PN-RAV-0Sk

FOR AGRICTLIURAL MARKETING RESEARCH

USATD/SET/RD/RI
Washington, D.C.

February 2985



E. Relting up the Results of rR

F. Prenmungtbemndpalm‘diws“fthem



0065, Holtoman, 2/13/85




Note:
inter

-]~

The terms Trapid recaunaissance and rapid appraisa)l

changeably in this pa

L. Someodity Coverage:
camodities, such as
researcherg i

per, unless otherwise noted.
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) pProposals that host Country

often provide econamic justificatiang for project
governments and danor agencies intend to implement.

B. Need for Timely, Policy Relevant Information

that the managemernt r ts are so

resources are availabhle for informal interviews and case studies. Many

res: who have supervised data-intensgive Surveys, yet have reserved time
1 latter are often a
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11di exerc:isearxireviewofthelitemtureand
Becondary data, itisoftmusefulfarteamu\exrbe.mtojotdamthei:

mviewisnottob&zdentemnmmberswithbtmywmjcand ting
gnments, Rather,.it.isintendedtoprepueallteamnmbexsforthem
fieldwadcinasrapidandsysbenaticakayaspossible.



cannodities are transported in small or large lots. pata may be
points to large Cities, at shipping and receiving

buffaloes) slaughtered in urban areas, but typically incanplete for smaller
&tock (goats, sheep, pigs, poultry). Since taxation encourages evasion,
ignificantly underestimate slaughter or other

universities, agricultural research institutes, statistical services, or
llecting secondary data before the

consulting firmms can facilitate RA by co

i 1 Ifmteansw.nmuyobtainseoamdarydata
D. I.uplement.ing RR Survsyrs

1. Elements of Ry Field work

a) direct observation of marketing system facilities and processes,

b) examinatian of firm and organization Treoords, and



problems ] )
marketing system, and unexploited or underexploi ted marketing opportunities,
As below, it is pPreferable to interview key informants alane ang

Scudies are f aninputintothedesignofa
urban food dist.r.Lbution, surveys wil; begin in urban areas. Researchers will
and prospects and urban food distribution

channels before surveying rural producing areas. 1f RR precedes design of a
] ; . . i T commodities, surveys will
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usually beyin in rura) producing areas. When a particular rural area is
targetted for production increases, the rescarchers will visit that area early
in the RR to €xanine constraints to increasing production and marketed

) broad and the organizatian funding

towns.  They are typically more know
tire marketing Eystem than other participants (although
they may not always be willing to divulge much information).

Producing areas,
particular zones and subzones for examinatj
Suitable for subzanes. Selection may sametimes be quided by political
objectives or regional equity considerations.

representative, Purmsive selection is rarely defined clearly, 50 selectian
' 1 RR does not include sample

pProduced. As a secang example, wholesalers can be stratified by volume of the
ximate value of their assets (vehicles,

camodity they handle, the appro
war ¢« Storage facilities), or comrodity mix. The above stratifications

are not necessarily the best or the most appropriate.
Stratifying the population of potential informmants into separate categories
i i It is important, however, to be

Systematic ang self-conscious in the process of purposive sampling.



with informants at the same stage of the marketing system or at adjacent
' ems and oppartunities can

stages. Different perceptions of marketing probl
course, depending on where firms are

3. Marketing Processes, Functions and Facilities to Qbserve During RR

The following processes, functions, and facilities are impartant to observe
and inspect during the rapid reconnaissance :

a) Transactians at the fammgate (if possible),
marketplaces, ang at retail outlets.

b) Handling, sarting, grading, packaging, processing, transport, and
Starage aof camodities at different stages of the marketing system,
including the fam, assembly markets, processing plants, terminal markets,
storage facilities and retail stores.

€) Facilitjes for buying/selling, processing, transporting, grading and
ing commodities in rural and urban areas,

at assembly and terminal
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to grind, so twe infornatian they provide will have to
be weighed carefully. Extension agents may have knowledge of agricultura]
broducers' production and marketing practices and strategies, producer-first
irst—handler Stage.
(n the other hand, scme dgents are not very useful informants, because they
' - Llch they have been assigned, they may
have few funds for extension visits, and they may be poorly paid and hence

have little incentive for good performance. Project managers often are
] i tion of camodity subsectars in
regions where their projects are being implemented.

. Key informants need to be purposively selected in arder to elicit mltiple
ews of subsectaor perfarmance, government policies and subsector problems.
Different infarmants will emphasize different performance attributes and have

different ideas of what constitutes desired performance. This reflects
different obijectives and pricrities, which are often parochial, and concerns
about the existing and potential distribution of resources and income,

_ The types and nubers of infarmants selected
will depend Upan the degree of bheterogenei
of firms: size, product mix, geographic distribution, resources, management,
teaunology, and standard operating procedures. The more diverse firms at each

1 st the larger the sample of

wanen or their associations, may be necessary to
f rapid appraisers. It is notewarthy that wamen

developing countries. While agricultural production and marketing

interventions will invariably affect female participants in the marketing
system, scme a2nalysts may fail to anticipate these impacts. In scme cases
' 1 elevant groups in a particular

informal interviews will be unstructured in the
be able to vary the length and farmat of an interview, probing pramising lines
of inquiry in depth, where feasible, or adhering to non—controversial or less
sensitive topics, where hecessary. For example, in ane instance the

L ' pondent to focus on particular subsector

problems, government policies or marketing opportunities. A parallel
1 ' ' j at the same stage of the subsector might
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1d operating procedures or on the overall

focus an the fimi's standa
of the subsector.

organizatian and operation

b) Perceptions of karketing System Praoblems, Opportunities
Qb lves. The informal interviews will att

infommants about exchange arrangements

1 ard other vertical linkages should be
osschecked with informants at adjacent stages of the subsector. The overall
1 edgeable

validity of Iapid reconnaissance findings can be checked with knowl
€rs or student's of camodity subsectors, including researchers,

observ
government technocrats, selected agricultural project managers, and regicnally -
important business people.

d) Repeat Interviews. Repeat interviews with cocperati
infamants, or interviews with informants who substitute for uncooperative or

less useful infarmants, are aften necessary in order to:

4) Di§CLxss sensitive topics, such as credit arrangements, price formation,
relations with other firms, government restrictions on camadity movements

Qr prices, parallel markets, etc.

Follow—up interviews with selected key informants d
appraisal can lay the base for case studies during the third phase of
marketing assesswents, which penaits rultiple visits over the course of at

least ane year.

uring the rapid

€) Group Interviews. Depending upan the cultural context, interviews of
participants can elicit views of

relatively hamogeneous groups of subsector
subsector performance, the need for and impact of government policies and




individuals, whose Views and perceptions may not pe widely shared.
findings of 9IQp interviews o~ of meetings with representatives of producer,
—~hecked with individual

trade ar industry associations mst always be cross
Preferably some of these infarmants dig not attend the group

rapid Teconnaissance field research. 1 1
' ticipating individuals, They are designed to
elicit candig appraisale of Participants' views, perceptions and ideas (in
this case, about marketing system pertommance, problems, constraints and
opPportunities). The Delphi approach assumes that the group will move toward
consensus and that false or misleading views and perceptions will be exposed
edi ] ' tially attractive information



reéconnaissance surveys. The meetings may be infrequent (weekly or perhaps
ti 1ff3 i Nevertheless, it js important that

the different teams discuss Preliminary researci findings, tentative
1 findings, information gaps and

helping the Iesearchers to focus increasingly on key research issves, which
typically emerge during the course of the RR surveys, rather than to cantinue
Fathering infarmation in an undirected way.

E.Writi.nguptheRcsultsoftheRR

likely to emerge from the RR before initiating the survey research
. he . -. Ma - .

d) Marketing system operation
€) Supply situation for the target connodi ty
f) Marketing infrastructure
g) Institutions affecting marketing
4. Discuss Gesired performance goals as perceived by different subsector
pParticipants.
S. Identify key marketing problems and constraints
6. Identify further research needs

F. Presenting the Principal Firdings of the RR

It is important to brief the policy-makers who commissioned the RR about
Lnci 1 the investigation. Presentations should be kept
relatively short (no more than one hour) and may need to be considerably
senior policy-makers. Ample time should be left for discussian of



follow out in the RR report.

theRRHEthodologyasanimpartantpartofthesecxnd;haseoflts

agricultural mark assessments. The RR surveys will identify marketing
i depth during the

management and implementation of the proposed study, and levels of financial
' Proposal which detailsg

the research objectives angd hypotheses, the data collection and analysis toolsg
tobet_anployedinthesmdy, atinetableforcarxyingoutdata collection and
analysig activities ang submitting reportg of study findings, and the



tutiong
theninistx:yotqrimlm), Yepresentatives of ‘associations,
me, processars, and cocperative officials (if any).
cmnndityflarsandmkeamnghestimtectﬂme

Determine direction of
mq,nitudeofflmwitldaaxﬂbeb«amragiaxs. Use a map to chart flows
and mnplusanddefidtueas.'mmmewmlmtimm

D.PtioehezadsaxﬁSeasorzAJJgo Analyzeaeasaulandseauartra\dsin
for gradeeoftheoamodity. Method: For 1-2
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F. Marketing System Operation. Describe characteristics of exchange

Processes, risk-sharing mechaniens, and infapnation dissemination between
stages and any evidence of unusual market power or uneven distribution of
Tifks, responsibilities and retwns. Method: Use above purposive sample

channel. asgess degree to which mar, . :
1 1 to produce for the market.
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Proportion relative to total productian).

2. Storage pPractices.
3. Sources ang uses of price informatian.
L uding timing of sales, volume by sale or time

units and grades of camwodity sold, types of buyers, temms of
transactions, ang reasans far sale during particular pericds.

J. Marketing System's Adaptability. Examine:
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and dirty*” and, even when "lang and clean, " they may generate policy
eévant or can be implemented.

described above, emasizes listening and learning, and uses multiple
approaches to mvestlgaung key issves and questians. He urges rapid
appralsers to mine existing sources of informaticn, particularly secondary
data, annual Ieparts, trip reports, sumaries of survey findings, and academic
Papers. (We add fooq industry hewsletters, consulting reparts and feasibility
studies). These often i ' t2 on rural and urban

1 ¢ windows, stoves, etc.), inventaries of particular
consumer goods (suduassoaporca.ndles) in village shops, and vehicles (and
their contents) at rarketplaces, ferry crossings or along important arteries.
Chambers also j reconnaissance for particular tasks, such ag

misinfarmed, Consistency checks typically involve approaching
] etc.) fram more



B. Broadening Geographic ang Conmodity Scope

pmdt_xcing regions which are characterized by different agroecological
canditicns, Topping systems, and marketsi systems
1 Jor urban market and their respective food
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