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Nate: The terks rapid reoaaisEa-oe 
'ntecd eab Y in 

and rapid appraisal will be usedthis paper, imless otherwjse noted. 

I. hat i a Rapid Appraisal of an Agricutural maketing SVSt 
A. £ein. A rapi-d apprajsal as a 
Of , If-,,iatoon broad and prellznixary OvtViden yto g n Cifz ti , c ae arnd perfoxmanofdetiying prcaers, e With the objectiveC staj and q*Orbnities associated withaor set of ccgeierate polic dIties. apid appraisaprescriptions. do&not"entifY arsd beg n RathUey describe existnto analyze Smblem which will raqire futher

wysteits and 
dihgnos-i,Rap f"d This further diagnosIs willc als kA60%er can Fpres lead to policy prescri r _.furthler reSeifrrh Ur1ef. 

L. k k r : UwaYxegioausuny=rbanmr~ Wh~I~ but ray be the food shqd of a major
regUirM~t Of 

will then involve Thnterregioina trade. 2-,rapid appraia d not con~form"i ticxn~wde mrOX*ting Studies, 
to the demnds ofwork urretly in different regionsUnlec- Several tamsor the c,-itry f

is
applied reseax-dWM

(e.g,, Sufficiently smaU7he Gambia, ?rinidad, Belize).
C. Tj _DiMiMnsicn: Usually at least OneM shoud e.. r 

1th and less than.. . durng one three moths.period,
observaticnc which precludes lor.gitudinand data cocklectm.
6tde and -yet RA us~es laxitudinal data fzrm pastzecon= sources to docxet pattens of seclr anid seasonal 

ID. OcaL~ _CMVrq- 7A lym
QmzK~itie but no more than twsuch as Veetable, grains, 

or three relatedhea,-time to intexrvi,, sever or types of livestodc,ar tII., so thatf each Mbsu~ec at each Major stageas well. as to marketing processes and activities. 
E. 7nlt-resCeCaL , tivical ai appraisals8 ca. ocientist, can be cdriued by one6J discYi,".4"lar or by severaltrainu-g reerd withare litited, mll.ti -,dis 

If the objecti of rapid. team cru thasancomay not be necesary. The qualty of'rot aPi"Lfa-1 will uwsualJy IpRov,diffeijx dicpnr hoever, if rsearrders withled by' an agricuatnra skills Paftrcate MxorP.ao9r! nP teaMs will typically beantkuxpologist and includeofOr Mo~re 4cai , suc as an agriI"'pS6t-hBaxveidmiian manageet Con~sultant, atransporz e~n~ist, institutcna0City analyst, orMpcajsl~IeCoapoitic
Pr lnnr id 

of the team will vary aczcording to1entlfted Marketing problens and needs. 
11 NE for Rapid Ae (RR) 

A. Xr-etus for RR 
_ apId aPPraisal tadiqu are 


*kost OzCW tY govenmnt-
typically inspired by policy initiatives.
 

for policy refor. 
and donr agencies identify possible projects
-InJreslxxiding or nteedappraie"I to short term plannn needs,8 risk bein~g subjective exercse, rapid

rebulting inpreviouly decided positions. That is, 
atrong adocacy ofappraiaJ arad feasibility studies 



Often provide ex)nic -2
justifications for proje,-t proposals that host countrygoverents and donor agencie intends to implernent.

1. Need for Timely, Policy Relevant Information 
Rapid appraisal nethods
iunccost have been developed
- of- cot i'ucti 9 

in large Part dueIa-gitu - -- - research to the - stu in developinges carried out over countriesa Period of one year or more aretYpiCally very costly anid absorb significant management and researchres" ces. Tey may also failprescriptions in a time frame which 
to generate 

is 
policy relevant information anduseful for policy makers.

A plied researchers who have undertajn longituinathat the z re qui surveys often findresoures are e ts are so great that little time and fewresearchers who have 
available for .informal interviews and case Manystudies.supervised data-intesiVefor less formal data surveys,Collection Meth-AIs, 

yet have reserved timeand mazke report that the latter are oftenbetter Mewm ti ms forgsiaa for lo arn'Xn -ltisap anabo~ut the inter2:e~ta~uretinguderstanding Yt n ikgsi alrr annaiAd for I'dentifyg potentialy 
costraints ad OPPOrtunties,viable interventicjs.
 

Formal, mutiple-isit

"Ore) surve, (carried outare bettter designed over a period of onequantiti for obining detailed data year or5 on costs, prices,recalled 

and other variables for which observationsover time. are frequent and poorlyoften not followed in 
But the guiding principle of survey research,practice, is which isadditional iLformation that the marginal cost of oollectinginforimation. should not exceed tie marginal value of thatThe marginal value iswill differ dqe not always easy to estimateon the Potential ex ante. Itpreferencs uses of the infocount. nation and whosevalue For example,on additional, a policy maker will place adetae infonuness s/he peroeives tion than a researcher in 

lower 
most

marginal
instances,the risks of onlitting an error due to lack ofsufficient information as very high. 

C. SFM Use of RR Techniques
 
USAID- Iiscus 
 freqeLY dendSYste-s a pid a railsand subsystems of agricutural rketingto leazn rore about potential opportunitiez for'Aprovig the Perfor -Anceof commodity subset,desn'Bg ITwASe1's and as inPut into proecProject has onducted rapid apraisals of agricuoZaire, Peru,Niger Paist, .M-nd Indonesia, en . 

Burkina Faso,Of MioZ Ec.uaor, and Guatm Rwanda, Sualia,
dity subsecro rs incl"0.ig fruits and 
, f xsi.ng. on a broad range
vegetables,and secondary crops Me SN 

grains, livestock,
 
supervise Project will continue

funded diagncssulta who Participate to conduct appraisals andc surv in thsese a~praisa,of wholesalv/ejlareas of several M htasdistribution systems inlatin America countries, including Costa Rica, 

urban 
Honduras,and Paraguay. Peru
 

Rapid apraisals will also be a
of agricultural marketng 
Precondition for launching

reinaissance met-ods 
assessents undertaken by SFM 

the third phase
will be Rapidobt broad overviews of marketing systems and 

used during the second phase of assessments tosystem problem. to identify and analyze key71s will Correspcd to phase two of the SFM assessment 

http:incl"0.ig


--

-3-MhdO1C)9 - a1S9z believes 
Cvervies that pOlicy Prciptions onng out of theseaxe P-emdtUre and risk Msing mmrketing art ities Or leading tothle iuPleabtic'O of weak and~ invalid oarketingq strategies. InI large partdoialied--- apsthatdon-Iswhyr 16= ve'cP±V guieii for a moretz. research ovez...the azzprehsVe Mthojologycourse at least-, one year. 

III. i: Pcess 
.he 


A- Seleting the 
M X6. 

tr .oe~fctime t6Of RR 4_. cti . y performed by E ltia s anly;ts with -differeaLguided byrpre1JminaU Ident1fiato di4 ipliary bO Ocgrxds will bemoat of marketingefe av inbo .. cl~ ~teeJetslteet~v Proba.lm and thee rtsinj addoxreM..
leader~~~a k rt pr -

Partiuar problm,~ It is best if the IRR team . l-.=-cb::tthig .Vlait tO the CO~ntry wbere the IM IWilb"tI .a be cumuctedw-,',eii..ucb ng zyste and wrtlng-. is r ii andWix ily be prelmnxy.
~~4~ c~ se- i '9ci ible and. the 

Ia
 
the ; ~' per ,. 

4)fi 
. - Is P"MichudI PRte m: iul hav 'to -epend ci
+' in.4m~ ,-..-._I.n-many the MR 

I n, ottw MStuatom .or 9rof ance Wa±-essuOVe s the R to= will divide-no moe than two resaarer each.tu ai U i, the l In an idealtem p rtdC'Pants will hae Cexxuted rapidP ainth lst* as 1well, aser:CrJD riisals
studies of marketing5 systems:in 

..._- ...'.
. ::_ : . y e;pb "
VWM;be'ae sesiti;6; ,, .:. .... __ , _AS .-meber of the-. jRR i n.- of"" team 
infeiencies, and the potential dagr f okn

fra gthered andifonutcr 

h. 
143 bd'' e nat doe crcgr terAdvisable -to.mxepraanalsts r~t ih 

.. *is~ligby deslxable to involve: hosetcxm.- N----;,io ilt. ' , he1R:,eercieev,,. . .wala i.----tingf they.Mhve littloe~pri~ In( long or 
.' 

~Ayveste=Xegeardx=. 

to. In


B.~~* -. d .O _ n, ofte sef t 
a.n.-- t--.dn f l,adata-,,.g.,e.ea...p,,..t...... .. , "f....at----,onb -sI is I l dzi45eve'llcnig-d og kea gstrt.,i,,


t~in i tzh i r t i' e rolf d Iai atd, t e nthe wi r 

urng the ;- .... .
". Thisbelp"~ ~ athe tm fz -e-.ees ,iy <.: :': e -o-

needto eme JR obrCt oved t tcraever tde~o n =4 aa
 
Tveliminag th i ec 
 ismPt~ a i ndeip ae.usefulle t ryIto t fe ecte t is o ta P 

and the roles of 5a he team mj~eteasry. objec
-- In oes ate R~"":.' ,-R---Useto, •~ ~ - ~ ~".DZ'R" ~ n e~aeju'sing a prfesaiM ~ te ina l of the team haw not done M

seful tzri or faciitat=, way be ay ierodubtV tm it is
It~*rencjteaxmemers 

to the R met ology.can give Weleg of prcbez the y.~erdin 
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in earlier studies or of particular interewirnginfonnation saving teclinques for data 

strategies or time and
Succesully. gatheringThe revew that they have usedUninitiated of the RR Methoodology is notbut also for those who only usef u for theOf the team has have done RR before,a clear idea of how RR so that every rmberwill be used in that partiacuar study.

At the end of the teamseclndarhy .data, it is 
building exercise and review of the literature andhYthes~s and pre 

often useful for team members xxn to jot down theirabout the marketing systen er21'.s will hopefully jtheir forthoming infoatiumake them maore COC-USccgathering. It 
Of Possible sources of bias into offset thes- biases and precanc 
may also en xurage them to planicns cnsciously in their research. 

C. Reve of the Literature and Seoc1ary Data
 
Althoi 
 it mzy seem obvious to manyis by reviei earlier work, that athere are uany 

logical place to begin researchcases where this isnot dce very systemtically in 
not done, oroften a waalth of useful reseact cc developinginformation and data in oxzrrties.swdent theses)O scholarly studies Mer is;

(incluodigministry of agriculture 
ann1al 

data
rEpO-ts 

banks, 
of 9Velrmet agencies or parastatals,project d, records of cooperatives and private fims,Although 

trade and professioal journals,many researd-i an onulting reports.like to thinkwfocusnf for their particuljr purpos, 
that earlier studies are inadequate orthis work often contains usefulinformation and insights. 

ille the RR team is planning the IMliterature and avajRle seconay data. 
uy, the team should review theevery docuent Not e-Mry team member hasor data set- D i to review . alcg discipli1 rO orS~biscpliarylines

SIAMnarize is usually appropriate.the Principal findiings Each team member shouldexanltion of available data for otherfran the literatureteam memers. and prelaminaryof the RR, team members During the first week
annotationsr mmemoranda 

can make oral presentations, or draft a series offlYjr In preparing ioay wis ortant data for others,tabulate Secondary data r-) teamthat it is reiily accs~sbleand usable. Criticajll 'wortn Papers which every 
before beginni 
revie 

the RR surveys need to be identified.team meb3er needs to readisn ot to hrden t The objective of thismersassignments. Rather, with busy wok and stplMtit is writingto Prepare all team-i-ne

field work members for the RRIn as -rapid and Systematic a waY an possible.

Types of ' dY data that are usually readily accessible include :-. M10lesale and 
CClrlCted in 

1etaij prices fcr agricultural cxa~itie,capital cities and other major urban 
usually

arerof e Oallacted or may areas. Farmate pricesly be official producer prices.
2. Price ndices, usually cnsumer
Of Onuo±ties Pro price indiCE.S c nXstructed
b y urban for a baskeattention needs oow ers in large cities.to be Paid Seriousto how rqeentiveand the weights used in c tructing the indices 

the basket of commodities 
are for differet groumpof consumers.
 

3. Data on quantiies of commodities marketed, transported, and inported or 



eYVOrted. 

a) Extension agents s(meties attenptOCanmijties marketed to collect 
in data on the volume of

which capture part of 
rural areas, particularly

total marketed output. 
at rural markets,

figures should hile absolute volumenot Le taken too literally, yearmarketed cutput may be reasonably accurate 
to year changes in 

changes in 
indicators of significantrPoiucti, and marketing.
 

b) Interregional 
 transport data are less ounminaocurate, 6ePerkng and may be highlyupon governmet controls and taxes and whetherc dties are tr-spo.rted inollected at entry points small or large lots. Data may beto large cities,points on rail, at shipping and leoeivingair and water lines, andCrigin and destinaticn traffic at water crossjngs (ferries).
infonation but are 

surves provide accurate and detailedoften carried out at cnly one point inmay or may not coincide with the periods of major 
time, vhich 

xrmixdty flows.
c) 1port and export data (quantities and value)accurate are usually morethan other types of quantity andunerstate actual volume 

flow data, but they mayof imports andrestrictions, exports if governmentquotas, taxes or overvalued exchange
'2Jgling rates encourageor u-odrinvoici. 

4. Data on volume of procssed or transfore commoditiescollected by g9ovrrmet agencies for taxation purposes. 
are sometimes 

Proessing firmsare often a to submit records of the quantities of produce processedwhich are tathesj"j toUsua-llyquite er exanple isaccurate livestockbuffaloes) for large ruminantsslaughter statistics,1l eed in (cattle, camels,urban areas,Stock (goats, but typically inocepletesheep, pigs, poultry). for smaller 
government data may Since taxation ercourages evasion,significantly underestimate slaughterprocsed output. or other 

Ruleof b: During rapid appraisal investigators should only collectad analyze seoondary data which can be Obtaineddifficulty. LSAID Missions ith a mnin." ofor host country institutin, SuchUniversities, asagricultural researchconsulting firzx intbtscan facilitate RA statistical services,by collecti secondary data before
or
the

arrival of the appraisal team. If teams canthrough extensive digging in 
RA only obtain seocrbdaxygoverrment archives, data 

Voluminou or if aggregationrecords are ofnecessary,for rore in-depth stuxlies, then these activities aresuch best reservedas the third phase of marketing assessments. 
D. Inplementinj RR Sur 

1. Eements of RR Field Work 
The three critical elements of RR field work are
 
a) direct observation 
of marketing system facilities and processes, 
b) examination of firm and organization records, and 
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c) inforn.al "~terviewil.3observers ofof comiodity systems.subsector partici[pts ad knoledgeable 
firsthand-.",ere is no substitute for observing how 

This includes inspec arUyseaf~rsthnlornsp cmmdity system functionrketpla, e ecking a fntinstorage and processing ting infrastructutre,
network facilities such asas well asand transport equiprent. the transportation
packaging Observation of physical handling andof Ocmmodities,transactions wear and tea-at different on produce inand redstribu~ton nmarketr levels of the syste 

transport,'testm(athfam and 
aid edisri2~~ 

(at the fanqate,ataassemblynarketicng Processes ~in retail stores).and functons, invest-iqators L. directly oservingmarket"n are ableproblnr to identityand cperation and evaluate what key informatssaautheoaiainof the system against what is actually observ e.amination of fl= and organizatj2n records can provide dataof the taret cmur~ItY bo~ugt, on the volumet.m perlods, Processed, stored arndpricas, 
the value of organzation assets, sold during particL.z~and costs and returns omdity purdase and saleof znarketinCountries records g Operations.for individual In many developingPart'cularly for smaller 

firms are incoplete and inacorate,firMs. Managersor of manydo not keep records. small finns are illdteraterecorded these data may Even innot alwaysfirms or' org azations Wh ere dataWthich can be recorded apropriately or arebe readily used by outsiders. S in aOrganzzatiOns form 
Prices, 

may delibertely . 
m larger finas and market"nrrrecorderinvoice tr saor in scame understate saleother way misrepresent financialso as to evade taxation transactionsor close government scrutiny.


Interviewing 
of key infontsu4ers n their peroeptiovz in the marketin3 system is essentialof what onstitutes good forProbles and constraints at the level of the firm and for the overall 

system performance,market in 'system, ard unexploitedAs discu or underexploitedbelow, it r_?rketing cortuies.-is preferableQrnfidentialY- to interview key infornltGroup interviews and informal s alone and
introduce bias into RR 

Dephi met-iods typicallyfindixgs. 

2. W-ere to Start?
 
In abbreviated s'. 
 veys, moreoften depends heavily on 

so than inwhom you interview,
longer term studies, what you finddo your research. what you observe,Where you begin and where youIz~orn the investigation_ In s e survoos is therefore very-investigators will begin by examiningen witourand food distrionbegin with Patterns. urbanurban csuners Inforral interviews


rUral Prcducing areas 
and retail firms. Othe investigators 

in this case

by interviewing may begin in'-siting farms ard rural markets. 

small fares and first handlers andlarge6" Other resear-herswholesaler, who are usually based in 
may first interviewvantage Point (acting as urban areas and often have"channel captains-) in athe marketing systn.Mhere you begin the RR is are largely astudies functionfunded as an of the RR objectives.urban food distribution, 

input into the design of a If RR 
srveys wilj begin in 

project for improvingwant to analyze demand urban areas.patterns Researchersand prospects and willurban food distributionchannels before surveying rural Producing areas.project which will promte production of particularIf RR precedes design of ac2ordities, surveys will 

http:inforn.al


Usually Lb-y3a1 in _rural producing areas.t-aigetted Whx n a partLcularfor production increases, ttresc.Zercjers rural area is 
in the R to exanLre ocnst-raints 

will visit tat area early
output. to incIeasin productionIf te ob~ectives and narketed 
the 

of the RR are Lu-oad and the organization fundingresea ch does not d(_mnj
nfrketing e or a 

that RR focus on any particular se entsyst of theipar u geo raphicfind it useful area, researchersto interview wholesalers based 
will usually

in large markets and secondary
tion T ae typica!y m)re knowledgeablethe entire marketig about the organization andthey may not always 

system than other participants (althoughbe willing to divulge nuch information). 
whre you begin the RR survey will suggest where you wish to go next.Studies which begin in urban areaschannels will usually work backto rural producing through marketingzones. Selection ofhard-and-fast zonescriteria* is not determinedIn sGoue bycases researchersproducing will o first to thearea which shipsmarket. the largest quantity of produceIt may also be useful t6 the urbanto visit areas wherePOtential for producing the ocxrxdity in 

there is agronomic
signiuficantly qtwzti onnore of the or for producingccmmoxity inmarketed output are 

order to examrine why production andlo." or nonexistent.Producing areas, the RR 
6en there are several inportant

pa-ticular zones and 
team will need to develop criteria for selectingsubzores for exanatin.suitable for subzon Rand selection . Selection may is usuallyscmetiRes be guided by politicalobjectives or regional -_quityonsideraticns. 

Selection of particular villages orsystem presents other proble ns. 
subsector participants in the marketing

representi v 
In RR selection is purposive orr ive selectioncriteria have t, ! established in 

is rarely defined clearly, so selection 
surveys and does each case.not 9enerate estimates which 

RR does r ot include sanple
statistic'd are representativesense. In order to in any
something sample purposively, RR teamsabout the population should know 
transporters, etc. This 

of villages, trading firms, pro rs,can be deternined through earlierwith key wlesalers studies, interviewsor klcledqeable observors of cmrodity subsectors,
existing eneLrations and
of firms by goverrmnent agencies.characte.Ljc*s If the generalof the population are knownidetified, individuals and firms can 
and different strata can beFor example, be selected rancmkdy from eachRR teams may stratify agricultural producers stratn.

small into five groups
farmars who do not produoe the target cmmodity;
produce it but who sell little or none; smal1 
small farmers who
 

Proportion cf what they produoe; 
farmers who sell a significant


they produce; and medium-sized farms which sell most of whatlarge farms which sell allproduced. aAs seco0d exauple, wholesalers 
or nearly all of the ccxnodity

caurrmodity they handle, can be stratified by volure of thethe apPro.'ul'te value of their assetswarehouses, storage facilities), (vehicles,or cxnuodity mix.are not necessarily 1 above stratificatithe best orstratifying the nost aprpriate. Criteria for
for sazV-"r 

the popuation of potential informantsg will vary from case into separate categoriesto case, It is inportant, 1oaever, to besysteaatic and self-concous in the process of purposive sanpling.
 
Purposive sampling be(xz1s 
more difficult whenstudies there are no existingor eneatifwe 

inaccurate, i e-xisting enmnerations inccapleteor if well are orinfored observersnunbers of firms at different levels 
cannot provide information aboutof the marketing system. What shallwe 
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call "sncc'chni..tchrlques 

are probablySelecting strategically placed 
t]ien neacssary. RR teams beginSots.Lc t i- byprocessors. can 

n 0De ant, . scale wholesalersoe oThey .. suc as large
producers linked 

ten Proceed to retail firm_9, r or
verucalY to first handlers orthese informants.se~cxr or third infonrat Or they can interviewat the sane aproceed backward through level of the system. One RR teamthe subsector cane forward to cnsumers toward producers, while a second can(or institutional buyers).are able to gain Trough this process tea= 

a better urnerstanding themarketing system, of the organization of themarketing Processes and vertical linkages inThey are also able to crosscheck infonmation provided in 
the system.with informants at the sane earlier interviewsstages. stage of the marketing systemDifferent percepticns or at adjacentof marketing problemalso be elicited. and opportunities canThese will %ry, of course, dependingplaced in on where finns arethe subsystem. 

3.- arketing proe&as, 
 ctlns and Facilities 
to Observe During RRThe following Processes, functions, and facilities are inportant to Observeand inspect during the rapid reconnajssaxo
a) Tranactn.s at the fa=-ate (if possible), at assembly and terninalmark laces, and at retail outlets.
b) Handling, sortijn,
storage of cmnodities

grading, packaging, processing, transport, andat different .4 lcluding the fann, stages of the marketing system,assembly markets, processing plants, tejstorage facilities and retail 
l markets,

stores.
 
c) Raciblties 
for buying/sePijng,
storing cxr:zdities in 

processing, transportin~g, grading andrural and urban areas.
 
A useful technique 


prooesses is 
for observing marketing facilities, functions and
to follow agricultural ccmtiesterminal market, frcon the fanmgate to theAcOzanying wholesale traders 

or at least through part of the marketing chain.

urban markets is cne 

or their agents to rural areas
method of observation. and then back totransactions, Investigatorsnote costs and losses for a 
can observepartiouiar marketing trip, ask the

wholesaler how rexesentative thesebusiness, A costs and losses areask tlie wholesaler for his (her)questions along the way about marketingprocesses and functions. 
inefficices and problems 

ExperiexnceJ researchers are usually able
in uarketing system to spot

during these trips. 

4. Selection of Key Informants:
 
There are 
two sets of key informants.Prticipwt One set iswho are ommxity subsector

Pdti-cipants. 
linked forward and backwardSome have to other subsctora systA.operspective about the interrelaticaships

amcXg the partz of the system and resulting sybteto identify both syste performane-oride problems and They are ablepotentialsconstraints. as well asOther participants have long years of experience in 
stage-specific

arochitY Subsect and in-de thehia've knowledge of Particular problems.Parochial vieqs and attitudes and They oftenprobleus. areTheir perceptions 
not able to identify system-wide

intprtant, however, 
of stage-speci-fic marketing problemand neeJ to be tapped by RR 

are
researchers. 
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71o p ~ e oft c o P r i a t 'ue "tK 'ee as "ke nfOr nants i nrllu e: 

1- rktwfti based wtxxlesaler-s 

2. First handlers (or rural assembl1ers) 
3. -*twagers.'of agr~trlt,'roc,.,M fiz. 
4. Large v~lzza transporter, W110 are k lcgebeaot~iyf~amd the strxut of'-the C=Zmxxty trade. aotczdt lw 
.Iqxare -and evorter ''f target caumoities or close vuhetitutes'uhchPVe.wUth localrr~c systems).
 

*41j prce~ the policy relevant gvpI
(in part) for..the .rt. go ~al hsi.sIU hs 

-. hotel~A,-
ofhtel ozrers, y i~~ urban -crxsurs. A sampletAM -drivers and 5eclearesr and other Urten reslidets.withuh the. Invesqt=4~~ in contac is a good start.. 

~8. aoa er~~of~4dd bo , s llProcess c ' t oe the 

*Vthn .a.(nldng0qutv 

Inf=fcrrnnabouf2z~rt 
-teOprts 

-of ~ .. aJrassuerlt±C12 (nciln xaty~)tfpn~' 

tzer,n Tin ihr -PThdustz 'arcl~a 

Cc~i a.l ~ ~ E Z KZ ~ , ~ a ginf o t tk -a v~ e c pe r a t i 

W regulatory I49891iiaissua., 

MW1Ysg~j ahs -'Vte zMdmtadn 

and xaticw forpart polic than do 14he r itk dxjts.
a MI jAgre are -wen-placed to describ difficat to obczet rcaen AEasm~~lngand cPtOj k*Mv (by teaders and Wmerct off ISUl 

l~utor sep a tic p ~ areMx d l1 t to talk. In some cse mizsef a i hmve 
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crosses to bear or axes to grind, so the i formatonbe wigh.d carefully. Extension agents may 

they provide will have to 
producezs' Production have knowledge of agriculturaln-; t- pacticsand and strategies, produer-firsthandler exchange arrange _nts
Gn the other hafd, 

' and the structure of the first-handler stage.scue agents
May 

are not very useful informants, becausenot be natives theyof the areas to whichhave they have been assigned, they mayfew funds for etension visits,
have little 

and they my be poorly paid and henceIncentive for oood perforwanoe.knowledgeable about Project managers often arethe organization and operation of commodityregi-s where subsectors intheir projects are being implemented. 

Key infotants need to be purposively selectedviews in orderof subsector performance, goverrment policies and 
to elicit multiple 

Different informants subsector problems.will emphasize
different different performance attributes and haveideas of what constitutes desired performance.different Objectives and priorities, which are 

ns reflects 
often parocial,about the existing and concensand potcntial distribution of resources and income. 

The types and num!ers of informants selectedwill depend upon the degree at each stage of the subsectorof heterogeneity the following characteristicsof firms: size, product mix, 
of 

geographic distribution,tecaaology, and resources, management,standard operating procedures.stage are The more diverse firmswith respect at eachto the above characteristics,informants will need the larger the sampleto be. Sampling of disadvantaged and lesse vocal 
of 

such as landless laborers or nutritiona-ly Vulnerable 
groups,

systematic contacting of consumers, as Well aswomen or their associations, may be necessaryoffset the usual biases toof rapid appraisers.
dominate staple food 

It is noteworthy that womencrop :roduction, processing anddeveloping countries. retailing in manyMuile agricultural productionInterventions and marketingwill invariably affect feiale participants in the marketingsystem, scme analysts maydisadvantagea groups may 
fail to anticipate these impacts. In scrnenot be the policy relevant groups in a 

cases 
Investi9ation, particularso they may not receive explicit attention. 

5. Informal Interviewing of Key Informants
 
a) -te-viewing 
 Techniques. Researchersdeveloping questioaires will rarely have the luxury of(which are pre-te&sted,back-translated, translateetc.) andfor each type of participant interviewed.Intensive questionraire deelopment might 

Rigorous and 
to focus attention and 

be ecessary if the researchers wishresources of the irquiry onstages, or if information obtained 
one or a small numoer ofin iniial interviewsinapPrpriate is deemed inaccurate,or ambiguous. Nevertheless,strategies for different groups 

it is useful to develop interviewof participants,desirable sequenoes including specific questions,of questions, and types orand range of questions for initialfollcwup interviewr. Informal interviewsthat the intention will be structured in theis to cover senseimportant topicsinformal in a preferred sequence.interviews will be unstructured in The 
be able the sense that interviewers willto vary the length and format of an interview,of inquiry in depth, where probing prOnising linesfeasible, or adheringsensitive topics, to ron- troversial or lesswhere necessary. For example, inintervie er miqht one instance theenourage a respondent

problems, to focus on particular subsectorgoverment policies orinterview with 
marketing opportunities. A parallelanother informant at the same stage of the subsector might 



focUS COxthe fiJms stav CdopiatiIg )roCedLures
Organizjatin or on tJhe overalland c4-az_'z 1c of thve sutksc-tcor.
 

b) Perceptions 
of Parketi-n System Problens, Of or-tunities72taves. and PerformanceThe infornal interviews
infomnts' peroeptions of 

will attempt to elicit information on00tcndity
of how the system 

system problems and Opporturities, ideascan be iRproved, views of9overment policies, the iLpact of particularand the need
be placed 

for policy changes. The emphasis shouldOn' aoc ulating a notlot of detailed inforaationand operation on the organizationof the suhsector at each particnar stage.
 
C) BiIo 
 .- Co ...... c -ecks .Inforrr-1interviewsthat Inf on about can be structured socert topics is obtainedin different squences in more than one way, eitherof questions or by approachingIre angles- the topic from twoFor exanple, interviewers or 

producer' marketed output 
can obtain information aboutby first asking producers directly the number ofsacks of a c0rnOdity that W-re sold

obtaining the same information 
since the harvest. An indirect way ofwouldsacks harvested, given 
te to ask the producer the numbers ofand received, arid onsuned.the number of sacks The residual would then besold. .Iformationobtained from interviews with keyinfOzlants abo~ut exchanae arrangements,credit ax2zangeni-nts, rixsk reducing anidxmmU ty flows and other sharing xnehanim,

crosscheckc vertical linkages shouldwith inforants beat adjacentvalidity of rapid 
stages of the subsector.recOnnainnoe The overallfindings canobservers or studenft 

be cbecked with knowledgeableof oonnodity subsectors,9overn-lt technrats, including researchers,selected agricultural project managers, and regionallyipzortant business people.
 
d) .at Interviews. 
 Repeat interviews with COxinfollnrants, or interviews erative and knowledgeablewith informants who substituteless useful for uncooperativeinformants, are oroften necessary in order to:
 

1) Follow up on initial,

organization more general interviews with questions about theand operation of partiolar fi_=t (especially ifPlay an important role in these finsthe subsector or at a particular stage of thesubsector). 

2) Clarify statements or viewpoints presented during an earlier interview. 
3) Cross-checak information provided duringanother informant earlier interview or byat the sarme stage 

an 
of the subsector or an adjacent stage.

4) Discuss sensitive topics,
relations with other firms, 

such as credit arrangements,
goverTent price formation,restrictions on connodity movementsor prices, parallel markets, etc.
 

Fbllc0--up interviews 

appraisalcan 

with selected key informants during the rapidlay the base for case stdies duringmarketing assessmrents, the third phase ofwhich pei.its rrultiple visits over the course of atleast one year. 
e) Group nterviews Depending upon teatiey-.e ~ interviews of....relativelyT hage~, __ cutua context,ineiwsogroups ofSubsector subsector participantsperformance, can elicit views ofthe need for and inplact of governnt policies and 



-12re~ular!d ai systxi itncsyst~1i and rtunLies.also Serve to legItiuize Group interviews canthe process of q i anesr pcotenter pricwpants
to ~rateInOzmnY Arican cYantres,in SLXvy researchfor exar~ple,once agricul turalthe researche the village chiefproducers are more likelyd z o-Pa or elders have metveeinterviews is 

his res-earch agenda. with
that they The main drawbackcan be dominated of groupby especially articuJate and foroefulinividuals-findings whse. v'Ies and percepton-sOf group interviews may niot oe widelytrade or o- stared. Theof meetings with representativesindustry associations Must always be of producer,inforna: s. Preferably ross"-ecked with individualsore of these illformants did not attend the groupjnmeng. 

6. Infonra-l felfki TeChniques 
Infonria! Delpiu te-hniques for obtaining information about the views

perceptions of mrketring system participants andrapid reoukaissanefield research- are sometimes appropriate in 
=-tense 

Delhi metbods involve brainstomingdiscusion andwnco-gthis casen about partciPat~ individuals.Of Far-Jcipa.ls views, They are designedtaarketIng perceptions and ideas tosystem perlorianoe, (in:pzartuni problems,M) onstraints ande Delhi approach asszesconsensus that the group willand that false or misleading views 
move towardand discredited- and perc.eptins will be exposedThis approach isgathering a Potentially attractive infonnationt for JRR researchers inserLtve tics that reliable info mationcan 5 )sedlythe difficult process of trying 

be obtained in short time span. 
ona Moreover,to separate out reliable infonmation from 

unreliable information and misinformation supplied by individualcan be informantslargely avcided.
 
There are 
several potez-tiaLy

tarever serious problems with Delphi methods,A"n groups
marketing system), 

of peers (participants at the
Delpi Retkxxis are same stage of the
InforEMztion. most likely to generateIndividual participants reliabl
criticizing the 9overrmnt are less Likely to refrain fromParticipants or marketing agencies, 

heteroge 

(especiay powerful participants) or other groups of
 
5 groupings in the marketing system.express of Delpi Participants, In some individualstheir views and ideas candidly, deferrinq may not po.er in the markei to participants with ,,oresystem orless Pc to representatiasul participants avoid risks by being reticent and not 

of governet agencies.crIC-IZc'z" Participants who openlycan aPply sanctiosinformation or use confidentialin a way that harns then. 

Pnforae Delphi teofqe c-,Perfn"'e OfOrgnizaion be quite useful in evaluating thewdagencies with-inexanpie rePresetatives the marketing system.Of producer 0oxperatie Forcould diagnaose problems 
asr-OCated with the inpvt procurement arA distribution,marketing practices of the cooperative. crop storage, and cropgovernment It is not reooverseers rrernedof the cooperative to includeare ortypically not producers) appointed cooperative officersin the discussions. (whoparticipants will Unequal statususually preclude frank arong

discussion of problea-s.
7. Periodic Meeting of RR Teams and Exchange of Preliminary FindingsAlthough it is ree 

d that RR groups divide into two person teams 



-13during tm survey r earch, the teams sDuld notteams should mee.t Pericdically work in isolation. The RRto dis-cussreCOnek-y ) se preLimninary firdings during there.ys. ube- veetings mdybiweekly) due to logistical diffities. 
be infrequent (weekly or perhapsNevertheless,the different it is important thatCooClusions and 

teas discuss prelnakmi Ty researchhypxot2hes inferred from 
findincs, tentativethe findings,needed data gatherinq eophases during the FPR. 

nffcmition gaps anddisagrme-t atonyg In scmethe participants. cases there may beare In the ensuing debte,likely to uncover possible preouxcytciLs, the researchers
unclear or unstated assuptions,unjustified inferences. andhlelping the Periodic meetingsresear er to focus axe also useful ininceasingly ontypical.y emerge during the key research issues, whichcourse of the pR surveys,gatherini information in 

rather than to continuean uki-reeted way. 
E- Writing up the &P ults of the RR
 

As entiOnegd above, 
 it is useful to try to outlinelikely to emerge frum the RR before 
the report that isorganization iritiating the survey researd'. The finalof the report will probably be somewhat different,the report during the planning but outliningstage helps to identify key issueswho will be respo .sible for address ing these issues. as well aspap.rs, When preparingseparate reports along disciplinry lines the finalresponsihijjjji of t are discouraged.team leader It is theto integrate differentdisciplrinto a ay findinsswrcay report. In manythan 20 pages) cases it is desirable to write a conciseproblens while 

suluiy which discusses ke.y findings and marketing system (less
attachijng the Lare detailed reports of subject matter6P~lalistzdesirable as anne-xes.to prepare Sincie Policy-wajce

rarely have the time 
a succinct, yet well-crosswill refer to the dcxtmnt, itreferenced sumnary. isto read through pages 7hey will 

analysis; thiS 
of detailed description andtype Of information is besc elazxora ted in technical annexes -A suggestead format for the st.naiy paper is 
 as follows
 

1. State RR objectives

2. Briefly discuss research zleU-odolngy and3. Marketinrg (or Ocmx>-ity) its lizaitaticnssystem overviewa) Technical charactz-stcs

b) Ccmrmxdty of the target cnodityo nstiption patterns

c) Marketixbg syster organization
d) Marketing system operation
e) Slpply situation for the taurget oCzmodity
f) 
 Marketing infrastxucture

9) Xtituticrs affecting marketing4. Discuss desired perfonmnoe! goals as perceived by different subsectorparticipants.
5. Identify key marketing problem and oastraints6. Identify further research needs 
F. Pres(eting the Principal FiRAings of the RR
 
It ib 
 izportant to brief the policy-makers who oCthe principal findings of issined the PRthe investigation. aboutrelatively short Presentations(no more than one should be kepthour)shorter for senior policy-ikers. and may need to be considerablyAnp3e time should be left for discussion of 



the RR findings. The RRidentified marketing problems and 
team should try to elicit discussionconrthat dcion.these are key pioblen areas? if the of.so c,.n' - tthey akernot, thee_which probl-Enzuhatdoareapo~ i ... were missed,• and w,way arearewhat areas ,-- theserdo poVlcy-jk U s imprtant? them?..i If..view ass astmoost roprmislsingngfor fur he research?they support research in certain areas I aCition,Dobut appear reluctantresearch to approvein other areas? 

IV. Fboowup to RR 
A rapid recals study can servewhich require io as a one-Lje, sand-alonfUrJer research effortmay feel that the RR 

or policy initiative.survey provid Some policy-arsinfonz*d Policy choice. enough infomationOther on which to makefollow guidelines laid out 
may wish to comnssion further studies,in the RR summazy whichthe RR methodlogy report.as an injozt The SnM team is usingagricutura! marketing assesets. 

part of the second phase of itsM surveys will identify marketing 
The RRsystem Prob'-a and OUstraintS which will be diagnjosedthird phase of the assesets. in depth during theexamination of several key problem 

his th1urd phase is designed
areas in to be a focussedthe marketing' system, and not airehersiveprogram of food systems research.

In mloving from the second phase (rapid rethird Phase (in-dptj .ksanoediagnosis), ) of the assessmentdepend heavily on an and ooJJ to 
t-he 

input from USAID borating researchers willand host country Policy-makers.ost difficult aspect of this process Probablythe key Problem areas and 
is achieving some oonsensusthe most as tofeasible and relevant research topics.studies, 

Policy makers control the purse strings for the iz,-depthso OMacmis (third phase)may be necessaxy.RR findings as It is very iportaclearly and lucidly as possible t to present theto influenof probleMs and further research 
the rank ordering

agenda.

One 
 tool for facilitating this process could be a twdensionalhavng Perceived~ sutbSector Problm or Perf~rc 

arrayand subsECtor Participant groups and goverzrent agenciesaibsector problems objectives as row headings
as column headings.
in collaboration 
could then be discussed and prioritized by the researcerswith policy-maker,.

SYsten-wide and 
It may be usefulstage-specific probl. 

to distinguish between
Criteriaand constraints will have to be specified clearly. 

for prioritizing problemmarketing oonmtint Another tool might be asuch as 
atrix wit OCristraintsas rows andsystem-wide iRpact of the constraint, selection criteriaeach oxostraint, likelij-ood that research 

feasibility of doing research
firdings will lead to 
on


and other factors olicy change,as coluns.
 
If a consensus 
on the needteam lealer for further research is(an -'?M reached,staff mwmber) will the assessmentfOll-.u, research with the USAID Mission 

r 
and 

te the terms of referenc_ forresearchers, the responsibilities of the participating agencies 
host country institutions andmfanagerent and jiplementation of the proposed study, in thesupport_ The team leader will tjen draft 

and levels of financialthe research objecthesy a research prcpsal which detailsand hypotheses,to be pyitedin the data collection and analysis toolsthe study, a tinetable for carrying out data collectionanalysis activities and sutmitting reports of study findings, and 
and the 
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s~zervis%r and fjUc requjreen of the participatig agencies andrese r 

V. Priority Areas Of Intrestigaticn in RR 

Mus sctio"t'in R'rtan areas oa investigation for rapid27" eSdisofOwitythe IM reaearc agrenda may Sam Madceting sytaz. a,~iQverlocln. bnrrear'11emeer~ bese&w iI n d o Y bc omp sedj of t iIi~ o t nusbueall ~ o r b ~ ~ v~ that Im t . .of at leas t four ilis Part of a maricehost analysts. i~ e h a i e u a s men e raps illrcassaceearler Stud~ies and secxxxmry data forth l ry ems.~In_r cn, mit1mtO8z'~i~~ ed,tdoa stu~Prpoe of the M~ is 
i~ Of any of the areas outlined below. 2he

for inRxvw , n±3 
to identify warketing sYstm Problems and qrporturitiesto describe systems inIystu pr~lem- In doing the Im, 

great clepth Or odiagnse in full
magnib-de and not in C~iigetmtsO we aMe lnterest~ netiaigoreso

1Uein Variables. f 

A. a~r~a' i tc-~ai Q~ c s f O z m ti t j f' (grdesed Uedof s. Ident i fy d i f fer ent formsthe target 
cfa ct erod ct 

ite ,incllxna internadiate andof rs Exsacha o t -~~i~ amine how~ technicaaact ris k~s of ditie affect Physicaa M aketiharestng andlig, pad*,gin, g pactices Sudi asStorage and transfonatiupro~f nd in the, sihlsta obs:Dretervation diwng Niitselt andj fiz ee a, f' and ~etai arkets, food st-e, andexOrMd ting adesp r j yfhir Dc ho aM vOM~ceitesMVdiktngs torae andu 
l .l r s for each target

6-lPlntig,marke ing,sing weedin, barestinbg,PrC~ sto age nd C P t icn periods.
B. Ozzti4,Patterns. Describe seasonal. and seoila trends in(d, , t~ o of t a g c w wx z mity by broad et kui icad cres t c or s In tn 

a d s o i er g c zatic s-U? e h-of food'.el 
D; I termv ±w kn ~wledge ajb 1e in truc toampl.eser~ of hbzme economis and nutrition,, a Selected 

BS~lie and demand pmjc~ 

-a~aEM=O aval~ilityj~,
OI2sJMM f ocazcitY for transfowticn andbkseagw and 980racbl flowst area.00mixodity, n~Wment patter=f~mjrsupyaest

demad centers. m mkxWMYaest 

ReiwCmuodty Studies.Of pb~icutretin Interview larx,int~tuiop, ?ewhoesale=,, manager=the ministry Of agi e ',pjP ofIpozer traewh (o~teinand eC2poters* PocaseZz11Vj* dirMct4 and cooperative officilsUof Omoiity flows and make (if any).Oftgnitude of flOsm, Withlin and between regions, 
a rOugh estimate of theand indicate suqZ4. aand deficit areas. a odatfwet mp tvrtcfloindirecicx and xnagnitbjd of flows. 

Dese 
Dsrb.besnlV~aini 

Dr. Pce f ndSfo~2en s r 1~ Analyzewui.a~i e pro rprI a e a s cl a nid t r e nds in1 0 sf ~ ~ rj grades of the O 
se cu l a~r

wrodity- be thW: For 1-2 

http:food'.el


-16rresentative grades of target omodity obtainwholesale priCes seconr(or if monthlyunavailable,years. retail prices)EkaMine magrntude and for at least five
annual cycle and 

timing of price peaks and valleys withinthe rapidity of novervent fromIrkuire about representativer-ss seasonal highs to lows.wholesale traders in of most recentone teminal market 
cycles. Lnterviewassembly markets (in (in urban areas) aid twrural producing or morearea or in se=x~axy to~n).

me.' Seoezr 'c stem C nzat"n Est"nate types and nui>-er of fians andtheir 9eOgraji

rma.ket 

d itributio- at selected stages of subsectcr.
nre and omurxity subsector stages. Identifysubsector "a'p'fr~g Prlnc4lal Method: Drawsta--s andnational arketingor regicxialmzap to show distribution of 
ls. Also useareas and Principalmarket places. 

najor supply and deandPurposively sanple firms within eachstage to estimate types and number of finns. 
F. Markp[SystemCPratiOn 
stages,anda Describe characteristics of exchangenkj- mani and Infonnation disseni-rationstages and any evidene Of unusual betweenrip-ks, respinsihbiities and retuz.±s.market poer or uneven distribution ofmethod:
for informal Use above Purposive sampleinterviews. 

G. 1a(ert4 rstrcur Descibe hysIcal infrstrureketing and estiate losses associated with different stages 
for 

Prooessing, transportation, (storage,market places).transpettum nebrOrk, Method: Rcview studies offacilities. Observe a 
Storage and Procssin capacity,sauple of above, and marketplace(i.e., vehicles, as well as transportationboats, veansinfrastruy trains, planes).and this may Evaluate adequacy ofcausechannel. losses at each stage of marketing

marlket 
Assess degree to which marketing infrastructureaccess constrainsand weakens incentives to produce for th e market.
 

1 Institutions and
thir fect on the Marketi Sse.
 
1) Analyze goveuvent role in 
 managing and regulating food system.1-od:
obta infonation about gove 

Wring informal interviews of selected market participants,vent inte. ventinaffecting operations of participants. and regulations
interviews with regulatory agencies. 

Conduct selected follcup
Review studies on marketingsystem policies and regulations.
 

2) £ycamizn extent and 

Marketing activities. 

nature of direct governmet participatinC 
 inMethod:institutions. Interview managers of marketing
Estimate narke 

otline marketing functics of these institutions.share of goverment marketingInvesti-gate Oxrgain-j initutins. 
and Managmena organizatonal goals and mandate. 

of these institutdons, as well 
I. 'tMrketir Straqies of Small Fanrers.leve Methodt es. Cdct stxuctured infor 

Review earlier farmsample of iterviewssmall fa=ers in with a purposiveseveral production zones, during which thefollowing topics are discussed: 
I. E6timate volume of sales and gifts for previous season or year (and 
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proortion zelative to total production).
2. Storage practices.
3. Sources and uses of price information.4. Sales practices, including timingperiod, of sales, volume by saleunits and grades of o0m=1ity sold, or timetransacticns' types of buyers,and reasor-s terms offor sale during particila periods.

J. MarketingSy t's AaPtapijjtv. Examine:
 
a) market system's ability to respond to poportunities (new marketsfor present products; new products).

b) systems ability to adapt to externl
shortfalls, sudden , inclUng productionchanes in 

s 
factor prices, and cranges inand expot markets (resulting from rapid ,mcestIc

shifts in demand or fron9gveament reguations). 

During infonnl interviews assesssystem participants and the adaptability of the entire system to marketingc unrtUIties and extenial shocks. 

past reponses of marketing 

K. Re eetatijvenessofpear, under PeriodunderStuy.relative to earlier years 
i aton is, Assess h~w tYPical theyear, from the standpon or the "normal"of climatic, 

td 
econoric and political cOnditions.

Opare rainfall statistics and agricultural production estimates 
with data from earlier years.payrents, Cmare exincrnc dataand inflation rates with earlier years. 

on GDP, balance offactors, such as changes Note how political 
removej9ove, 

in goverrRent and newly imposed or recently
Q ruity flws, 

restrictins (on international trade, interregionaluc
oity prices), have affected mrarketing during theperiod of examination differently from earlier years.
L.perce,-tis Ofsusector artiZand ofrtunitie ts regarding market syst.O..stit..
what problemst desirable sub&ectogove

and needed policy reforms. in t-e ,arketin st = 

role of t, -,- and parastatal agencies performanc, the 
Methcx: Infomal interviews. 

v. and Weaknesses of RR
 
7he follcwing disoasion draws heavily from the work of Robert (


the Institute for Development Studies nmbers of
osored (IDS) at Sussex University. IDS
two conferenoes on rapid rural apraisal inpracitcx- in 1978 and 1979, whereain many fields of rural developnent research presented ideas
Oanber has_ SII reisa plani rural development projects.
on
 

many of the findings inR:ural an IDS monograph entitledRationaleand (1980). 
1. Limitations of Rapid Appraisal Methods
 

C2'anbers.apricaerly argues that rapid appraisal can be se-ri1ously misleading,apraisers 
gauging the extent and depth of rural poverty. Rapid
condition. 

tend to stay on or near roads which are paved or in goodThey usually tour aCoessible areas during the dry season when 

5 

http:projects.on


-18rural people are relatively healthy and well-fed, whichdurinq the growing may contrast narkedlyseason. Even ifthe dry season, rapid appraisalsthey are undertaken typically at 
do not take place duringfailing to note one point inseasonal and tire, therebyproject sites rather than rural 

trend factors. Appraisers typically visitindividuals contacted tend 
areas where no iven tions are underway.

influential, wealthier, 
to be male and po.it cally and socially moreUnless analys and more progressivetake specia precautions, than peple not ctactedthere are also the dangers of askingleading questons andj seletively listening and cIservin5zuPerceiving), which reinforce (and hencepreoncepcLs. 

2. SItrngih of Iapid Appraisal 1txs
 
Although rapid reoox-air 
 ethjods have potential pitfalls,argues that rapid appraisal "may often be nore awbersa-d use- rigorous inthan data-intnive longitudinal relations 

and dirty" and, studies. These 
to cost 

even when are typically Olong"long and clean,-re0=ndations long after they are relevant 
they may generate policy
or can be implemented.

Qiambers calls for an approachdescribed above, 
to rapid appraisale~asizes which offsets the biasesapproaches to investigating key 

tening 
issues 

and 
and 

learning, 
questions. 

and uses mutipleappraisers to mine existing He urges rapidsourcesdata, annual reports, of information, particularly secondarytrip reports,
papers. (e 

sunmies of survey findings,add food industry newsletters, and academicstudies). Tese consulting reports andsources often provide useful data feasibilityPcPulation, land on rural and urbanuse, agriculturaOImodity flows, production,inZOrts and exports, output and 
o xdIty prices, interregionalai] orther relrant variables. capacity of processing firns,tarptation to AIPPlied research-ers shouldmreinvent the wheel- resist the'ay thrOuh wnertgenerate infonnation costly surveys whichfar more 

that could be obtained through a little digging in 
Even When 

aaccury, 
cost effective way and with satisfactory order of magnitude and
earlier studies and surveys 
are outdated,provd they ofterand a valuable baseline against which changes-arketingsYtes can be c0xrpared. Use in agricultural productionavaluable in.ights of key indicators can also provideindicators include 

and substitute -in part for massive data collection.soil color, 7hesethere are irth wight,tin Zcofs, doors, type of housing (whether orwirdow, notconsumer stoves,9oods (such as etc.), inventories of particularsoap or candles)their content) in village shops, andat varketlaces, vehicles (andferry crossings oreathrs also suggests aerial aloq inportant arteries.reoonce
estimating for particular tasks,livestock nu,.ers such asor ppulation densities. 

I*Pirg the knowledge of key informntsuseful a short-cut. or interviewingInfonral interviews which 
groups can also beinclude cosschecks are structured and which
for oonistency iprove the efficiency of infonmation
gathering and minimize the risk that investigators will be seriously misled


zisinfoned. Consistency cecks ortopic (po!.eces, land use, 
typically involve approadiingthe effect of an issue orthan One Perspective governt regulations,and at different points in 

etc.) from moreissuer should only be dis -ssed an interview. Sensitivehave been established, in first interviews after rapport andand in nany instanOes can trustsecond or third interview only be discussed during aThe first step inexplain as honestly and establishingconcisely rapport is toas possible the objectives of the research. 



-19-Proaises of later resource transfersall costs. Rapport or policy changescan be best established should be avoided atrelaxed and by interviewing informantsquiet settings where they are innegotiating transactions, not managing their busi
eavesdroers with whom 

or within earshot of crjptitors, eiployees 
s affairs, 

they do not wish"Ifon-tio. to share onfidential busines 
or 

Purchase of beverages orJoulng and barter may also be useful, 
snacks may help to inprove rapport.local c~s and franes of reference 

but may require greater familiarity vithclaim. Collaborating than the typical rapid appraiserhost country researchers cancan providehere. helpful guidance 

VII. Additional Topics 

A. Working with local Researchers and Institutions 
Inolving local researchersdesirable, Teir kjowledge and research institutions inof indigellous the RR is higlyand edgn iCland poliical history is 

social system, local Istituiinvaluable for successful RR. s - dge will Thisfacilitate design of guidelines for structuredinterviews. local researchers informedapproaching participants will also generally be more skilled inin marketing systems and hwling, ntreissues than Outside ocosultants. sensitiveKnowledge of local customWill also inprove Interpertation and analysis of data generated by the 
and conditionsMtile Outsiders may come in R.knwledge of local 

with fresh perspectives,=ditios. they lack detailedThey may also ome with many preonceptionsiappropziat- orocnarsos 
By involving local researchersProcess, and research institutionslocal capability for doing furTher rapid appraisal 

in the RR
Local researchers 
 can use the p is developed.process to examine the organization,
methods, 
operation and Perfomanoe of other Oarmoity subsectors.their stregths and limitations will also help 

Familiarity with RR 
to instill a skePticism of the findings of short-ten= onsultants and other RR 

healthy
 
teams.
 

- Broadeni 
 (ographic and Ccrw ty Scope 
RR need not be restrictedXormrditjes. to one region or oneAdding regions or cumnodlties or more related 

however, does lerthenunless rore re-'earcd-ers the RR process,are added to the team.
 
Expandin 
 RPR to addtitinal regionsIn a sur canvey of grain arketing in 

be guided by different criteria.conducting RR in several 
Upper Volta, the University of Michigan

5eoCOdary crop6 marketing in In 
issurplus and deficit regions. an assessmentIndoresia, ofseveral SZm,local LZiversities the Food Crops Directorate,

Producing regions which 
have initiated RR surveys and

in severalare characterized surplusoditicns, cropping systems, by different agroecologicaland marketing systems.may wish to look at more than one In sone cases RR teamssheds major urban market andfor ocParatve purposes. their respective
demand RR terrLS Where marketing systems are 

food 
may decide driven by foreignto survey derand and marketing opporturuties in keyforeign iaporting countries. 

Eqai RR to a broader range of ormXijties or to an entire regional or 



-20devclopiY country food syste's raises prob
the scope of the RR. ns and forces decisions
In a relatively to limitall commdities in 
sbort period it is imossibleany depth. to look atsuch Classifying ooTmmodties into relatelas staple grains, legun~s, vegetables, groups,

first step. fruits and livestock products asThe techiJcal daracteristis aare similar, of related groups ofwhich leads cmeditaesto similar organizatofsubsectrs. and operation ofRR teams may wish oumodityto focusbecause it on one cis representative, ty in each group,the most icprtant in tem of elua e oror Perceived "value,to be the nest probleitc.
 
hben asked 
to do RR

distrbton in 
of entire food systems researchersone or more can focus on foodurban markets,ocmxIdties wiich provide most 

or the focus may beof urban on staple
expenditures on those staples claim 

onsmers, calories, particularly

budgets a high
or where urban rn rtion of householdrequirements. have difficulty meetingIn situations where basic daily caloriethe market, whetherParticular urbann tjes is or export, forgrowIing most
ptentia! opOrturdties, rapidly and provides the greatest
analysts may cb-oose to focus on those camodities. 

VIII. CO7ciusion 

The above guidelines for rapid reonrnissanoe 
marketing systezs 

surveys of agriculturalare tentative and preb.-in SFODUntries using the RR methodology will gain valuablein Asia, in impleuenting assessuentsAfrica and Latir America. in sixadapt and refine the guiines These studies 1iU.1 help SFTA toproject managers, so they become more operational for USAIDUSAID. 
host country Marketing zeearchers,The and consultants toSFA Project staff would appreciate ocumentswhich can be sent and suggestions,to the following address: 

ShaLl Fa=Ie Marketing Aociess ProjectUSAID
 
S&T/RD/RI

SA-18, Poom 608

Kshington, D.C. 20523 
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