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IJI'l"RODUCTIOIl

This document has been prepared for the guidance of marketing specialists

a~d their host country counterparts, who are conducting rapid appraisals of

commodity marketing systems for the AMIS Project. It draws heavily on the

work of Dr. John Holtzman, formerly of Michigan State University and now

Senior Agricultural Economist at Abt Associates~ Je~ry Martin, AMIS Project

Manager for Abt Associates, and Richard Abbott, Senior Market Analyst for the

Postharvest Institute for Perishables, University of Idaho, a subcontractor on

the AMIS Project, co-authored the report.

We are grateful for the assistance of the following individuals, each of

whom reviewed a draft of the guidelines and contributed valuable substantive

cormnents.

Dr. Paul L. Farris

Department of Agricultural Fconomics

Purdue University

Dr. Bruce W. Marion

Department of Agricultural Economics

University of Wisconsin

Dr. John C. ~.o~/ott

Consultant

(Formerly Chief, Marketing and Credit Service, FAO)

This is the second draft on the Operational Guidelines. Following field

testing of the methodology in FY89, .\MIS plans to publish a revised final

draft. In the meantime, we welcome comments from those who have occasion to

read or utilize the guidelines.

- i -



AMIS-AJI OVEllVIEW

The objective of the Agricultural Marketing Improvement Strategies

Project (AMIS) is to improve the efficiency and effectiveness of agricultural

~ marketing systems in less-developed countries. Core funding for AMIS is

provided by AID's Office of Rural Development, Bureau of Science and

Technology. The project addresses the complex issues rej,ated to producing,

processing, storing, transporting and distributing agricultural commodities.

The underlying rationale is that marketinl is a key factor in increasing

agricultural production, gene:ating employment and the associated economic and

financial benefits.

Through its technical assistanc~ component, AMIS provides USAID Missions

with the services of specialists in all aspects of agricultural marketing.

The AMIS approach to marketing consists of three principal activities--Rapid

Appraisals, Applied Research and Pilot Innovations. These three project

activities follow each other in logical order (diagnosis, focused study,

interventions) as the mean9 to understand and improve critical aspects of a

marketing system. Identification of those dynamic elements which move

marketing systems to greater levels of specialization, efficiency and

effectiveness, part icularly the insti tutional, organizational and management

components of marketing systems, is a major a~m of the project.

AID has selected Abt ASlociatel, Inc., a research firm specializing in

economic: analysis and policy research, to execute and manage this project.

Abt Auoetates has two subcontractors: The Postharvelt Institute fOl

Perishables at the University of Idaho, a resl'!arch and information center

dedicatE!d to improvin~ postharvest handling and III.1rketing of perishable crops

and Deloitte Balkinl & Sells, an accounting, managemen~ auJ development

consulting firm with a unique capability in r"°l'Hstatal reform ano

liberalization of agricultural marketing organizations.



GtDSSAllY OP ACROIJYMS

RA - Rapid Appraisal

ADO - Agricultural Development Officer

AID - Agency for International Development

USAID - AID Overseas Missions

AMIS - Agricultural Marketing Improvement Strategies Project

CDSS - Country Development Strategy Statement

HC - Host Country

MOA - Ministry of Agriculture
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STEP OlliE: IHITIAL VISIT

This section describes the critical factors which determine the technical

and operational feasibility of applying the Rapid Appraisal approach to the

examination of an agricultural marketing system. It is designed to be used by

a single market analyst during a preliminary visit to an AID mission

interested in AMIS technical assista~ce.* The guidelines cover three steps:

1. Determination of the appropriateness of the RA approach given
the needs of AID and host country officials;

2. Given the appropriateness of the RA approach, determination of
the feasibility of conducting a Rapid Appraisal in that
setting;

3. Given the determination of appropriateness and feasibility,
and prcvided this RA has priori~y over other~tential RA's,
execution of the initial steps of the Rapid Appraisal.

As Chart l illustrates, these guidelines ~r~ a series of steps which

constitute a logical sequence in the process of deciding whether to conduct a

Rapid Appraisal, given a specific set of circumstanc~s.

Task 1: Determine Appropriateness of the RA Approach

The first step is to determine if a Rapid Appraisal is a useful analytic

approach given the problem or need to be addressed. Clear:y, if the RA

approach is not compatible with the purpose, scope, or subject of the problem,

then no further effort is called for.*'*' Making this determina.tion will

require simultaneously dp.fining the research problem and relating it to the

Rapid Appraisal approach.

* It is assumed a number of weeks or months will pass between this
preliminary visit and commencement of th~ RA.

** The analyst, obviously, would advise AID and the government. on more
appropriate methods for addressing the problem.



Exhi~it 1

Guidelines for the Application of
The Rapid Appraisal Approach

Step 1 -- Determination of the Appropriateness of the
Rapid Appraisal Approach

-,

Characterize RA

Focus on ~ommodity subsystem
or segm~nt of subsystem

Purpose ~s to diagnose
constraints

Characterize Marketing Problem

Is problem related to a commodity
or set of commodities or segmen~

of subsystem?

IF YES IF NO

.---------- Redefine study

.---------- Conduct RA on subset
of problem
Reject RA approach
Recommend alternate
approaches

+
Is there a need to systematically
appraise the s~bsystem?

IF YES IF NO

Explore applied re­
search possibilities
Reject RA approach
Recommend alternate
approaches

Short-term, preliminary
in nature

+
Is study objective compatible with
short-term approach?

i

I

IF YES

+

IF NO

Reject RA approach
Determine if long­
term research is
required
Determine if pilot
inno....ation is
possible
Recommend alternate
approaches



Limited geographic scope
...

Can problem be adequately examined
without national coverage?

•

IF YES

..----------

..-- ---------

...

IF NO

Assess mitigating
factors--size of
country, ease of
travel, etc •
Propose RA on a
sample area
Reject RA approach
Recommend alternate
approaches

Leads to in-depth resp.arch and/or
pilot-testing of innovations

Is there AID and host government
interest in pursuing findings of RA?

IF YES IF NO

GO to Step 2: Determine ~easibility.---

.----------
Determine, judge if
interest might be
kindled by RA
Reject RA approach
Recommend alternate
approaches

1



The analyst must assess the problem in terms of the five critical
characteristics of Rapid Appraisal.

1. RA is narrowly focused on a commodity subsystem or some part of this
subsystem.

• Is the problem in question related to a particular commod:ty, a set
of related commodities, or some segment (e.g., processing,
wholesaling) of a commodity subsystem?

2. RA is designed to diagnose the critical marketing constraints in a
commodity subsystem.

• Are AID and the host count~y interested in a diagnostic approach to
the problem; that is, is the problem already well defined or is
there a need to systematically appraise the situation?

3. The RA approach is short-term (1-3 months) and preliminary in nature.

Does the problem require indepth data gathering and analysis? In
other works, is this an applied research problem?

4. The RA usually covers a ~eographically restricted area and is rarely
national in scope.

Can the problem be adequately examined without national surveys or
countrywide travel?

5. The completed RA should lead to additional research on critical
constraints and/or pilot-testing of innovations aimed at removing these
constraints.

• Is there interest on the part of AID and the host country to
consider, at this time, a program of indepth study and intervention
based on findings of this RA.

The role of the AMIS analyst should be one part educatio!1--this is what we

mean by RA; one part detective--identification and definition of the proble~s;

and one part diplomat--(how) can we define this problem to fit the RA approach

and AID and host government needs at the same time? There are no hard and

fast rules in this process, but it should be clear, for example, that if there

is no felt need for a diagnostic approach, then it would be ina~propriate to

recommend and to conduct a Rapid Appraisal. If it is agreed among the

analyst, AID, and host country officials that a RA is appropriate, then the

analyst begins Step 2.



Task 2: Determine Feasibility of Conducting an RA

-
I

The problem at hand ~y be ideal for the RA approach, yet it may not be

feasible to conduct the Appraisal for institutional, technical, or ope~ational

reasons. The analyst must satisfy him or herself that the conditi~ns exist

for the successful implementation of the Appraisal. Soce of these conditions

are imposed by the approach itself (RA' s reliance on local researchers and

institutions) and others result from external sources (e.g., political will cr

seas~nality).

A. Ascp.rtaining Level and Character of USAID Support

Conducting a successful RA requires a significant level of support from

the AID Mission. The first stage in determining the feasibility of doing an

RA is to review these requirements and the mission's resources.

• Cost--RA will be fully funded by the mission. Cost will vary
depending on the problem, available data, and other factors.
As a rule, these costs will range between $50,000 and $100,000. =

• Involvement of Key Mission Personnel--The collaborative nature
of the RA approach means that the ADO should be willing to
spend time fostering contacts between the RA team and host
country officials. The analyst should try to determine the
likely level of involvement by the ADO and the quality of AID's
contacts with the government.

• Compatibility with CDSS/Mission Strategy--RA will usually be
the first part of a long-term relationship between AMIS and the
Mission. It will be important for the analyst to assess the
interests of people outside the Agriculture and Rural
Development Office. Meetings with the Mission Director, Deputy
Director, Program Officer, and others, should be arranged for
this purpose.

.. • What are the overall USAID development goals?

• What is the agriculture and rural development strategy?

• How does marketing fit into these goals?

• What are other donors doing in these areas?

• How does AID perceive the government's policy toward
agriculture and marketing?

• Where and how c'Jes AID's program fit into the government's
program?

- j -



• What are t~asonable expectations of host go~e~nment Jupport?

B. Ascertaining Level and Character of Host Countr? S~?port

1he RA approach 1S built upon active cooperation and collaboration

between the MIS team and the host country public and private sectors. In

i particular, government support will be essential for the implementation of a

useful RA. Among the issues which should be explored by the analyst and

representatives of the government are:

• Governm~nt's perception of the problem (Step 1 addresses this
issue, too);

• Government's understanding of the RA apvroach and what is
expected in terms of local support;

• Likelihood of government commitment of resources; people,
facilities, money, ei:c.;

• Governm~~t's assistance in securing access to p~ople, data, and
different regions of the country;

• Designation of an institutional base for RA collaboration:
Marketing Division of MOA, so~e other government minigtry, the
national university, a private voluntary organization, etc.

-.
c. Assessing Local Institutional Capacity to Support RA

A solid local institution is important for the RA because a great deal of

preparatory work may be required before field work. It is also

important because local researchers' knowledge of the socio-cultural and

political context is critical to the design and conduct of rapid field work.

Among the issues which the analyst must attempt to ,-sses! are:

• Appropriate institutional setting -- Public sector institutions
such as the Ministry of Agriculture, a national research
institute or a national university department convey official
support and may have important links to policymakers. Private
sector institutions such as voluntary organizations, religious
organizations, and private consulting firms may provide less
politically oriented research agendas, quicker mobilization of
resources, etc.

• Capacity to carry out RA -- Capacity should be defined in terms
of personnel, facilities, and resources.

- 6 -
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• Primary importance must go to the availabili;:y of qualified .
personnel. Among the cons:derations are:

* Academic training

* Field research experience

* Knowledge of the agricultural sector, especially the
commodity market in question.

* Demonstr.ceQ writing skills

* Local languages

Determining the availability of these individuals wiil be very difficult

during a preliminary visit, so heavy reliance must be placed on the judgement

of the ADO. The local insti tution should be able to provide copies of ~Iast

'work and the analyst can contact those who supported this work for evaluations

of performance. The management and administration of the institution should

be reviewed. Some per~ in'!llt: factors are length of operation, source and

stability of funding, and length of time lhe directors and other senior staff

have been in office.

The types of facilities and resu~~~es at the institution's disposal can

be important, though not critical. For example, presence of some or all of

the following indicate stability aQd capacity, in addition to being of use to

the RA team: persor.al computers, adequate offit'e space, other supplies such

as paper, typewr::er and copy machines, vehicles ion good operating condition,

shortwave radio, reli,ble electric power, etc.

In the end, the analyst should have an idea which institution, if any,

will be able to do the following:

3. Provide logistical support in the field;

2. Provide two or three qualified researc:-:4rs for the duration of the
RA;

1.

4.

5.

Access relevant ~ec~ndary data;

Provide office facilities, if necessary;

~e cred;ble in the eyes of the government and AID;

!!!

,
..,

6. Provide additional support gta~~, such as enumerat~r81 interviewers,
drivers, etc.

- 7 -



It is desirable to conduct a training session in Rapid Appraisal

methodology for counterpart personnel during the initial visit. Not only does

this assure the availablL1ty of trained people for the RA but data collection

can also begi~ before the analysts return for the RA.

D. Availability an·~ Quality of Secondary Data

The length (and cost) of an RA can be significantly reduced and the

validity of its findir.gs significantly increased if the team has a foundation

of reliable, well-targeted secondary data. During this preliminary visit the

analyst's goal should be to learn the following things:

Quality of government statistics--a composite based on opinions of
AID, other donors, government official~, ~=c.;

Other sources of data--AID reports, ~t~er don~r~ and organizations;

Accessibility of other cata by the RA team;

Types of data available--Price, production, imports, exports.

E. Seasonality and RA Implementation

Since RA is conducte&.: only once, it is important to time the RA to

coincide with the most informative segment of the crop production and

marketing cycle. Timing of the RA will depend on the need to observe

particular marketing functions and processes. The perceived food system

constraint.s and opportunities (i.e., the preliminary problem as defined by the

host government, AID, and the analyst) will indicate the best timing for the

=

RA. Some examples follow:

A perceived storage problem would suggest a RA during periods
of storage and sales from storage.

RA could be carried out immediately after harvest to examine
impact of a marketing parastatal on sales, or effect of
deficiencies in market information or in grade and quality
standards.

An input marketing problem would indicate an RA just before
and during the planting season.

- 8 -



Once having determined the appropriate timing for the RA the analyst must

verify the feasibility of conducting the RA with the other principals

involved. Any number of factors may come 1 nto play: a scheduled national

election may preclude field work, the RA may coincide with the end of tour for

the key AID officer, a religous period such as Ramadan may occur, or the

simple fact that the appropriate time is only weeks away so that a 12-month

wait is judged best.

The analyst who follows this course to detE'rmine the feasibility of RA

I will, of course, be ultimately relying on his or her professional judgement.

In some cases each of these points may be consider~d critical; in others, some

will be judged to be desirable but not essential, However, it is hard to

imagine a case where ei ther AID or host country support ~s judged to be

inadequate and yet an RA is recommended and attemptec.

Task 3: Identify Critical Elements of the Marketing System

Having determined that a Rapid Appraisal is b~th appropriate and feasible

in the country setting, the analyst should lay t~2 groundwork for the

appraisal by identifying those elements or aspects of the marketing system

which appear on initial inspection to most strongly influence performance. In

the course of conversations with USAID and HC officials under Tasks 1 and 2

above, the analyst will usually acquire a broad understanding of the situation

and be able to isolate key factors. ~is information is important for proper

design of the study in Step 3.

The trip report prepared by the analyst shoul~ ~~clude a section dealing

with these issues, organized somewhat as folows:

Objective: What does the Mission want to achiev_ with the RA? How will it be

used? Is there a secondary purpose?

Impetus: Who in the mission is the main r-:-oponent (;of th~ study? Are ther'!

differing views within the mission about the pur~'Jse fH.' value of the study?

Who in the host government supports the work?

Previous work: What prior studies have been done on the situation? How does

the mission view this work? Opinions of HC offici~ls?

- 9 -
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Problems/Constraints: What do ioformants say about factors which constrain

performance of the marketing ~ystem? Are there differing views as between the

mission and He government officials? What were conclusions of other analysts

in prior studies, and do informants generally agree with them?

Dynuic Factors: What are the changes ~ if any, which are occurring in the

system, ar,d what external or internal factors are causing these changes?

Since when have such changes been taking place? What is different from when

prior studies were carried out? What do iT.formants say about the l'uture?

. 10-



STEP TWO: RECRUIT THE RAPID APPRAISAL TEAM

Upon completion of the initial country visit in Step 1, and assuming the

decision to do a Rapid Appraisal is positive, the next step is to recruit the

team.

The mix of expertise required will be dictated

objectives and thrust of the RA as formulated in Step 1.

consist of two to four persens.

by the particular

Typically, it ~ill

If the objectives of Rapid Appraisal are limited, multidisciplinary teams

are not usually nece:osary. The quality of most RA surveys will usually

improve, however, if researchers with complementary disciplinary skills

participate. These teams may include ~il economist or agricultural economist,

an agri-business management specialis~, an economic anthropologist, a

postharvest technician, a transport economist, institutional analyst, or

commodity specialist. It is important that an analyst with a general

background in agricultural marketing (typically an agricultural econo'nist>

lead the team, and edit and complete the final report to provide an integrated

picture.

- 11 -
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STEP THREE: PRELIMINARY STUDY DESIGN

Preliminary design of the Rapid Appraisal will normally be done by

members of the study team prior to departure from the U.S., based on

information collected in an initial on-site visit. The study design developed

at this early stage is only preliminary, because it will normally evolve in an

iterative fashion during the co~rse of the field work. As the wo~k proceeds

and the investigators learn more about the system, they will tend to focus on

those factors which most influence change.

An overriding consideration in study design is a concentration of effort

on those aspects of marketing systems which afford the opportunity to pursue

further research and to test innovations and interventions -- a principal

t~lrust of the AMIS Project.

Task 1: Statement of Objectives

Before beginning to design the study, a clear statement of objectives

should be set down. Information and discussions from the initial on-site

vi~it will be the basis for this formulation, which will then be reflected in

the study design.

A Rapid Appraisal is most appropriate when AID and the host government

are engaged in a discovery process regarding an agricultural commodity

marketing system. The need would be to learn about, or confirm ideas about,

how the marketing system is functioning. From this perspective, RA may be

appropriate for studies whose objectives are among the following:

Design of an agricultural marketing project;

Measuring or evaluating the initial impact of a policy reform

Evaluation of effects of a marketing project;

Diagnosis of system constraints as the basis for long-term research
or a pilot innovation.

- 12 -



Task 2: Determine Study Focus

The Rapid Apprairal methodology ~alls for a highly focused study which

emphasizes the dynamic rather ~han the static elements of a mark~ting

~ystem. An AMIS Rapid Appraisal is designed to be carried out within strict

time and cost limitations; it does not pretend to be an exhaustive analysis

of all aspects of the system. Nor is this necessary in most instances, since

AMTS wi.l1 typically be involved where the study spor.sors are seeking to

introduce improvements rather than measure performance of the system at any

given moment. The aim is rather to know how the system is responding to

change and how to bring about desired changes.

Operationally, the study will move through four phases:

1. Achieving an understanding of th~ way the marketing system is
organized and how it functions.

2. Selecting the factors which influence performance (system dynamics).

3. Focusing the investigation on these influential factors.

4. Making appropriate recommendations.

It is therefore important to identify 4S early as possible the key

factors influencing system performance. The key factor could be a system

constraint, such as an export tax which renders a product non-competitive in

external markets, or the lack of an adequate market information system to

inform farmers and traders of current prices prevailing in the principal

markets. A discussion of typical constraints encountered in marketing systems

is included as Appendix A to the guidelines.

Or the key factor might be an underlying cause -- what may be called a

driving force in the economy which has an indirect but important effect on the

marketing 9ystem. Examples would include increased urbanization and

accompanying changes in consumption patterns, or the introduction of new

technology in the handling or processing of a commodity. Additional examples

of driving forces which investigators should be aW8re of is contained in

Appendix B.

- 13 -
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While an AMIS Rapid Appraisal does not attempt to quantify every aspect

of performance of a commcdity market, investigators will need to draw

conclusions about ,,:le dynamics of system performance based on their knowledge

of constraints and driving forces. A discussion of both static and dynamic

performance indicato~s appears in Appendix C.

The initial site visit is the time to make a first determination of study

focus. It will usually be possible to identify the key fllctors influencing

performance through discussions with USAID and host governm~nt officials and

to establish the Rapid Appraisal focus. At this point it will nave the status

of a working hypothesis, and will be subject to change as th~ study

progresses.

Task 3: Select Key Areas of Investigation

This early determination of study focus will lead naturally to a

selection of areas of investigation in the field work. These in turn will be

reflected in a study outline to be prepared before the study team leaves the

U.S. (Task 4).

The attached matrix (Exhibit 2) lays out ten broad areas of investigation

for Rapid Appraisals, lists components of each area, ~otes methods of inquiry

for obtaining necessary information, snd outlines the reasons for investigat­

ing each of the areas. Investigators will need to select those areas which

contribute relevant information in the light of the study focus. An ex­

haustive stl:.dy of all of the areas listed will not be possible, nor is

sufficient information likely to be available to do so in most cases.

In carrying out Rapid Appraisals under time and res()urce constraints,

investigators are generally recommended to estimate orders of magnitude rather

than attempt to obtain precise estimates of marketing variables. The benefits

of increasing precision will likely not be justified by the high op~ortunity

costs of gaining such precision. Investigators need to ask themselves

continually whether it is worth the time and effort to gathe:r particular types

of data.

- 14 -



II,

__ AS OF

l~fSIlGAIION CCM'ON:NTS

KEY AREAS C1f INVESTIGATION IN RAPID APPRAISALS
hhibi t 7: Key Areas

Mf THOD Of INQUIRY R{A~S fOfl INYfSTIGATlN;

• e.-.di ty Characterist ics

:-oduct;on Analysis

=and Anal ysi 5

ice Relationships and
asonal i ty

rket Ing Syst.
geni zat Ion

It) Different grades, end uses.

b) Degree 01 bulkiness. pershabi IIty
c) Phys;cal hand I ing requir...nts.

d) Degree/type 01 process ing.
e) Types and aagnitude 01 post-harvest losses.

It) Seasonal and secular trends In ~stlc and

e.port ..rkels.
b) 01 saggregated consUlll>t ion patterns by soc io­

.co~ic and ethnic group.
c) future aarket prospects.

It) Production by year lind by region for recent

yesrs, not; ng trends and yar i ab III tr.
bl Stocks lor translor..tlon and conSUlll>tlon by

season and region.
c) FlOWS frOllaa,or supply areas to aaJor aark~ts.

'nclud,ng l~t5 and ••ports.

It) Secular trends In real prices at the far-gete,

wholesale .nd retai I levels.
b' Seasonal and cycl ical trends in prices.
c) Changes oyer ti_ in "elatiYe price r~latlon­

shipS.
d) Changes over tI .... In input/output price rala­

tlonshlps.

a) Marketing channels and c~lty subsector
stages.

b' laportant as_ly. redistribution and terainal
aarkets.

c) Types. n....rs end ~aphlc distribution of
f iras at key 5ubsector steges.

d) Prev.lance and leportance of alternative Insti­
tutional errangell8nts, suct as contracts, verti­
cal Integration, direct ""ketfng, and coooera­
t Ives. to spot aarkets.

1) Review c-=-odity .anuafs, stuaies.
1) Develop c~lty c~landars showing periods of

product fon and trans'or_at Ion.

1) Obsarvatlon 01 handl ing. procassing and storage,
4) Assess natura and degree o' post-harvast losses

In a rough _ay.

1) Revle. eons ....ptlon studie5, food balance !heets,

and d.and projections,
7) Construct load balance shaats II data availabla.
l) lI.tervlew nutr I t fon/cOf1S ....p· .on researchers,

selacted c~lty laportars end a.portars and
In!tftutlonal buyers, and !elected rural and

urban COt1 suaer5 ,

1) Revle. c~lty stud'.s.

1) Interview lar~ wholasal.rs. parastatal "an­
agers, crop production rasearchers, I.porters,
e.pot"t.rs, processor's, cooperat'..,. and trade

association officials.
31 Us. aap to show tlows and apperant surplus and

de' Iclenc le5.

4) Describe ~easonal variation In stocks and flows.

II Gather secondary price datI lor c~"y and
close substl tut85/COllpl_,.;~ lor ten or lI()I"a
yellr period.

l' Def'at. prices or ••press In constant prle.
terleS.

1) Analyz. secular, cycl ical and seasonal price
trends, and changes In relatl..,. prlc. relation­

shIps.
4) Estlaate supply and d..and relationships" deta

per. It •
5) Calculate Input/product price ratios.

,) Review pravlous c~lty studIes.
1) Check II e.lstlng en.-ratlons or sl8ple fr_s

In goyer,..nt agencies (e.g., 'Icenslng

offices).
31 Interview k_'edgeable obs"rvers 01 subsectors

and sefected participants.

4) Draw subsector up (flow chert) showing prlncl­
pa' stages end .arketlng channels.

5) Use aap to show lepartant urketp'eces.
6) Identlly f1ras using .Iternatlve coordination

..ehenls-s.

a) eu-odity cha;-actarlstfcs can In'luence OCtera­

tlon 0' subsyst.. , whlr.h 'unctions ... per­
~or_d, how they are per'or_d, and re, ... ffve

cos· at .hlch pc.:r'or..d.
bl Nature 01 production procass Influences tl.lng

and .agnitude of producer 5"'.5 .nd .ark.ted
flows.

c/ t'ost-harvas' losses ere high In .any coun­
tries. Identilication of causes and _ans of

"duclng losses een a.pand 'ood ~valleblllly.

a/ Deeand drlvas (or pulls c~ltI.. through'
subsysl...s.

b) Strength end susonallty 0' d..and aflact pro­
duction and storage Incantlvu. as well as
direction and aegnllude 01 aarketed flows,
lon~r run trends and opportunities allacl In­
vast..nt decisions 01 parfl~lpe~ts In subsysl..

8 J :iupP'Y and d..snd are basfe el_nts of .co­

_Ic analysis,
b) Production lavels and varlebll Ily .flact prIce,

(depending on elntle ties). raturns vie price
..chanluo, end risk parcaptlons 01 producars.

c) level 0' stocks during dllferent periods aI­
fects seasonal variation In prices and cc.­
-oolly avallltll Ity.

d) Shilts In supply over tI.. aay Indlcete re­
sponse to policies. technologlce' change,
Institutlon.1 anvlror...nt .nd allarnatlva
'"5t'tutfon,' arrang.-ents.

a) Prices ar•••ssur. 0' Incentives 'eelng .00d
syst.., participants,

bl Chenglng rel.tlve price rel.tlonshlps ••y Indl­
c.te shifts In prwuctfon and ••rketln9 Incen­

tlvu, 85"cl,"y If coupled wllh accurate cos,
01 product Ion data.

c) Pricing structure provide. Insight Into re­
gional .nd natlona' cOllpar.tlva edvantage.

d) Inp'lt/product prlc. ratios are a pro.y lor pro­
fltabllltyol egrlcullural production.

al Food syst.. organization lor structura) Influ­
ences conduct of participants, which In turn
IIf fects perfor••nc••

b) High levels 0' concentration 01 f1ras at par­
ticular stages of 'ood syst••ay Iud to
hl~her product lon/aarketlng costs then under
COftdl tlons 0' I.....r concantratlon.

c) Prevalence 0' .yrlad seall f1ras who ,.11 10
specialize at one or ...,..e lavels of lood 5ySt..
lIdy leed to sc,le dlsecOllOllles .nd high costs,

dl An,'ysts nHd to e••lne the benefits and costs
0' alternative Institutional arran~nts 15
the 'ood syst.. evolvn.



..
MlfAS Of

I~SliGAHOH

ketlng Syst..
. f~c.

ketlng Syst_ I ..fra­
ucture

·..._ ..t Aegu I atory and

port Institutions and
lei ••

; ...natlonal Trade

presen••tl ......ss of
r lad Under Study

ClN'ONENTS

l}Prldices Ind strategies 01 subsys'"
p.rtlclp.nts (Indlvidu.ls. firM.
organ Iz.tlons for procur I n9 Inputs.
productive tr.nsl...... tlon. stor.ge .nd
_k.tlng of outputs I.

bl Vertlc.I coordln.tlon -.chenl_: ••change
• rrangellflnts. rI sk-reductlon/sh.r Ing. InforN­
tlon dls_'natlon.

cl Sourc.s. us.s and distribution (.qultyl of pro­
duction .nd .arketlng Inforntlon.

d) "daptablll ty and r.sponslven.as ot .ubsyst.. to
shl ftlng supply/~nd•••ogenous shocks. policy
ch.nges .nd uncert.lnty•

• ) E'" I dence of ..,-kef power.

al I'I\yslcal IntrastrU(:tur. (transport. iiOrl:.:t­
places. storege and processing facilifles, ce:-­

eunlcatlons I.
bl Adequacy and bottl ....cks.

al Regulatoryenvlra-ent: ru ••s; Input and
p"oduct regulations; laws .ffectlng earketlng
and tredong actlvltlas; property rights.

b) Public .......tl ..g Institutions (p.r.statals.
cOOller.tl.,.s. Joint venturesl: ••tent .nd na­
tur. of participation In ..rk.tlng; e"act on
beh.vlor .nd perfor_nc. of prlvat. partlclpa..1s
In lood syst••

c) Mecroec.,....lc pollcl.s: prlc. pol ic'es; ••­
change. Intar.st ••age rat. policies; fiscal and
eon.tary pol'cl.s.

dl Ilenklng and credit pol ;cl.s.

• 1 ee-Alfy .xporls and _Id .arket situation.
DI leports Of ce->dlty or substltutll$ .nd lepeet

on ~stlc product 10ft , ...-uts .nd prices.

CI Trands In e.ports and laports.
dl lIk.ly c~anges In e.ports and laports ••nd

_glng ......t OIIportunltl.s or dependencies.

.1 TI.lng of All rel.tlve to Iftnuel productlonl
_ ...tlng cycle.

DI Agrlcultur.1 end eeonoelc cllerecterlstlc. of

y.ar of All r.latlv. to .arller y.are or c1leetlc
cycln.

r..--

I , i I

Exi!ti' It 2 (cont' d)

ME THOO 01' IHQlJIRY

I I Identify k.y stages .nd participants •
:1) Develop Inl('re.1 Int.rvle. guld.lln.s.
JI Seepl. purposlv.ly based upon knowledge of uni­

verse fra- pr.vlous r.cords or studies. or fr..
above char.cter' zatlon 01 subs,st.. (#5 J.

4) Conduct selected 'n-depth Inforea' Inlervle.s.
51 Crosscheck findings .lth other subsysl.. par­

t Iclpants and knowledgeable observers.

'I Revla. studies 01 transportation and c.-unlca­
tlon Infrestructure, storage;proce5slny (;apoclt1

and utilization. and .ark.tpl.c....
21 Inspect and ass..... ade~uac, of seepl. of ebove,
l) Use IMp to show key In'rastructure.

41 ldentif, bottlen.cks.

I I RegUlations: use Inforeal 'nterv'e.s .1 th sub­
sector partlclpants to Idant It, vexing or con­
str.lnlng r.gul.t,ons. followup Int.rvl ••s "lth
selected pollcy-eak.rs.

21 Instltutlons: 'nterv',. Nnagars. d.t.r.'n"
eandat•• outline functions. e~tI.al. earket
shtJf"e, •••lne pricing 9Ollcles, 8SY'SS eftec­

tlv.ness of .arketlng services. ISSesS lapeet of
particIpatIon on syst...

]) Pol Je'as: ,.a"l...acroeconaalc asseSs-8nts of
liar,,, Oank, IIf" or oth.rs.

4) Intervl.. bank and credit agency off leers.

'I An.l,z••rade "uantlt, .nd prlc. data avallabl •
In slatlstlcal abstracts or outsld. assess..nts.

21 Revl_ I;"""""y productlOt1, price and tr.de
for.CIS·IS.

I I Coe..are r.lnfall data and productkn .st,.".es

"I tI, • .,-II.r yllrs.
21 Caepare econoelc d••• : GOP. b.lance of pay­_h. Inf t.tlon r.les. trade p.tt.rns.
1) ASSISS politic" factors: chlnge Of goYlr_nt.

onllev chlt""'''_

, I

REASONS FOR INVESTIGATING

.1 ()per.llon Ind behavior In the Iggr.g.t. 1".Ct
lood .,st.. perlore"'CI.

bl Inforeatlon 's costly to glth.r .nd proc.....
and access Is un.quII. Tills .f1.ch .blllt, 01

dlll.r.nl 51,.. fires to r.lpond fo ch.nglng
••rk.' cond I t l.:M15 •

c) Ad4plablllt, and r.sponslv....... of ce->dl'iy
subs,sl"S to chlng'ng COftdl tlOftS .nd unClr­
talnty .ffact le"ah, of output and pe,.'or.anca,
IS WIll .s cOftllnued vlablllt, of subs,st... In
I particular country.

.1 In sc.e d.v.loplng counfr',s Infr••tructurll
('Ufiitriililti cu.t;H tut. seyer. Iiottren.ck5 to

slow lood sysl.. deve'_nl .nd pen.ll,.
lsolat.d Ir.as Ind r.gIOfts.

al The r.gul.tory envlr..-nt Ind particular regu­
I~tlons afhct the behlvl.,.. Ind Int.ntlves 01

food s,lt.. plrllc'p.nls,
bl Public ..r ...tlng 'nstl tullans _In.t. food

sut., In sc.e countries, Influenc. the or­
ganization. oper.tlon end perfor••nc, of food
"yst_ In .11 eountrl .....nd gener.lI, .IIect
bahavlor of s,st.. p.rtlclp.nts.

~ I Mecroeconoe' c po II c '.1 cond It 10ft .nd Ihlpe the
envlr~nt In which _,st.. p.rtlclp.nts .....
decl.lon. about Investeents and oper.tlOfts.

dl All of the above contribute to food "st.. sfe­
b/llty .nd/or une.r"'nt, ••hlch gr••tI, 'nflu­
Inc. ball.v lor.

II Benklng.M credIt pol IcllS d.t.r.ln. who Il""s
acc.ss to for••1 er.d". "II Ich Is oft.n sub-
s Id I,ed •

• 1 F••• II .n, developing country food .,st..s .r.
euterklc. Int.rnltlonll tr.d. In agr'cultur.'
c-.c/ltles effects productlQft end ...rketlng
Inc.ntlv.... cons_tlon patt.rns .nd pref.r­
.nces••nd the behavior .nd opporfunltIJs of
svst. participants.

bJ InternltlO'lal e.rk,t condltlonl Influ.nc. d.v.·
loping countries' ca-par.tlve "'v.ntage In pro­
duction .nd ••port (Iaport) of Igricultur.1

c-.c/ltlu.

II Th. per lod of ob"ervltlon ••y ba unulu.1 .""
rlspect to cll.,t., .grlcultur.1 production.
ec.,....lc and polltlc.1 condltlonl ••nd ."ects

of r.cent cll••s.
b) food Iy,t. d• .,.lopeent Is en OllllOlng proc....

III ,tor Ie.' perspective of long run patt.rns of

II



Task 4: Prepare Preliminary Study Outline

A preliminary outline of the written report should be developed before

field work begins. As field work proceeds, modifications can be made and

details filled iu. Drafting of of the final report should start while work is

underway. Sections dealing wi th secondary information, for example, can be

dr~fted early on. Writing as one proceeds is a good disciplining process. It

helps to clarify analysis and understanding, it helps to identify needed mid­

course corrections, and it eases the preparation of the final report. It will

be much easier to r~vise and edit a report that has been in process than to

start from a preliminary outl ine after most of the empirical work has been

done.

When preparing the final report, separate papers along disciplinary lines

are di scouraged. It is the repons i bi li ty of the team leader- to integrate

different disciplinary findings into a swmnary report. A concise (less than

10 page) summary which di.scusses key findings and marketing system problems

should always be prepared, leaving the more detailed reports of subject matter

to the briy of the report or to the annexes. A generalized format for the

report follows in Exhibit 3.

-l



PART 1.

PART II.

Ezhibit 3

RAPID APPRAISAL REPORT 1'OIlNAT

SUMMARY OF FINDINGS

INTRODUCTION: THE RAPID APPRAISAL

1.1 Background
1.2 Rapid Appraisal Objectives
1.3 Study Focus
1.4 Rapid Appraisal Methodology
1.5 Study Limitations

OVERVIEW OF COMMODITY SYSTEM

2.1 Commodity Characteristics
2.2 Production Analysis
2.3 Demand Analysis
2.4 Price Relationship
2.5 System Organization
2.6 System Performance
2.7 System Infrastructure
2.8 Government Regulatory and Support

Institutions and Policies
2.9 International Trade

PART III. SYSTEM DYNAMICS

3.1 Key Factors Influencing Performance
(System Constraint~, Driving Forces)

3.2 Conclusions on System Performance

PART IV. RECOMMENDATIONS

4.1 Proposed Changes to System and Expected Effects on
System Performance

4.2 Implications fur Government Policy
4.3 Further Work an,t Additional Resources Needed



Task. 5: Collect and Re"iew Relevant Market Studies

Before beginning field work a literature search should be conducted to

turn up any studies with relevance to agricultural marketing in the country

under study. Principal resources will be the AID library, as well as those at

the World Bank, Interamerican Bank, FAO, USDA/ERS and ~iational Agricultural

Library. Others include studies by private consultants, and dissertations or

papers by advanced students at national and overseas univ·ersities.

If export Cl"OPS are to be studied, it will "e uSlaful to obtain recent

world trade information on the commoC:ity under study, as well as general

export trade information for the country, before departure.

- 19 -



STEP FOUR:

STEP FIVE:

SECOHD PHASE:

INFORMATION GATHERING (IN OOUHTllY)

INITIAL PLANNING

Task 1 -- Team Pre~aration Meetings

Task 2 -- Proje~t Planning Meeting

MOBILIZATION FOR FIELD WORK

Task 1 -- Select Key Informants

Task 2 -- Develop Research Itinerary

Task 3 Train Hast Country Counterparts

STEP SIX: COLLECT AND REVIEW SECONDARY DATA

STEP SEVEN: FIELD SURVEY

Task 1

Task 2

Interviews

Periodic Team Meetings

STEP EIGHT: FIRST DR..FT PREPARATION

- 20 -



STEP FOUR: IIIITIAL PLAlOIIIIG

Task. 1: Team heparatioe Meetings

During the first feW' days in country, the team W'i11 need to define RA

objectives, review available studies and secondary data, identify data gaps

and needs, develop information gathering strategies, and define clearly the

objectives of the RA and the roles of each of the team members in the

survey. Study sponsors in the AID Mission a:&.1 host government should be

consulted. It is often useful to do a preliminary oUl:line of the RA report

(see Step 3). This helps the team to focus on information needs and priority

topics.

Preferably local counterpart personnel will have been already selected

during the initial visit and introduced to RA methodolog~' so that no time is

lost in mobilizing the team. These persons should be involved in planning

from the beginning.

After the discussion of the methodology and review of the literature and

secondary data, team members should be encouraged to jot down their hypotheses

about the fQod system components under examination, identifying key factors

·..,hich affect performance. Developing hypotheses about the organization and

operation of the system will help to focus data gathering efforts. It will

also hopefully make the researchers more c01lscious of possible sources of bias

in their forthcoming information gatherir.g. As a result, they must plan to

offset these biases and preconceptions consciously in their research.

Task. 2: Project Meeting

This larger meeting will bring together involved USAID officers and

representatives of host government agencies--the "sponsors" of the study.

Items on the agenda would include:

A. Review of study objectives

Comments are sought with the purpose of getting general
agreements on objectives

- 21 -



B. Identify information sources

Governrnent agencies, names of individuals

Private sector sources

c. ~~c;istnment of cl;)unterpart personnel
government agency (if not already done)

from appropria~~

=

D. Selection of government agency or privatt> firm to provide
logistic support, i.e., enumerators (if applicable),
transport, office space, etc.

- 22 -



subsector participants and

STEP FIVE: MOaILIZATIOIII FOR FInD WORK

Task 1: Select Eel Informants

There are two sets of key informants:

knowledgeable observers of subsectors.

Subsector participants are linked forward and backward to other

participants in the production-distribution system. Some participants,

particularly wholesalers and processors, have a systems perspective about the

interrelationships among the parts of the system and resulting system

performance. They are able to identify both system-wide problems and

potentials as well as stage-specific constraints. Other participants have

long years of experience in the commodity subsector and in-depth knowledge of

particular problems. They often have pat"ochial views and attitudes and may

not be able to identify system-wide problems. Their perceptions of stage­

specific marketing pro~lems are important, however, and ne~d to be tapped by

RA researchers.

Exhibit 4 lists key informants who can be interviewed during RA

surveys. The advantages and disadvantages of each type of informant are

noted. The types of informants who will be interviewed during a Rapid

Appraisal will depend on the objectives and focus of the study. It is clearly

not necessary to contact all the types of informants listed in Exhibit 4.

Moreover, other researchers will doubtless be able to add to the list.

Sampling of disadvantaged and less vocal groups, such as landless

laborers or nutritionally vulnerable consumers, as well as systematic

contracting of women or their associations, may be necessary to offset common

biases of many Rapid Appraisers. It is noteworthy that women play an

important role in staple food crop production, processing and retailing in

many developing countries, particularly in Africa. While agricultural

production and marketing interventions affect female participants in the food

system and may exclude women from gaining a~cess to certain resources, some

analysts have failed to anticipate these impacts. Given recent interest in

disaggregated welfare effects of food policies, most analysts will probably

devote some attenticn to examining consumption patterns of disadvantaged

groups in food systems.

- 23 -



...: KEY INFCRMANTS IN FOOD SYSTE~ RESEAROi

ADVANTAGES AS INFORMANTS DISADVANTAGeS AS INFORMANTS

Wholesalers a)

b)

~irst Handlers a)

b)

~anagers of Processing a)
Fi rllS

b)

c)

TranspOrters a)

b)

Located at $ystem nOda which offers
vantage pOint and syst.. perspective.
Knowledge of production. stocks. flows.
prices and strength of demand in
different rurel and urban areas.

Detai led xnowlsdge of exchange arrange­
ments with producers and wholesalers.
Knowl~ge of market opportunities. produc­
tion s'ocks, and prices in particular
rural areas.

Located at system nod. which offers
vantage point and syst.. ~Iersp.ctlv••
Know Iedge cf product ion an"d pr ices in
s.lected rural areas. and demand for
process~ products in urban mark.ts.
Detail.d knowledge of .xchange arrangements
and r isk-shar i ng mecnan i Slll~' with prOduc.rs
or prOduc.r groups and bUY4trs of processed
cOllllOdities.

Knowledge of direction and lIlagnitud~ of
cOlMlOd ity flows.
Fa-illar with structure of COMMOdity trade

Can often identify large v·::>lu.. traders.

el)

b)

a)

b)

a)

b)

c)

a)

Extremely buSY and often difficult to
interview for more t~an a s~ort period.
Given typical hosti lity of government.
they may be uncooperative informants.

Knowledge rarely extends outside
circumscribed r~ral areas.
~ay have pa~"och i a I percept ions and
attitUdes.

Given t~pical hosti I ity of government.
firm~ may ~ uncooperative informants.
~av be unwilling to divulge details of
4xchange arrangements with producers.
Wi I I often und.rrepOrt throughput in
order to evade taxation.

00 not ac ;"ua I Iy part ic ipate in trade.
so lack knowledge of trading
practic.s, prices and strategies.

..,

ImpOrtersl
EXpOrters

Representative. Of
Cooperatives.
Trade Assocletions

Bank Loan Officers

Institutlona' and
Private Sector (Large
SuperMarket) Buyer.

a) Knowledge of ma~nitude. timing and priee~

of imparts and exports.
b) Detailed knowledge of illlpor1'/e.port

practices. proc.dures and r.~ulatlons.

a ) Know Iedge of nUtltle,.. Ind s IZItI of meW~r

firMS, and their output.
b) May .ffectively represent ...~rship and

and percept Ions of canstral n1's. oppar­
tun Ities.

a) May posses. inforlllation abOui the op.ra­
tlons, throughput and return, of larger
wholesalers. processors and retaIlers.

b) Access to InformatIon lbout c~J)(.",i tlo"
of c~rcial bank Ican portf~lios.

a) Often maJOr' buyers of high value commodi­
ties. such as f,.ults and vagetibl •• ,
Ilve.tock products.

b) May heve negot i ated contra, iu., I arrangements
with large volu.. whole.ale,.s, proce.sors
or Imparters •

- 24 -

a) ~ay know li1~le abOut ho~ commodities
are asse-bled for eXpOrt. o~ how they
are distributed after importation.

b) Sine. s-uggllng end underinvoicing are
COMlllOft practices in lIlany countri.s,
they may be unwil ling to report volumes
or prices.

e) If rights to impart/e~port are obtained
through privileged access or rents~aring

they ~ay be Jnwil ling to discu.s
busine•• practices.

a) If representatives are appointed by
govern..nt. they may not effectiv.ly
represent ...oershlp.

b) .......bersh Ip may be restr icted to larger
firms and producer••

a) May not possess system. perspective.
May m.ke judg...nts on basis of narr~w

rate of return criteria.
b) May be unwil ling to diVUlge confidential

Inforlllation abOut borrow.rs' operations.

a) As buyers of final prOducts, may have
Ii .. i tecl know I"ge of syst... organ iza"t ion
and operation.

b) Usu.'ly constitute s.11 I proportion of
fin.' d....nd for staple commodltils.



Exhibi~ 4 (Cont.>

KEY I flEQRMANTS IN FOOD SYSTEM RESEARO-!

14 i U ion ar i es •
PVOs

E.tension
Agents

Managers of
Parasta~al

Agencies

Agricultural
Producers

Urban Consu..rs

Retai lers

University or
Agricultural
Researche"s

AOV ANTAGe S AS I foE ORI4ANTS

a> Wei I-placed to describe difficul~ to
observe phenomena and report on
phenomena o~hers un.i II ing to ~iSCU5S.

b) Sometimes provide ex~ension. input
supply and marKeting services ~o rural
cl ien~s.

a) May have de~ailed knowledge of far..r5'
produc~ion and marketing practices and
stra~egies. producer-first handler
exchange arrang...nts, and the s~ructure

of the first handler 3tage.
b) Knowledge of size dis~ribu~ion of farms,

alternative technology util izatlon and
range ot marketed surplus, and food
security situation of local farms.

a) Parastatals may buy a large prOpOrtion
of marketed surplus and manage res~rve

stocks.
b) Parastatals are often major importers

and eXpOrters of ce-lOd ities and in,t)uts.

c) Parastatals are often im~rtant olst-I­
butors of inputs.

a) Knowledge of ~rces of input supply,
production practices and strategies,
alternative technologies, prices, end
marketed surplus in own a"ea.

b) May be able to identify largest and
IlIOSt product ive fa,..rs, as .ell as leas·~

successful far.s with precarious food
security situations.

c) Detailed knowledge of local .arketlng
oppOrtunities and outlets.

d) Able to identify constraints to Increased
production, .arketed output, and input use.

a) Can discus. current and seasonal con­
sumption practices and preference••

b) ~ble to discuss pros and cons of alterna­
tive retail food outlets.

c ) Ab Ie to report Consullpt ion basket and food
prices.

a ) Possess better know Iedge of consu.." wants
and neads than other .arket syst.. partici­
pants.

b) Knowledge of wholesaler-retailer exchange
arrang_nts.

a) Detailed knowledge of literature and
secondary dat~ sources and reliability.

b) May possess analytlca' fr ...work that
leads to better un(lerst8nd in9 of syst..
and Its constraint~/opportunitles.

- 25 -

01 SAQVANTAGE S AS INFORMANTS

a) Usually have separate agendas that lead
to parOChial perceptions and attitUdes.

b) May regard donor agencies or government
as adversar ies.

c) May not participate directly in
ce-moaity subsystems.

a) Agents often not natives of area.
b) May have few funds and no transport for

I.tension visits.
c) Low pay and difficult working conditions

may induce poor performance.
d) May be biased source of information

regarding farmer production practices
and technology utilization.

a) If pessess legal monopoly powers, may
know I itt:e of priva~e competitors' op­
erations ~nd oppOse them categorically.

b) If psrastatal unde" attaCk, it may be
very defensive and try to justify/
rationalize parastatal functions and
role.

a) Primarily subsistence fa"..rs may know
little of current prices a~d market
OPpOrtunities.

b) SOlIl8 producers lIay have pa"och iaI
perspective and .align traders.

c) Fe. producers have systems pe"spective
and knowledge of functions at other
stages of the food system.

a) lndl~idual consumers cannot speak for
ful I range of consume" groups.

b) Care must be taken to identify and
Interview nutritionally vulne"able
groups.

a) SlRall volume retailers In many countries
are relatively homogeneous, parochial,
unprog"esslve and lack Syst...
perspective.

a) May have narrow disciplinary
perspective and perceptions.

b) t~ay lack detailed knowledge of business
objectives, practices and problems of
participants at different stages of the
s'st....



Task 2: Develop Research Itinerary and Interview Guidelines

Researchers will rarely have the luxury of developing formal question­

naires (which are pre-tested, translated and back-translated, etc.) for each

type of participant interviewed. Nevertheless, it is useful to develop

interview strategies and topic guidelines for different groups of partici­

pants, including specific ques tions, desirable sequences of questions, and

types or ranges of questions for initial and follow-up interviews. Some

examples ar~ included in Appendix F.

Before actually beginning the RA field work, it is useful to develop a

research itinerary and activity lists. These lists should note tentative

research plans for each day, including towns, agricultural processing plants,

rural markets, and producing areas to be visited and government officials,

types of market ing agent s, and producers to be interviewed. I f researchers

plan to visit rural periodic markets, it is advisable to find out beforehand

which days or how often particular markets are held. It is also useful to

plan around government holidays, communal work days, religious festivals, cays

of worship and rest, or particular times of the day when potential informants

are praying, working or otherwise engaged. An activity list is a useful tool

in focusing data gathering on critical and necessary activities. It enforces

discipline in planning research logistics. When travel and protocol

requirements are taken into account, there are often strict limits on the

number of places that can be visited and the number of informants

interviewed. However, the researchers do not need to be slaves to an activity

list, and it is wise not to overload it. Unanticipated opportunities to

observe marketing processes or interview system participants may arise which

can justify deviation from a fixed itinerary. It is t.dvisable to allow time

for improvisation, possible repeat vi si ts or interviews, and other

contingencies.

Task 3: Train Host Country Counterparts

It is expected that counterpart personnel from the Ministry of

Agriculture or other agency will be assigned to the team during the

mObilization phase. As noted under Step One, Task 2e, it is desirable to

conduct a training session on RA methodology during the initial site visit.

If this is not possible, it should be done during this mobilization phase.
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Time will not permit in-depth training it is unlikely that more than a

half-day will be available. These Rapid Appraisal guideli~es may be used as a

training tool by asking the counterparts to read them ahead of time, then

conduc~ing a task-by-task discussion. It is useful to have available copies

of previously-c~mpletedRapid Appraisals as models. Another helpful activity

is practicing interview techniques (role playing). Once the field survey work

has begun, counterparts may be further trai.ned by having them sit in on

interviews condur.ted by senior team members, and conducting trial interviews

under the supervisl~n of senior staff who later critique the interview.

Finally, interview guidelines or questionnaires prepared for the upcoming

field work (Task 2 above) can be tested and reviewed with the counterpart

trainees, both as a training exercise and a check on suitability for the

particular cultural environment.

The AMIS Project is developing a set of Rapid Appraisal training

materials which will be suitable for more in-d~pth training of local nationals

at various educational levels. Training of this type may be offered through

USAID Missions in conjunction with other AMIS appraisal and research

activities.
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STEP SIX: COLLECT AND REVIEW SECOHDARY DATA

Although it may seem obvious to many that a logical place to begin

research is by reviewing earlier work, there are many cases where this is not

done, or not done very systematically. There is often a wealth of useful

information and data in scholarly studies (including student theses), annual

reports of governments agencies or parastatals, Ministry of Agriculture data

banks, records of cooperatives and private firms, projec~ documents, trade and

professional journals, and consulting reports. Although many researchers like

to think that earlier studies are inadequate or unfocused for their particular

purposes, this work often contains useful information and insights.

Not every team member has to review every document or data set, so

division of labor along disciplinary or subdisciplinary lines is usually

appropriate. Each team member should summarize the principal hndings from

the literature and preliminary analysis of av&; lable data for other team

members. During the first week of the RA, team members can make oral

presentations, or draft a series of annotations or memoranda. In preparing

important data for others, team members may wish to tabulate seconr~ry data so

that it is readily accessi':lle and usable. Critically important papers that

every team member should read before beginning the RA surveys need to be

identified. The objective of this review is not to burden team members with

lousy work and supplementary writing assignments. Rather, it is intended to

prepare all team members for the RA field work in as rapid and systematic a

w'ay a s po ss i b1e •

Types of secondary data that are usually readily accessible include:

1. wnoiesale and retail prices for agricultural commodities,
usually collected in capital cities and other major urban
areas. Farmgate prices are often not collected or may only be
official producer prices.

2. Price indices, usually consumer price indices, constructed for
a basket of commodities purchased by urban consumers in large
cities. Serious attention needs to be paid to how
representative the basket of commodities and the weights used
in constructing the indices are for different groups of
consumers. Consumer purchasing patterns and price
relationships among commodities change over time.



3. Data on quantities of commodities marketed, transported, and
imported or exported.

a. Extension agents or agricultural statistics enumera­
tors sometimes attempt to collect data on the volume
of commodities marketed in rural are5S, particularly
at rural markets, which capture part of total mar­
keted output. While absolute volume figures should
not be ta~en too literally, year to year changes in
marketed output may be reasonably accurate indica­
tors of significant changes in product.ion and mar­
keting. It is important to note, however, that
policy chan3es may shift the locati,on of apparent
market surpluses, as well as the direction and
magn~~~~~ of marketed flows. Furthermore, a change
in government policy may encourage more officially
recorded marketings through formal channels (trans­
fer of sales from informal to formal markets), even
though the total quantities sold may not have
changed from one year to another.

b. Interregional transport data are less common and may
be highly inaccurate, depending upon government
controls and taxes and whether commodities are
transported in smaller or large lots. Data may be
collected at entry points to large cities, at
shipping and receiving points on rail, air and water
lines, and at water crossings (ferries). Origin and
destination traffic surveys provide, accurate and
detailed information but are often carried out at
only one point in time, which mayor may not
coincide with the periods of major commodity
flows. When traffic surveys are conducted at
intervals over the course of one year, researchers
need to assess the representativeness of the periods
of data gathering.

c. Import and export data (quanti ties and value) are
usually more accurate than other types of quantity
and flow data, but they may understate actual volume
of imports and exports if government restrictions,
quotas, taxes or overvalued exchange rates encourage
smuggling or underinvoicing.

4. Data on the volume of p,rocessed or transformed cormnodities are
sometimes collected by government agencies for taxation pur­
poses. Processing finns are often asked to submit records of
the quantities of produce pro~essed to government agencies.
Since taxation encourllges evasion, government data may sig­
nificantly underestimllte processed output. For example,
livestock slaughter statistics are usually quite accurate for
large ruminants (cattle, camels, buffaloes) slaughtered in
urban areas, but typically incomplete for smaller stock
(goats, sheep, pigs, poultry).



•
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During Rapid Appraisals investigators should collect and analyze only

secondary data which can be obtained with a minimum of difficulty. If RA

teams can ~nly obtain secondary data through extensive digging in government

archives, or if aggregation of voluminous records is necessary, then these

activities may be best reserved for later in-depth studies •



STEP SEVE:H: FIELD SURVEY

~.sk 1: Interviews

Interviews will be informal yet structureci. in the sense that the

intention is to cover important topics in a preferred sequence. They will be

unstructured in the sense that interviewers will be able to vary the length

and format of an interview, probing promising lines of inquiry in depth, where

feasible, or adhering to noncontroversial or If!SS sensitive topics, where

necessary. For example, in one instance the irlterviewer might encourag'::! a

respondent to focus on subsector problems, government policies, or needs for

infrastructure investments or public services. A parallel interview with

another informant at the same stage of the stlbsector might focus on that

firm's management, sources and uses of credit, standard operating procedures

for carrying out particular marketing functions, and relations with other

firms.

While it is useful to develop informal interview guidelines for different

types of participants before beginning RA field work, it is important to

realize that interview5ng busy marketing system participants is an art.

Investigators rarely have the time to ask even the most cooperative of

informants everything they would like to ask, unless it is possible to arrange

a follow-up interview or two. So investigators have to focus the interview on

pa.rticular issues and problems. Allowing informants enough flexibil ity to

discuss issues and topics which interest them or problems which they find

especially bothersome c~n have high payoff. Investigators can often uncover

unexpected insights in this way.

In addition, it can be very effective to challenge informants on

particular issues, if only to stimulate discussion and compel them to

articulate their views more clearly. Informants who are bored or annoyed by

interviews will sometimes offer incomplete or unsatisfactory answers to

questions, hoping that the investigator will accept those responses un­

critically and continue toward completion of the interview. It is very im­

portant to challenge such responses and to demonstrate to the informant that

the researcher understands enough about the marketing system to realize that

his/her answer is incomplete or unsatisf~ctory. To do this in a humorous or

clever way can liven up an otherwise routine interview, improve rapport, and

facilitate the information gathering task.



Informal interviews in Rapid Appraisal are best used to elicit

information on informant's perceptions of commodity system problems and oppor­

tunities, ideas of how the system can be improved, views of the effect of

particular government policies, and the need for policy changes. The emphasis

should not be placed on accumulating detailed information on the organization

Gnd operation of the subsector at each particular stage.

A common mistake in conducting informal interviews is to postpone writing

down observations, perceptions and responses until long after interviews are

completed. It is also easy to fall int~ the trap of taking poor or incomplete

notes. It is strongly recommended that researchers record the findings of

informal interviews immediately after each interview is completed. In some

cases, using a large informal questionnaire is a v'l1uable tool in forcing

analysts to record findings during or shortly after each interview. Having

this recorded information will be essential at a later state when the

investigators write up the research results. Further guidancl! on interview

techniques are found in Appendix 0 (Planning the Field Survey) and Appendix E

(Conducting the Interview).

Task 2: Periodic Team Meetings

-r Although it is recommended that RA groups divide into two or three person

team& during the field research, th!! teams should not work in isolation. The

individual RA teams should meet periodically to discuss preliminary findings

during the reconnaissance surv!'!ys. The meetings may be infrequ,ent (weekly or

perhaps biweekly) due to logistical difficulties. Neverthelf!SS, it is im­

portant that the different teams discuss preliminary research findings,

tentative conclusions and hypotheses inferrp.d from the findings, information

gaps, and needed data gathering elllph,~.s,!S during the RA. In some cases there

may be disagreement among the participants. In the ensuing debate, the

researchers may uncover preconceptions, unstated assumptions, and unclear or

unjustified inferences. Periodic meeti,ngs are also useful in helping the

researchers to focus increasingly on key reseal;h issues, which typically

emerge during the course of the RA surveys, rather than to continue gathering

information in a broader, less di:ected way.



STEP EIGHT: FIRST DRAFT PRRPARATIOH

It is strongly urged that team members begin preparing first drafts of

their assigned sections while field work is proceeding. This will help

identify :nformation gaps while at the same time speeding up the writing of

the report. This material should follow the draft format included in Step 3

above.
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STEP 9:

STEP 10:

STEP 11:

THIRD PHASE:

Fi>RKULATIOH OF FIaDIlIIGS

DRAFTING OF REPORT

Assembly and editing

Team review of findings

REVIEW FINDINGS WITH STUDY SPONSORS

FINAL DRAFT (WASHINGTON)
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STEP 9: DRAFTING OF REPORT

Preparation of the first draft of the RA study will be done by the team

in-country prior to departure. This is required not only so that a

presentation of findings can be made to the study sponsors, but also because

it helps to highlight inconsistencies or data gaps in the findings.

Normally the final week of the team's sojourn in the country will be

reserved for this work. Prev~ously drafted material will be assembled and

edited and the team will discuss its findings and conclusions prior to making

its presentation (Step 10). At this presentation, Study sponsors can be

expected to focu~ 011 policy issues. While recommendations may be preliminary

only at this stage, the study team needs to be prepared to discuss them.

Examples of policy issues which may need to be addressed includ~ the

following:

1. What changes are needed in policies affecting competition?

2. Should vertical integration of large firms be promoted or
restricted?
Should vertical coordination by contracting be facilitated or
limited? What policies would achieve the desired objectives?

3. Should cooperatives and cooperative practices be promoted or
restricted? By what policies?

~. What institutional and technological innovations would improve
pricing performance?

S. Are policies needed to promote technological innovation and
productivity?

6. What is the appropriate role of thp. government in promoting improved
performance of the food system? What should be the policy
strategy? What existing regulations or policies should be abandoned
or modified? What new approaches should be tried?

STEP 10: REVIEW FIHDIHGS WITH STUDY SPOHSORS

In many case" RA investigators will be asked before departure to brief

policy or decision nakers who commissioned the RA about the principal findings

of the investigation. Presentations should be kept relatively short (no more

than one hour) and may need to be considerably shorter for· senior policy-

• 3S •



makers. Ample time should be left for discussion of the RA findings. The RA

team should try to elicit discussion of the identified marketing problemr and

constraints. Do the policy-makers agree that thesp. are key problem areas? If

so, hQw would they rank order them? If not, whl.:.1 problems were missed, and

why are these important? In addition, what areas do policy-makers view as

most promising for further research? Do they support research in certain

areas but appear reluctant to approve research in other areas? What are the

reasons for the enthusiasm and/or hesitancy?

STEP 11: PINAL DRAFT

Editing and necessary revisions to the final draft will normally take

place in the U.S. The finished report is submitted to AID Project Officer and

through hi~ to USAID Mission which commissioned the study. Time needs to be

allowed for translation, if required.
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APPENDIX

A. Marketicg System Constraints

8. Driving Forces Affecting Marketing Systems

c. Performance Indicators

D. Planning the Survey

E. Conducting the Interview

F. Questionnaire Checklist
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Appendix A

MARKETING SYSTEM CONSTRAINTS

Among the more common marketing system constraints encountered in

developing countries are the following:

1. Geographical Dispersion of Production

2. Excessive Specialization by Traders

3. Monosonistic Competition in Rural Markets

4. Crude and Inefficient Handling and Sorting

5. Price Volatility

6. High Transaction Costs

7. Pervasive Mistrust

8. Deficient and Uneven Market Information

9. Lacking or Underdeveloped Physical Infrastructure

10. Undeveloped Marketing Infrastructure

11. Atomistic Competition

12. Shortage of Marketing Credit

13. Negative Public Attitudes Towards Marketing

14. Ineffective or Counterp~oductiveGovernment Policies

15. Excessive or Inappropriate Parastatal Activities

Characteristics of each of these constraints is discussed in the
paragraphs to follow.

1. Geographic Dispersion of Production. Production of individual
commodities takes place usually in a large number of small-scale farming units
spread out over wide physical areas. There is relatively little regional
.peciaHzation. Each small farm tends to produce .....U quantities of lIWly
products instead of specializing in only a few. This of course reflects the
need to provide for the consumption needs of the farming family, but also
reflects a strategy of reducing risk exposure to losses from price variation
or physical product losses. This dispersion leads to righ transaction costs
due to excessive transport, collection and storage costs.
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2. Excessive Specialization by Traders. The opposite extreme occurs in
the distribution stage of marketing of farm products, that is to say, food
wholesalers and retailers tend to specialize exclusively in one or relatively
few products. The reasons fo,: this excessive specialization a;-e market
uncertainties regarding price, lack of market information, small size of lots
handled, need to personaily inspect each lot, lack of standardized
transactions. Each commodity market is so uncertain and complex, and
informa.tion so difficult to obtain, that the only way for a merchant to stay
on top is to concentrate in only a few products.

A$ a result of excessive specialization, traders in developing countries
oft.en fail to capitalize on economies of scale, and the natural product
complenlentarities that exists among products. Consumers also incur additional
cost and inconvenience from having to make many purchases from many retailers
to obtain the desired assortment of products.

3. Konopsonistic Competition in Rural Markets. Partly as a consequence
of the geographical dispersion of production mentioned above, producers often
have access to only a few rural traders to whom they sell their products at
the farm or in small village markets. Moreover, given the small amounts sold
by eac:h farmer, and lack of access to suitable transport, it seldom pays
farmers to take their products to larger market!:' w:.re they could obtain
better prices. This suggests the possibilities of mono:.vnistic competition in
rural markets resul ting in lower prices to farmers and higher profi ts for
traders than would be the case in a better organized and competitive market.
Nevertheless, empirical studies normally find little evidence of either
artificial barriers to entry or excessive monopsonistic profits. Both traders
and farmers are caught in a situation of great market uncertainty, small
volumres, high unit transport and transaction costs, and low profits.

4. Crude and Inefficient Handling and Sorting. When each farm sells
only a small quantity of a product, it isn't worth sorting, selecting, and
grading. Produce leaving the farm often contain overripe and damaged units,
excessive amount of stems, leaves, insects and other foreign matter.
Protective packaging and standardized containers are unavailable to farmers or
too expensive to use for such small volumes. The results are high spoilage,
high transport and handling costs, and unattractive merchandise for
consumers. In addition, it mandates that each lot must be personally
inspected by traders at each transaction in the marketing chain, and it
precludes the development of uniform buying and selling parties.

s. Price Volatility. Price uncertainty and variability are at the core
Clf many problems associated with agricultural markets in developing
r.:ountries. Small variations in volume reaching the market cause
disproportionate fluctuations in current prices; markets are thin, it is
said. In part this is a result of the small size of each market, inadequate
integration with other national or foreign markets, and the absence of stocks
and storage capability.

6. High Transaction Costs. The main causes of high transaction costs
are small lot size and the heterogeneous quality of product. As a rule,
commodities from different areas and even different farms vary greatly in
variety, size, maturity, cleanliness, packaging, and quality. Under this
circumstances each lot has to be inspected by the buyer, and each lot receives
a price commensurate with its characteristics.

- 39 -

I



Product heterogeneity makes it extremely difficult to compare prices even
within a market, and more so between distant markets. Ha~gling o....er price
becomes a necessary part of each transaction. Long distance ~ransactions are
out of the question when there are no established quality standards nor
uniform units of measure.

7. Pervasive Mistrust. Another contributing factor to high transaction
costs in developing countries is the prevalence of opportunistic behavior at
all stages of the market and the corresponding attitude of IlUtual distrust
....."ag market participants. In part this mistrust can be attributed to the
aforementioned lack of product homogeneity and quality standards. Traders
prefer to deal with those who have proved reliable in previous exchanges
because product adulteration is common. As a result seller reputation is
important and transactions are frequently personalized, i.e., among people who
know each other well.

Not being able to trust other market partlclpants severely restricts the
set of transaction opportunities for each agent and adds to marketing costs.
The common success observed of particular ethnic groups in marketing, can be
attributed in part to the higher level of trust among themselves than toward
the general population. An appropriate role for governments is to provide the
institutional mechanisms (courts, agencies controlling grades alld standards,
etc.) to eliminate the causes of such mistrust.

8. Deficient and Uneven Market Info~tion. The information available
for economic decision making by producers and traders tends to be deficient
and unevenly distrib~ted. Market conditions can typically be assessed fairly
readily by buyers and sellers within localized m~rket areas, but knowledge of
price and volumes in other markets is often available to only a few people and
closely guarded by them. For farmers and small traders with good private
communication systems to other markets can thus r~alize sizeable gains from
arbitrage opportunities. The uninformed farmer and small trader are then at a
relative bargaining disadvantage. The potential for improving market
performance through better communications between markets should receive
serious attention from !MIS.

The quality of market information available for public dissemination is
typically less than satisfactory} mainly due to the undeveloped state of
grades and standards for product transactions. The process of collecting,
processing, and disseminating market news and information by government
agencies is typically too slow and unreliable. Price and volume information
is more likely collected for historical statistical purposes, rather than to
aid farmers and traders in their decisions.

9. Lacking or Undeveloped Physical Infrastructure. Public and private
assets such as roads and otler transport facilities, warehouses, communication
networks, processing plants, public utilities, water systems, irrigation, and
other forms of productive capital are often scarce. Moreover, what is
available is not operated effectively because of inadequate administrative
organization, management expertise, and skilled personnel. Poor
infrastructure leads to higher transport and transaction costs.

10. Undeveloped Marketing Infrastructure. Other basic marketing
infrastructure that may be missing or undeveloped are data and information
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systems, widely accepted grades and standards inspection services, regulatory
.--", codes against unfair practices, contractual enforcement procedures, credit

services, banking and financial faci li ties, market research services, and
commercial training activities.

11. Atomstic Competition. The lack of progressiveness in the food
marketing system can be explained in part by the large number of small
operators, sometimes referred to as atomistic cOilpetition, whereby small
traders are caught in a low-level competitive equilibrium. Traders are of~en

caught in a poverty trap. The trading activity does not generate enough
income beyond immediate subsistence needs to invest in knowledge, technical
inputs, and organization in order to increase their productivity. Concern for
subsistence limits innovative behavior that, even though it may increase
productivity, involves more risk than the trader is willing to take. Market
operators often lack alternative skills. Petty commerce often constitutes a
survival refuge for the urban unemployed. Improved market innovations that
raise productivity, but that require fewer participants, are hampered by the
inability of displaced workers to go into alternative jobs.

12. Shortage of Marketing Credit. In most countries financial markets
are heavily regulated. Official and commercial credit is directed towards
industry, agricultural production, and exports. Marketing firms are expected
to finance their activities with equity capital, or borrowings from private
money lenders. Whatever credit is left for food distribution activities is
quickly absorbed by a few large, financially sound firms. Consequently,
innovative marketing firms often encounter difficulty in obtaining the
necessary credit to implement marketing innovations. Most credit for
financing market functions must be provided by farmers or traders themselves,
or borrowed, usually at exorbitant interest rates, from financial institutions
or money lenders.

13. Be~ative Public Attitudes Toward. Marketing. Middlemen are maligned
in most societies. The traditional attitude in developing countries is that
marketing firms are at best a necessary evil. This attitude is widespread
among both farmers and consumers, 1n rural and urban areas. Similar
attitudes, one should point out, are prevalent in most developed countries as
well. Consequently, there is little inclination to assist or encourage
marketing firms. Public laws and programs are designed to regulate, cODtrol,
and discourage middlemen rather than to attempt to change their undesirable
traits through education, technical assistance and economic incentives. Laws
agaiDiJt "hoarding" and "speculation" of food products are codified in almost
all developing countries, thereby making illegal most commercial storage by
firms other than farmers, consumers, or the government.

14. Ineffective or Counterproductive Government Policies. Most
d2veloping countries have no effective strategy for dealing with market
related policy issues. Government actions are usually based on conver~tional

(and erroneous) wisdom, rather than empirical and analytical knowledge about
the marketing system. As a consequence, government policies and programs
often have little positive effect or, even negative impact on the performance
of the food production and distribution system.

Instead,
imperfections

governments attempt
described above, by

to correct the very· real market
instituting price and margin co~trol.,

- ~
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antispeculation laws, and eventually direct state take-over of the marketing
functions. While all of these measures may be appropriate under certain
circumstances, they can make matters worse, and often do, if applied
indiscriminately.

Perhaps the mo~t important marketing pol icy issue has to do with food
prices. Farmers rrefer high prices while consumers want low food prices.
Official floor prices are mainly established for commercial crops, such as
rice or cotton, where large farmers are organized into powerful lobbies to
demand government subsidies. Most farmers in developing countries do not,
however, ben~~it from farm subsidies. Government agencies charged with buying
farm products, usually run out of funds shortly t\fter the harvest, leaving
most farmers to sell at the lower market prices.

Retail food price controls are commonly exercised especially for the
principal staples of urban middle classes, such as bread, milk, and meats.
When prices are set too low and enforced rigorously, production is discouraged
and consumers are faced with product shortages. Most price control mechanisms
are difficult to enforce in the marketplace and become ineffective. However,
when enforced diligently, very frequently they lead to the development of
parallel markets.

15. Excessive or Inappropriate Parastatal Activities Parastatal
organizations involved in marketing of critical commodities are a conunon
feature in the Third World. They are popular with politicians and much
maligned by expatriate researche~~ who have studied their performance.

Public sector participation in food distribution represents a conunon
feature in developing countries. State agencies often involve themselves in
actual buying and selling of commodities, and thus take the function of
intermediaries. Political leaders are attracted to these kinds of visible
interventions in food marketing that will allegedly eliminate the middlemen,
or at least, force them to reduce their margins.

Most marketing parastatals ar~ intended to tackle real problems of
traditional marketing systems: to reduce price instability, to reduce
~arketing costs, to assure food supplies, to improve the availability of farm
inputs, and to increase export earnings and foreign exchange, to provide
revenue for the government, etc. They frequently fail to achieve all these
objectives because of inappropriate policies, poor management, lack of
knowledge, and insufficient resources. In many cases, they become instruments
of political patronage and corruption. As government employees, neither
managers nor workers have incentives to make it succeed, and once organized
into unions, they become powerful lobbies intent in protecting their jobs.
Parastatals are also notorious for delivering inputs late, announcing prices
in mid-season, and failing to honor price guarantees. At their worst, they
can become instruments of forced taxation and exploitation of farmers.

Nevertheless, direct government participation should not be completely
ruled out, and sometimes it may be the only way to deal with problems of
market failure. Where traditional markets are stagnant, change has to be
induced from outside the system, and involvement by a state organization may
be an effective means of doing just that. Agricultural commodity development
boards could be designl!d to provide functions of active coordination. The

•



challenge is to define appropriate functions and operating procedures so they
contribute to impro'ling the performance of the system in a cost-effective
manner.

Throughout the program of AMIS actlvltles, emphasis is placed in going
beyond describing how the existing marketing system is currently working, and
more on why it functions as it does, and how its structure and performance are
changing over time. Once the directions of change are understood and
anticipated, the ques~ion arises about how appropriate innovations can be
identified and implemented so as to accelerate or redirect the internal
dynamics of the system. The aim is not so much to understand how markets
work, but how they change, and how to change their operation.



Appendix B

DRIVING FORCES AFFECTING MARKETING SYSTEMS

Important to an understanding of how a marketing system functions is a
knowledge of driving forces in the economy--those underlying forces which may
be both the cause and effect of change. Examples of such forces, and their
impact on marketing systems, follows.
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Driving Force

1. Population Growth

2. Higher Personal Income

3. Increased Urbanization

4. Rise in Non-Farm Empl.

5. Development of Financial
and Commodity Markets

6. Technological Advances

7. Entrepreneurship

8. Government attitude toward
private sector

9. Infusion of foreign resources
(donor aid, private investment)

10. Changes in international trade
(commOdity prices and flows)

11. General Infrastructure invest­
ment (education, health, com­
munication)

Impact

Greater demand for food

Changes in consumption patterns

More complex distribution system

Fewer and larger farms

Lower transaction costs
More investments in marketing

Higher farm productivity
Improved marketing eff~ciency

Strength of private sector,
degree of competition

General business climate

New technical and financial
resources available

Rising or declining commodity
prices

Strengthening of the economy

Risk is an example of an important driving force which is not readily

visible. Questions involving how much risk. what kind and who bears it, may

have an important influence on the organization of the system, on margins

taken and on possibili ties for change. The types of risk might include

product perishability, storage quality and availability, weather, uncertain

supplies, or variable demands.

Unacceptable risks may compel producers and processors or other buyers to

negotiate contracts or integrate forwards or backwards in a commodity



Governments cansubsector.

irrigation, better

communications and

insurance schemes.

storage,

marketing

intervene to offset risk by investing in

transport and handling facilities, improved

information systems, or by initiating crop

Investigators should obtain information on these issues from

knowledgeable people in the country concerned, and from economic reports such

as those published by the World Bank. A section of the Rapid Appraisal report

would contain a discussion of these underlying forces and how they effect

marketing system performance no. and in the future.
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Appendix C

PERFORMANCE INDICATORS

Experience and judgement are required in evaluating commodity subsystem

or food system performance. Analysts need to be careful to distinguish

between symptoms of poor performance and root causes or factors that

contribute to poor performance. Developing an exhaustive set of performance

indicators and norms in each and every study may be counterproductive.

A series of performance indicators is presented below grouped from I to

IV, beginning with static and dynamic efficiency criteria, followed by

institutional and policy attributes, equity concerns, and social attributes.

Devising quanti tati ve meaS\lres of performs.nce is easiest for indicators of

static efficiency but difficult for the other categories of indicators. Data

requirements for evaluating the efficiency criteria are burdensome, however,

and cl.reful judgements will need to be made as to the need and desirability of

collecting detailed price, input/output, and cost/return data when they are

not readily available. Ease in measurement should not encourage AH~S to focus

only on the efficiency criteria. Groups II and III need to receive equal if

not greater emphasis, especially as RA focuses on dynamic forces in food

system development and key institutional and economic organization issues.

Group IV and V may be beyond the scope of some Rapid Appraisals.

When it is not possible or desirable to devise an exact measure of

performance fo~ a particular indicator, analysts will need to make careful,

reasoned qualitative assessments. Against what standards will such

assessments be based? Assessments for dynamic performance indicators may be

as crude as positive (increase), negative (decrease) or no change (about the

same level) over a period of five to twenty years. Cross-country comparisons

and judgements may also be appropriate. Countries with similar levels of

economic development, levels of ur~anization, population and population

density, resource endowments and food system diversity and complexity can be

compared with respect to selected performance indicators.

•



I. Static Efficiency Criteria

1. Pricing efficiency

a. Degree of market integration. Uegree to which price differences
between oarkets reflect normal tran:fer costs, at different
points during the year.

b. Interseasonal prices. Extent to ~hich interseasonal price
movements reflect normal returns to storage (for storable
commodities) and prevailing supply and demand conditions (for
all commodities).

c. Extent to which price swings match underlying supply and demand
conditions (rather than being due to imperfect information and
speculative excesses).

2. Allocative efficiency

a. Extent to which supply matches demand at different levels of the
subsector or food system.

b. Avoidance of commodity gluts or shortages (and consequent losses
to producers, or consumer hardship and windfall profits to
traders).

3. Technical efficiency

a. Lowest economic level of postharvest losses.

b. Least cost transformation (processing) of crop/livestock per
unit, consistent with quality of performance needed.

c. Most appropriate technology used for economic environment.

4. Operational efficiency

a. Least cost provision of input/output marketing services per unit
of services, consistent with quality of performance sought by
users.

b. Extent to which ma~keting margins reflect real costs of services
and transformation and normal returns to labor, management and
capital.

c. Firms of size necessary to realize available economies of scale~

d. Competitively priced inputs availabl~.

e. Manpower resources sufficient (education and training).
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II. Dynamic Efficiency Criteria

1. Progressiveness of subsystem. Extent of technological,
institutional and management innovation in performance of functions
of production, handling, processing, storage, and distribution of
food. Source of investments in R&D: government, universities,
large domestic or foreign firms.

a. ~nnovations to reduce costs and increase productivity.

b. Innovations to improve quality.

c. Innovations to generate new demand or meet unsatisfied demand.

2. Extent of entrepreneurship and leadership in subsystem. Extent to
which creative, opportunistic individuals are able to make changes
that increase competitiveness by improving productivity, lowering
costs, or by tapping new markets.

3. Adaptability of commodity subsystem (or food system), and individual
partlclpants in the system, to external factors or shifts
(international prices, climatic cycles, political change, etc.).

4. Extent to which subsystem anticipates and respond to changing
consumer demands.

5. Extent to which subsystem create::l, e:1:periments with and perfects
institutional arrangement (e.g., contracts vertical integration)
that lower costs, iocrease productivity, improve quality, and
improve coordinatiC"'.

6. Extent to which ADE subsystem generates and uses information to
improve production and marketing decisions.

III. Institutional and Policy Attributes

1. Effectiveness of marketing enterprises (cooperatives, parastatals,
private traders, joint ventures) and institutional arrangements in
meeting demand for partir.u1ar types and quality of food and in
pr.oviding inputs and services to system participants ••

2. Effectiveness of marketing enterprises
arrangements in coordinating production,
distri~ution of agricultural commodities.

and institutional
transformation and

3. Effectiveness of marketing institutions in
the food system. Such institutions
promotional agencies; trade associations;
retail markets; commodity exchanges.

organlzlng and regulating
in ude regulatory and
assembly, wholesale and

4. Extent to which economic organization and the policy environment
foster competition, entrepreneurship, and innovation.
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Some analysts emphasize the degree of competition as a performance

indicator. Competition in and of itself is not necessarily good. Atomistic

competition may be highly inefficient and high cost, as micro-marketing agents

are unabl~ to achieve scale economies and innovate. At the other extreme,

monopoly is generally not desirable, unless it is heavily regulated, and

alternative incentive systems substitute for monopoly pricing. "Workable

competition" is sometimes cited as an alternative. This concept recognizes

the optimal balance between competition and effective scale for reducing costs

per unit and lowering transactions costs.

5. Ease of entry into the food marketing system.
barriers.

Absence of entry
I

II
.1

-.

One way to shorten the list of germane performance indicators in a

marketing study is to evaluate performance against stated government

objectives, rather than against a set of absolute and universal norms. These

are generally stated in important planning documents (e.g., Five Year Plans),

or in agricultural sector policy statements. However, government objectives

may be conflicti~b' Promoting high producer prices and incomes is usually not

consistent with low consumer prices. Government policies, programs and

regulations may be evaluated with respect to:

1. Farm prices and rural incomes.

2. Consumer prices, welfare, food security and satisfaction.

3. Food system participant employment and income (relative to other
sectors).

4. Degree of competition in the food system.

5. Quality, availability And timeliness of agricultural inputs.

6. Quality, availability and timeliness of food products and marketing
services.

7. Cost of agricultural inputs and food products relative to world
prices.
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Appendix D

PLANNING THE FIELD SURVEY

1. Where to Begin

In abbreviated surveys, more so than in longer term studies, what one

often finds depends heavily on when the surveys are carried out, who is

interviewed, what is observed, and where research is conducted. Where an

investigation begins is usually a function of the rapid reconnaissance

objectives. If RA studies are funded as an input into the design of a project

for improving urban food distribution, surveys wi 11 begin in urban areas.

Researchers will need to analyze demand patterns and prospects and urban food

distribution channels before surveying rural producing areas. If RA precedes

design of a project which will promote production of partlcular commodities,

surveys will usually begin in rural producing areas. When a particular rural

area is targeted for production increas~s, the researchers will visit that

area early in the RA to examine constraints to increasing production ant:

marketed output. If the objectives of the RA are broad and the organization

funding the research does not demand that RA focus on any particular segment

of the marketing system or a particular geographic area, researchers will

usually find it useful to interview wholesalers based in large markets and

secondary towns. They are typically ~ore knowledgeable about the organization

and operation of the entire marketing system than other participants, and they

often have a vantage point acting as "channel captains" in the marketing

system. They may be used in developing additional regulations and taxes.

Special efforts are often required to relate to key system informants.

2. What to Ob8erve

The following processes, functions and facilities are important to

observe and inspect during the rapid reconnaissance:

1. Transactions for both inputs and outputs at the farm level (if
possible), at assembly and wholesale marketplaces, and at retail
outlets.
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2. Handling, weighing and measuring, sorting, grading, packaging,
processing, transport, and storage of commodities at different
stages of the marketing system, including the farm, assembly
markets, processing plants, terminal markets, storage facilities
and retail stores.

3. Facilities f~r buying/selling, processing, transporting, grading
and st~~;ng commodities in rural and urban areas.

4. Delineate commodity flow patterns, characteristics and reasons.

5. Physical and natural characteristics, including the presence or
absence of needed infrastructure.

A useful technique for observing facilities, functions and processes is

to follow agricultural commodities from the farm to the terminal market, or at

least through part of the production-marketing chain. Accompanying wholesale

traders or their agents to rural areas and then back to urban markets is one

method of observation. Investigators can observe transactions, note costs and

losses for a particular marketing trip, ask the wholesaler how representative

these costs and losses are for his/her business, and ask the wholesaler

questions along the way about marketing processes and functions. Researchers

are als·: usually able to spot inefficiencies and problems in the system during

these trips, as well as to inspect marketing infrastructure and facilities.

During RA field work it is often useful to purchase retail lots of the

commodity in question in markets and towns visited during the RA. It is

important to bring small scales along so that these purchased quantities can

be weighed, the price per unit of measure calculated, and comparisons made

with values obtained in other locations. If there are unexpected or

m'lexpectedl, large differences, the investigators can interview traders and

retailers on the spot in order to ascertain reasons for these differences.

It may also be useful to bring hanging scales (and accompany hooks and

ropes for suspending the scale) for weighing bags of produce (or quarters of

beef, crates of vegetables, etc.) or other units sold wholesale. By weighing

produce sold wholesale, the weight of local units of measures, and any

variation therein, can be determined. Since produce is often bought and sold

in the same units (e.g., sacks) at the farm, in rural assembly markets, and in

urban wholesale markets, prices per unit can be calculated for produce sold at

different levels of the marketing system. Adjustments may need to be made as

the commodity moves along the marketing chain for shrinkage, loss or addition

of foreign matter. Gross marketing margins can thus be established.
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Where the RA survey begins will suggest where the investigators wish to

go next. Studies which begin in urban areas wi 11 usually work back through

marketing channels to rural producing zones. Selection of zones is not

determined by hard-and-fast criteria. In some cases researchers will go first

to the prOducing area which ships the largest quantity of produce to the urban

market.

It may be useful to visit areas where there is agronomic potential for

producing the commodity i~ question, or for prOducing significantly more of

the commodity, in order to examine why production and marketed output are low

or nonexistent. When there are several important producing areas, the RA team

will need to develop criteria for selecting particular zones and subzones for

examination. Random selection is usually suitable for subzones. Selection of

zones may sometimes be guided by poli tical objectives or regional equi ty

considerations.

Selection of particular villages or subsector participants presents other

problems. In RA selection is generally purposive and rarely defined clearly,

so selection criteria have to be established in each case. RA does not

include large sample surveys and does not generate estimates which are

representative in any statistical sense. In order to sample purposively, RA

teams should know something about the population of villages, trading firms,

processors, transporters, etc. This can be determined through earlier

studies, interviews with key wholesalers or knowledgeable observers of

commodity subsectors, and existing enumerations of firms by government

agencies. If the general chara.::teristics of the population are known and

different strata can be identified, individuals and firnlS can be selected

randomly from each stratum. For example, RA teams may stratify agricultural

producers into five groups: small farmers who do not produce the target

commodity; small farmers who produce it but who sell little or none; small

farmers who sell a significant proportion of what they produce; medium-sized

farms which sell most of what they produce; and large farms which sell all or

nearly all of the commodity produced. As a second example, wholesalers can be

stratified by volume of the commOdity they handle, the approximate value of

their assets (vehicles, warehouses, storage facilities), or commodity mix.

Purposive sampling becomes more difficult when there are r;o existing

studies or enumerations, if existing enumerations are incomplete or
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inaccurate, or if knowledgeable observers cannot provide information about

numbers of different size/type firms at different levels of the food system.

RA teams are then encouraged to select strategically placed informants, such

as large scale wholesalers or processors, for in-depth interviews. They can

then proceed to retail firms, first handlers or producers i:nked vertically to

these informants. Alternativeiy, researchers might interview a second or

third informant at the same level of the system.

One RA team can proceed backward through the subsector toward producers,

while a second can move forward toward cons~~ers (or institutional buyers).

Through this process the teams are able to gain a better understanding of the

organization of the food system, marketing processes and vertical linkages in

the system. They are also able to cross-check information provided in earlier

interviews with informants at the same stage or at adjacent stag.es of the

system. Different perceptions of problems and opportunities can also be

elicited. These will vary, of course, depending on where firms are placed in

the subsystem.
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Appendix E

CONDUCTING THE INTERVIEW

1. Building in Consis~~~cy Checks:

Informal inter'V'ievs can be structured so that information about certain

topics is obts.ined in more than one V3Y, either in different sequences of

questions or by approaching the topic from tva or more angles. For example,

interviewers can obtain information about producers' marketed output by first

asking producers directly the number of sacks of a commodity that have been

sold since the harvest. An indirect way of Obtaining the same information

would be to ask the producer the numbers of sacks harvested, given and

received, and consumed. The residual would then be the number of sacks

sold. Information obtained from interviews with key informants about exchange

arrangements, risk reducing and sharing mechanisms, credit arrangements,

commodity flovs and other vertical linkages should be cross-~hecked with

informants at adjacent stages of the subsector. The overall validity of rapid

i reconnaissance findings can be also checked with knowledgeable observers of

commodity subsectors, including researchers, certain government technocrats,

selected agricultural project managers, and regionally important business

people. A useful method of consistency checking is mirror-image

interviewing. This technique involves asking informants at adjacent stages of

a subsector the same set of questions. Major differences in responses are

generally an indicator that one or both informants are misinforming the

research team. Such differences may also indicate that one or both of the

informants does not know or accurately recall the answer to the question.

2. Repeat Interviews:

Repeat interviews vith cooperative and knovledgeable informauts, or

intervievs vith informants who substitute for uncooperative or less useful

informants, are often necessary in order to:

1) Follow up on initial, more general interviews with questions about the
organization and operation of particular firms (especially if these
firms play an important role in the subsector or at a particular stage
of the subsector).
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2) Clarify statements or viewpoints presented during an earlier
intervie';l.

3) Cross-check information provided during an earlier interview or by
anot~er informant at the same stage of the subsector or an adjacent
sta,ge.

4) Discuss more sensitive topics, such as
formation, relations with other firms,
restrictions, parallel markets, etc.

credit arrangements, price
circumvention of government

=

•

,

Follow-up interviews with selected key informants during the Rapid Appraisal

can lay the base for case studies during later phases of research. Case

studies entail multiple visits over a longer period, typically a year.

3. Interviewing Village Heudmen and Other Local Informants:

One information gathering shortcut in rural studies is to interview

traditional leaders, such as village leaders or headmen. In many African

countries local notables meet periodically as a group to arbitrate between

conflicting parties. These groups often discuss issues of land tenure and

use, disputes between farmers ~nd herders and other grievances, and issues of

collective organization, such as constructing social infrastructure (schools,

clinics), road maintenance, and formation of cooperatives. While calling

together all the members of a local delibe~~,ing body may take time, it may

prove valuable if some of the above issues are addressed in an RA study. When

the focus of a Rapid Appraisal is agricultural marketing, it will generally

not be necessary to convene a large group of notables. An interview with a

village leader or headman will usually suffice. Interviews with older members

of the conununi ty who are producers or traders can also be very valuable in

lea~ning about change in agricultural production and marketing practices and

policies over long periods. these informants possess a wealth of local

knowledge, as well as a longer term historicAl perspective. Such perspectives

are valuable and researchers can elicit p..:.=ceptions of current problems in

historical context, as well as historical information on when particular types

of agricultural production technology were first tries and adopted, when rural

roads and wholesale trading networks penetrated rural areas, and shifts in

agricultural production patterns over time in response to marketing

opportunities and availability of inputs.
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As a general word of caution, it is advisable not to ask sub-district or

village headmen questions which demand detailed responses that they are unable

to provide. In other words, it is best to tailor questions to respondents'

frame of reference and level of knowledge. For example, a sub-district

official is unlikely to possess detailed information about the size

distribution of farms in his jurisdiction or of marketed surplus of particular

types of farms, whereas a village headman may well be able to answer questions

about these topics.

4. Croup Intervi~ws:

Depending up~n the cultural context, interviews of relatively homogeneous

groups of subsector participants can elicit views of subsector performance,

the need for and effects of government policies and regulations, and system

bottlenecks and opportunities. Group interviews can also serve to legitimize

the process of inquiry among potential participants. In many Asian and

African countri-es, for example, agricultural producers are more likely to

cooperate in survey research agenda. The main drawback of group interviews is

that they can be dominated by especially articulate and forceful individuals,

whose views and perceptions may not be widely shared. The findings of group

interviews or of meetings with representatives of producer, trade or industry

associations must always be cross-checked with individual informants.

Preferably some of these informants will not have attended the group meeting.

5. Informal Delphi Techniques:

Informal Delphi techniques for obtaining information about the views and

perceptions of marketing system participants are sometimes appropriate in

rapid reconnaissance field research. Delphi methods are an iterative form of

information gathering that can involve several group interviews with

brainstorming and intense interaction or iterative, private consultations with

anonymous informants. Either form of Delphi is designed to elicit candid

appraisals of participants' views, perceptions and ideas (in this case, about

marketing system performance, problems, constraints and opportunities). The

Delphi approach assumes that the group will move toward consensus and that

false or misleading views and perceptions will be exposed and discredited.
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i-i This approach is a potentially attractive information gathering shortcut for

RA researchers in that reliable information on sensitive topics can supposedly

be obtained in a short time span. Moreover, the difficult process of trying

to separate out reliable information from unreliable information and

misinformation sU9plied by individual informants can be largely avoided.

There are several potentially serious problems with Delphi methods,

however, particularly in group meetings. In heterogeneous groupings of Delphi

participants, some individuals may not express their views and ideas candidly,

deferring to participants with more power in the marketing system or to

representatives of government agencies. Less powerful partlclpants avoid

risks by being reticent and not openly criticizing participants who can apply

sanctions or use confidential information in a way that harms them. Among

groups of peers (participants at the same stage of the marketing system),

Delphi methods are most likely to generate reliable information. Individual

participants are less likely to refrain from criticizing the government or

marketing agencies, or other groups of participants (especially powerful
-

participants) in the marketing system.

Informal Delphi techniques can be quite useful in evaluating the

performance of organizations and agencies wi thin the marketing system. For

example, representatives of producer cooperatives could diagnose problems

associated with the input procurement and distribution, crop storage, and crop

marketing practices of the cooperative. It is not reconunended to include

government overseers of the cooperative or appointed cooperative officers, who

are often not producers, in the discussions. Unequal status among

participants will usually preclude frank discussion of problems.

6. Recording Rapid Appraisal Findings:

When recording information during RA interviews, time-saving techniques

must be adopted. There are few things more disturbing to a busy marketing

agent than to sit through long interviews where the investigator spends half

or nearly half of the time writing longhand notes. Several shortcut

techniques are possible. Researchers might only note quantities, prices, and

other continuous variables, which are more difficult to recall than

quali tative data, during interviews and reserve detailed rec(}rding of other
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information until after the interview is completed. Standardized formats for

different types of data gathering, such as forms for recording prices and

quantities in marketplaces, and for different types of informants, such as

producers, can also speed up the note-taking process. And, of course,

developing an effecti~e shorthand far recording information is another means

of shortening the time required for interviews.

7. Speeding up Information Gathering in the Field:

Depending on the circumstances, the two or three members of a RA team can

work separately to increase the rate of information gathering. For example,

one member of the team can interview wholesalers and retailers at a rural

market, while a second can observe the market, counting the numbers of traders

of each type, estimating the quantities of the commodity brought to the market

that day, noting the numbers and types (make, tonnage) of trucks at the

market, and chatting with truckers to obtain information about transport costs

and the magni tude and di rect ion of marketed flows. When the RA team is in

rural areas intervi ewing producers, team members can individually interview

producers to get a broader sample. The more standardized the informal

interview format for producers, the less risk there is in having team members

carry out individual interviews. When researchers are not following informal

interview guidelines but are extempori7.ing, research findings may differ quite

significantly, reflecting the interviewers' different interests and biases, or

perhaps the asking of questions on similar topics in quite different ways.

While splitting up RA teams will accelel:'ate information gathering, this

may not always be desirable. When two or more researchers participate in an

informal interview, they may interpret the informant's responses in different

ways. At the end of each day, or perhaps imwediately after each interview,

the team members can discuss informants' responses and their implications. By

comparing interview findings and inferences within each RA team, possible bias

in interpretation can be offset. Teaming up to do interviews can also speed

up individual interviews. One researcher can pose questions in an informal,

conversational style, while the other records the informant's responses. The

two researchers can take turns asking questions in their areas of

specialization during an interview.
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In the final analysis, researchers participating in rapid reconnaissance

surv~ys will need to evaluat~ the tradeoff between breadth of coverage

(numbers of participants interviewed) with depth and accuracy of coverage.

Choices about interviewing strategies will be influenced by he time available

for RA, the skills and experience of researchers participating in RA, and the

degree of variation in interview findings and interpretations of informant

responses.



APPEHDIX F

QUESTIOHHAIRE CHECKLIST

1. Farmer Questionnaire

a. What volume or proportion of your crop do you sell? Compare this year

with previous fears.

b. How do you decide how much and when to sell? (What influences your

decision? )

c. To whom do you usually sell? Where and by what means of transport do

you deliver goods to the buyer? Why did you choose this buyer?

d. Does the buyer (first handler) provide other goods aed services as

part of the sale, i.e. inputs, credit?

e. Do you get information on market prices prior to the sale, and if so,

from what source? Does this influence your decision on when and where

to sell?

f. Do you sort the goods before sale to meet market requirements? Are

there price differences according to quality?

g. What changes have occurred in the past three years in the way you

market your crop? What changes would you like to see?

2. First Handler Questionnaire

b. What trading area do you cover? What transport means do you use?

a. What volume of business do you do

changed in the past three years?

change?

in a normal year? How has this

What are the reasons for this



c. Hov long do you typically store goods? What ~:'~ approximate losses

due to spoilage or insects?

d. To whom do you sell? Wholesaler? Direct retail sale? If to

vholesaler, on vhat terms? Do you sell to one vholesaler all the

time, and if so, vhy?

e. Hov are prices established? What are seasonal or quality variations?

f • P~iI do you finance purchases? If you receive credi t to finance

lurchases, from vhom do you receive it and on what terms?

g. Are there any Quality standards for the goods you sell, and if so what

are they and how are they enforced? Are there price differences

according to quality?

h. What changes have occurred in the past three years in the w~y you do

business? What do you believe are the reasons for these changes?

What ch~nges vould you like to see?

3. Wholesalers

a. What ~olume of business do you do, and approximately what market sh9re

does this represent? How has this changed over time?

b. From which first handlers do you buy? The same ones all the time?

What determines selection of first handler?

c. What are the terms and conditions of the purchases? Do you extend

credit to first handlers in cash or in the form of ag inpllts? Are

other services provided?

e. What is the quality of the goods purchased? Do you have quality

standard$ which MUst be met? Are there price differences according to

quality? Do you sort the goods prior to sale?



d. How do you obtain pri.ce information in the markets where you sell?

What variations by season have you noted?

e. Are the first handlers with wham you deal able to supply anticipated

quantities of produce on a r~liable basis?

f. Do you store produce, and ~f so for how long and in what facilities?

What los~es are experie~~eu? How do you decide when to remove goods

from storage and sell the~?

g. Do you handle oth2r g0005 as well as the commodity under study? What

percent of his business does the commodity represent?

h. Do you own transport facilities? If not, how do you arrange for

transport? {ilhat does it cost? Are there problems getting adequate

transport?

i. How do you finance your investments and working capital? Commercial

banks? Buyer credit?

j. What changes have occurred in the past three years in the way you do

business? What caused these cha1"e~~? What would you like to see

changed in the future?

4. Retailers

a. What is your volume of business (annually, seasonally)? How does this

compare with last year and other ~~2vious years?

b. How do you purchase the goods you sell? Do you have regular

suppliers? Why"r why not? Do you have contracts with suppliers?

How does this work out? Do you collaborate with other retailers to

procure goods? Describe these arrangements.
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b. How do you finance your purchases? If credit is used, what are terms

and conditions? How could this be improved?

c. Ho\" often do you turn over your stock? Does this 'lary by season or

from month to month?

d. Do you store goods?

rent storage ;pacel

If so, where and for how long? Do you own or

What losses do you have to spoilage or insects?

e. Do you buy and sell other commodities? If so, what percentage of your

sales are from the commodity under study?

f. If you have employees, how many and what do they do?

g. What changes have occurred over the past three years which affected

your business? What do you think caused these changes? What would

you like to see changed in the future?

5. Processors

a. What is your volume of business and your market share, and how have

these changed over time?

b. How many people do you employ and in what capacities?

c. How do you procure raw material for proceasing? Spot purchases?

Contracts with growers, assemblers or wholesalers? Why do you use this

method and what advantages does it have for you? Are there quality

problems with the commodity you purchase? If so, how could this be

improved?

,-
I-

d. Where do you obtain funds for

for purchasing raw material?

outside sources?

investment in plant and equipment and

Do you use cotmnercial bank or other



e. What is daily, weekly or ~onthly capacity of your plant and how much

do you actually produce in that time period?

f. To whom do you sell your products?

customers for fixed amounts of goods?

used?

Do you have contracts with

What payment arratlgements are

g.

h.

What is the market outlook for your products? Are there marketing

opportunities you are unable to exploit? If so, what are they and

what do you need to be able to do so?

What changes have occurred over the past three years that affect the

way you do business? What do you think was the cause of these

changes? What would you like to see changed in the future?

I
i
I
ii

!
~

!
~

!
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