it is that 
decisions at oe poimit i. the narketing process have 
certain spillover effects and linkages to tme production 

process and to consiimer decisions. Time seimlor Asian 
officials who were there were quie wancelled with this 
problem. We itheare alredy gettig feedback. Asias 
Development Bamk, to some extent as a result of this 
participation, is interested in pursuing some of these 
questions of national sectoral strategy in tie Philippines. 

Thirdly, I would underline the regional aid country 
emvironnt in ternis of what is done. A tailor ppi 
evroe tiPeisofd wa t ine A lor applie 

certain pirinciles oif dressmaking, hut lte cloth has to he 
cut aid sewed to fit the particular situation; this seems 
to I.t what we face with some of the problems with 
which we are concerned. 

Fourth, we are concerned with such issues as the 
rumrl-urba, linkage, i.e., what is happening as a result of 
shifts taking place in response to the "'green revolution."The USDA/AII) marketinlg work should be hetlpful in 
T he we mave a r who mir food 
Asia,e e whih are linked export.ad imlportaea proble with (onlryfoodeda tstrategies which to 
conicerns. At a SEAl)A; meetinmg last year, i.which 

USI)A, All), amid other people participated, it became 
very clear that there were serious questiois of this kind. 
A counmtry is shapinig its food policies i.a certain 
direction but, at tIhe same time, other countries in tihe 
region are shapimng theirs too, and this whole question of 
foreign aid domestic demanids are brought into play.

Finally, tIme questioi of roles for private amd govern. 
ment i,,stitutios is oe which nceds further stud'; to 
some extent, this will also be iniflueiced by a country's 

spiecific conditions. flow do you get time- right kinds of
governmenital aid/or private inistitutioial efforts towork? I am speaking here iot just of organiizatiois or 
forimal structures but also of tie policies, attitudes, amd 
ideas. This, too, is a area which needs nmore attentio. 

I would like to comment about time is.ue of ImarketiigIwudlk ocmetaotteisio aktn 
ifrastructure costs, such as farmmi-to-narket roads. In 
lookig at cost/beefits of different types of measures, 
there are somc which have a umber of secomdary social 
values which, like farm-to-miarket roads, have nmore thai 

a purely agriemltural beuefit to time producer. Farm-to. 
market roads fulfill a variety of other funmctions which 
art probably goimg to be very importamt. 

Oule is that time)' opei up informatio amid co.mmunica
tion liks with the government agencies. The school is in 
time townm. The town is where some sort of representative 
of lte mational government is likely to be. It is a place 
which may have values for defense iirposes, for internal 
security iurposes. Imammy questioni involving marketing 
decisions, liikages to a number of other factors Ineed to 
be taken iuto account. 

Mr. Johnson is Director of the Office of Teehiledl 
Services, Bureau for Est Asia, U, S, Agency ivi 
hiternationalDevelopment, 
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OiWe of the important side benefits of this seiflhnur ill 
_indWAL-ting is that it has helped ui identify some 
iifiltoaHiit resource talent. When we undertook this 
jikogtain with USDA, we, as well as our colleagues iI 
USDA, recognized that USI)A did not have all tie talent 
needed for this undertaking. And I believe we have 
identified sonic important talent, inot only in marketing, 
lint in areas related to marketing which the USI)A/AID 
contract may draw upon. 

We have identified soine iossible approaches from this 
seminar. One such approach i6 that techiical assistance 
innarketing needs to be imultidisciplinary. This has beenu 
brought out by the need to take into account govern. 
ient policies on pricing, tie role of private enterprise, 
and policies which facilitate, rather than restrict, tile 
movement of good, from one place to another. We i 
AID and our colleagues in USDA and the universities 
have a collective experience which needs to be drawn on 

so USAID efforts call be improved. Another approach 
suggested is that regional seminars or workshops might 
be a useful means of ikentifying a stimulating countrynd 
interests in their nwrketi g problens and in obtaining 
externtal asistae, to helpsolve them. "ment. 

Mr. Johnson is weith the Bureau for Technical Assist. 
once, AID, having served as an Agricultural Economics 
Advisor in Tunisia and Saudi Arabia. lie has also worked 
with the Food-AgricultureOffice and the Office oflrice 
Slabilization. 

Richard Router 

My recommendation is that we sliarlpen the purpose of 
the USDA/All) marketing program. Because of our 
Interest, somie have tended to e.quate mitrition with a 
narketing program. Improved nutrition is not the 
purpose of the development of a marketing system, 
although I firmly believe you cannot have Iroper 
atutrilion, regardless of government programs,until you 
Iave aviable marketing system. 

The consumer is the point of time exercise. It scems to 
ite that our marketing improvemlent efforts should focus 
on the consumer, It isnot inconsistent to provide food 
mitless cost to tie consumier and greater returns to time 
fminer. 

if tireconsuner does not wish to buy better nutrition, 
sie will not pay for it. All) programs have innumerable 
experiences where- tie "good food" just did not sell and 
where the coit of making it widely availab!e exceeded its 
acceptability. 

Coca-Cola isa great marketing achievement. Question, 
if you will, its economic and nutrition contribution, but, 
in a short time span, It miade available everywhere an 
inexpensive desired product. We might learn front this 
Coca-Cola story. 

itioataion is resisted and the new is suspectdoviopinig countries." Because risk spending pmtential isi 

low, changes in products or marketing system paterns in 
the *leveloptIg world are dower tian in "the more 
sophisticated eelionies of tileworld. 

The private sector should be encouraged to innovate;
it does .ot need subsidy for this, but neds a climate in 
which change is accepted and a climate where profit is 
accepted as a contribution toward development. 
-

Air. Renter is a Vice President of Krafl loodsj 
Chicago. lie was formerly Director of the U.S. Pbod 
for Pieacc Program. serving as assistant to the 
President. 

Benjamin 1 ,eh 
I have been struck by the dillereneies in the orienta. 

tions and levels of alstractio of the various speakers.
ieole who have worked primarily overseas have dealt 

mainly with specific, real prohilenis within their experi.d.nee, or with what tlh.v haa e hI.reivedl to be sp.eific
probhs. !i. aeadehieall-orieinted pople, on the 

other hand, have tended to focuis oil broader policy 
issues rather than thel daily prilm.nis of progran develop. 

This has left what sevms to me to be a 

Considerable gap. Ilow van thlese different orientations 
be tied together to provid a nore meaningful basis for 
examining l rioritie.s? 

I wouh not Iresume to Ie able to bridge this gal), hut 
I caii suggest a framnework for thinking about it. My 
frame of reference is tle. "systenis apiroach." This is a 
currently iolmlar terin and, during the seminar, several 
speakers have made reference to it. I cannot Itotlp but 
wonder, however, if they all had tIIe conicept ilsame 
mind. I would like- to oudi,,e til!alproach a bit more 
slecifically and suggest hoV it nay apply to the 
estatlishmnen tif priorities. 

C. West Churehmin in his book, The Systems Ap. 
proach, has a chapter entitled "Svstenis Thinking" in 
which he discusses alproaches to thinking about prob. 
lemIs. I suggest that systems thinking should be an 
important prelude to the establishument (if technical 
assistance prioritie.s. 

Systems thinking involves svveral well.defined steps: 
(1) determine al( exanine goals - ti real goals :-and 
tie sulgoals which may be! associated; (2) idenltify the 
system relevant itoachieving tihgoals which Inay, ill 
many cases, involve more thaii tie marketing system; (3) 
determine the colmponent, of the system; (4) define tle 
environnent within which lh system must operate, 
involving the factors which restrict aid condition the 
functioning of tihe sy.el; (5) define tle (illtlt of the 
systeln - the ieasulrers of performillce of the system, 
involving nitultiple dimensiois such as prices, production, 
emllynlment, nutrition level, income distribution, and so 
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on; (6) determine, conceptually, the types of intewela4 
tionship which seem likely to exist among the parts of 
the system; (7) delineate alternative courses of action; 
and (8) attempt to evaluate the possible consequences of 
alternative actions in terms of the output and perform. 
ance of lt1esystem. It may not be possible to do this 
with only a conceptual idea of a system, but it will at 
least bring out what we know and do not know. It will 
suggest something about needs for information and 
additional research. 

With this type of systematic thinking - "systems 
thinking" - as a starting point, we should be able to do 
a better job in establishing priorities for technical 

.

assistance. 

Dr. French is professor of marketing economics in 

the Agricultural Economics Department of the 

University of California at Davis. lie has directed 
a number of research projects and written widely in 
the field o/food distribution. 

Douglas Calon 

First, I'd like to restate what is one of the purposes of 
the USDA/All) marketing agreement; namely, to find 
out, over the next year to year and a half, what the 
research n,,,eds are in tihe developing countries in order to 
help improve market systems. 

The USI)A might undertake a limited number of 
sharply focused studies using appropriate analytical 
methodology to obltdin information on the strengths and 
weaknesses of tie existing marketing systems. They may 
also study the ability of these systems to expand or 
adjust to what may lie ahead in the development process 
and iii Iopulation growth. Stich studies should take into 
account b|th domestic and export mvarket dimensions 
and the components of marketing, both organizational 
and functional. Insofar as possible, the USDA/AID 
marketing people might look at the market environment 
and the so-called input-output relationship of produc
tion, marketing, and demand. 

I suggest also some possible approaches: 1) the use of 
regional and sirea workshops and seminars to organize 
U.S. brainpower in support of local institutions. This
 
would create the mecessary knowledge base which is
 
going to ieneeded for improved marketing efforts in the
 
future. 2) tIl tuse of n1w Support instrunments such as im- ..
 

tetnational marketing institutes and the poF-simle develop
ment of regional research networks in post-harvest han
dling and prtocessing of agricultural commodities.
 

Dr. Caton is a.Senior Agricultural Specialist with the 
U.S. Agency for Iternatioal Development. baving
 

served previously as Director of the Office of
 
Agriculture and Fisheries, liureau for Technical
 
Assistance,
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yle Schertz 

The discussons at the conference have underscored 
the importance of government policies on marketing, 
Comments, particularly by Jones and Mellor, point out 
that policies can have a great influence on the efficiency 
of the marketing system, investments in marketing 
facilities, and the competitive relationships among mar-
keting entities, 

The discussions, however, have been less clear on how 
technical assistance might contribute to bringing about 
adjustments in policies related to marketing. My hope is 
that additional attention will be given to this important 
question in the AID/USDA work. 

Technical assistance can make an important contribu-
tion to policy by providing descriptive market studies. 
Much more needs to be known about "who does what to 
whom, how often, and for how much," in the marketing 
systems of developing countries. An understanding by 
those providing technical assistance, and, most of all, by 
people in the developing countries as to how their 
marketing systems really function is important. But 
perhaps of even greater importance is an understanding 
of why they operate the way they do and of the linkages 
between government policies and the functioning of the 
marketing system. If I have any criticism of the 
marketing studies which have been done in the develop-
ing countries, it would be that, in describing the 
marketing system, the role of policies in shaping that 
system was often overlooked. 

I emphasize this even though U. S. leverage for direct 
policy persuasion via bilateral aid programs is, in many 

cases, lower than it has been in many years. But, in my 
judgment, this situation does not diminish the need for 
giving attention to the public policy side of marketing. If 
we are to be effective with technical assistance, we must 
understand these relationships. Failure to do so can lead 
to capital assistance projects to alleviate problems which 
could have been corrected with policy adjustments by 
the developing countries. 

AID has provided useful assistance to developing 
.auntries for improving technical functions of the 

marketing system. For example, work in market infor
maion, crop reporting, warehouse bonding, and grades 
and standards can have high payoffs in terms of 
improving the efficiency of the marketing system. These 
areas are less sensitive than some policy questions and 
should be increased because of their potential near-term 
payoffs. More attention might also be usefully given to 
training - seminars, academic training, and non-aca
demic training. These training activities can increase our 
understanding of marketing while, at the same time, 
train men to work in marketing. 

Dr. Schertz is Deputy Administrator of USDA Foreign 
Economic Development Service. Within USDA he has 
also been Chief, International Monetary and Trade 
ResearchBranch, Economic Research Service, and Chief, 
Foregn Competition Branch, Foreign AgriculturaI.Ser
vice. lie has lone extensive work overseas, both in trade 
development and in the evaluation ofaid efforts. 
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Marketing problems in the developing countries are 
not new. But tie concern and commitment to solve 
them, as reflected in policy statements by Paarlberg and 
Peterson and the large participation in the seminar, is a 
recent phenomenon. The new interest has been gener-
ated in part by the recent "green revolution" which 
exacerbated and dramatized such chronic problems as 
inadequate transportation and storage, poor market 
information, and lack of capital. 

Many seminar participants discussed marketing prob. 
lemns in terms of the producer. But, as seminar dis-
cussions evolved. the consumers' interest in efficient 
marketing and marketing's role in overall national 
development also became clearly evident. The need for 
dealing with marketing problems on an integrated 
national basis which serves producers, consumers, and 
the goals of the nation was generally accepted. 

Experiences and insights were shared on how work in 
marketing might best be carried on. The following points 
were stressed: (a) Local individuals and institutions need 
to be involved in proposed marketing reforms. (h) An 
interdisciplinary teani effort is needed to encompass all 
aspects of a marketing system. (c) Follow.through on 
marketing efforts throughout the agricultural system is 
necessary to assure effective linkage between production 
and distribution (Riley, Johnson, Ward, Frost). 

Some raised questions on the nature and purpose of 
marketing systems (Peterson, Goldberg, Mayer). They 
pointed out a need to define objectives of the system in 
order to appraise its performance and to consider 
improvements. 

Niarketing means different things and lins different 
objectives for the producer, consumer, distributor, and 
for those concerned with national development. Con-
flicts among contending interests and conflicting objec-
tlives are usually resolved by political as well as economic 
processea. Ilence, in AID-USDA work, there is need to 
reckon with the loci of power in the market place, the 
forces affecting marketing policy, and how the market. 

ing system serves the different groups (Golderg and 
Riley). The national nutrition policy of India, cited by 
Berg, isan examle of a political decision on food policy 
whereby the GOI recognized a responsibility to improve 
the diets of tit(! poor. There'is need to help create 
institutional arrangements in the marketing system 
which may contribute to the satisfaction of several 
objectives. 

A number of specific areas of ,ctivity for the new 
AID.USDA effort were given high priority: 

(1) Identification of technical assistance and research 
needs. )espite many ideas on the shortcomings of 
marketing systems iinleveop"g countries, there was 
agreement that problems need to bc better identified, 
alternative solutions weighed, and priorities assigned. 
Technical 'issistance was seen as needed for improving 
marketing services such as grades and standards, and also 
for developing improvements in technology and institu. 
tional arrangements. The Feister and Caton proposals for 
research institutes concerned with a wide range of 
marketing problens encountered in the Latin American 
hemisphere (and other regions) reflected this concern. 
Research topics mentiened included the following: (a) 
Technical and economic efficiency in marketing; e.g., 
government vs. private sector marketing perforniance; 
goverunent policy as a constraint on technological 
change or private sector enterprise; scale and efficiency 
of marketing firms; processes of market development 
and expansion; relative efficiency of different types of 
market organizations. (b) Interdependence of prodic
tion, marketing, and economic development; e.g., labor 
use and employment in marketing; nutritional levels 
effective demand and need. 

(2) Improvement of marketing management eapabil
ity. Seminar participants noted that marketing manage. 
ment was a most critical constraint and urged AID. 
USDA efforts to improve tie capability of public and 
private policy makers to deal with complexities of 
modern marketing systems. 
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Many speakers stressed tw need to bring about a 
market orientation among producers as well as distribi-
tors and to create a elter understanding (if the role of 
marketing I, th' develoli t proess amonig I.iitlic afld 

private marketing officials (Ward, Ilore). Some sugges. 
tions to accomplish this were: (a) Siiuiiiar.. in .atiin 
America and olher regions which would increase undter-
slanding of tle importance of marketiog il ltatiojial 
dlevelopienit uid identify proje'cts on which caplital or 
technical assistance could Ibe useful. (Ii) Special short 
coiurses stich as those programmed byl the 1]. S. 
I)epartmaent of Agriculture, tli hetener ioall iarketiPi 
tlstitilte att hrvard, iad special prograniis at other 
universities to reach a1 lirger lmiiber (f narketing 
mainagers. Siich coirses should encourage tIImore iiillov;-
ti. atlluoiet in itistitutiomil urraelellbt as wll as on 

thmealolption of new hth mohogy to iiiotli.izize nmrket. 
ing. (c) 'rTlhnical assistance fll llalyIVhow to collle 
of market potentials ind ito devisv market (t'melolenlilt 

strategies. 
(3) Marketing information Jor .onsuhters. producers, 

and distributors. Several spleakers ioted the need for 
ietter information, more widely disseinilatell, to im-
prove decisioimkiing throughllut the i arketiliig s-
tills. Ellis and Blerg noled thItl tier. are functional 
illitlerltes ill resiec t tIt mitritimI: pIior dtie ts are caused 

shaping/altering the system to attain its objectives. (c) 
Different altcrnativeq need to be formulat'd for a given
problem a11d the likey costs and beinefts of each 

alternative estimated. 
With this alproach, some of the specilic proposals that 

were made fall into place; e.g., if o.,W ohjective of a 
markeling systenm is to bring about greater stability in 
supplies and prices of hasic food crops, theta we assess 
mid adjust price policies accordigly (lharris). And thes(! 
adjustments art! different from those which would be 
aade if the objective was simply to lrovide' incentives 

for higher prIodtctioI. If amiother objective is a .more 
adequate food supply or better diet for all the e)i'ol,, 
then we are concerned with delivery %.vystemsand 
milrilive valne of foods for Ili Ipor. the young, an1d 

other vtltnerah'l groups. as wll .s itlh iirol'elenilts ill 

tie comnmerciall nmarkeliimg systemis. 
(2) Many narketiing lroblems a're location specific 

anld are related to a ouitlrvs stae of economic 
dlevelopminilt; hence, assistuice should be tailored to 
coliilry nieeds (Peterson. l'ete, Smith. .lons). At tie! 
san time. there was cot.wiislis that nmich could Im. 

larned bV a (olltmpraltive approach and by deve'hloiing a 
general fra iework for tIhe itentification (if marketing 

robleims. 
by a1lack (if kmIowledge as well as 4i lack of ill(-iIII,. (3) A rather thanmaci moili tv al1 ra'h)MiV..tional 
Aiong the specific sugg.stiotis iimade were: (it) I )va'olp-

ient of market news itetworks for liriitcipll food crops 
for regions sulth ai I tin America: (ib) Impltlrovelelllt of 
ile delivery sstent of food anl of information i 

iittritlonal qualities (if food - larti:lilarly for low 
ico1m1e groil.ps. 
'There was a consensus oil several point; concerning 

how te work sh(Iul lie hone: 
(I) A more systemtic allproach to the ideintification 

or marketing lprolehms. TIhe develolmient of such an 
approach was givei' high lriority by lFrenech adll Mayer; 
fhe views of ilehy, (;oldberg, and Call were ill a siilar 

vein. ''hey lrged tllat a systems approach be Iused rather 
thail to seek solitiois to isolated IroIlems. They said. ii 
par: (a) Marketing problems should ei tackled uilhi. 
the cntext of ia larger system, for which tie oIbjectives 

have l.eil identified am1I articulated. (b) AlI)-JSDA 
assistance dhiotild Ie considered where there was uccests 
to the system and piossibilities for effective ie ill 

should I.e dlevelolped in providing Ielliticd a.iSsistance in
 

marketing. Problems most often took the form of
 
shortcomings ili marketing ftllctios .ich a., storage,
 

l traisportation, and retlilig. lenice, evel thoigh there
 
was a c)incern for atfew major coltiiiuodiis such as rice
 
or wheal, there was getmeral agreement 'that technical
 
assistai e wouild probably be mor useful if focused oil
 
functional proliems. 

(4) The, limils of policy I'rsulasiol and of All)-USI)A 
teclhnical assistanee leverage nee(hd to lie co. sidered. Ill 
tille light of cirrelt foreign aid postuire. andI counttrv 
receptivity, there is need for car-fmil ssessin itt (of 

1lte1rimatives of tIlace, tinme, 11id lnner iIn whi:h All). 
USI)A might seek to iifl.uteice .otntry marketinug 

svmis. Changes which are primarily tlechological 
offer possibilitics for iltrodiucinmg chanmige wilh limited 
rlmsisi1ce by recipients with eltreiicild interests. Invol,. 
il g private agribusiness lemiets offers additionlal scOpe 
for assliIditeletoiitprove marketing sys ems. 
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