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THE BANGUI MARKET
 
Overview and Review of the Literature
 

I. INTRODUCTION
 

The purpose of this document is to provide an overview of

the Bangui market based on previous studies and published

information. An administrative map of the Central African
 
Republic and a map of Bangui Figures
are 1 and 2.
 

This is 
a s,cond draft. It is a revision of the draft of

!November 9, 1989, and is attempt
an to pull together in one
 
place and in :i noherent fashion material relevant to the food
 

'crop markets f Bangui.
 

A. Data Reliability 

For the most part, the data presented in this study is out

of date, five or more years old, and undoubtedly suffers from the"data unreliability" disease 
that affects much of the published

statistics in the world. But as a point of departure for 
our
 
current riSear-h, these data sets provide some ground, albeit 
squishy, fro' h tike our firstwi to steps. 

Some or t, d, "rptix' aspects of previous studies are
simply out of ,i,: Ti:, covernment of the C,-ntral African
Republic (GOAf,.p) has under-ake n significant policy reforms (freed
pricr's, .]i: 'iiid soi:, transport barriers, (elminated the sy!;tem

inc.,of aqr,'r(., s -hant 1985, in general, li bralizing the
 
economy and i -movi.in gv,.rnment- imposed 
 barr iors to economic
participartion, luch -f the structure of th, markesf! and The 
cate jori,.s ot p itr icipants; (wali-gala, 'Arab' merchants),
how '.,'r, have r,:mained vi: rually same since andthe 1]185 are 
repcr.ked on if- this document. 

B. Agricultural Produce Marketing 

The focus of the Bangui market study is 
primarily on basic

agricultural produce; the foods that most 
Central Africans eat on 
a daily basis or produce for income. These foods are inlisted 

Appendix A. 

Without exhausting the list of 
topics related to the food

chain, the 
Bangui market study is particularly interested in
 
several key topics:
 

Market organization arid product origin,

Number of sellers and commercial margins,
 
Transportation costs and margins,
 
Credit availability,
 
Production costs and margins,
 



2 

Figure 1 

DivIsions mdministratives 
- ~ ~ 

flms do oy1'piefaclgrg 

VA ~ 
C 
* 

Capitila 
chal.6,v it sw'fullr 

* hilI1-tu dosous p'eegclurg 

a too 2001i. 

IAMIllGU4. CORK 

222 

OIJIAM- "AIDEl 

it201 

A 

21 2 

(CONOM U 

24 25 

13 Ol227 1 32 4U.O U 

- 15 
0 

GRIBIP4GUI LAKA 

Bo0 

12 11648 KO .2 29 3 44 

,P10 AGR 
*I AE ANGUI 

BA 
31 

011 
36 28 

6 0 
0 MBOMOUI 

31 BANCASSOU 

29 Sikauml 
40 RAWa 
HAIJT.UBOMOII 

OUIELLAM?050 

I a11.0 
1 01n.8 
I Basis 

4Ig..qi12 

IIAY 

MBlI13 
6 Mal.b 
I led$ 

SAtdCIA-ECONOMIGUE 
8 OLA 

9 asik 

I4AU~TESA4GA 
10 S6P.0(RATI 
11 Gamboula 

Carnal 

NARNAMAM0(lIC 

B01MB 
14 Babous 
15 Basta 

OUHAM-PINDE 
16 SOZOUM 

II Bolmattsg 
to p140 sO04AM 
I9 BAIAIIGAfO 

20 Mailiaunda 
21 ecilangas
22 Bouca 
22 Ohba32Ip 

CRIBINGUI(Co NOMIQUjE 

24 KAGADANBORO 
(14fall Ciaimtil 

25 k~bile 

KIMO-GRI81NGUI 

26 SIBUT 
2? ocigas 
COA
28 SAMBAIII 
29 BAMBAng 

20 Kam 
20 5.1.1.0:dd 
31 B 

BASSEK017722MOAO 

34 1.1,4yal4AG 
3 Ina 
36 Anmli 

000 

mbaki 
j 

IAUUIA 

b:4dA 
V9j.09 

AIalGa.SNGnA 
MNG-HG11X 

NOM 
Ocngul 

IA 
BO~~ai 



3 

Figure 2 

GODF.GO 

GALABADJA"Iw 

BAN'GI 
EdwI.U1:000 

to I 

-

di 

Usimo*TuU. fII.& 

.&LCkA 

~~MALIMAKA,KIUKN 

I- JI..I," & 
MWU' 

6 -. Wa .U, 

M-1 

-.-. 

LJAONC'f~v>o a. pd 

~ 
* ~ ~ f*KM5ou ,~ 

ZAGpc 7 G All 



Consumer patterns,

Agricultural imports and exports,

Government Policies,

Expat supermarkets and their significance,
Urban/rural population growth and its influence on
Sufficiency of demand,
supply to meet demand.
 

to Commercial Development
 
Previous authors have identified the key blockages 
to market
development and offered their recommendations
them in a programmatic fashion. as to how to attack
This document discusses those
constraiiits.
 

D-. _,9rganization of 
this Document
 
First off, 


are presented. 
the Bangui markets and their relative importance
The number of sellers, the origin of
food supply, the commercial entry points to 

the Bangui

view of the Bancui and schematic
Bangui food distribution systems 
are reviewed.
addition, some market price data is presented givinV 

In
 
to 
 an idea as
its seasonal and spatial variation. 

on commercial margins is also touched on.

The limited information
 

Second, the key market players are discussed.
presented the wali-gala, the Moslem traders, 
Here are
 

the transporters,
the civil guard and the government agencies.
of course, the focus of The consumers are,
the market activity and the producers
have their role off-stage. Specific 
issues pertaining to the
transformation, storage and marketing of 
manioc, corn 
and palm
oil 
are featured.
 

Then, drawing from recent documents,
perspectives of the commercial policy
the Ministry of Rural Development and the World
Bank are presented.
 

Finally, the constraints to 
commercial development, as
perceived by the several authors who have addressed these issues,
are described. 
 Transportation constraints, food production
issues, government regulations, credit, import competition,
storage, lack of commercial information, product
and access transformation
to the sea are all highlighted in this section.
document concludes with a few notes on what might be done 
The
 

to
improve Banguui commerce.
 



II. THE BANGUI MARKETS
 

A. Market Tdenrt ificat icin
 

The Bangui market is made up of 29-plus different markets.
 
Most are officially recog~nized by the Bangui Mayor's office.
 
Other markets have sprung up spontaneously and are neither
 
recognized not controlled. The Bangui market study's initial list
 
of markets is found in Table I.
 

Table 1. - The Bangui Markets
 

1. Central 16. Boy Rab6
 
2. Centre-ville 17. Fouh
 
3. La Kouanga 18. Miskine
 
4. Maison d'Etat 19. Mustapha
 
5. Sica I 20. Ngbenguew6
 
6. Sica II 21. P~t6vo
 
7. Ngbaka 22. Kassai
 
8. Langbassi 23. Ouango
 
9. YapOli 24. Gobongo
 
10. Abattoir 25. Combattants
 
11. Hamadou Ii 'Baiki 26. Btail 
12. Kokoro 27. N'Garagba
 
13. Sambo 28. Kolongo port (CNPAF)

14. Nq(awi 29. Ouango port
 
15. Soudanais
 

Bangui in divided into eight arrondissements and, as viewed 
by the Mayoz s office, each ot these administrative subdivisions 
has a principal mark.t (s- Tab]e 2). 

Table 2. Princip.al Markets by Arrondissement
 

Arrondissinnt: 1 Central
 
Arrondissement 2 La Kouanga
 
Arrondissement 3 Mamadou M'Baiki (KM5)
 
Arrondissement 4 Boy Rab6
 
Arrondissement 5 Miskine
 
Arrond ssement 6 P6t6vo 
Arrondissement 7 Kassai 
Arrondissement 8 Combattants 

In the popular imagination, there are three main markets in
 
Bangui: the Central market in downtown Bangui, the market at KM5
 
("Kilom6tre 5") down Avenue Boganda and Combattants market just

off the road on the way to the airport. KM5 actually encompasses

five contiguous markets: Mamadou MBaiki, Kokoro, Sambo, Ngawi and
 
Soudana is.
 

http:Princip.al


SB. Physical Condition of the Markets 

The physical condition of the Bangui markets leaves.
 
somt1iii tbdeird. Eceptffor one or two 
cases,Ithe
markets providing the daily primary food supply to 
thousands of
people have no sanitation facilities. In general, there are 
no

latrines, no running water and irregular garbage pick-up.
Drainage in and around the markets is inadequate. With the
exception of 
the Central market, when it rains the markets turn
 
to mud. It is a situation of great concern to those who work in
the markets and one is left to 
imagine the health consequences of
 
this situation.
 

In general, the physical structures - the stands and the
covered areas - are in disrepair. The supports to the roof of
the central selling area in the Boy Rab6 market have weakened to
the point where people worry about the structure falling down.
The covered area in the La Kouanga market, in a similar state of
disrepair, has been reenforced by measures recently undertaken by
the Mayor's office. The market stands 
are rustic in all cases,
dilapidated in most. 
 In the Kokoro market, the market sellers
present their produce on tables under the open sky spreading

their produce out dirctly on the ground.
 

Some of the markets have outgrown the available space.

Markets like Boy Rab6 and Galaba are now too small to 
serve the
neighboring population. At Galaba, the market tables wind down

the lanes leading to the market place.
 

Secure storage facilities are nonexistent. The Mayor's
office is refurbishing the second floor of the Central market and
is being remodeled to 
include a storage area. Among the 25 or so
Bangui markets, refrigerated storage is not 
to be found anywhere.
Once there was a cold storage facility in the Central market, but

it has long been in disrepair.
 

Improving the working conditions at the markets is one

the top priorities of the Bangui Mayor's office. 

of
 

C. Market Oranization
 

The Bangui markets are managed by the.Bangui Mayor's office.

The mayor and her council were democratically elected in
June/July 1988 within the framework of the national governing

party. She has appointed one of 
the elected delegates, Mme. Goro

Catherine, to 
the post of market supervisor. Mme. Goro
supervises a division of civil servants who supervise the
individual markets and collect market taxes.
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Each market has its 
own market board with officers and
delegates representing each of the major trade items 
(manioc,
---.	 manufacturesw-fruits,-etc.) .---Security-is--maintained by .a2locallyorganized security service (the "vigils"). They are the sons of
the neighborhood and maintain order, reporting to 
the local

police if serious problems arise. 
 It is 	a popular service.

Since 	its inception, crime in the markets has declined
 
substantially.
 

Several categories of market taxes are source of funds
a key

for the Bangui city government. The daily market tax is levied
 on each seller according to 
the quantity of produce presented on
the market; 100 CFA for small amounts, 500 CFA for large amounts.
Shops and sales locations of a more permanent nature are rented.

Financial penalties imposed for infractions of market regulations

go in part to the mayor's office and in part to support the
"vigils" program.
 

The Mayor's office is attempting to make market development
a popular issue among the market participants. With limited
funds, the second story of the Central market is being fixed up
to provide better facilitates to cloth merchants and rented
storage space. 
 Urgent repairs have been undertaken. Plans have
been drawn up for new market structures and some markets are to
be reorganiied with similar products grouped together. 
After one
 
year of fperation, the new city government is reported to
surpassed by 4 million CFA its goal of 13 million CFA in 

have
 

receipts.
 

D. Social Composition of the Markets
 

Apparently, no studies have been done showing the ethnic and
sexual composition of the Bangui markets. 
 A list of the ethnic
 groups used in the Bangui market study is found in Appendix B.
Also lacking is information 
on how the markets subdivide into
categories of sellers - wholesaler, retailer, peddler, 
etc.
 

E. Commercial Activity
 

Indicators relating to market activity 
are difficult to
find. Tax receipts reported 
to the Mayor's office provide some
information along these lines, but data qualtity poses 
a problem
in this case. The current impression is that commercial activity
in the Bangui markets is in decline, a view held by the market

sellers themselves. Suggestive of this same diminished

commercial activity is the reported decline in commercial license
"patente" applications which have gone from over 600 in 1987 
to
 
134 in 1989.
 



F. 
 Size of Markets by Estimated Receipts
 

An estimation of 
the relative sizes of
terms of receipts was 
the Bangui markets in
made in 1975. A partial list is presented


in Table 3.
 

TABLE 3. - The Relative Size ofthe Bangui Markets
 
Source: CASTEX, p. 89
 

DAILY RECEIPTS > 1,000,000 CFA (1975)
 
Mamadou MBaiki 
(KM5)
 
La Kouanga
 
Central
 
Miskine
 
Sambo
 

DAILY RECEIPTS >250,000 <500,000 CFA
 
Boy Rab6
 
Galaba
 
P6tevo 
Ngb,,nu 'wg
 
Ouango
 
Kassai
 
Gobongo
 

DAILY RECEIPTS <250,000 CFA
 
Ya p e1,
 
'UGir aba
 

Coinbat rants 
Sica I
 
Sica II
 
Bo i ng 
Fouh
 
Maison d'Etat (Ngou ti Etat)
 

G. 
 Number of Sellers
 

The number of sellers in 
the Bangui market
LONGY was surveyed by
in 1975, as reported in CASTEX, Annex 15. 
 Market sellers
were recgist rcd 
by product sold and 2,352 sellers
By 1981, were counted.
the wali-gala association counted 3,800 sellers.
1989, according to In
the study conducted by the Mayor's office,
thit-, wert! mar than 12,100 sellers of which 
some 5,600 sold
 
foodstuffs.
 

The LONGY breakdown by product 
revealed 
a market where
vegetable sellers were 
the most numerous, 27.6% 
of the total,
manioc cossett, and 
flour sellers combined 23.2% and
sellers 18.7% peanut
(s,ee Tables 
4 and 5). The Mayors study of 1989
revealed a market where vegetables and condiments made up 17.8%
of the total, 
manioc vendors 4.6% 
and peanut sellers 6.1% (see

Table 6.
 



For each market in Table 4, the number of sellers of
mao..fo prdcsaercre.-h-odpoutare: ten 
maniocin cassette form, manioc flour, banana plantain, butchered meats,
peanuts,- peanut oil, palm oil, fresh fish, smoked fish and green
vegetables. 
The total number of sellers of these, ten products in
each market is recorded in the "Totals" column. 
 In the "Totals"
row at the bottom of the table, the total number of sellers of
that food product in all the markets is summed up.
percentage of the total number of sellers 

The
 
(2,352) of each food
product total is indicated in the next row.
 

In Table 5, the percentage of the total number of sellers of
each food product is indicated for each market. 
 Among the Bangui
markets indicated, La Kouanga is relatively important when it
comes 
to sales of manioc in cossette form (10.4% of all manioccossette sellers), 
but not as important as 
the Mamadou M'Baiki

market at KM5 (27.4%).
 

ble4 Smbe offood ruct retailersalgui lrkets
inthe
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product ittheBID11i
C7 . "Table 5. - Percentage of food retailers larkets 
J yhqs SOUICE: 1-13). iaCIS?EI. Inn 1Y,1911 B.LoDy 1915 

111 11I-coo i1-floir ?Llil NCIOClS PlITS PfLNT ILPill OIL113I-1 5lfSll-I0 N114S TOTIL 
000060 4.11 0.00 1.10 2.05 3.64 2.58 2.96 0.00 2.10 1.05 2.12 
Ia 1.61 0.00 2.20 1.37 4.33 1.29 1.40 0.00 0.00 5.39 2.90 
BOTi1E 9.39 0.0 0.00 9.59 5.69 6.45 4.44 0.00 3.41 11.25 1.51 
11S111! 9.60 15.85 2i.9312.33 11.5 4.52 0.89 2.08 9.03 10.49 13,21 
NOBEIGUE93.16 O. 0.00 1.31 6.15 8.39 13.33 0.00 0.69 2.62 4.01 
OIL1111.10 0.00 4.40 605 1.92 '5.13 4.44 0.00 2.10 2.93 4.00 
0011013.34 15.15 0.00 0.00 5.01 5.16 3,10 2.00 2.10 1.10 4.93 
11-11521.35 11.12 21,.3 18.49 5.92 14,19 11.05 18.15 35.42 1.09 15.22 
PETVO 5.0 4.55 6,59 3.42 1.42 1.29 0,14 0.00 2.08 3.10 9.61 
TIPh 2.11 1.50 !.10 0.6 4.10 11.61 5.19 0.00 1.31 1,65 3.21 
100116 10.44 15.15 16.43 20.55 11.39 12.90 9.63 12.50 13.19 13.01 12.93 

CIOT1iL 0,42 3.03 12.09 11.61 3.7 1.14 7.41 41.61 13.19 1.10 6,00 
SICI 1 1.46 3.03 3.10 0.68 1.14 2,5 1,48 0.00 0.69 2.00 1.53 
SOl II 2,10 3 .03 5.49 0.68 2.51 5,81 2,22 0.00 1,19 2.11 2,64 
O02106 4.18 6.06 0.00 1.31 3.42 1.94 4.44 12.50 1.39 2.1 3.15 
IG01IG 0.6) 9.09 110 0.00 4.56 1,29 4.44 10.42 4.11 1.23 2.51 
ISS1 313 0,00 0.00 2.74 3.42 4.52 2.22 0.00 2.71 4.88 3.36 
CONRYTIO2.51 6.06 0.00 0.00 5.69 1.94 11.11 0.00 2.08 4.11 3.03 
S108O 0.00 0.00 0.00 0.00 12.01 0.00 0.00 0.00 0.00 0.00 2.25 
11SO 0' 0.42 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.09 
TOTIL 102.00 100.00 100.00100.00 100.00 100.00 100.00 100.00 100.00 100.00 100.00 

Table 6. - Importance of Food Products (October 1989) 

SELLERS TOTAL PERCENT
 
Manioc 562 4.64
 
Ignames/Taro 1 0.01
 
Peanuts 735 6.07
 
Rice 32 0.26
 
Corn 206 1.70
 
Millet/Sorghum 4 0.03
 
Plantains 237 1.96
 
Vegetables 1200 9.90
 
Condiments 955 7.88
 
Palm oil 330 2.72
 
Fruits 327 2.70
 
Foodstuffs 615 5.08
 
Eggs 8 0.07
 

LONGY's data also gives an idea of the relative importance
 
of each Bangui market in terms of the number of sellers. In some
 
cases, that of the Central market, for example, the relative
 
importance of a market in terms of revenue and its relative
 
importance in terms of numbers of sellers appear not to be the
 
same (compare Table 3 with Table 7).
 



Table 7.- Relative Importance of Markets_byqNuber of Sellers
 

MARKET % of Total Sellers
 
MM-KM5 15.2
 
Miskine 13.3
 
La Kouanga 12.9
 
Boy Rab& 7.6
 
Central 6.1
 
Boing 4.9
 
Ngbenguewe 4.1
 
Galaba 4.0
 
Combattants 3.8
 
Petvo 3.6
 
Kassai 3.4
 
Yap16 3.3
 
Ouango 3.1
 
Fouh 3.0
 
Gobongo 2.7
 
Sica II 2.6
 
Ngaragba 2.5
 
Sambo 2.3
 
Sica T 1.5
 
Maison d'Etat 0.1
 
TOTAL 100.0
 

SOURCE: B. Longy 1975 (1-13), in CASTEX, Annex XV
 

In Octob:r 1989, the Bangui Mayor's office conducted a
 
partial survey of the markets, identifying the number of sellers 
by product car,,.q'ry in each of the key markets. These results 
are pr senttd in Ann.ox C. This study showed that there were over 
12,100 market s.llwrs in 1989. Of the 12,100 mvrki.t sellers 
counted, th, sizu of.el-tive each market is 
shown in Table 8.
 
By ill indi' )ns, the market of rumhattanrs has grown

sabst.rntially in tho 15 years since 1975 to 20.6% of 
all sellers. 
The KM5 c, myiax of Sambo 1/II, Mamadoui MB iki and Kokc ro a ccounWt 
for 36.9% ct all market sellers. The Central mark.t WHads the 
trailing markets with 8.2% of market sellers. 



Table 8.- Relative Importance of M 
 kets by Number of Sellers
 

MARKET Number Sellers % of Total (12118)

Combattants 

Sambo I/IT 

MBaiki 

Central 

Kokoro 

Ouango 

Miskin 

Gobongo 

La Kouanga 

Kassai 

Ngbenguewe 

P~tevo 

Mustapha 

Boy Rab2' 

Sica II 

Yap616 

Langbassi 


2502 
 20.65
 
1858 
 15.33
 
1702 
 14.05
 
997 
 8.23
 
910 
 7.51
 
590 
 4.87
 
584 
 4.82
 
444 
 3.66
 
364 
 3.00
 
342 
 2.82
 
341 
 2.81
 
277 
 2.29
 
266 
 2.20
 
249 
 2.05
 
172 
 1.42
 
133 
 1.10
 
54 
 0.44
 



H. Origin of the Bangui F_2od Supply 

The Bangui market is supplied primarily by producers (see
 
Table 9 and Figure 3) operAting within a 100 km radius.
 
According to the DIJAULT (lP5) siudy, 50% (49.9%) comes from
 
suburban Banqui (<10 kin), 70% of 
Bangui's food supply originates
 
within the iO0 km of the city; 80% comes from within 250 kms.
 
Bangui Gard 2ns and nearby Bimbo are the key suppliers.
 

For th, staple crop manioc, 47% originates within the 100 km
 
belt around Banqui, as do 90% of all other tubers (ignames,
 
taro). For corn, 53% is supplied from within 100 knis of Bangui
 
as is 87.5% of Iht plantain supply. Fish supplies come largely
 
from outsidt, cf 3angui, 59.9% other origins; only 37.9 % is 
supplied WiLhIn the 100 km. production belt. As for peanuts, 
fully 80% com,., from outside of CAR. 
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Figure 3
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I. Commercial Entry__Points to the Bangui Market 

The DUAULT study surveyed the entry points to the Bangui

market (see Table 10) during the week of January 21-25, 1985.
 
This was considfeired a typical week of the year and from that
 
annual supply estimates were drawn.
 

Table 10. - Entry loints to the Bangui Market (1975) 

TOTAL(%) MANIOC(%)

1. PK9 (Bangui-MBaiki Road) 18.09 10.37
 
2. PK12 (Bangui-North Road) 54.67 64.03
 
3. Combattants Market 
 .63 .72
 
4. Port State market 10.18 9.65
 
5. Sakai (airport) 3.72 4.36
 
b. Cattin (Mackets) 3.36 2.92 
7. Port (slaughter house) .40 .15
 
8. New port 1.09 1.41
 
9. Landja 1.27 
 1.73
 
10. Kolongo 
 .45 .22
 
11. Oil port .32 .27
 
12. Ouango 
 2.57 3.48
 
13. Mpoko (ferry) 2.38 .29
 
14. Customs-port 
 .85 .40
 

J. Food Crop Distribution Systems 

J.l Introduct [on 

The Bangui market for CAR-produced food stuffs is a consumer 
market. Food broughtis to the market and consumed locally and
 
not generally transhipped to other markets. Of these food
 
stuffs, manioc and vegetables dominate the market. 

From a general perspective, the food chain that serves 
Bangui is composed of the following functions:
 

Production
 
Transformation
 
Assembling/Packaging
 
Transport
 
Distri bution/Packaging 
Marketing
 

In this section, distribution systems serving the Bangui
 
market are discussed. Later in the text, production,

transformation and transportation issues are presented.
 

J.2 Village-level Distribution
 

At the village level, farmers are subsistence producers,

producing primarily for their own consumption. Farmers also
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produce for an inter-village trade between producing enterprises.

This can be either a barter or 
a monetary transaction. In a
 
third form of transaction, local consumers go to the "farm gate"
 
to purchase directly from the producer. Finally, in a fourth
 
form of transaction, village producers travel to the local market
 
to sell their produce and there to intersect with the larger
commercial sector. Travel is primarily on foot, quantities
presented ark small and the sellers 
are almost uniqu.ly women
 
specializing in a particular product (see the CASTEX schema,
 
Figure 4).
 

With its 100-km production belt, the Bangui market retains
 
much of the character of this "village-level" distribution
 
system. Local Bangui consumers are often themselves weekend
 
farme:rs, traveling back and forth to their farms. Furtherimoie,
 
Bangui consumers also have a tendency to travel directly to the
 
"farm gate" or to nearby rural markets to buy their farm toods 
from the producers. It is this village distribution system which 
has devulopd into the regional distribution system of the wali
gala, discussed in detail further on. 

J.3 Regional-level Distribution
 

At the regional level, and particularly'in Bangui, non
producing me rchants participate much more in the marketing 
process. Her,, there are two distribution systems, and perhaps a 
developing third: ,ai-gala, "Arabs" ind,the the possibly, a
cross-bordvr tr iii nq nurwork with Zaire. A schema theof "Arab" 
and wali-qahi distributinn systems was prepared by CASTEX and is 
reproduced in Figure 5. The regional systems are discussed 
further on in thn text in the section on market players. 

J.4 Inter-Regional Distribution
 

Inter-regional ccmmerce appears to be served by what CASTEX
 
calls the traditional distribution system, an hour-glass shaped

schema (see Figure 6) where the many producers serve the many
 
consumers through a limited number of intermediaries. The
 
producers are small family yeoman farmers producing on small 
plots with short-handled hoes. They are generally self
sufficit ent in f',,d stuffs and produce a surplus for the local
 
market.
 

Because of the low population density and the distances
 
separating farms, producers sell to 
traveling merchants either at
 
the farm gate or at the local market. These merchants are large

and small capitalists who gather together large quantities of the
 
produce, separate it by quality, divide into lots, package it and
 
arrange to ship it to wholesale merchants at a particular
 
market.
 

http:uniqu.ly
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Transporters are 
smallest in number and according to

CASTEX's schema are positioned at the neck of the hour-glass.

They provide the transport of the produce and are either private

operators or ate part of 
a larger transport enterprise.
 

At the market destination, the produce goes to large and

medium-sized capitalist wholesalers who divide it 
into smaller
 
lots anj sa) them to retailers.
 

Retailpis sell to the consumer in the Baigui market. They
divide 
the produce into smaller lots for sale. These sellers
 
tend to 
be private operators, generally unorganized family
 
enterprises.
 

Finally, at the bottom of 
the CASTEX hour-glass are the
 
consumers.
 

J.5 National Distribution
 

A national distribution system, illustrated in Figure 7,
appears to be moribund ever since the GOCAR liberalized its
 
commercial pricies and ended its 
system of assigned merchants
 
known as "Commercant agirfoW. 

J.6 Internat inal Distribution 

A formi l international distribution system exists whareby
food products .r" shipp'.d into and out of CAR. This commoic, is
controlled by th, inistries of Commerce, Transport and Finance 
(Customs). in is a system heavily subverted by clandestint,
commercial 
actLivities and smuggling. Internatinal trade in
foodstuffs has an important influence on the Bangui market and 
issues pertaining to it are dealt with throughout the text. 



Figure 7 0 .. 22 

(:ays Production 

Regroupement 

"pr6coop6ratifP 

(pr6vu mais rares) 

++ ............ 

+$ . . .5 "" Collecte 

a;r6e 

9+ 

antsSo.er 

: 

Magasins 
dlexp6dition 

(coop-rative 

+ 

-asin 
de Gros 

j Gros 

Terminal 

"".4" s Da ai 

Crtai 

Consor~ateur Consommration 



K. Market Prices
 

The Mayor's office conducted a general price survey in 
October 1989, the results of which are recorded in Appe'dix D. 
Prior to that, the only available price data was provided by the 
Direction des Statistiquns of the Haut Commissariat au Plan (see 
Tables 11 and 12). Until the liberalization program of 1986, 
prices for major food crops were established by the Government. 
The Government's official prices (1975-1985) for various food 
crops are found in Table 13. These official prices were largely 
ignored ir the market place, where commodity prices we:re 
generally higher. With the .iberalization of market policies, 
the skyrncketing rise in market prices that had been feared by 
some has not ,curred. 

Table Il. -. Prices for Principal Agricultural Products 

(CFA/kq) 1981 1982 1983 1984 
Manioc 108 156 207 266 
Peanuts 365 370 415 498 
Corn grain 142 165 160 388
 
Millt grain 211 136 218 353 
Sesame 616 645 608 604 
Source: Dir. Statistique, Haut Commissariat au Plan
 

K. Traditional P. ice and Unique Price 

In the Banqui markets there is no single price for any
commodity. Price.s vary and the analysis of prices is a 
multifaceted exercise. Behind the unique food crop prices
reported in previous documents lies a richer anid more complex 
dynamic. 

There is, in the Bangui market, the concept of the 
traditioral money value of a product. Manioc, for example, is 
2500 CFA for a cuvette. This is a social concept of value, 
actual prices appear to be more flexible. 
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Table 13 

EVOLLMON DES 
PRIN N DETA-L A 3;NGC'I D- QUELQL-S
PRODC!TS ALl ZtiS
- 1
 

(en FCFA9
 

Produits 
 1Janv.
Fv. 6;ars lAvril :a1 buin Jui. Aout GCpt. Oct. 1ov. Dec.
 

Klugrain 206 157I 6' '6' 165 21 20 192 3 275
6ials grain 164 120 16t 12 192 161 169 117 154
 
!iz blanc 245 24 221 2 225b 259 262 2 1 2921 

Tubercul1 
 5
 

,~niuc er cosset"e5 122 11$ 
 112 130 152 155 161 177 16$ 171 112 

Au .esf cul'r.'
 

tanaic plnains E00 
F 2 l0 13? 121 

To6'215 
 07 42!'. 291 3'43Oignons sc.. 
 693 520 3" 7 3 ; 395 462 L60 C24 703
1salade vvr;c 
 263 205 2;9 52)5 666 60S' 672 563 22 351 

tru,:sfra!i 

Lan..s dcures 
 9'. 102 C; E[, 96 93 10 9$ . 33C, 

O:an.rs 1 13$ 1 15* 16a F67 105 99 5 95$
 
Papayes 
 38 51 4E, 52 5C 451 94 
 111 62' 66.
 

sans os 613 824. 762 780 ? 79
An785,. ur- 2? 7 9 0 61E1o 608losfne 1 14.3 1 110 11 103' 1.01 0)6231 10E( 271 -1311 202 1 172:
 

1ct eCo 1 (vivlnt) 1 366 1 3491 Of 21 20 , I 0119. 311 ] 09E I ODi

d'elcva


1 093"1 019
 

-fs (12 
 4ouzcjn,)O0 44'. 1 0 .5Q 6$) 3$5Arach:do cruE d~corsiquc 323 382. 3 i;, 499 569' 617 561 4WSX 33 
$*s , 612 51'' 596 5 2 5022 39. 

T I, 
30' 35 

' 25 231. 2 '. 23 2c '.2 . 2 '2 600 
: L dt! 'prix de de ziI raenes aa ,ozr-=,e (sac-o 11.s git du
l pour 


=icro-o-Etaii (tas, petites assiceLtt) sauf poar It 
r,anioc dent 1'nit consi6ZroZ a teile 
se'u de 1 litres e: le sucro (prix p: '.izz' de , 1.0 

Relevs des prix, Ministre du plan, di,!. . co:)p-,at.on interna:ionale et des stAtistiquLs.(d'apres Castex).
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K.2 Seasonal Fluctaations
 

Prices, including the traditional money value, of a product
 
vary by season. Manioc prices, for example, are higher in the
 
rainy season than in the Iry season. DUAIJLT (1985) gives an idea 
of how -rices tor ktev food crops fluctuate seasonally; seef Tables 
14 and 1, and 'ne chart, Figure 8. Marketing food crops (other
than tubers) at tne !,ost advantageous time of the year is impeded
by the ge:neral ack of food crop storage facilities. 

Table 14. - Seasonal Variation of Price Indices for three basic 
food prcducts -- 1981 

MANIOC rEANUTS CORN
 
cossettes shelled grain
 

JANUARY 100 100 100
 
FEBRUARY 94.3 118.3 73
 
MARCH 89.3 ]15.5 100
 
APRIL 91.8 116.4 78
 
MAY 106.5 154.5 117
 
JUNE 124.6 176.2 98
 
JULY 129.5 191.0 103
 
AUGUST 132.0 173.7 
 45 
SEPTEMBER 141.8 148.6 71 
OCTOBER 135.2 112.4 93 
NOVEHBEP 145A unknown unknown 
DECEMBER 116* unknown unknown 

Evaluation of persona] ly gathered data from several 
markets aind some pirtilil data from the Ministry of Plan. 

Sourc,: Su-rvy of the Hinistry of Plan, Tnternational 
Cooperat ion and Statistics (as part of a program to 
prepare retail price iniices) . Indic(es calculated by 
CASTEX.
 

Table 15 - High-Low Months for Food Prices
 

Product High Low
 
Millet grain September March
 
Corn grain May August

White rice October February

Manioc en cossettes 
 March November
 
Plantains January-February September

Raw unshelled peanuts July January

Sesame January September
 
Tomatoes June 
 January

Dried Onions October March
 
Lettuce May 
 February
 
Bananas September May

Oranges June 
 September
 
Papaiyas January August

Beef July January
 
Live chicken January August
 
Eggs (6) September March
 
Source: Ministry of Plan in CASTEX.
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K.3_ .Spatial Variation of Prices 

DUAULT also indicates how prices vary depending upon the
 
distance from Bangui. He indicates that the affect of the Bangui
 
market does nor extend beyond 250 kms (see Figure 9). CASTEX
 
also looked at the spatial variation in market prices (see
 
Figures 10 and 11).
 

K. Variation of Prices and the Demand for .[0iey 

Food crop prices alsi- vary inversely with the immediate 
demand for money. When the demand for money is high, prices tend 
to fall. When the demand for money is low, the prices tend to be 
higher. In generdl, prices are higher in the morning and lower, 
as much as 30% iii some cases, ',, the evening. Prices are more 
fluid around holidays such as Christmas, Easter, Ramadan, 
Tabaski, etc. wher - the need for money to fulfill family
obligations is mor,2 acute. In individual case, illness, 
funerals, mari i,iqge! prompt sales at lower prices. Illnesses in 
particular rapid]y i .,a:3e the demand for the money needed to 
buy medicin,-s. 

In rural (AP. tile demand for money tends to be ,ery weak, 
according to Da vid Ka'a. a university researcher studying the 
Bossangoa iar .:,v- with Africare . In these cases, strict 
financial ec. ing is practically unknown in the market place.
Marketing is do-, at a financial loss, in ,xchang< for sonme 
greate-r unquantifiable pe-rsonal or social gain. Hter, again, 
prices tend -c,. h 'igher in the morning and 1]ownlw t the end of 
the ma rkeL as tih_ mrarket sc: lers count the ocni.y thety have 
against their irm.7tidiat,_ money needs (lPo , medicin,_, transport, 
etc.) 

Producer pi ic..s are commonly set by the producer with the 
greatest netd t :r money. A me_.rchant will go to a producer
village, set i price lower than what the villagers art willing to 
pay and wait for the seller with the most urgent need for money
to c.ame and brt-ik the producer price solidarity. With this sale 
as precedent, the other producers are inclined to follow. 

K.5 Social Position and Prices
 

Prices are often higher to strangers and one-time buyers

than to neighbors and frequent purchasers. Producer . will tend
 
to keep their prices lower for a regular buyer with thom there is
 
a long-standing commercial relationship.
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Figure 9 
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Figure 10 
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K,6, 
Elasticities and Cross-Elasticities
 

Not much has been done in terms of analyzing elasticity of

demand. Some even doubt 
that elasticity of demand exists in CAR
(SEMKOW, p. 7). It is generally held, however, 
that manioc is
 very price inelastic; it's a traditional food and people will eat
it no matter what the price. 
 In 1983, when manioc was scarce on
the Bangui market, consumers switched milletto and sorghumimported from northern CAR and to rice and corn imported as food 
aid. 

Determining elasticities is not a simple matter in the best
of ci rcunms,.dus-. For ,r-,sw the demand theory, upon which 
elasticity concepts are based, may not apply in a comm,,tial
environment w-,: ,o.the d Mand for money is not constant. In a morm praitic l :..nse, isolat-ing elasticity from amongst othermark,:t intl,,i:,: is diffi c u lt. Care must be taken to avoid

facil ca I c tions of "t asticity" as was 
 done in SEMKOW.
Elasticity Mates to a gi ven demand or supply curve. SEMKOW'sanalysis of rho "lasticity ,f wood demand over five y.ars assumesthat the dpmarni curve for woo in 1980 was the same as in 1985, 
an assumpt-io 'which is difficult to maintain. 

A comnerci a1 jinvi -unust such as Bangui 's presents asingular oppi t iity fr, drirmining elasticities of demand.With pric,:s v,:yin. as thy do on a given day, a statistical 
analysis if m irin; ,ri<-s and quantities sold and of afternoon
pric.s and ju , it i.s ,,d can give you an idea of what the 
elasticity r! i, :annd might be. 

K.7 Absenc nf Jnique MAiket-Clearing Prices 

Prices in the Bangui markets also tend not to be "market
clearing." In the case of tonatoes, for example, commercial
practices in rhe Central market are such that prices are not
lowered sufficiently as the tomatoes begin to decompose. This
downward price resistanc results in the accumulation of rotting
tomatoes in nearby garbage boxes. 
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K.8 Inflation
 

Since-price-policywas liberalized prices have not 
risen as

fast as some people expected. Inflation trends as measured by

bimonthly price surveys have indicated a steady rise in each of

the five categories surveyed: food, clothing, manufactured
 
products, services and energy, since 1981. 
 Sharp declines in

food and energy prices were recorded in the food and energy

categories. These declines were important enough to pull the
 
general price index down by 7% (see Figure 12).
 

K.9 Producer Prices
 

Recent data on producer prices is skimpy in the recent
 
period of liberalized markets. In the period when most of 
the
 
studies were conducted, producer prices were fixed by the
 
government. Needless to say, producer prices based on actual
 
costs of production are as important as market prices.
 

L. Commercial Margins
 

Data relating to commercial profit margins has been
 
difficult to locate in the literature. LONGY (1985) likewise
 
points out this fact. In 1975, he estimated that commercial

margins were not excessive even if they did seem high. The

seemingly high margins, he argued, were mostly hidden costs of
 
transport and of labor devoted 
to supply and sales. A manioc

wholesaler's net revenue was comparable with the SMIG and that a
 
retailer's net revenue was even less than that. 
 Writing in 1985,

LONGY didn't think the situation vis-a-vis commercial margins had
 
changed much.
 

In 1982, CASTEX presented the analysis of commercial margins

shown in Figure 13. Here, the commercial margin for a cuvette of

manioc (top curve) is presented in terms of the distance from

Bangui. Margins from manioc purchased closer to Bangui are less
than those earned from manioc purchased further away from Bangui.

CASTEX then estimates a per cuvette per kg transport cost (slope

of the bottom curve) and subtracts those estimated costs from the
previously established commercial margins. This results in an

estimate of commercial margins net of transportation costs
 
(middle curve). These net margins vary between 900 (at 100 kms
from Bangui) and 1,300 CFA per cuvette 
(at 190 kms from Bangui).
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M_. Standardized Measures. 

Precise, standardized measures are uncommon in the Bangui

markets. For example, a cuvette (a large wash basin) is the
 
common measure for manioc cosettes, but its contents varies. 
 Tn
 
harder times, the bottom is sometimes dented to reduce the 
quantity pre:sented without seeming to do The useso. of bottles 
and the concept of a lit.r does provide some basis for 
standardizing liquid measures. Vegetables generallyare sold by
number, though potatoes in front of the Bangui supermarkets -:an
 
now be bought by weight.
 

Products produced industrially are packaged according to 
standard units of weight and volume. Imported rice, brought in 
bulk and repackaged, is now found in plastic sacks of equivalent

volume; a practice which, at first glance, seems to be promoted
 
by the "Arab" wchants
 

The adopt ion of standardized measures is further complicated
by a strong artachmtent to the idea of a post-sale gift to 
supplement. t h, amount purchased and to reenforce social 
relations. Aa. in the case of the dented cuvette, this allows the 
merchant to adjust a price without seemingly doing so. 

The I i(k ,ef stindard'ized measures makes the evaluation of 
quant it i,-s so 4, sale prices per unit and coymelrci al margins that 
much1 mor.,- difficult. Thei lack of packaging poses, of course,
permits easy contamination of the food supply, resulting in 
additional halth problems, as food is brought through the food 
chain to the consumer. 

The list of measurtF. ,!mployed by sellers in the Bangui
markets is found in Table 16. 

N. Food Impoi t:s 

A long-term study by Auguste TENE-KOYZOA, from 1960 to 1983,
shows that imports make up an average of 13.8 percentage of the 
PIB as compared to 30% for Congo, 21% for Gabon and 18.6% for 
Cameroon. Of those imports, food products make up only 14.5% 
with a tendt-ncv to decline. These statistics aren't very
reliable and only giv an ide2a of the relative order of magnitude
since they come from different sources (FAO, GOCAR) and do not 
include imports front UDEAC countries. 

In general, commercial and food aid imports are dominated by 
flours, cereal grains, sugar, milk products and oils. They

provide an ieua of the direction an import substitution policy

might take. Palm oil, peanut oil and sugar cane factories are
 
operational though at 
a loss and without meeting national demand.
 



Table 16. - Measures Used in the Bangui Markets
 

A. 	CUVETTES F. BOTTLES
 
Al. Large cuvette FI. Beer bottle (66 cl)

A2. Large dented cuvette F2. One liter bottle
 
A3. Medium cuvette F3. Half-liter bottle
 
A4. Small cuvette F4. Coke/Fanta bottle-33 cl
 
A5. Large solid cuvette F5. Smrl bottle-20 cl
 

B. BUCKETS 
 F6. Small bottle-10 ci
 
BI. 1 liter (150 CFA) G. GLASSES AUD CUPS
 
B2. 3 liters (250 CFA) G1. Beer glass
 
B3. 5 liters (500 CFA) G2. Macaroni cup
 
B4. 10 liters G3. Locally made cup
B5. IF liters 	 H. ST!CF.-


C. 	 BAp.J , HI. Stack of 2-sm,mud,lge
 
Cl. 20 ,iters H2. Stack of 3-sm,med,lge
 
C2. 60 liters H3. Stack of 4-sm,med,lge

C3. 10t liters H4. Stack of 5-sm,med,lge
 
C4. 200 liters H5. Stack of 6r-sm,med,lge
 

D. BASKETS 
 J. BUNCHES
 
Dl. Basket-less than one cuvette Jl. Small bunch
 
D2. Basket of one cuvette J2. Larqe bunch
 

E. SACKS 
 K. REGIMES
 
El. Flour Sack-2 cuvettes KI. Small regime-4-6 hands
 
E2. Corn Sack-3 cuvettes K2. Large regime-7+ hands
 
El. Mari e Sack-4 cuvttes
 
E4. Deformnd Sack-15/17cuv-ttes
 

Food aid arrives on a small scale, with the exception of the 
1983-84 season when a drought resul ted in a sharp decline in 
agricultural production. Since 1985, the EEC has stopped all 
food aid sine,, thbe food situation had improved. The principal 
food aid count ies ar France, United States, West Germany, 
Italy, Japan, Cuba and the EEC. 

Food imports from neighboring countries (Zaire, Chad, Sudan, 
Cameroon, Cono, and Gabon) are difficult to estimate since they
 
are not generally registered by the customs officers, at least
 
for the major portion of food stuffs. In general, CAR imports
 
the following:
 

From Sudan: cattle&, cotton oil, some manufactured items 
(cijvet t es, textiles).

From Chad: cotton oil, peanuts and peanut oil, smoked and dried 
fish, sesame, sugar, dates, onions. 

From Cameroon: peanut oil, sugar, chocolate, fish, shrimp, rice 
and milk. 

From Congo: salted fish. 
From Zaire: palm oil, goats, fruits, vegetables, game and fish. 
From Gabon: sugar, fish and shrimp. 



And CAR exports the following to:
 

To Sudan: hunted game, fruits and vegetables.
 
To Chad: manioc, fruits, coffee, vegetables.

To Cameroon: peanuts, chickens, goats and sheep.

To Congo: cattle, hunted game, manioc cossettes, palm oil,
 

vegetables, fruits, goats and chickens, potatoes.
 
To Zaire: beer.
 
To Gabon: vegetables, fruits, hunted game, smoked fish.
 

0. Parallel or Underground Economy
 

Price structures and the behavior of supply and demand are
 
influenced by the underground economy, based on trade conducted
 
outside the law. SEMKOW says this economy is an integral part of
 
the socioeconomic fabric of the country. In an informal study, a
 
market basket of 12 goods costing 20,720 CFA on the legitimate
 
market costs 14,270, or 31% less.
 

This economy is based on smuggling across primarily the
 
Zaire and Cameroon borders. The case of Zaire was discussed
 
further on. The case of Cameroon smuggling stems from the high
 
price of transport and is involves primarily the transport of
 
goods from Cameroon to RCA.
 

Two distinct smuggling networks exits, one traditional and
 
one modern. The traditional smuggling network operates on the
 
country's borders. It is somewhat more than simply an 
amateur
 
operation since it, like any commercial operation, requires

investment capital, operating funds, technical competence and a
 
commercial network. It is a commerce that is very hard to
 
control.
 

The modern smuggling network qualifies as a full-fledged

business sector. It has its own financial sources, transport,

distribution system and retail outlets. Often smuggling is
 
conducted in parallel with legitimate commerce. This smuggling

is conducted on the main roads and involves frequently the use of
 
false merchandise declarations, either in terms of product or in
 
terms of quantity. Sanctions, when imposed by the government,
 
are regarded as normal business risks and the added costs have
 
only a marginal impact on profits.
 



III. MARKET PLAYERS
 

A. 	 Introduction
 

Markets serve 
a variety of interests. 
 There are, of course,
the buyers and 
the sellers 
for whom the market is 
the primary
place of exchange. 
 The buyers of 
food 	products are typically the
consumers of samethose products, but there are cases where thefood 	products are bought fol insale 
elsewhere.
 

In the food chain, the 
or agents, 	

market sellers also buyers,are thethe of food crops from either the producer or from anintermediaric.; . These intermediaries in the Bangui market aretypically mom b,rs of the wali-gala (literally, market ladies) andthe "Arab" comrurnity, African foulah or Haussa Moslems. 

In addition to the producers mentioned above, truckersa 	 playrole 	in gettin- the food to market and groups of 
"vigils", a
local guard, provide additional market security.
 

Throughout, represenLatives of the CAR governmentparticipate in active and important ways. The Ministries ofCommurce, Finance (Customs), Interior (Police), Health and RuralDevelopment, as well as the Mayor's office, each has an interest
in t h, Piqngi i etts. 

B, Market Sel l rs
 

The people actually sitting in 
the market tending to the
stalls and actually selling the 
food 	stuffs to the passing buyers
are of 
several ohv i-u ,,,'ant,,ori es.
 

'There ,r, the peop]l' in the stalls 
 and out and around themarktt buildinq:, prot c'tAed or not from the sun under largetmbrlla,;. Thsu are the retail sellers, selling Banguito its
daily ration foodof stuffs.
 

Then there are the peddlers (micro-d6tailants), 
 oftenyounger chi1drnn, circulating around with oftrays various foodsand manufactured goods. These peddlers also 	 circulate in theresidential quartiers selling from todoor door.
 

Finally 
 there are the wholesalers, large and medium-scaleoperators (grossistes and demi-grossistes). They are typicallyfound in and around shops or in constructions which 
serve as
warehouses to 
store as inventory sacks of 
manioc cossettes or
 
peanuts, or whatever, that 
is being marketed.
 



8.1 ... The Wall-gala 

The commerce conducted in the 
Bangui markets is dominated by
a spontaneously organized association of market ladies, called
the wali-gala. (There is 
a smaller association of market men, the
 
koli-gala, largely auxiliary 
to the wali-gala.) This is 
a

hierarchical, structured organization, officially part of
UDFC (Union PMmocratique des Femmes Centrafricaines) and is 

the
made
 up of delegates, each representing a sales activity (orange


sellers, manioc sellers, etc) 
in one of the Bangui markets. The
organization handles day-to-day market issues i;iternally. Those

which cnnot be handled internally are presented to the rompetent
government ct hotity for resolution. 

More importantly, the wali-gala are the intermediaries
between the food crop producers and the consumers (review Figure

5). The wali-gala go out to the producers' fields and buy

wholesale (cash for product, sometimes on 
credit) the product of

entire sections of field and garden produce. These purchases may
be arranged ov.-n before the product comes to maturity. At
harvest, the crop is harvested and shipped to Bangui where it 
 isbroken up into smaller bundles for rt:ai1 sale either in the
stalls or by peddlers. These sellers may, or may not be,
ccnsia,_-',, agnts of one particular wali-gala. 

Wali-gala ar typically classified by the siz£e of theiroperation, larg.e, ormedium small. Small-scale wali-gala's are
the rtta l1-is ani have a nmrker stall and may send family members
around as peddle-rs. They typically buy as independent businessesfrom larger wali-gala and are not involved in producer purchasing
operitions. Medinn-scal, wali-gala typically sell at the retail
level but also are involved in buying produce from producers.
Large-scaln .l i-gala ar- involved in buyretail, from theproducers and have some storage capacity for wholesale opurations
in Bangui. Characteristically, every wali-gala is 
engaged in
 
retail sales on rhe market t- the consumer.
 

Typically, these wali-gala have no 
independent means of
 
transport. As independent agents, they generally ride thetoproducers' villages on available passenger transport and contract
with local truckers the transport services required to get theproduce to market. Some wali-gala get together collectively to 
rent a truck, others may simply hitch-hike. As few hove their own truck or "camionatte," these wali-gala are very seLsitive to 
price developments in the transport sector. 

The wali-gala as group have, until recently (1986), 
been

illegal operators on 
the Bangui markets. The system of "patente"

and "agr66" licensing attempted control
to 
 under what conditions
 
a person could engage in commerce. The wali-gala were almost
 
entirely outside this officially-sanctioned commercial system

and, as the government says, helped bring about 
its elimination.
 



In spite of their role in liberalizing commerce in Bangui,
 
the wali-gala so dominate the market scene for food products that
 
they have been criticized for monopolizing this sector, dictating
 
low prices to the producer and high prices to the consumer.
 

B.2 "Arab" Merchants 

The so-called "Arab" merchants, African foulbs and Haussa
 
Moslems, are essentially international traders, providing
 
entrepots for agricultural produce and manufactured items. They
 
work primarily the commercial routes between Bangui and the
 
Chadian and Cameroonian markets. Interestingly enough, these
 
merchants ar, the only ones to still engage in "commerce de 
trait", trading through either barter or cash transactions,
 
products of first necessity (salt, sugar, kerosene, textiles,
 
etc.) for agricultural produce. These traders are primarily
 
concentrated in the KM5 markets, selling peanuts, onions, garlic,
 
and other products typically of northern origin.
 

C. Consumers
 

Very little is written on the Bangui market consumer
 
himself. There have been no consumer surveys that have yet come 
to light. The Bangui individual's need for basic foods stuffs 
has been assessfd by the MIH and FAO studies and provide a basis 
for a rough estimates at what the overall demand for foodstuff
 
should bt in Bangui, providing reasoned, albeit debatable,
 
proxies for demand. 

D. Transporters
 

Transporters in CAR are organized into an association called
 
the GTC, the Groupement de Transporteurs Centrafricain. A GOCAR
 
parastatal agency, BARC (Bureau d'Affr~tement routier
 
Centrafricain), regulates international road traffic quotas and
 
provides services to transporters. It establishes transport
 
prices for commercial goods (33 CFA/km for bulk, 49.5 CFA/kg for
 
diverse cargo) in the country and imposes several fees and
 
tariffs on transported goods.
 

For truckers who are part of the BARC program a 6%
 
commission based on the transport costs is paid to BARC, for non
participants it's 10%. A trucker who loads up in Douala, for
 
example, is required to pay 10% of the transport costs to BARC
 
once he arrives in Bangui. An example of how BARC affects
 
transport costs is provided by SEMKOW. Taxes and fees add up to
 
1,319,239 CFA or about 10% of the transported value (see Table
 
17).
 



Table 17 - Transport Costs: An Example
 

1. Value of a coffee shipment at Bangassou 13,157,601 CFA
 
2. Transport to Bangui-official rates 563,920
 
3. BARC commission on transport (10%) 56,392
 
4. TCA-16.5% tax on interior transport 93,047
 
5. Fixed fee 
 48,000
 
6. Miscellaneous fees (total of 
6) 1,015,300
 
7. Transport to Douala-official rates 710,000

8. BARC commission on transport (10%) 71,000
 
9. TCA-5.0% tax on international transport 35,500
 

Cost of 20 t. of coffee delivered to Douala 5,750,760
 

These practices have come under review by the World Bank's
 
Structural Adjustment teams and they have proposed major changes
 
in the way BARC operates.
 

In 1987, according to the Direction G~n.rale des Transports

de Surface, the 
private sector had 893 vehicles licensed to
 
transport people and 49 vehicles with a capacity of 550 tons
 
licensed to transport mirchandise. These figures dIo not include
 
project vehicles or the 450 vehicles used by the government.
 

Transported tonnage by these vehicles declined by 23% from 
1896 to 1987, from 76,500 t. to 58,700 t. SEMKOW believes that
 
these fiqu es underestimate the tonnage actually transported. 

In the review of the literature, no survey of the
 
transporters themselves has come to light.
 

E. Production and Transformation 

There is considerable information about producers in CAR.
 
The ROUAIJ study, for example, details production in the
 
traditional surplus production regions of Ouham and Ouham-Pend&.
 
The current focus, however, will be on production in and around 
Bangui and the transformation cf the ' food itrm1sey ,anioc, coLe 
and palm oil. 

E.1 Bangui Gardens
 

Several studies have addressed the Bangui gardens. The
 
following discussion is adapted from the study conducted by
 
MENYIE.
 

Much of the food supply of Bangui comes from the Bangui

gardens, a general term for the numerous gardening activities
 
that take place in and around Bangui. In Bangui, basic food
 
stuffs farming is readily visible in both the urban and suburban
 
areas of the city. Numerous houses are transformed into gardens,
 
mango, avocado, orange orchards. It is primarily a non
 



commercial, auto-consumption activity. Bangui, in effect, has
 
perpetuated a subsistence economy in a city environment.
 

While the importance of urban and suburban agriculture may
 
be declining as increased pressures of urbanization are felt, an
 
important section of the Bangui population has kept a strong
 
agricultural tradition and live off these revenues. In 1984-85,
 
the inspection agricole counted 2,923 agriculturalists farming

408.02 ha. MENYIE's investigations showed that 30% of the women
 
farmed, of which 2% were in the administration. Her study of the
 
Galabadja quart,!r indicated that fully 50% of the population
 
lived off their own agricultural resources.
 

Earlier studies also indicated the importance of the Bangui 
gardens. In 1961, it was estimated that 40% of Bangui families 
were engaged in agricultural activities. In 1970, PRIOUL 
estimated that 60% of Bangui households take 10-20 kg of food
 
from their own parcels. In 1979, 14% of Bangui population
 
claimed to be part of the agricultural sector.
 

According to MENYIE, the viability of urban agriculture is
 
related to the stagnant industrial and commercial sector which 
are providing few employment opportunities. 

In CAR, subsistence agriculture is the role of women; men 
clerar the fields when it is a question of strenuous physical 
effort. Womei, farm from about 5:30 am to 4 pm. The fields are 
several kilometurs from their homes in town and it often take-s 
one to two houtrs to got there. Some women are able to farm small 
parcels in land already surveyed within the city limits. 

MENYIE suggests that some women escape their dislike for 
life in town via their agricultural activities. For others, it 
primarily a means to gain some financial independenc-e from their 
husbands by selling their surplus harvest on the market. More 
wives of workmen, the unemployed and retirees farm than do the 
wives of (-.ovt-rn:ient workers. The number of gardeners is 
indicated in Table 18. 

Table 18. - Number of Gardeners
 
(Inspection agricole, June 1984)
 

Fatima 42 effectives
 
PK10 20
 
PK14 6
 
West I 14
 
West II 35
 
North-east 4
 
Castor-Saidou 31
 
Kokoro 31
 
Ngara 2
 
Total 184
 



The main products are manioc, corn, peanuts, sweet potato,

taro, ignamec bananas nd "amarante." The commercial market 
for

European-style vegetables has 
grown over the years, a production

activity in which men engage more than women. 
 The demand of the

Bangui market can not be met by Bangui producers alone, and
supplies are brought in from Bouar and 
imported from Europe
 
itself.
 

E.2 Manioc (adapted from HKOUNGA)
 

Manioc by far is the most-consumed, least-expensive staple

food crop on the Bangui market. To people in CAR, manioc is 
more
 
than a meal, it is a fundamental tradition. 
 From a production

standpoint, manioc is hardy, able 
to grow in poor soils and not
 
sensiriv, to the periodicity of the rains. It rtquirtes

relatively little 
 soil preparation and is propagat,,d via cuttings
that resist insect attack. Once established, manioc re-quires

little to no weeding and stores in the ground, making it
available year round. It does from somesuffer diseases (mosaic,
for example) and pests, and harvests have been known 
to fail
 
(1983 in CAR).
 

Alre-ady a solid producer using traditional methods, improved
farming pract. ices, production can be increased substantially.
PRODEROM, .I rutLal development project in the Bangui area,
reports productvion increjases of 26% from 2,378 kg/ha to 3,000
kg/ha using imptrved practices (see Table 19). 

Table 19. - Increases in Production due to PRODEROM interventions
 

initial (kg/ha) 
 Stage I Stage 2
 
Manioc 2378 
 2996
 
Peanuts 440 
 537 977
 
Corn 510 
 765 1270
 
Sesame 390 ---


The transformation of manioc into edible form is a time
consuming process which, 
if not done correctly, can lead to
 
illness, even death. The problem is 
"hydrocyanide' (HCN) which
is lethal to humans in doses greater then 1 mg per kg of live
weight, 50-60 m will kill a man. Lesse-r doses can be tolerated. 
HCU is proce:;s(,d cut of the manioc by rinsing and evaporation as 
well as by colk ni and fermenting (see Table 20). 

Table 20. - HCN Content of Manioc 

Fresh shredde-d pulp 165.5 mg/kg

Immersed 5 days in water 35.9
 
Immersed 5 days; + 48 hours. drying in sun 25.5
 
Immersed 5 days + 96 hours drying in sun 19.6
 
Sourc.,: KETIKU, 1977. 



HCN itself does not exist in the manioc plant but is bound
 
with a sugar into a non-soluable, non-toxic form, glycoside

cyano-genetic. When the manioc is picked, this glycoside is
 
hydrolyzed by an enzyme into a sugar and a aglycone, which in
 
turn decomposes into HCN and either a aldehyde or a c,tone.
 

The transformation of manioc into consumable form is 
a
 
labor-intensive process, apparently time
more consuming the
 
actual production of the manioc tub-r itself. The basic
 
transformation process for 
raw manioc is the following:
 

1. Wash roots
 
2. Within the hour after harvest, remove bark, inedible
 

fibers and other ine:dible parts (Spluchage).
 
3. Place in weak running water for three to fiv days
 

(rouichage) . This weakens the bonds that hold the manioc
 
pulp together and is very effective in eliminating HCN.
 

4. Cut into morsels, called cossettes, to help further
 
remove fibers.
 

5. Put into a basket, cover with banana leaves and press

with a large, heavy rock. Leave for three days to 
remove
 
liquids within the cossettes.
 

5. Dry in sun for two to three days.
 
6. Pound or crush the dried cossettes into smaller pieces.
 
7. Sift for flour.
 

Shorter mn.thods are used. The simplest is to dry in the sun
 
after removinq the bark and breaking up into cossettes. Of the
 
manioc sold "n the Bangui market, 75% is prepared in one of these
 
two ways.
 

As a nutrient, manioc is not very good (see Table 21),
 
having essentially no protein, no lipids and no vitamins. It is
 
also associated by some with an acquired inability to metabolize
 
iodine, rusulting in hyperthyroid problems.
 

Table 21. - Content of a manioc tuber
 

Sour manioc Sweet manioc
 
unpeeled peeled unpeeled peeled
 

Water 68.1 % 71.5% 68.1% 79.5;
 
Dry matter 31.9 28.5 31.9 28.5
 

NUTRIENT CONTENT IN PERCENTAGE OF DRY WEIGHT
 
Raw protein 2.71 2.38
2.58 1.66
 
Lipids 0.53 0.46 0.65 0.65
 
Raw fiber 3.09 0.43 
 1.95 1.60
 
Carbon hydrates 91.0 92.1
94.1 90.8
 

(glucides)
 
Ashes 2.61 2.89
2.41 5.23
 



Once harvested, it is difficult to store 
raw manioc tubers
 
and deterioration starts by the end of the second day. The high
 
water content of the roots prevents long storage in the humid
 
conditions of the CAR. 
 The roots also age, deteriorating

physically with deep blue rays forming at 
the edge moving toward
 
the center of the root. They are also subject to infestation by

microorganisms. Microorganisms that attack manioc while they are 
washing give iranioc cossettes a unique flavor. In the form of 
marketable cossettt, manioc keeps better, but is subject to 
attack by molds in the humid climate of Bangui. The Tropical

Products Institute (United Kingdom) has been developing storage

techniques which would keep manioc in acceptable for two to six 
months. In qrcr,-ri, however, manioc is processed, consumed and 
sold immediat,-ly after hwrvst. 

The behavioL of manioc prices is seasonal with prices going 
up in the rainy t;!,ason when people ari out in the-. fields and it
is difficult t., dry the cossettes. Some seasonal price
speculation is r*-ported, bit this is limited by the poor storage
performance cf the crop. Hanioc transformation is also a 
problem, but ],,ss so, in the dry season when water streams dry up
inhibiting was;hing that might otherwise have done.been 

Manioc prices are thought to be very inulast ic giv.n the 
tradi tional it!a,_'lment of Central Africans to this food staple.
The Mini.a try ft P11an eStimates that the daily rat ion of manioc is
253.4 grams ,I :,,inioc f I our per day and 4.7 of sweet maniockg in 
Bangui itsoIf outside Ban'.ui, daily individual0h'le of 
consumpt ion dvaz a'es 372.9 grams of manioc flour and 11 .6 kg of 
sweet nan oc. This translates into an estir,:ited annual demand of 
46,985,400 kg of manioc per year for Bangui alone. 

Prospoct!; ,-xist for the industrial transformation of manioc 
into flour. Plans for a 3,000 metric ton factory to be located 
in Baoli werte presented as early as 1978. In addition to flour,
the factory would produce animal feed, ethanol for motor fuel and 
a starch for tht, local textile plant (UCATEX). 

E. 3 Corn (adapted fr'-r COSSOCIM) 

Corn appears on the Bangui market in a geminated form
 
(ndjobo) and is used for alcohol. 
 Corn flour is also *to be found
 
but on 
a small scale. There are three major industrial outlets
 
for corn in the CAR: 
the chicken farm AVICOM, the breweries MOCAF
 
and CASTEL, and the world food program PAM.
 

AVICOM is a farm with 70,000 chickens and other fowl raised
 
in 30 units. I. produces 100,000 eggs per day and supplies

12,000 chickens per month to Bangui, Bouar, Berberati, Bambari
 
and other towns in CAR. It has silos and warehouses capable of
 
storing 500 to 600 metric 
tons of grain. It buys corn locally

and imports soy bean and cotton cake from Chad as 
well as 600
 



tons of millet and sorghum. It buys locally only when the
 
quality and delivery requirements are respected.
 

MOCAF and CASTEL import all of their corn starch from Europe

MOCAF, for example, imports 1,200 metric tons per year of 
98%
 
pure corn starch for 
MOCAF, which equals 1,440 tons of cracked
 
corn. The brasseries could buy as much as 
2,000 metric tons of
 
cracked corn if the price was low enough to offset the costs of

converting cin irits to corn starch. 
 MOCAF would also consider
 
buying cracked rice locally if the problem of "charancons" could
 
be resolved. Tht.re. is currently no corn mill in CAR capable of 
producing corn st-arch for thu breweries. 

PAM an aid tiqency imports some 2000 metric tons of corn 
flot kach year for distribution to hospitals, to local clinics
and to th,. -hiltli n's Fund. PAM could buy locally if price and 
quality were both satisfacr-ry. The HUSACA grain mill could 
supply PAM's neds. 

E.4 Oils (adapted from COSSOCIM) 

Three kinds of oil are-- produced in CAR: peanut oil, cotton

oil and palm oil. In addition, shea butter is also found on 
the
 
local mark,!t along with imported butter and margarine. Peanut
 
and palm oils are produce.-d by traditional means. O11 the

industrial s-al e , four high-volume vegetable oil refineri.es have
 
been built in the, Republic.
 

The SOCADA rlefinery in Pend6 can produce 900 metric tons per

year of cotton oil and 2,300 of cotton seed
tons cake from an 
input of 6,500 tons of cotton seed. The factory has been closed
 
since 19S0 but the equipment is still in good shape and there 
appears to bt- no technical problems putting this factory back on 
li 1 . 

The SOCADA refinery in Alindao can produce 1,200 tons per

year of peanur and/or susame oil and 1,500 tons of seed cake from 
an input of 3000 tons of peanut/sesame seed. This factory has

n1so been closed since 1980 due to insufficient supplies of 
peanuts and s os amt seeds. 

The HUSACA (-x-STCPAD) oil refinery in Bangui has a 7,500
metric ton pr year capacity and is producing peanut oil again
after its financial restructuring. For the most part, the 
peanuts used come from Chad and Zaire, not CAR. 

The Centrapalm oil refinery in Bossongo came on line in 1986 
with an eventual (yea, 2000) capability of producing 7,000 tons
 
of raw palm oil and 1,500 tons of "palmiste." In its first year

of operation (19S:7) , Centrapalm produced 1,500 tons of raw oil
 
and 260 tons of "palmiste." Centrapalm is, however, selling its
 
oil at a loss, producing a liter of 
oil for 356 CFA, a liter
 
which sells retail for 270 CFA (see Table 22).
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Table 22. - Costs of production of palm oil 

CFA/liter* % Total Cost
 
I. Production
 

Labor 
 14.95 4.2
 
Inputs 18.94 5.3
 

II. Transformation
 
Harvest: and transport 3.81 1.1 
Transformalti on and packaging 22.06 6.2 
General :osts 219.84 61.7
 

III. 	Marketirn,7
 
Transport 2.87 
 0.8
 
Other costs 
 73.60 20.7
 

IV. Total Production Costs 	 356.07 100.0
 
V. Sale prices 

Wholesale 
 230.00
 
Retail 
 275.00
 
Preferential 
 207.00
 

VI. 	 Margins (Loss)
 
Wholesale (126.07)

Retail ( 81.07)
 
Preferential 	 (149.07)
 

Source: Centrapalo, May 1988
 
1 liter=l kg of palm oil
 

The ;iark,.tiig of oil is complicated by th- presence of 
contraband 1-it, oil froiri Zaire. This oil the Ubanguicrosses 

River in sinall boats at Ouango and at the Customs port and is 
distribut-ed ii; I it north as Bossancgna. It is gen:rally 
maintained Ih.at. ,i:;; suppiessed, thc Zairian palm oil will 
force the closi ni th, Cent rapalm factory. 7,airian oil is1 of This 
produced by t iditi i:.ins is an inferioronal and of qira'lit-y to 
that productd by rap l ],. For C, ntral African ,onsumr the 
advaniiigta of t,,,nl,, quality ,-alm oil diet; not justify its blioher 
prict. U] - I ,1 hiclhly e.lastic dnitd for Cen--1trapall l Oil. 

The priC, of 200 liter barrel of p.alm oil from Zai re c'ots 
between 30,000 CFA and 3'5,000 CFA at the river edg,2. A liter 
then costs b tw,en 150 and 175 CFA (see Table 23). The L,_tail 
price for this same oil varies between 250 and 300 CFA per liter 
on the markets of Pi*tt3vo, Fouh , boy-Rabi-. and K15. Given the 
limited funds to C, nt ral African Zaireav,iilable most households, 
palm oil is not sold by litter, but in smaller quantities: a half 
liter for 150 CFA, t third liter for 100 CFA, a quarter liter 
plus 	"gift" for 75. 

The real price of Zaire palm oil on 
the Bangui market is 230 
CFA per liter but, given the way its marketed, the price reaches 
300 CFA/liter making it more expensive than the oil sold by

Centrapalm. Evidently the idea of a "cadeau" added to the agreed

sale gives the consumer the impression albeit false of having
 
gained more for less.
 



Centrapalm has adopted a marketing strategy which features
 

well-marked boutiques in the local 	Bangui markets and have
 
the increased availability of
increased its sales due largely to 


its product. In the long term, however, it is thought that the
 

Centrapalm production capacity is insufficient to meet the demand
 

for palm oil in CAR.
 

Table 23. - Structure of Zair e Imported Palm Oil 

I. Sale at Zaire factory (200 1 barrel) 3500-4000 zaires
 

FCFA/barrel
 
II. 	Purchase price at Zongo, Zaire by
 

the Wali-gala (10000-11200 zaires) 25000-28000
 
(average price) 26500
 

III. Costs b,2 twi-en Zong;o and Bangui 
* Transport to River 	 500 
* Loading of boats 	 1000 

* Paym-nr. to Zaire Customs agents 	 1000 
River transport 1000
 

Sub-Total 
 3500
 

IV. 	 Price dulivered at Bangui 30000 

V. Price after customs (3 approaches)
 
A. No--cust oms payment 	 30000 
B. Payment to Customs agent 

(5000 CFA/barrel) 	 35000
 
C. Paymtent of full Customs duties 

(10670 CFA/barrel*) 40670 
Source: TCEA/SOCADA survey ol the oil and fatty substances market 
in RCA, November 1987. 
* 	 Based on a value of 22,000 CFA a barrel:
 

Customs duties are 20% (4,400 CFA/barrel)
 
Entry ricihts are 1.5% (3,300 CFA/barrell)
 
TCA 	is 10% of 29,700 CFA (22,000+4,400+3,300)
 
or 2,970 CFA/bardel 

For the CAR in ceneral, oil imports are estimated to be
 

between 3,500 and 4,500 metric tols per year generally entering
 
the 	country illegally from Zaire, Chad, Sudan and Cameroon (see
 

Table 	24) . The importancei! of these imports reflects persistent 
problems with price and tax policies, production issues and the 
overvaluation of the CFA vis-a-vis 	Zairian and Sudanese 

currencies. Official. imports are between 1,100 and 1,700 tons 
per 	 year (1984-86) coming from Zaire (450 tons), from Europe and 
the 	 United States (500 tons including food aid). National demand 
for 	commercialized oils (doesn't count production for home
 

consumption) is put at between 4,500 and 6,000 tons per year,
 
about 	1.7 kg per habitant per year.
 



---

--- --- --- 

---

Table 24. - Veg.etable oil__imports to CAR 

Market Central KM5 Miskine Dias Bamag
CENTRAL AFRICAN REPUBLIC 
Palm oil (Centrapalm) 275 275 275

Palm oil (traditional) --- 275 375
 
Peanut oil (traditional) 800 700 800 ... 
 ...
 
Shea oil (traditional) 1000 900 900 

Peanut oil (industrial) 500 
 475 500 
 1250 
ZAIRE
 
Palm oil (traditijnal) 350 375275 ...... 
CHAD
 
Cotton oil (industrial) 
 500 450 500 680 ---

SUDAN
 
Cotton oil (industrial) --- 500 .........
 
FRANCE 
Olive oil 
 3500 3500 3250
--- 3925

Soy bean oil (industrial) ---.--- 1020 1250

Corn oil (L,-s eiHur) ---.---
 . 1450
Sunflower (Lissieur) --- 1175 
HOLLAND
 
Cotton oil (industrial) 500 500 500 680 

Vegetable oil (industrial) 500 ---...... 

WEST GERMANY
 
Vegetabl,- oil (industrial) 450 500 .........
 
PORTUGAl.
 
Olive oil 
 3210 ---.. ..
 
Source: COSSOCIM Survey, Aptil 1988.
 

F. Governmt:nt Agencies
 

Several lovernment agencies play active roles in 
the Bangui

mark-t and it-t devtA]opnnt- . They are the Ministry of RuralDeve lopnn t h, Mi.nistry of Cotm1erct,, the Ministry of Finance,
the. Mini;try -f Trinsport, the Ministry of He-alth, 1he Mayor's
offir , and tht, lj 'jl neighborhood chiefc who sponsor tho
"vigi Is". 

Without going into great detail, the Ministries have therole of forming and implementing national policies that influence
 
the markets.
 

The Ministry of Rural Development sponsors agricultu,-al

development with 
a mind toward increasing the supply of
foodstuffs on the Bangui market. In the Bangui area, the focus

of this interest has been on 
the PRODEROM rural development
 
project.
 

The Ministry of 
Commerce promotes marketing in CAR while th2
Ministry of Finance is responsible for customs. 
 The Ministry of

Transport plays a key role in 
the conditions under which

foodstuffs are brought to the Bangui market while the Ministry of
Health is interested in 
the food nutrition and the healthiness of
 



the markets themselves. The Ministry of Foreign Affaires has a

role to play to the extent that 
some border issues affecting
 
commerce are diplomatic issues 
between nations as well.
 

As was mentioned earlier in 
the text, the Mayor's office

plays a major role in the day-to-day operation of the Bangui

markets. 
The Mayor's office sells marketing tickets at a modest
fees providii1 sellers with the right to sell. Stalls are alsorented for fi:-:ed periods of time. These revenues are used to 
help dufray thle costs of n inntoring and maintaining the mart-kets 
themselves. The: Mayor's tfice, in conjunction with the
authorities in each neighborhood, have organize,d a local forcu of"vigils" who s,:rv,e to unhance market security and he]lp keep it
clean. Th,_y ire volunteers, but are fed by the market ladies and 
benefit, it is reported, from sales of confiscated goods.
 



IV. COMMERCIALIZATION POLICY
 

A. As Viewed by- the dinistry of Rural Development
 

The Ministry of Rural development's view of the food
 
commercialization situation in CAR was exposed in the May 1989
 
document "Perspectives et Strat~gies du D~veloppement Rural,
 
Consultation Sectorially Agricole." The following section is
 
translated from that document (pp. 19-21).
 

The authors categorized commercialization at the village
 
level and at the regional level. At the village level, exchange

takes place between producers themselves, between producers and
 
local artisans, and between producers and nomadic cattlemen.
 
Revenues from these transactions make up a relatively important
 
part of the family resources.
 

At the regional level, exchange is essentially nonexistent
 
between regions. There does exist a commerce between the farmers
 
in the immediate vicinity of each urban area and the urban
 
markets themselves, as is the case with Bangui. The difficulties
 
in developing regional commerce are laid to difficulties in
 
communication between regions and as a result a lack of relevant
 
information between producers and merchants. Only those
 
productive regions located near the major, well-maintained roads
 
are able to get their surplus production to market.
 

Furthermore regional trade is hampered by the absence of a
 
rational system for collecting and distributing produce making
 
the foodstuff commerce random and precarious.
 

The liberalization of foodstuff commerce since 1986 has not
 
had any negative effects on consumer or producer prices and has
 
stimulated commerce and the exchange between town and country.
 
Demand for cereal imports (wheat flour and rice) is still
 
relatively weak given the overwhelming preference by urban and
 
rural consumers for manioc.
 

As for gardening, the big centers are around Bouar and
 
Bangui. Bouar produces vegetables in sufficient quantity to
 
supply part of Bangui's needs. A better organization of the.
 
means of transport as well as a better fit of supply to existing
 
demand throughout the year, should encourage the development of
 
gardening and a clear reduction in the import of fresh
 
vegetables.
 

In light of these observations, the MDR proposes that:
 

1. The commercialization of food stuffs be reorganized to
 
facilitate contacts between buyers and producers.
 

2. Farmers should be better organized within their
 
groupements.
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3. Commercial credits should be made available to
 

merchants.
 

In related areas, the MDR further proposes that:
 

1. Agronomic research respond better to the needs of
 
producers and their working conditions, putting the accent of
 
their research on time-saving techniques.


2. Using more efficient and better adapted tools will
 
increase labor productivity freeing up time for other productive
 
activities.
 

3. Itinerant cultures give way to sedentary cultures.
 
4. Improved storage conditions and product transformation
 

techniques will make producers less dependant on buyers and 
allow
 
then to sell thir produce at better prices.
 

5. Demographic growth, especially in 
the urban areas, will,
 
over the next few years, contribute to increased demand for
 
agricultural products.
 

B. As Viewed by the World Bank
 

The World Bank addressed CAR's agricultural

commercialization prospects in the document "Report and
 
PecommndatJ ots of the Preside.nt of the International Development
Association 'c, the Executive Directors on a Proposed Credit of 
SDR 28.9 m illion to the Central African Republic for a Second 
Structural Adjustment Program," May 17, 1988. The following 
section is adapted from that document (pp. 24-25). 

"The country's production potential for foodstuffs is 
considlerable, but output is severely limited by marketing
constraints. The small sizet of the urban population offers only 
a limited arktt for food crops and livestock products, export
possibilitier art, limited wi'ile an inadequate network of rural 
roads substantially raise.s internal transportation costs. 
Furthermore, until recently, food crop marketing hampered bywas 
excessive qnv,.rinnent regulation. Under SAL I, Government took a
series of nimasurers to promote the consumption of local food 
crops, with th, abolition of administrative barriers to trade and
decontrol. of (:onsume-r pi ices. Under SAL II a number of measures 
will be taken to further expand local markets. Control of 
illegal impo-ts and food products (e.g., palm oil and sugar) will 
be stepped up in line with increased government efforts to 
repress parallel trade. The tariff structure for food products
 
will be reviewed with the goal of providing an adequate level of
 
protection to local foodstuffs including meat and milk. Food aid
 
that competes oure-ctly with local production will be eliminated 
(i.e., all fno.] i-.d except special funding programs for infants 
and women and ,eiE 'food for work" projects) and to the extent 
feasible, the: Government will negotiate for food aid to be 
substituted with ifts of inputs and equipment (e.g., Japan Food 
Production Grant program). To further expand domestic markets
 
for agricultural products, the Government will undertake 
two key
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studies by October 1988: first, it will explore means to develop

small scale agro-processing enterprises, including pre
feasibility studies and identification of potential
 
entrepreneurs; second, it will formulate and action plan for the
 
maintenance and construction of rural roads."
 



A.I 

V. MARKET CONSTRAINTS
 

A. Transportation
 

On 
everyone's list of constraints to commercialization in
CAR is 
the question of transport. 
This issue typically
subdivides into 1) the state 
of road network, 2) the state of
transport vehicles and the availability of 
spare parts, 3) the
delays caused by 
numerous 
road barriers, 4) government regulation
of transport, and, ultimately, 5) the 
cost of transportation

services.
 

The Road Network
 

At the beginning of the 1980's, CAR roads 
were in a simply
horrible state 
of disrepair. 
 The Ministry of Transportation
(Politique et 
Programme du Secteur Transports) reports that 
at
that time it took 20 hours to go the 
450 kms from Bangui to
Bouar. Since then considerable progress has been made in
reconstructing the road network 
(434 km are paved) andmaintaining it. 
 Still, the network is deficient.
 

There ar,. several vie ws of the problem. First, it rainsheavily in 
tht. CAR during the rainy season and most 
of the roads
are not all-wuathtr roads. 
 As a consequence, there is 
a regular
erosion of road quality to contend with. 
 To help mitigate the
problem posed by the 
rains, physical barriers keep vehicles
operating on the 
soft, muddy surfaces preventing further 
from
 

degradation. Commercial traffic is 
put at a disadvantage by the
rains; delaying the movement of commercial pruduce and increasing
the wear and tear 
on the trucks themselves.
 

Second, the layout of 
the current road network may not be
the most conducive to 
increased commerce. 
The road network tends
to radiate out 
to the north - to Bossangoa, Bouar, and Sibut 
-
and to the southwest 
- to .Baiki. Commerce tends 
to develop
along trade routes that lead from one 
market to the next. In the
case of Bangui, the road network gives it 
the appearance of being
"at the end of the line. Road transport south into Zaire, for
example, is harmpered by the lack of 
a bridge over the Ubangui.
Roads southwest 
to the Congo and Gabon are impracticable and east
to the Sudan rudimentary, to be polite. 
There is no direct route
between Bangui and the mining center at 
Bereberati and the road
to the Cameroon difficult. 
 As a whole, the eastern region barely
has a 
road network at all. The Trans-African highway, connecting
Lagos to Nairobi, is drawn 
through Bangui, but remains
 
unfinished.
 



A.2 Transport Vehicles and Spare Parts
 

The physical condition of the transport trucks in CAR is
 
pretty bad. The poor road conditions exact a huge toll on
 
trucks. Equipment failure in transit is common. Margins appear
 
to be too small for truckers to renew periodically their
 
equipment. Spare parts, when they are available, not to mention
 
new trucks, are extraordinarily expensive. Delays imposed by
 
road authorities for deficient equipment a routine. Transporters
 
are caught in a no-win situation. Profit margins are estimated
 
to be too low to maintain the trucks let alone replace them.
 

A.3 Road Barriers
 

The presence of road barriers appears to be on most
 
everyone's list of impediments to commerce. There was a time
 
several years ago (before 1983) when it seemed that every arm of
 
the government had a physical barrier constructed along the major 
access roads. In addition to the road department's rain barriers 
and the border posts, therf, were police barriers, customs 
barriers, local pr(:fecture, sous-prefecture and mayoral barriers 
and conservation (Eaux et ForEts) barriers. At each barrier, the 
transporter was required to stop and fulfill whatever obligation
 
was required at that control point. Each barrier imposed an
 
extra time delaty on road commerce and, along with it, added
 
costs. Since the liberalization program began in 1983 and
 
renewed in 1985, however, many of the ro-d barriers were
 
eliminated leaving only the rain barriers and the frontier posts
 
in plaze.
 

A.4 Government Regulations 

Road transportation in CAR is regulated by the BARC, Bureau
 
d'Af[r6tement Routier Centrafricain. The future role of BARC in
 
the context of a market economy, and in particular, the abolition
 
of its monopoly and the identification of services it can
 
perform, is the subject of a study sponsored by the World Bank.
 

The study concluded (November 1989) that, prior to any
 
negotiations leading to IDA credits for the CAR transport sector,
 
BARC's monopoly on freight transport and its 10% commission on
 
contracts to which it is not a party should be ended. It further
 
advised that the new agreement between the Cameroon and CAR,
 
dividing land transport between the two countries on a 60%/40%
 
CAR/Cameroon basis, should not be a pretext for giving the BARC
 
new authority. It also observed that these conditions were
 
required by the World Bank as part of the agreement leading to
 
the second Structural Adjustment Loan.
 



In the context of the liberalization of the CAR economy,
 
part of the Structural Adjustment process, the World Bank has
 
encouraged the GOCAR to take the following emergency steps
 
(Report and recommendations, May 1988, pp.61-62):
 

1. Base for determining parch turnover tax and commission:
 
the official reference rate, fixed by the State, will be
 
abolished and replaced by an indicative tariff to be based on
 
market prices and revised every three month in the light of price
 
fluctuations. The BARC and GTC will make joint proposals on
 
tariffs based on their invoices;
 

2. Turnover tax on export goods: the Government will apply a
 
5% maximum rate for the transport of all goods destined for
 
export (the domestic rate will be maintained at 16.5%). This tax
 
will be levied at the production site. Goods in transit through
 
the CAR will also be subject to the 5% rate;
 

3. BARC commission rate: the Government will apply a blanket
 
rate which will be as low as possible taking into account the
 
cost of the service and after consultation with BARC, GTC and
 
other operatois. The level of this rate will be fixed by 
a
 
ministerial decree no later than June 1988. In the absence of an
 
agreement by that date, the Government will set the rate at 6%.
 

4. Voluntary use of BARC: initially, and for domestic
 
transport, it will no longer be compulsory to use BARC services
 
if loading is done in a place where BARC is not represented.
 
Moreover for transport from the interior to Bangui or between
 
places in thL- interior, the transporter will be free to choose
 
whether or not he wishes to use parch services and payment will
 
be made to BARC only if its services have actually ben used.
 

A.5 The High Price of Transport
 

Eventually, the problems with transport are regrouped
 
together into what is considered by some to be the exaggerated
 
price of transport in the CAR. This point of view is generally
 
held by the wali-gala who have traditionally used the transport
 
services pro-ided by th,. transport sector. The studies that have
 
treated the issue, while agreeing that transport prices are high,
 
point out that the profit margins realized by transporters are,
 
in fact, quite small, and evidently insufficient to finance the
 
maintenance of a rolling stock worthy of the name.
 

A.6 Road Development Prospects
 

A World Bank mission (10 October-4 November 1989) sent to
 
evaluate the transport sector developed a 119.52 million $US
 
transport sector project which it has proposed for eventual
 
funding. A final project document is due in Bangui in February
 
1990. This project would:
 



* Strengthen existing institutions, sectorial planning
 
capabilities, financial management, accelerate procedures for 
the
 
creation (passation) of public markets, and the reform and
 
redefinition of several of the agencies under the Ministry of
 
Transport (BARC, CCAC, ASECNA-RCA);
 

* The definition of a priority road network and of a new
 
strategy for maintaining it; the promotion of private central
 
African road construction companies and the improvement of
 
navigation on the Ubangui River;
 

* The adoption of the principle of a 10% rate of return on
 
road investn.,nts; the adoption of a coherent policy for road
 
financing, and the improvement in the recovery of infrastructure
 
expenses;


* The libiralization of the transport sector and the
 
suppression of the monopolies of certain agencies (BARC, CCAC);

the reduction of controls, the continued liberalization of
 
tariffs and th, harmonization of terms of competition between
 
different types of transport;
 

The establishment of a program of road security, improving

security at thL Bingui airport and the continuation of policies
 
designed to p)rot0.-ct the environment.
 

In the ;.,-tr of theu road network and its development, the 
project would rthabilitatte the 401 km of paved road; resurface 24 
kms of deti ,-ated road, strengthen the shoulders of 125 kms of 
road, condu- rk>psving activities to maintain another 242 kms and 
conduct a majcr overhaul of the first 35 kms of the Bangui-Damara 
road. A prograrin of local self-help will be instituted to help in 
the permanent maintonance of the roads. 

Starting in 1990, 19 kms of RNI will be rebuilt as 
a result
 
of its inondation by the lake building up behind the M'Bali dam. 

While R143 linking Bangui with the Cameroon is included in
 
the priority list of roads to be paved. The mission cuncluded,
 
however, that the economics of the road were not sufficiently

high and proposed that work on this road take place after 
priority investments are financed and attained. 

The Project proposes a full program of maintenance and
 
rehabilitation of 2,960 kms of dirt roads. The responsibility

for rural tracks, previously assigned to the Ministry of Rural
 
Development, has been transferred to 
the Ministry of Transport.
 
The project proposes to rehabilitate and maintain 240 kms of
 
priority track each year. A budget for emergency repairs is also
 
planned.
 



B. Food Production
 

The food production system of the CAR is, in one way or
 
another, on peoples' list of problems inherent in food
 
commercialization. 
 This issue also takes several forms: 1) the
 
physical location of CAR farms; 2) the low-productivity and
 
income levels; 3) the extension services, 
and 4) the labor
instensive transformation of manioc
 

B.1 Physical Location of Farmers
 

In a nutshell, the location of 
farms is such that collecting

surplus production, when it is available, is a relatively costly
 
operation.
 

For starters, the CAR is not 
a very densely populated

country. On average, it has a population density of 4.2 persons
 
per square kin. ; only 1% of the surface area is under cultivation 
(d~but 1985). The2n, by Colonial and later GOCAR decree, the farm

populations were forcibly resettled along the main axes roads in
 
the country (see Figure 14) . While this located the I 
 oulation
 
within easy reach of the, Government, it had some negative

influences on the developme.nt of commercializable agriculture.
 

By placinqc the population along the major access roads, the
 
land availab]i: farming reduced to that 10
for was within kms 
(walking distanc,f) of the road, a 20 km corridor. Dispersed and 
newly settled alon*i roads, was little naturalthe there tendency

for the farmuti s t -) gath .tr around major col loction points where
 
the many farm ez s ciiuld bri ng their surplus produce tc on,

collection point wh,_re thet merchant or his repr.sent:.ltiv- could 
buy it. Rathc.r alrng the road developed multiple collection 
poiits drawino from a r,-du ed farming base. 

The agri'l itural d,volopment model suggested by some 
marketing sp,-cialists would disperse farmers in villages in the 
interior away fr-,m the main roads. Here the people of each 
village could wtk the land within essentially a 10 km radius. 
The surplus would be brought in from the fields by the farmers;
the surplus being taken to a larger market serving the multiple
villages. 
 In this fashion, collecting costs to the transporter

are reduced by lowering the number of collecting points to only
the principle- one.s and raising the quantity of surplus

agricultural product furnished at each point. 

In the following e.xample, it is shown how production

potential can he increas.d by moving farming settlements off the 
main axis roads. In Figure 15, the farming population is located
 
along the main road, limiting farming to the 20-mile corridor
 
along it. In this example, the road passes through a zone 100
 
kms by 40 kms. The land available to the farmers in this first
 
case equals kms times 20 kms or
100 2000 sq. kms., equalling 50%
 
of the land in the zone.
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By moving the villages 10 kms away from the road 
(see Figure

16), the farmers have access 
to all the land within 10 kms
 
walking distance. Each of 10 village can access 314.16 sq. km.,
 
or a total of 3141.6 sq. km. This is a potential increase in
 
productive land of 57%, and 78.5% of the zone is now 
available.
 

In the third case (see Figure 17), farmers are kept along

the road and 10 villages are established at a distance of 10 km

from the road. Now the total land accessible to the farmers
 
equals 3,570.8 sq km, a 78.5% increase in accessible productive
land from the first case and a 13.7% increase from the second 
case. Total land available for productive purposes is now up to 
89.3% of the zone. 

It is nor clear that the rural populations living away from 
the urban peripheries is sufficiently dense to justify a
 
resettlement ftort alo'1g the theoretical lines discussed above.
 
However, according 
to some observers, a process of resettlement
 
in the interior away from the main axis 
roads is already taking
 
place.
 

B.2 Low-Productivity and Income Levels
 

According to DIJAULT (1985), the productivity of food crops
 

has stagnated since 1970 (see Table 25).
 

Table 25. - Productivity of Food Crops 

1970 1975 1980 1982
 
Production per rural inhabitant 
 306 330 270 267
 

(in kg equivalent to manioc)

Available Production per inhabitant 229 226 175 170
 

(in kg equivalent to manioc)
 

This reduction in productivity has also been aspciated with 
a reduction in land farmed from 58 ares/rural inhabitant in 1975 
to 45 ares/ru.al inhabitant in 1982. 

Monetary revenue in the agricultural production sector is 
held to be insufficient to trigger a dynamic of commercial 
exchange betw.,n the urban centers and the countryside. The 
value added by the rural sector, as estimated by the Direction 
des statistiqus, was, in 1982, around 38 billion CFA. Given the 
estimate that 30% of that was commercialized, the monetary 
revenue per person was about 7,300 CFA/rural inhabitant per year,
or about 36,000 CFA per year per rural family of five. Adding in 
estimates of monny earned from the sale of ]ivyestock and cash 
crops, the individual rural inhabitant ,arned about 25,400
CFA/year, 2,100 CFA /month an average amount taking intonot 
consideration the gruat disparities batween 
cash crop and 
cattlemen on the one hand and subsistence farmers on the other. 
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The weak purchasing power of the rural sector restricts the
 
level of consumption in general and of goods from the 
non
agricultural sector in particular. It encourages the development
 
of production belts around the cities; developed by members of
 
the urban population itself for its own food self-sufficiency and
 
as supplement to income. It discourages the specialization

essential to a developed system of 
commerce. The we-ak purchasing
 
power also af f-cts the de.velopment of industrialized 
transformation facilities. 
 The economy simply doesn't generate

enough revenue to buy enough transformed prcduct to make the 
factories profitable. 

B.3 Extension Se:rvices 

Due to a lack of financial means and technical themes to -
addri-ss, th principal production zones around the cities have 
not benefited from a technical extension program equivalent to
 
that recteived by farmers in the cash crop (cotton and coffee) 
zones. The PFODEROM project in and around Bangui has been 
established to address 
that aspect of the problem. In general,

however, the technical extension services are numerous enoughnot 
or effectivu- enough to organize farmers in ways which will 
improve their farming t, :chniques and will afford them access to 
the c:r-.i r -uired for mcre modern farming. 

Training is generally unavailable for involved in commercial 
development. Accounting and marketing courses 
are often cited as 
a need for people interested in business development either as 
entreprune:urs or as membr,-s of cooperatives. A training program
of this nature is part of the Structural Adjustment Program
sponsored by World but has si tothe Bank it been ,w start. 

C. Credit
 

A third aspect of the commercialization problem on
 
everyone's list is credit services available to farmer, merchant
 
and transportter. The BCAD - Banque de Credit Agricole et de
 
D~veloppement was created in 19.13 with an 
initial capital of 
600 million CFA ind a 66% private ownership. It is the only
credit institution, in 1989, willing to provide seasonal 
agricultural c'idit, "crdit de campagne" to farmers having 
sufficient collateral. The commercial banks, BIAO and others, 
provicie credit to cotton and tobacco farmers, but, as a rule, not 
to food crop farmejrs. 

Recently, the, BCAD has found 
itself in financial 
difficulties. Loans granted to farmers in the coffee and cotton 
sectors, guaranteed by future cotton and coffee sales, are the 
source of the. problems. With the fall in world prices in both 
these commodity markets, these loans are largely in default. As 
a consequence, the central bank (BEAC) in Bangui and the BCAD 



are engaged in discussions regarding the BCAD's future
 
effectiveness as a supplier of credit.
 

Typically credit to 
farmers has been available through the
 
cotton production promotion project, SOCADA, the Ouham/Ouham-

Pend6 development agency ACADOP; 
and the coffee production

promotion group ADECAF. 
 Each of these agencies has had
 
difficulties in securing acceptable payback rates.
 

According to 
popular wisdom, credit is still available
 
within the Moslem community to promote extension of essentially

family enterprises. There is as 
yet no independent documentation
 
to support this particular view Tontines also play a role a
as 

means of accumulationg personal savings..
 

D. Imports and Exports
 

Imports of food stuffs 
to the Bangui market come primarily

from the two neighboring countries to the north, Chad and
 
Cameroon, from Zaire across the Ubangui River and from 
a variety

of Western countries, most notably in the form of food aid.
 

Cameroon provides 
to the CAR its most convenient access to
 
the sea. Th- rood/roil link to [ouala is well developed in
 
Cameroon and rudimt-ntary betweei, Bangui and the Cameroon border.
 
A variety of food stuffs and ma'ufactures travel this road,
 
primarily on Cimeroonian vehicles.
 

Trade with Chad is primarily centered on agricultural and
 
livestock products 
from the north. In particular, Chadian
 
peanuts compete ,ffectively with Central African peanuts in 
the
 
markets and at th, oil refinery.
 

The import of food aid that competes with locally produced

products has b.ee.n largejly suspended.
 

It is trade, with Zaire that generates the most concern.
 
Food products, particularly pilm oil and peanuts, produced 
in
 
Zairu are shipped illegally across the Ubangui River at various
 
points and sold on the Bangui markets at a lower price to the
 
consumer. Hence the concern among 
local merchants, particularly
 
the wali-gala.
 

The problem is complicated by a financial question, the
 
relation of the zaire, Zaire's money, to the CFA used in 
CAR. 
According to some witnesses, producer prices for corn, for
example, are the sam,! on both sides of the Ubangui. Zairian corn 
is brought to tht, Bangui markets and sold for CFA. The CFA is
 
exported to Zaire, wher., it is converted to zaires. The profit is
 
made not on the- sale of corn, but on the sale of CFA. This
 
advantage allows the Zairian corn 
to be sold at a lower price on
 
the Bangui market than local CAR-produced corn.
 



The Zaire producing areas around Bangui are a natural part

of the Bangui market area. Bangui market will always draw
 
agricultural products to it and planners and policy makers will
 
formulate their long term strategies for Bangui's market
 
development accordingly.
 

E._ Storage 

Some authors mention the lack of storage facilities at each
 
level of the food chain as an 
impediment to commercialization. 
The various players are not able to take effective advantage of 
seasonal pri ce variations to increase the value of their 
commodity. 

At the village level, LONGY (1985) reports, some groupemFnts 
have storage facilities and projects have, in some cases,
provided incentives for their construction. In Bangui, ther- are 
two warehous.s, the 2000 t. SICPAD and the 1000 t Caisse de 
Stabilisation facilities. Merchants, advises LONJGY, 
don't lave
 
storage facilities worthy of the name. In general, there in a 
serious lack of storage capacity for food crops other than
 
manioc. As a rule, manioc and other tuber: are stored in the
 
ground until they are readitd for market.
 

F. Lack of Information
 

Communications problems between producers and merchants 
is
 
often cited as a problem area. Producers don't know what their
 
product is worth on the Bangui market; merchants don't know where
 
agricultural surpluses are to be found and the local market
 
prices.
 

G. Transformation
 

The issue of transformation technology is developed by

several authors. In CAR, transformation is conducted using non
industrial technologies. In the case of 
food crops, initial
 
transformation activities focus turning manioc into
on cossettes
 
and flour, shelling corn and peanuts, threshing and winnowing
 
sesame, millet, sorqhum ind rice. Industrial transformation
 
activities have focused primarily on vegetable oil plants (SOCADA

and HUSACA) . These factories turn cotton seed, sesame and
 
peanuts into cooking oil. The financially troubled SICPAD, now
 
HUSACA, once operated a wheat flour mill as well as a

"provenderie" and a soap factory. In recent years, a sugar
refining mill has opened in the Bambari prefecture. 
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Basically, the ability to transform an agricultural
 
commodity provides increases its marketing potential;
 
agricultural demand is influenced by the multiple demands for a
 
wider set of products rather than the single demand for the raw
 
product. The demand for product, whiskey, made from corn for
 
example, is stronger than the demand for the product, grain corn,
 
itself. The demand for honey and vegetable oils are also 
pertinent examples of this derived demand. Some products, like 
manioc, are sought exclisively in transformed state (cossettes, 
flour).
 

To the extent that transformed products are not brought 
forth to the Bangui marke!t, commercial prospects for basic 
foodstuffs are diminished. Clearly, previous attempts to 
industrial transform corn, sesame and cotton se-,d into vegetable 
oils from havy, not been encouraging. However, while parti cular 
transformatio ,,tchnologies may havte been found uneconomical, the 
case ftr promot ing transformation is sound. 

With manioc serving some 60% of the food needs of Bangui 
consumers, tho labor int .nsive character of the pr-paration of 
manioc for consumption has to Fe considered when considering 
impediments to commnrcial de(velopment. 

H. Improving t-,tiktt Co nditions 

As discussud earlier in the text, the physical conditions in 
the markets are pr-ttv had. Their sheer unattractiveness, except 
for those who like quaint African maikets, must be considered a 
constraint to rht! commercial development. 

I. Access to the Sea 

Th,2 fact that CAR is located in the African interior should
 
be mentioned as a handicap to commercial development.
 



VI. RECOMMENDATIONS -- SOME THOUGHTS 

Finding ways to improving Bangui commerce in a budget
conscious and practical manner is the ultimate objective of the
 
Bangui market study. Among the many things that must be done,
 
however, are few that can be done. Of those thal can be done,

still fewer can be recommended. In this final section are some
 
thoughts on ways of improving the Bangui markets.
 

A. SATISFYING EVERYBODY
 

The discussion must begin with the inherent conflicts of
 
interest between market players. Producers want higher prices

for their farm produce, that way the,, will be encouraged to
 
produce more. Intermediaries want lower producer prices so that 
their commurcial margins will be higher. It's the same with 
transporters. They want higher prices; the intermediaries want 
lower prices. Th n there are the -onsumers. They want lower 
prices while the merchants want to charge higher prices and the 
government wants "fair" prices so that everyone will be happy. 

Making everyone happy is a tall order and, practically

speaking, it can 
not often be done. It has happened when, for
 
example, technological developnifents help lower costs and these
 
supply-side savings are transferred through the commercial 
distribution system. When hybrid corn produced mort, corn at a 
lower cost, ihe farmer's commercial margins improved. The lower 
farm gatet, price helped the intermediaries by increasing their 
margins and allowing them to lower their retail price to the 
consumer.
 

It can 
also happen when demand increases and consumers are
 
willing to pay more for a product or for products made from a
 
particular food crop. An increased demand for beef 
in the US can
 
incre ase demand for corn, stabilizing or raising the corn price.
A demand-led price increase can benefit everyone in the 
comme:rcial sector right down to the initial producer. 

B. COST-SAVIIG TECHNOLOGICAL CHANGE 

In the farmer's case, technological change to lower costs of
 
production and operating costs is desirable. 
 Hoe farming can be
 
improved upon technically even if the economics of the
 
technological change often prevent it. 
 The introduction of
 
improved varit.ies and fertilizer is a possibilitV. Oxen power,

too, is a possibility, but it's a technology that is expensive

and not well adapted to forest terrain and to 
tubers like manioc.
 
The introduction of improved farm management techniques and
 
general agricultural knowledge is a way of making the farms more
 
efficient and opening each 
farmer up to new possibilities for
 
enterprise. While importance of the
not denying the effort 
to
 



introduce technological change in the agricultural sector, it has
 
proven to be a long, slow and expensive process.
 

Cost-s,.ving technological change in either the transport or
 
commercial sectors is hirder to imagine. Perhaps, lower cost
 
vehicles and spare parts will be possible; certainly not lower
cost petroleum. With the possible exception of business
 
management training, interventions leading to technical change in
 
the commerce and tiansport sector seem unlikely.
 

C. TRANSFORMATION
 

The development of transformation technology should be
 
developed for the basic food crops in CAR. 
 By introducing new
 
products derived trom raw agricultural produce, demand for the
 
new products can translate into increased effective demand for
 
the raw product itself. This increased demand does, from the
 
consumer side, what a cost-saving technological change does from
 
the producer side. When consumers are willing to pay more for a
 
product, merchants can maintain 
or raise their prices, increasing

their profit margins. This demand-led strengthening of price can
 
then be transferred through the marketing chain right down to 
the
 
producer.
 

D. ADVERTISING AND IMPROVED MARKETING
 

The same effect can be had with improved advertising and
 
marketing. When advertising and good marketing increase demand,

prices throughout the commercial system can be reiLforced to
 
everyone's sat isfaction.
 

Rehabilitating the markets themselves 
can be viewed in this
 
same framework. Pleasant environments encourage more clients 
to
 
come to the market effectively increasing demand.
 

E. CREDIT 

Making crcdit available to the commercial and agricultural

sector must be addressed if any sustainable development of 
CAR's
 
commerce is lo 
occur. Credit is needed to allow commerce and
 
agricultural sectors to grow through investments capable of
 
yielding future returns.
 

According to BOYER's report on Bangui credit institutions,
 
none is prepared to deal with small-scale credit except through

project able to provide loan guarantees. However, small-scale
 
credit is just credit
thu kind of that would help the market
 
sellers and their suppliers. Furthermore, there is no effective
 
mechanism for harnessing savings and turning these into
resources 

intelligent capital investments at the economic level where most
 
of CAR's population finds itself. Here, perhaps, USAID's
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experience with locally controlled credit cooperatives would be
 
advantageous.
 

F. ROADIMPROVEMENTS
 

Improving the roads 
in CAR is an obvious candidate for an
 
intervention designed to promote the commerce sector. The
 
development of the road infrastructure serves to lower transport
 
costs in practically every category, savings which can be
 
transferred throughout the commercial distribution system. It
 
also opens up markets to new participants, providing the Bangui

market with increased supply as effectively as might any improved
 
variety.
 

Roads, however, 
are very costly and must be economically

justifiable. 
 And, they have to be paid for. Government revenues
 
from the commercial sector, 
a key issue, must be sufficient to
 
amortize the investments made in roads.
 

The recent World Bank study has made an important

contribution to the eventual improvement of 
CAR's roads. In the
 
case of Bangui, and to the extent that it 
is not already in the
 
World Bank plan, provision should be made for improving the
 
access 
roads leading to each of Bangui's markets.
 

G. STORAGE AND REFRIGERATION
 

Storage and refrigeration facilities, like roads, 
are a
 
missing part of the commercial infrastructure. They would be
 
helpful to have and would probably have the net effect of
 
marginally lowering costs for merchants. The economics of
 
storage and refrigeration services, however, must 
be looked at
 
carefully. Development of storage and refrigeration facilities
 
may make more political than economic 
sense. Less downward price

resistance, so as to clear the market, might be yet 
the most
 
economical solution to the storage/refrigeration problem.
 

H. ZAIRE IMPORTS
 

From a purely economics point of view, the border between
 
Zaire and CAR creates artificial problems. Bangui is the natural
 
market for agricultural production on the Zaire side of the
 
Ubangui River. However, problems that economics would prefer to
 
ignore, politics and the integrity of financial zones imposes.

The idea of keeping Zairian products off the Bangui market is
 
short-sighted, even if it may be a popular one for some.
 

The conversion of the CFA into zaires is 
an example of a
 
demand-led price strengthening activity. Agricultural produce

(manioc and palm oil) is transformed, via sales, into CFA, the
 
demand for which is quite high in Zaire. This results in an
 



increase in the price of Zairian products bought with zaires,
 
reaching the point where the loss in selling food products on the
 
Bangui market will approach the gain realized in selling CFA for
 
zaires. All this is predicated, of course, on stable currencies
 
in Zaire and in the CFA zone.
 

The question of the Zaire production areas' participation in
 
the Bangui markets is one that must be addressed at the political
 
level between CAR and Zaire. Ccmmerce in both northern Zaire and
 
in CAR would benefit from policies of stable currency and lower
 
tariffs.
 

I. GOVERNMENT REVENUES AND INCOME LEVELS
 

Government, the commerce sector and the agricultural sectors
 
have to work hand in hand if commercial development is to
 
proceed. Each needs the other. 
 The commerce and agricultural
 
sectors need the government to help maintain security, negotiate

trade arid traosport issues with CAR's neighbors, and to establish
 
the "level playing field" (stable currency, contract rights,
 
capital accumulation for long-term national investments, etc.) in
 
which commerce and agriculture can grow. The revenues generated 
by the commerce and agricultural sectors must help pay for these 
services thiough taxes. 

The relationship between government and the commerce and
 
agriculture sectors is, of course, a well-studied one. If
 
history is any guide, representatives of the commerce and
 
agricultural sectors must have 
a strong voice in determining how
 
its taxes are spent. Issues affecting commerce and agriculture
 

agricultural 

need to be addressed regularly in a manner (technical) and at a 
level (political) where decisions can be made and executed. 

Income levels are related to iis government, commerce and 
collaboration. Without income, consumer demand 

loses its effectiveness as a stimulus to commercial development.
Technological dev,].opricnts alone can not do the job. Some care 
must be taken to develop policies that gets money flowing in the 
agricultural ind commercial sectors, that gets savings involved
 
in the national investment process, and credit systems in place
 
which serve to generate income streams.
 



J._INFORMATION SYSTEMS
 

The provision of information about market prices and
 
regional supply conditions has been proposed by some authors not
 
the least of which is LONGY in his report to the FAO. In this
 
the information era, better information between producers and
 
merchants and consumers will work towards everyone's benefit.
 
While affirming The importance of information to production and
 
commercial sectors, has the economic return to 
an investment in
 
an information program been sufficiently addressed?
 

The provision of information usually means the establishment
 
of an information service, a bureaucracy to manage information
 
flows. Without direction and without a vision to guide it, such
 
a service can lose its way. Providing weekly price data to a
 
nation such as the CAR is not sufficient justification for
 
recommending a public intervention in the area of information.
 

In today's era, information services must be multimEdia
 
environments where radio, video and the printed word each have a
 
role. The radio must have an 
active rural radio service such as
 
the one that has served Burkina Faso so well over the years. New
 
video technologies have created new possibilities in the use of
 
information to Jducate target populations. 

The printed word, the oft-forgotten stand-by of our 
grandfather's ,ra, has a role too. Technical information that 
must be referred to again and again can be supplied inexpensively
in printed forti to an ever more educated rural r.opulation. 
Journals presenting news of and features about the agricultural
and commercial sectors are familiar in the developed world and 
have been used to good effect in Burkina Faso and, more recently, 
in Togo 

The key to all of tl,ese media is journalistic involvement
 
with the people of CAR and the technical issues which concern
 
them. People will read only if there is something interesting to
 
read. People will learn if there is something important to
 
learn. Radio, like video and the printed word, must focus on the
 
common man striving to improve himself, to record what works and
 
what doesn't in his own context. The material can not come out
 
of a central office in Abidjan or in Yaound6 must originate in
 
CAR and reflect its people and its times. In this context, an
 
investment in information systems might be appropriate.
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APPENDIX A 

LES PRODUITS VIVRIERS
 

TUBERCULES 

Al Manioc-cossettes 


A2 Manioc-farine 

A3 Manioc cru 

A4 Manioc frais 

A5 Igname 

A6 Taro 

A7 Patate douce 


PLANTAIN 

B Toutes vari~t~s 


MIL/SORGHO 

Cl Petit mil 

C2 Petit mil rouge 

C3 Gros mil blanc 

C4 Farine de mil 


MAIS 

D1 En 6pis 

D2 En farine 

D3 En grain 

D4 Germ6 

D5 Pop corn 


ARACHIDES 

El Gros arachide 


blanc en coque 

E2 Gros arachide 


blanc d~cortiqu6 

E3 Petit arachide 


rouge en coque 

E4 Petit arachide 


rouge d~cortiquE 

E5 Petit arachide 


blanc en coque 

E6 Petit arachide 


blanc d~cortiqu6 

E7 PAte d'arachide 


RIZ 

F1 Premire qualit& 

F2 Deuxit~me qualit6 


SESAME 

Gi S~same blanc 

G2 S~same noir 


CONDIMENTS/LEGUMES LOCAUX
 
Gumbo
H - -frais 

H2 Gumbo sec
 
H3 Feuilles de
 

manioc
 
H4 Piments
 
H5 Onions
 
H6 Gousa
 
H7 N'gago
 
H8 Gboudou
 
H9 Koko
 
H10 L'ail
 
HI1 Haricot vert
 
H12 Haricot blanc
 
H13 Feuilles
 

d'haricot
 
H14 Douga
 
H15 Karanzanzi
 
H16 Kaoya
 
H17 Ngbain
 
HI8 Nguiriki
 
H19 Gougou
 
H20 Poivre noir
 
H21 Thym
 
H22 Laurier
 
H23 Girofle
 
H24 Sel
 

LEGUMES EXOTIQUES
 
Jl Carottes
 
J2 Salades laitue
 
J3 Poivre vert
 
J4 Tomates
 
J5 Persil
 
J6 Norvet
 
J7 Betteraves
 
J8 Radis
 
J9 Concombres
 
J10 Aubergine local
 
J1l Aubergine europeene
 
J12 Poireaux
 
J13 Pommes de terre
 

J14 Choux
 
J15 Choux-fleur
 
J16 Poivron (v,r,j)
 
J17 C6leri
 
J18 Courges
 

"-1'
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APPENDIX A (continued) 


FRUITS
 
K1 Pamplemousses
 
K2 Oranges
 
K3 Citrons
 
K4 Papayes
 
K5 Mandarines
 
K6 Goyaves
 
K7 Corossols
 
K8 Ananas
 
K9 Manges
 
K10 Bananes
 
KII Raisins
 
K12 Noix de coco
 
K13 Pommes
 
K14 Pommes cyth~re
 
K15 Avocat
 
K16 Poires
 
K17 Cl6mentine
 

POISSON
 
Li Toutes vari~t~s
 

PALME
 
Ml Huile de Palme
 
M2 Noix de Palme
 
M3 Huile d'Njika
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APPENDIX B
 

LES ETHNIES
 
en RCA
 

1. Ali 37. MBala
 
2. Banda 38. MBati
 
3. Bangando 39. MBimu
 
4. Bangi 40. MBororo
 
5. Basiri 41. MBr&
 
6. Bianda 
 42. MBum
 
7. Biri 
 43. Monzombo
 
8. Bofi 44. Moruba
 
9. Bokare 45. N'Zakara
 
10. Budigri 46. Ndri
 
11. Buli 47. Ngama

12. Buraka 48. Ngambaye
 
13. Dagba 49. Ngao
 
14. Dakpa 50. Ngbaka
 
15. Dendi 51. Ngbaka-Manza

16. Dieto 52. Ngbugu
 
17. Fulb6 53. Ngundi
 
18. Gbanu 
 54. Pambia
 
19. Gbanziri 
 55. Pana
 
20. Gbaya 56. Pande
 
21. Gbendj 57. Pygmies

22. Gbeya 58. Runga

23. Gobu 59. Sango
 
24. Gula 
 60. Sara
 
25. Hausa 
 61. Sudanais
 
26. Isongo (MBati) 62. Suma
 
27. Kaba 
 63. Tali
 
28 Kaka 64. Tambago
 
29. Kara 65. Togbo
 
30. Kare 
 66. Val&
 
31. Laka 
 67. Vidri
 
32. Langba 68. Yakoma
 
33. Langbasi 69. Yakpa
 
34. Luto 70. Yangere
 
35. Manza 
 71. Zairois
 
36. MBai-Vale 
 72. Zand6
 

(
 



APPENDIX C - MAYOR'S MARKET STUDY
 

CENTRALLAKJ ACOWTTANTS SILA XASSAI NGBEWNUWE 11 TOTALFOURCENTAGSWJO 1 1I GABONGO SAIDOU5AM50 
PROQU ----------------------------------------------------------------------------------------------------------------------------IT5VIVRIERS 
Maniocen cossettes 17 14 21 20 35 20 15 27 169 2.36 
hlanIoc huLmide 9 22 31 0.43 
Manioc cru 55 10 7 6 75 1.09 
lgnues 0 0.00 
Arachides 6 70 23 25 8 132 1.83 
Arachides 81 20 5 123 229 3.19decortioue 

Arachides 21 0.29
encocque 21 

Wile d'arachide 10 21 13 a 12 64 0.89 
Pate d'arbchide 20 23 43 0.o0 
Arachides g'illees 1 10 9 4 24 0.'3 
Riz 10 2 18 30 0.42 
ials 3 27 17 47 0.66 
ais0rain 26 4 0 0.42 

Mais frine 6 0 10 24 0.33 
Mai$hulle 0 0.00 
Cereales 0 0.00
 
Plaintain 33 22 19 2 76 1.06
 
Leguses 151 31 396 62 33 105 55 63 40 103 1019 14.21
 
0gnos 12 5 20 49 86 1.20 
Touates 156 12 7 50 225 3.14 
Patates 4 29 33 0.46
 
Courges 12 50 20 26 108 1.51 
Po ae eterre 15 3 18 0.25 
Salade 5 15 20 0.28
 
melon 2 4 6 0.01 
Koko 17 13 7 37 0.52
 
Concombre 5 5 0.07 
Powe citire ,.3 30 0.42 
Piments 31 31 0.43
 
Go 39 39 0.5 
huiledePalme 9 16 49 15 8 26 5 13 2 54 197 2.75
 
Noi dePaime 0 0.00 
Banane s doces 2 10 12 0.17 
Oranges 24 97 10 20 151 2.11 
Pwayes 19 19 0.26 
Citron 22 22 0.31
 
Oenrees 46 69 70 0.98
alisentaires97 243 

Oeufs 4 4 0.06 
AUTRES
TRNSOrIATIO -----------------------------------------------------------------......--.........-------------------------------------------

Pains 21 4 4 8 2 14 10 63 O3 
Beignets 7 7 20 15 17 0 0.92 
Boulles 3 1 27 2 11 5 7 4 17 77 1.07
 
Caemert indigene 8 8 0.11 
G"tes I 10 2 23 0.32
 
Cafeterias 20 3 23 5 7 20 11 19 108 1.51
 
Boissonsindigenes 12 42 54 0.75
 
Boissons 6 0.17
industrille 6 12 
filIns 5 10 3 6 24 0.33 
Mouller 0 0.00 
MTRESPROUIT5 DE 8 ----------------------------------------------------------------------------------------------------------------------------
Bouxheries 59 4 59 10 12 16 5 16 4 7 192 2.03 
Viandes bocanees 23 3 5 1 8 7 7 54 0.75 
Caoris 12 12 0.17 
Volailles 12 12 0.17 
Tortauivolailles 0 0.09 
ChaNvesWris 0 0.00 
Chenilles 25 25 0.35 
Poissonnerie 6 '. 0.08 
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APPENDIX C (continued)
 

LAKOL'ANGA 'HCA KASSAI A0 SAIDO TOTALPOURCENTAGCENTRAL CK~EA0TANTSSA7ME0I 11 GABOK.0 W,&ENot'Fs 590 11 
Poisson frais 38 4 42 0.59
 
Foissons fums 24 7 31 6.0S 
Crevettes 16 3 5 8 7 A 43 0.60 
Cafe decortiqxe 10 10 0.14 .
Cafe en Poudr 7 7 0.10 
Se! 11 5 10 8 25 6 IV 44 11 I.t. 
Chicou&aje :5 7 29 10 12 13 h 1.3, 
Feuillesd'emball.e 6 1I 3 23 0.32 
W& indigene 4 A 0.06 
Crbon 2 1 3 0.04 
katron 11 25 36 0.50 
Bois 1 6 5 2 IA 0.20 
planches 0 000 
Sacs II 11 0.15 
Savons 12 6 9 5 15 8 5 40 100 1.3q 
Mttes 
 5 is 20 0.26 
SECTEW -AGICOL... .. .. .. .. .. .. .. .. ... .. .. .. .. .. .. .. .. .. ... .. .. .. .. .. .. .. .. .. ... .. .. .. .. .. .. .. ...-----------------------------------------.. 
Kiosm~es 12 28 12 14 13 15 a 6 6 i1t I.S 
Deot m 10 20 6, 0.95
 
fripoerie 20 
 20 0.28 
l abillesent 93 1 85 40 219 3.05 
CCnxs 65 149 214 2.90 
Tailletrs 3 21 24 0.33 
Chausseirs 56 2 1I is 10 13 110 1.53 
Ccrdomiers 5 3 7 15 0.21 
Qjircaillerie 34 22 2 14 72 1.00 
Grandes assiettes 30 3) 0.42
 
Forgerons 6 6 0.05 

IArmcie , 8 25 0.3513 
Hijoteries 3 3 6 0.08
 
tI es 2 15 17 0.24 
p,!te 6 15 6 6 33 0.t, 
Ct,, eteries 12 3 29 25 4 17 q0 1.2t 
Divers a3 9 830 45 60 101 50 M00 I..
Givers IN",ril~ 45 4,5 30 

Lunettes 44 44 0.(l
Cassettes 5 0.07
 

W.ilets 23 
 23 0.32 
Yacwrt 0 0.00 

,rcdiitsenfants 0 0.00
 
TOTAL 997 36 
 2502 153 172 444 342 U41 150 1405 7170 100.00 
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OjAWO.GK". ,'.:$AtFTEV3 M8AIi, B, AE * K91l& h*;-VALANBA.; 1 ,FELE 70AL POURCENIAGPROUIS VIVRIER5 ---------------------------------------------------------------------------------------------------------------------------

k T S IRR W ORMATIOT-I 

Loc encossettes 
Manioc humide 

50 
0 

0) 
15 

22 13 20 20 20 26 3 16 237 
Is 

4.79 
0.30 

Manioc cru 
Imnames 
Arochides 
Arachides decortiwue 
Arachides encocoJe 

8 

0 
30 
0 

20 
1 

77 

4 

30 
25 

10 1 

32 
1 

102 
71 
0 

0.65 
0.02 
2.06 
1.43 
0.00 

Huiled'arachide 10 6 3 19 0.38 
Pated'arachide 
Arachides grillees 
Riz 

0 
0 
0 

14 
I 1 3 

1 

4 6 
I 
I 

26 
6 
2 

0.49 
0.12 
0.04 

Mais 
raisgrain 
Mais farne 
Mais huile 

20 
20 
0 
0 

48 

8 31 7 4 

3 

70 
20 
15 
0 

1.41 
0.40 
0.30 
0.00 

Ceriales 
Plaintain 5 79 17 

4 
31 10 12 7 

4 
161 

0.08 
3.25 

Lewwes 50 15 50 27 23 16 181 3.66 
Oignons 
Tosates 

16 
30 

5 
20 11 16 5 

21 
82 

0.42 
1.66 

Patates 25 8 33 0.67 
Cwrs 
Pome & terre 

7 
0 

7 19 33 
0 

0.67 
0.00 

Salade 0 0 0.00 
Melon 
Koko 

0 
0 24 12 50 

0 
86 

0.00 
1.71 

Concomre 
Pome citre 
Pients 
G,,bo 
While de Palse 
Noii de alle 
BWnes doxes 

Oanwes 

10 

0 
7 

60 
28 

16 

15 
11 
32 

38 

4 

9 

5 
4 
7 
4 
2 

12 
22 
4 

12 
20 

7 

4 
4 

3 

3 

5 

2 

0 
0 
5 

87 
133 

.1 
18 
q9 

0.00 
0.00 
0.10 
1.76 
2.69 
0.16 
0.!o 
2.03 

r"ayes
Citrcn 5 1 

0 
6 

0.00 
0.12 

Denres alisentaires60 120 70 163 60 44 5 43 545 I1.01 
Geufs 0 t 4 008 --.................................................. 
 ........................................................................
 

Fairs II 3 
 5 3 10 2 3 
 2 5 4 48 0.97
 
,ei;ret 2 11 10 5 16 1 6 3 S2 1.05 
Eouilles 6 3 
 7 7 1 9 1 4 R 0.77
 
Cmnl'.r, irilqre 0 0.00 
Ca'qcte 2 6 & 0.16
c{et.rids 15 3 
 5 3 4 3 5 3 (1 O.E3
 
6 iSrSdiergtes 1 1 0.02

.'svoiinjstriile 0 0.0 
?Ii,:,ns 16 4 6 4 3 1 2 36 0.73 
M&oulier 
 5 
 5 0.10
 
AUTR.PRijIS DEB8................................................................................ 
B.x:tries 4 7 79 t 4 13 4 3 118 2.3 
Vi3jes 0oaces 6 5i0 30 5 I 107 2.16 
C is0 0 .JVollilles 
 12 
 12 0.2(

Tortaw volailles 
 8 
 8 0.16 
Cha.,e sois 1 1 0.02
 
Cherilles 3 66 6 15 
 119 2.61
 
Foissomerie 7 1 8 0.16 
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FETEVOMUM41K! ITSTAPAO.WG t0KOLO BOYA. MISXINE NKUKALANrBASSIYAPELETOTALPMrUNTAG 

Poisson frais 27 27 0.55
 
Poissons fumes 9 8 b 5 0 11 s lio 2.43 
Crevettes 4 0.08
 
Cafe dtcortiwee 7 4 1 io 0.&422 
Cafe en POure 7 4 19 0.38 
Sel 6O 6 7 13 10812 10 2.18 
Ctiim e 16 1 3 12 6 3 501I 1.01 
Feuilles d'embellage 22 53 75 1.52 
Ta Indigene 7 5, 4 is 0.36 
Charbon 0 0.00 
Natre 0 0.00 
Bois 0 0.00 
Plahes 81 81 1.64 
Sacs 13 13 0.26 
Savoms 8 8 53 12 6 2 69 1.39 
mattes 19 19 O.,8 
SECTEUR --------------------------------------------------------------------------- --------------------------------------------NOAGRICOL. -
Kiosqjes 12 28 21 10 10 15610 54 4 2 5 3.15 
Depot 1 1 0.02
 
Fripperie 16 20 9 123 
 2 41 2 213 4.30
 
Habillewent 421 421 8.51 
Ccuwws 0 0.00
 
lailleTrs 2 3
1 0.06 
Chausseirs 6 26024 5.25 
Cordonilers 4 1 8 13 0.26 
uincaillerie I 37 25 63 1.27
 
Grandes 1
assiettes 
 1 0.02
 
Forgetons 3 0.063 
Ptaracie 2 2 0.04 
Bijouteries 3 3 0.06 
Livres 2 27 
 29 0.59
 
Beaute 7 3 33 13 56 1.13 
Chouiateries 5 1 2 3 2 2 3 18 0.,6 
Divers to 45 4 70 47 90 336 6.79 
Civers rqjir iki) 0 0.00 
L"r-tt, 2 4 6 0.12 
Cassettes 0 0.03 
Oulets 0 c.00
 
y7t 7 7 0.14 
Prc4uits
entants 
 10 10 0.20
 
TOALk 590 910 277 170? 29 266 584 163 54 13 4948 10.D00
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APPENDIX D 
7 i PRIX DES PRODUITS SUR LES DIFFERENTES CATEGORIES DE DENREES 

A. 	 BOUCHERIE
 
Viande de boucherie 
 1 kg 	A 1,OOOF

Tripes ov, abats 
 1 kg 	A 500F
 

B. 	 PRODUITS DE CHASSE
 
Viande fraiche 
 1 morceau A 1,500F

Viande boucan6 
 1 morceau A 2,OOOF
 

C. 	 PETIT BETAIL SUR PIED
 
Cabri 
 13,000 A 15,OOOF

Mouton 
 20,OOOF

Cochon 
 50 kg A 80,OOOF

Autres bates domestiques 2,500 A 3,OOOF
 

D. 	 VOLAILLE
 
Poulets 
 1,800 A 2,OOOF

Canard 
 2,500F

Autres oiseaux 
 2,500F, 1,OOOF, 50OF
 
Oeufs 
 10OF 	chaque
 

E.. _.PRODUITS DE PECHE
 
Poissons frais 
 1,500F, 2,OOOF, 3,500F

Poissons fumes 
 1,800F 2,500F

Tas de fr~tins (sardines frais) 200F
 
Tas de fr~tins (sardines fumes) 10OF
 

F. 	 CEREALES ET FECULENTS
 
Manioc (roussage en gros) ---

Maniac .(roussage en d~tail)--

Manioc en 
sac, 	cuvette ou panier 25,OOOF, 3,OOOF, 2,500F

Manioc en seou de 51 A 101 
 350F
 
Manioc en frine (aosiette mesure) 3,OOOF

Tubercule de manioc en 
tas 10OF
 
Bananes plantins (rbgime) 1,500F A 2,OOOF

Bananes en tranche d~tail 
 200F
 
Mais (6pis ou graines) en sac 2,700F

Mais (6pis ou grains) en d~tail 10OF
 
Ignames en sac, cuvette, panier 1,OOOF en panier

Ignames en d~tail 
 50OF
 
Taro en sac, cuvette, panier 50OF le panier

Taro en d~tail 
 200F
 
Courge en sac, cuvette, panier 6,OOOF, 2,OOOF

Courge en d6tail 
 10OF
 
Riz en sac, cuvette, panier 6,OOOF, 2,OOOF

Riz en d~tail 
 10OF
 
Wandjo (gbakoro)
 
-- en sac, cuvette, panier 8,OOOF

Wandjo frais ou cuit en d~tail 1,OOOF, 10OF
 
Ara'chide (coque graines)
 
-- sac, cuvette, panier 
 36,OOOF le sac
 

IDo 
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F. 	 CEREALES ET FECULENTS (cont.)
 
Arachide (coque gaines) en d6tail 8,OOOF la cuvette
 
Arachide en pate 50F, 25F
 
Racines de ronier
 
-- (frais ou cuit) dktail 30F, 25F, 15F
 

G. 	 LEGUMES ET CONP'iIENTS 
Feuillue Iz iriaiioc en botte 100F, 50F
 
Feui. I.> e. Kdt akanzi IOOF, 50F
 
Fuil II d NIJaclo 1OOF, 50F
 
Feuile it- 'i IOOF 50F
(,ouss 

Feuille dJritlon "Kaoya" lOF, 50F 
Ft-uille d2 (,bimdou !00F, 50F 
Ft,uil d I lbain 1OOF, 50F 
Gombo e:n detail 200F, 100F, 50F 
N,. riki ,. dctail 200F, 150F, 50F, 25F 
'anne a '-;u-r. lOOF, 150F, 50F, 25F 
Pe rsil 50F, 25F 
Norv. t 25F 
Betteravus 25F 
Radis 50F
 
Concombre 50F
 
Chou 500F
 
Aubergine 500F 
Salade laiti,. 1OOF 
Torma t,; 500F 
Ftuille d, lauriur 200F 
P, ireau 500F 
Pin et frais ou en poudru 299F 
Douga IOOF 
Natror. en !; . -, cuvLtte, panier 25,OOOF le sac 
N.,tr1n i 1I-i.i OOF
 
P ,idiwari i, t ,, ] trt:, 5OF
 
.igins -i i n, ruvt te, panier 2,000v l,: seau 
, 1 ; '-1 d rai] OOF 
, ! .it- : en dtt'-lil 400 F le litre 

H. 	 FRUITS 
Frruits vo-tte en vthicule 10OF le sac 
Avocat , gras 500F le tas 
Avocat ,:ri ,t t,- 1 50F 
Ananas un gros 200F 
Ananas en (0t -il 200F 
BlananUs de1-c1!s e'n gros 1,000F le r6gime 
Barianres dcuOos en detail 10OF 
Mandarinns grosnn 

Mandarines tn detail
 
Man]gu s en-11Jze).; 30F
 
Mangues en dttiil
 
UnCiX 	 de cm(-,) .n (JroS 

l1oix d. ct.-,-ri d&tai] 100F, 20OF
 
Pommt.es ,ytht,re, en ,'rOs
 
P,-mimes cytht'ri, en dt-tail 25F A 50F
 
Pil.-eippliMIIoUSt tin gros
 

http:Pommt.es
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H.__.. 	FRUITS (cqont. )
 

Pamplemouse en dMtail 
 40F
 
Papaye en gros
 
Papaye en dMtail 
 200F
 
Oranges en gros
 
Oranges en d~tail 
 10OF le tas
 
Goyaves en ggros

Goyaves en d6tail 
 10OF le tas
 
Kola un gros
 
Kola en dMtail 
 50F A 10OF
 
Noix de palme
 
-- et autres fruits sauvages 25F
 
Citron 
 25F
 

I.. 	 GARGOTTES, RESTAURATION, CAFETERIA
 
Repas, cuisson a leau ou roti 250F
 
Repas A la grillade 150F
 
9oissons modcrlns
 
-- et autres pioduits glaces 150F & 250F
 
Mouleau de glace 
 800F
 
Boissons locales
 
Hydromel 
 100F, 75F le calie
 
Bire de mil 
 50F
 
Biare de mais 
 50F
 
Vin de palme 
 175
 
Alcool de fraite 
 50OF 	le litre
 
Cidre de piment 50F
 
Gateaux 
 25F, 50F
 
Pains 
 75F
 
Galettes ou beignets 
 10F, 25F
 
Th6, cafQ, Nescao et autres 50F
 
Michoui 
 100F, etc.
 
Chikouangue 
 25F, 50F
 
Bouille 
 50F
 

J. 	 ALIMENTS DIVERS
 
Huitre 
 100F
 
Escargots 
 200F
 
Chenille 
 10OF
 
Termites ail6s 
 10OF
 
Termites A pinces 
 10OF
 

K.-_ 	 MATERIAUX LOCAUX DE CONSTRUCTIUON ET AUTRES
 
Briques parpines 
 15F, 	25F
 
Bottes de paille 
 50OF
 
Tuiles de bambou 
 500F
 
Bois de constructions 
 1,50OF
 

L. 	 MATERIAUX MODERNE DE CONSTRUCTION ET AUTRES
. 

Briques "aggloner~s 150F
 
Grilles portaille
 
-- et objets de ferronnurie 30,OOOF environ
 
Bois ou plancles de sciage 1,500, etc.
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M1.. ARTISANAT 
Tailleur 1,500 le pantalon 
Coiffeur 250F etc. 
Coordonier 500F etc. 
Objets de forge 200F etc. 
Objets de poterie 800F etc. 
Reparation montres 
Rparation cyclomoteurs 

1,OOOF etc. 
2,OOOF etc. 

Pneumatiques 300F, etc. 
Berceau 15,000F etc. 
Meubles et matires liteie 12,OOOF etc. 
Nattes, chapeaux et autres 1,500F etc. 

N. MATERIELS DE MEIAGE 
Bois de chauffacge en gros 2,000 F etc. 
Bois de chauffage en d~tail 50F 
Charbons do hois en gros 2,OOOF le sac 
Charbons do bois en d~tail 1OOF 
Balais 75F 
Moulin A ma:ioc suivant la quantit6 
Marrhandises diverses ---
Effets d'habillement 
Instruments musique ---
Tabac A priser 10OF 
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