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EXECUTIVE SUMMARY 

This action plan is the· final report of the National Seminar 
on Onion and Garlic Marketing in Niger that took place January 17-
19, 1994 in Birnin 'Konni, Tahoua Department, Niger Republic. It 
aims to define the strategies necessary for the development of the 
Nigerien onion and garlic marketing channel. 

The constraints limiting production of onions and garlic in 
Niger are linked to problems associated with varietal purity and 
quali ty, the availability of irrigation water in the producing 
zones, input supply, crop pests, and prevailing storage techniques. 
In addition, early harvesting, poor cleaning, and sun-drying have 
a detrimental effect on the garlic crop.. MAGIE, UNC, development 
projects, and ONGs should continue to facilitate farmer access to 
purnpsets, help them to develop reliable input supply channels, 
suggest improved drying and storage techniques, and fund 
rehabilitation of Maggia perimeters for diversified cash crop 
production. MAGIE, INRAN, and NGOs should work together to help 
farmers' groups develop private input supply channels, spread 
production over time, adopt improved storage technologies, and 
protect the varietal purity of the "Violet de Galmi" onion. 

The available data on onion and garlic production is of poor 
quali ty. As a result production estimates lack consistency. MAGIE 
requires the tools necessary to improve evaluation of onion and 
garlic production. 

Improved storage and staggered crop sales over time is 
constrained by most farmers lack access to credit. No serious 
technical or financial feasibility studies of cold storage of fresh 
onions or of dehydrated onions on a semi-industrial basis have been 
conducted. Development projects and NGOs should multiply tests and 
demonstrations of improved storage techniques at the village level. 
They should provide credit and technical help to emerging producers 
and economic interest groups to experiment with improved storage. 

onion and garlic marketing in Niger is entirely in private 
sector hands. Sales revenues have increased over the past five 
years to 2.17 billion francs CFA in 1993, but constraints persist. 
For example, the limited all weather rural road network increases 
costs and delays. Most producers' weak financial situation, and 
the risk of crop spoilage leads them to sell at harvest at 
unfavorable prices. Collusion between buyers and purchase agents 
depresses producer prices. Central dispatchers (sarkin tasha) 
limit foreign buyers to certain buying points. Some merchants bar 
access to the markets or market information from foreign buyers. 
Most producer-sellers, cooperatives, assemblers, wholesalers, and 
retailers have no access to formal sector credit. Donor support for 
improved communication and transportation infrastructure and UNC, 
NGO, and project support for producer cooperatives should increase 
competition and producer bargaining power, and reduce transaction 
costs. The CNCE, banks, and private sector marketers should work 
together to draw informal sector operators into arrangements with 
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commercial financial institutions. 

It is difficult to determine levels of income created by onion 
and garlic sales. -Nor will it be possible to make out the impact of 
political and economic reforms on income without these market price 
series data. The statistical services of the MAG/E in the seven 
departmental capitals require the means to collect, process and 
disseminate onion and garlic prices. 

Niger's share of the . Ivoirian, Ghanaian, Togolese, and 
Beninois onion markets is between 40 and 60 % and about 60 to 70% 
of the Burkinabe market. There is considerable untapped market 
potential in secondary towns in these countries. Nigeriens 
interested in onion and garlic marketing encounter a lack of up-to
date knowledge about ECOWAS export, customs, and transit 
regulations. Costly bribes are solicited from exporters along the 
transport routes, adding 40 % to ordinary expenses. Export 
marketers as well as producers in the major producing zone lack 
adequate, timely information about price structures in the 
consuming countries. Nigerien marketers have little contact with 
or access to the major formal sector players. Nigerien export 
marketers have insufficient contact with local retailers in the 
consuming countries. Nigerien merchants lack information about the 
marketing mixes of competing products and have limited capacity to 
react to competitive moves. The GON needs to work to reduce illicit 
revenue-seeking by state policing agencies. The GON needs to work 
with ECOWAS partners to reduce illicit-revenue seeking within the 
ECOWAS zone. CNCE needs to inform marketers about ECOWAS 
regulations and formal sector commercial practices. CNCE should 
help organize visits between Nigerien marketers and prospective 
importers ( formal and informal sector) in consuming countries. 
project, NGO, or donor support should be made available to assist 
marketers in experimenting with improved packing, packaging, 
transport, and display techniques. Donors should support improved 
communications infrastructure in the producing zones. With donor 
support, GON commercial attaches should establish a system of onion 
and garlic retail price monitoring in the principle consumption 
centers. 

An information gap concerning national consumption exists. 
This is important because between exports and the quantities 
allegedly produced and consumed, almost 100, 000 tons of onions 
cannot be accounted for. However, we know that consumption is 
negatively affected by extreme price fluctuations and households' 
limited purchasing power. Purchasing power and price fluctuations 
in the consuming countries also restrict consumption of Nigerien 
onions. Recommended improvements in production, storage, and 
marketing should result in increased consumption. MF /P should 
conduct studies of actual urban and rural onion consumption. 

No detailed studies of the market potential for transforming 
Nigerien onions and garlic into dried or powdered products exist. 
Donors, MCI/A, CNCE, and the private sector should work together to 
explore the market potential of agro-industrial products produced 



in Niger. 

prevailing regulatory legislation is frequently not applied 
accurately to onion and garlic exports. Most producers' and 
exporters' groups are unaware of the tax relief and benefits they 
might derive from incorporation. Further, regulatory policies 
concerning transit fees, crop valuations, etc. in the ECOWAS member 
states are inconsistently applied. To avoid delays, significant 
bribes are often paid to regulatory agents of the member states by 
onion wholesalers. The CNCE should intensify its efforts to 
diffuse information concerning prevailing export and marketing 
legislation. The GON should work with the other members states of 
ECOWAS and national regulatory agents for the proper application of 
the pertinent regulatory legislation. Donor funds might be used to 
provide incentives to GON agents to reduce illicit revenue seeking. 

Taxes collected by arrondissements on onion exports are of 
growing budgetary importance. onion exports are undervalued, 
reducing revenues to the national treasury. Collectivities should 
harmonize their taxation policies and create special funds for 
reinvestment in productive infrastructure. GON should tax exports 
by weight'rather than volume. 

Overall, financial support for onion marketing is limited to 
informal sector sources. Serious financial problems linked to 
marketing are experienced both by farmers and by merchants. 
Limited credit is available, usurious interest rates are levied, 
and partial default is common. High levels of risk associated with 
agricul tural exporting and the lack of commercial credit limits the 
development of onion exporting. Many farmers are stuck with 
financially marginal irrigation teChniques. Through training and 
information campaigns, CNCE should encourage the development of, 
and ,incorporation of onion exporting groups in order to facilitate 
their access to formal sector credit and insurance. GON needs to 
work with commercial banks and insurers to make credit and 
insurance available for agricultural export marketing. Projects, 
ONGs, UNC, and the CNCE should encourage the incorporation of 
producers' groups in order to facilitate their access to formal 
credit agricultural inputs, and improve their negotiating power. 
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AMEP 

BIAO 

BIT/ILO 

CCCE 

CIF 

CLUSA 

CNCE 

CNUT 

CORVO 

CRD 

ECOWAS 

FAO 

FED 

FFW 

FOB 

GIE 

GON 

INRAN 

LWR 

MAE/C 

MAG/EL 

MDR 

MCI/A 

MP/F 

ACRONYMS 

Agriculture Marketing and Export Promotion project 

Banque International de l'Afrique de l'Ouest 

Bureau International de Travail/International Labor 
Office 

La Caisse Centrale de Cooperation Economique, the French 
bi-lateral financial assistance agency 

Costs-Insurance-Freight price is FOB price plus 
additional costs of delivery to point of sale 

Cooperative League of the U.S.A. 

Nigerien Center for External Trade 

Nigerien Counsel of Transport Users 

Committee for the Collection and Sale of onions, 
Malanville, Benin 

Regional Development Center, Burkina Faso 

Economic Community of West African States 

United Nations Food and Agriculture Organization 

European Development Fund 

Food for Work 

Free-On-Board price is price of goods delivered to 
freight forwarding service or transporter 

Economic Interest Group 

Government of Niger 

Nigerien Institute for Agricultural Research 

Lutheran World Relief 

Ministry of Foreign Affairs and Cooperation 

Ministry of Agriculture and Livestock 

Ministry of Rural Development 

Ministry of Commerce Industry and Crafts 

Ministry of Planning and Finance 



_ G, 

I ' , 
i . . 

MOC Ministry of Commerce 

NEPRP Niger Economic policy and Reform Project 

NGO Non-Governmental organization 

ONAHA National Bureau for Irrigated Perimeters-

PBVT Lower Tarka Valley Project, Madaoua 

PIK Keita County Integrated Development Project 

PPME Projet Monitoring and Evaluation/USAID/Togo 

RN/MP/F/DGD Niger Republic /Ministry of Planning and Finance 
/Development Department 

RT/MC/DS Republic of Togo /Ministry of Commerce /Statistics 
Department 

SM 

SNT 

SONARA 

UCOBAM 

URC 

USRC 

UNC 

USAID 

WMSII 

WOCCU 

County Agriculture Service 

Nigerien Transporters Union 

Nigerien Peanut Company 

Burkinabe Coooperative League 

Regional Cooperative League 

.Sub-Regional Cooperative League 

National Cooperative Union 

United States Agency for International Development 

Water Management Synthesis Project Phase II 

World Council of Credit Unions 
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Introduction 

This action plan is the final report of the National Seminar 

on onion and Garlic Marketing in Niger that took place in January 

17-19, 1994 in Birnin 'Konni, Tahoua Department, Niger Republic. 

This action plan aims to define the strategies necessary for the 

development of the Nigerien onion and garlic marketing channel. 

The National Seminar on onions and garlic marketing took place 

within the framework of the National Economic Policy Reform 

Program, an agreement signed in August 1988 between the government 

of the Niger Republic and USAID. NEPRP aim's to promote increased 

and improved exporting of the nation's principle agro-pastoral 

products. These products include: cowpeas, livestock, leathers and 

hides, and onions and garlic. Under the terms of the NEPRP the 

Nige'rien government has agreed to undertake a number of reforms 

" (administration, customs, and commercial policy) necessary to 

reduce obstacles to improved export marketing identified conjointly 

by the government of Niger (GON) and USAID. In order to facilitate 

the implementation of these reforms, under the first tranche, USAID 

compensated the GON for losses of export tax revenues attributed to 

the reduction of export taxes on agro-pastoral commodities. In the 

last two tranches, USAID released funds to the GON to help reduce 

r external debt given a general decline in export revenues. USAID , .. 
" 

.. 

agreed to undertake a series of initiatives designed to facilitate 

the execution of the NEPRP reform program. 

Within the NEPRP framework, USAID in collaboration with the 

Chamber of Commerce, has undertaken a number of studies of the 
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undertook a series of missions in the onion producing<zones and in 

five onion-consuming countries which resulted in a major study of 

onion marketing channels. This study was corrected and brought up 

to date by Chefferou Mahatan and Arnould in 1994 in a report which 

served as the base document for the National Seminar on Onion and 

Garlic Marketing in Niger that took place January 17-19, 1994 in 

Birnin 'Konni. 

The National Seminar on Onion and Garlic Marketing in Niger 

seminar permitted representatives of the Nigerien administration, 

funding agencies and banks, producers and marketers to weigh in on 

the upstream and downstream constraints encountered in the onion 

and garlic marketing channel, as well as on its potential. The 

results of three days of debate and discussion included a number of 

pOints of agreement as well as recommendations. These points and 

recommendations are appended in the form of a final communique and 

the reports of the sUb-commissions of the seminar. To summarize, 

the points and recommendations fell into three categories which 

form the core of this action plan. They are 

- production and storage 

- marketing 

- regulations and fiscal matters 

The recommendations are detailed in the body of this report. 

Appendix 8. 6 identifies the institutions, groups, and organizations 

that should take a leadership role in the implementation of these 

recommendations. 

3 
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2. Production and Storage 

2.1 Production 

In general the constraints limiting production of onions and 

garlic in Niger are linked to problems associated with varietal 

puri ty and quality, the availability of water in the producing 

zones, input supply, the emergence of crop pests, and finally, 

prevailing storage techniques. 

In order to resolve these problems the following actions are 

proposed: 

2.1.A INRAN should undertake a program of conservation and 

purification of seed stock for the three primary varieties of 

onions produced in Niger, above all the "Violet de Galmi" as 

well as more limited research on appropriate garlic varieties 

to target for seed stock programs. 

2.1.B High quality seed should be produced and seed quality 

should be regulated through a network of certified seed 

producers working with the technical services of the MAG/E. 

2.1. C Technical assistance should be provided to private 

sector seed distribution channel members (local producers and 

traders; importers) by the technical services of the MAG/E. 

2.1.D Encourage (through NGO intervention) and formalize 

various producers groups in order to simplify their ability to 

obtain production, agricultural input and storage loans from 

formal sector financial agencies (AFELEN,_ CLUSA, etc) as well 

as to improve their power of price negotiation with commodity 

buyers. 

4 
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2.1.E Provide technical assistance and financial support in 

order to devel~p a private channel of distribution of 

agricul tural inputs (seed r fertilizer, agricultural chemicals, 

motor pumps, etc). 

2. 1. F Provide technical and financial assistance to producers 

groups so that they will increasingly spread out the 

production period (e •. g ., transplanting of onion stock 'through 

the end of January). 

2. 1. G Provide technical and financial assistance to producers 

groups through the technical services of MAGIE and progressive 

farmers to encourage the development of rainy season onion 

production. 

2. 1 . H INRAN and the Ministries of Industry and Commerce should 

take steps to register the variety and the trademark "Violet 

de Galmi" with the appropriate international agencies. 

2.1.1 Agricultural Production Statistics 

It became clear during research conducted on onion cultivation 

and marketing in Niger., and confirmed during the debate at the 

national seminar that the available data on onion and garlic 

production is of poor quality. As a result production estimates 

from year to year or reported in different sources lack 

consistency. A discussion of the lack of validity of the, available 

agricultural statistics is contained in an Appendix 8.2. 

The importance of onion and garlic production to the national 

economy justifies : 
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2.1.1.A providing the MAGIE with the financial wherewithal 

and the methodological tools necessary to improve their 

evaluation of onion and garlic production in Niger. 

The current system used to monitor cereal production and prices 

might serve as a model. Specifically, the following data should be 

collected: producing zones, the size of the population involved, 

areas cultivated according to the production system used, yields by 

production system and by producing area, and production figures. 

2.1.2 Production Systems 

Five main production systems are employed for onion and garlic 

production in Niger: ( 1) manual irrigation employing calabash 

dippers (gggg), (2) tilt-and-pivot dip systems (chadouf), (3) 

animal drawn tip systems (dalou), ( 4 ) low horsepower motorized 

pumps, and (5) gravity-fed irrigation on state-managed perimeter 

systems. The first three require important investments of labor 

which constrain the size of the parcel (mean, 0.125 ha). The 

marginal revenue earned by producers employing the first two 

, . systems is very low, sometimes even negative depending on the depth 

of the water table and the product's sales price. The third system 

is employed primarily in the department of Agadez. Development of 
, . 

the fourth technique employing motorized pumps has resulted in a 
! ' 
j dramatic increase in the areas cultivated. Use of motorized pumps 

, . 

. 1 
I 

also reduces farmers' labor costs dramatically. Further growth in 

the use of motorized pumps is limited by the financial wherewithal 

of producers and the lack of agricul tural credit. Access to 

6 
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irrigation water, linked to the depth of the water table is also a 

limiting factor (Bouza, Keita arrondissements, Agadez department), 

as is distance from production sites to sources of water 

(Tillabery). The productivity of gravity fed perimeter systems is 

constrained by the relatively small areas suitable for this kind of 

system, and the poor state of repair of the perimeters in the 

Maggia Valley. Currently, 80 % of producers have access only to 

one of the first three production systems types. In addition, the 

quasi-inexistance of input supply channels results in elevated 

parasitism and sub-optimal yields (less than 30 kgs/ha of onions 

instead of a possible 45 kgs or more) on all of the systems. 

Finally, the early harvesting, poor cleaning, and sun-drying 

techniques practiced by the garlic farmers in Agadez lead to a 

poorly preserved crop. 

A final point is worth noting. Farmers, like merchants lack 

access to telecommunications infrastructure which would enable them 

to obtain information on market prices in the consuming centers. 

Thus, they are ignorant of crucial information necessary to improve 

their bargaining power with buyers. 

In order to resolve these problems and maximize potential 

small-scale irrigation development in Niger, the following actions 

are proposed: 

2.1.2.A Encourage agricultural development projects to 

provide farmers who currently have access only to manual 

irrigation with the means (technical, financial.) to improve 

their irrigation practices; 

7 
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2.1.2. B Increase the number of LWR (Lower Tarka Valley 

Project) type wells in the key onion producing zone where 

water level is suitable; 

2.1.2.C Rehabilitate the Maggia Valley perimeters and 

encourage the pro~uction of high value export crops such as 

onions and cowpeas; 

2.1.2.D Encourage projects and various ONGs (AFELEN, PRIVAT, 

CLUSA etc) to facilitate the development of farmers' input 

supply cooperatives; 

2.1.2.E Continue applied research by projects (e.g., PBVT, 

PIK) to develop appropriate water lifting technologies for 

zones with water tables from 8 to 12 meters; 

2.1.2. F Provide technical assistance to garlic farmers to 

improve harvest and conditioning techniques; 

2.1.2.G Improve telecommunications infrastructure available 

to organized producers' groups in the producing zones (as for 

example at Tamaske). 

2.1.2.H INRAN should be encouraged to undertake applied 

research to determine how to spread production over time in 

order to find a partial solution to the problem of post

harvest glut and storage. 

2.1.3 Production Costs and Revenues 

At current input supply prices, the cost benefit ratio 

realized by farmers using manual irrigation techniques is low (1.2) 

and even negative when the water table exceeds 6 meters, if the 

harvest is sold when onion producer prices are at their annual 

8 
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harvest-time low of 1500 to 2000 francs CFA/ 100 kg sack, and 

especially if the work day is valued at between 350 and 500 CFA 

francs. In spite of high input supply prices, farmers employing 

motor pumps or gravity irrigation realize positive benefit cost 

ratios of from 1.5 to 3.0 especially if they are able to store, and 

thereby to delay sales of some of their crop for several months. 

However, these farmers are in the minority. 

To remedy the above problems the following actions should be 

undertaken: 

2.2.3.A Existing and new rural development projects should be 

initiated to help farmers organize to improve access to 

appropriate irrigation equipment. 

2.2.3.B Projects and ONGs together with the Chamber of 

Commerce should work with the private sector to develop more 

regular and reliable input supply networks to improve farmers' 

revenues. 

2.2 Storage 

From a technical standpoint, traditional storage techniques 

result in crop storage losses of 20 to 50% 'over a three month 

period depending upon the technique employed and the proprietors' 

vigilance in eliminating rotting bulbs. In the worst case 

scenario, an entire crop may be lost. The thatch rudu provides the 

best results of the traditional techniques. In spite of the very 

successful efforts of the Integrated Keita Project (.PIK) and the 

Lower Tarka Valley Project (PBVT), most onion and garlic farmers 
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lack access to credit in order to organize improved storage and 

spread their crop sales over time. As a result, most o! the crop 

is sold at very low prices at harvest, with shortages occurring 

several months later. Furthermore, farmers' have not received much 

exposure to the improved storage techniques pioneered in the 

producing zone. The PBVT's fenced rudus renewed on an annually 

basis and the ILO's aerodynamically efficient adobe shelters seem 

to provide reduced storage losses. 

In addition to storage problems, no serious studies of the 

technical and financial feasibility of cold storage of fresh onions 

or of dehydrated onions on a semi-industrial basis in the 

production zone have been conducted. A lack of information on 

prices and demand in existing target markets and potential markets 

further obscures the outlook for improved storage in Niger. 

Improved storage practices should improve the onion marketing 

system. Improved storage would avoid the great annual fluctuations 

in prices and stocks, typical of the onion marketing channel. If 

improved, better storage would also provide increased benefits to 

onion producers. 

In order to resolve these problems, the following actions 

should be undertaken: 

2 .. 2.A Existing projects and ONGS should be encouraged to 

multiply tests and demonstrations of the PBVT and ILO improved 

storage techniques at the village level in the producing zone; 

2.2. B Funding agencies should help emerging producers' groups 

experiment with improved storage technologies of both onions 
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and garlic; 

2.2. C Funding agencies and the Chamber of Commerce should help 

the private sector investigate the technical feasability and 

economic potential for improved fresh storage, cold storage 

and semi-industrial onion transformation and storage 

technologies. 

2.3 Outcomes 

The results of the activities outlined above should include: 

Seed Stock and Genetic Quality 

preservation of the genetic purity of Niger's onion and garlic 

varieties, especially the "Violet de Galmi" onion variety; 

protection of Niger's intellectual property rights; 

improvements in the quality of onions and garlic produced; 

dramatic enlargement of the scale of onion and garlic 

production in Niger; 

Agricultural Statistics 

providing a sounder basis on which to predict the evolution of 

the supply of onions and garlic in Niger; 

providing a sounder basis on which to predict the economic 

impact of evolution of production on producers' incomes; 

Production Systems, Cost and Revenues 

stabilization and increases in production both inter-annually 

"and intra-annually; 

a more regular supply of product on the wholesale markets; 

stabilization and improvement of farmers' incomes; 

11 
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progressive enlargement of the scale of production in the 

producing zones; 

extension of the area under cultivation; 

improvements in the quality of the crops; 

improving farmers' access to information about prices and 

price fluctuations; 

Storage 

levelling off of producer price floors over the year; 

more regular supply of product on wholesale and consumer 

markets; 

development of value-added agro-industrial processing 

businesses. 

3. Onion and Garlic Marketing 

Onion and garlic marketing in Niger like most other garden 

crops is entirely in private sector hands. Similarly, there is 

little public sector involvement in onion and garlic marketing 

within the West African sub-region. During the past ten years, 

onions, and to a lesser extent garlic, has become one of Niger's 

most important export crops, enjoying a comparative advantage on 

the regional market. Producer sales revenues have increased over 

the past five years, from an estimated 1.37 billion CFA francs in 

1989 to 2.17 billion francs CFA in 1993. 

3.1 National Distribution System 

Onions produced in Niger are widely distributed within the 

country. The Channels of distribution have been detailed in 

previous studies including those of Barhouni (1990), Sa1ey (1987), 

12 
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Lev and Gadbois (1988), Sidi (1991), and Sidi and Arnould (1992), 

and there has been little change in the distribution system since. 

The focus below is on the major problems identified and their 

possible solutions. 

3.1.1 Organization of the National Distribution 

System 

In general the crop passes from the hands of individual 

producers into those of buying agents representing a large merchant 

based in Niamey or Maradi, or directly into the hands of the latter 

at the major bulking markets (e.g., Galmi, Arewa, Sabon Gida, 

Giddan Idder). Typically, a buying agent brings producers and 

buyers together, or dispatches the buyer to a better-supplied 

market, arranges the terms of the sale and supervises packing and 

loading onto 300 to 350 ton trucks for transport. In a major 

consuming market like Niamey, onions are unloaded in Katako 

(Boukouki) market where retail or semi-gros dealers take from 

several hundred to a hundred' kilos on credit, reimbursable in 15 to 

20 days. Retailers sell in the Petit Marche and other retail points 

in the capital. 

A number of major problems have been identified. For example, 

the lack of improved access roads to many producing points in the 

production zone and the poor state of existing rural roads 

increases costs and transport delays. The weak financial situation 

in which most producers find themselves, and the risk of the 

deterioration of their crop, leads them to sell at harvest at 

unfavorable prices. Many take cash advances against their crop 

13 
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payable in kind at usurious rates from local merchants. As a 

result, the wholesale markets are overwhelmed at harvest time, 

prices fall; then, commodities become scarce a few months later, 

and prices rise precipitously. 

Other distortions in the wholesale market include: cozy 

arrangements between buyers and the commission purchase agents that 

depress producer prices; the traditional leadership role of the 

central dispatchers (sarkin tasha) which works to limit buyers to 

certain buying points; and, the machinations of some Nigerien 

merchants to bar access to the markets or market information from 

foreign buyers. 

A final obstacle worth emphasizing is the weak auto-financing 

capabilities and limited entrepreneurial spirit of most Nigerien 

marketers. Most producer-sellers, cooperatives, assemblers, 

wholesalers, and retailers have no access to formal sector credit, 

and are dependent upon limited access to credit from wholesale 

intermediaries. In general banks will not extend credit for export 

of perishable commodities and most participants cannot meet the 

banks stringent collateral requirements. Assemblers and 

wholesalers also depend upon credit from wholesale intermediaries 

but a quick turn-around on credit (fifteen days) is usually 

required. Wholesalers and assemblers in the producing zone are not 

in a position to extend long-term credit (thirty to ninety days) to 

wholesalers in the consuming zones. By weak entrepreneurial spirit 

we mean that marketers think in mercantile terms; that is, they 

generally avoid producti vi ty-enhancing capital investments. In the 

14 
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context of onion marketing, these might include improved storage 

facilities in Niger and in the consuming countries, and improved 

packing set-ups on trucks. Together these credit and 

entrepreneurial problems result in weak and uneven development of 

the potential of national consumer markets, inadequate purchasing 

capacity of downstream channels members, and the slow rhythm of 

market transactions. 

The set of problems cited above calls for the following 

actions: 

3. 1. 1. A Precise identification of zones of greatest onion and 

garlic productive potential; 

3.1.1. B Following the lead of the PBVT, improvements in rural 

roads in zones both lacking in access and of greatest 

productive potential; 

3.1.1.C Following the lead of producers in Tamaske (Bouza) 

and Sabon Gida (Madaoua), encouraging producers' groups to 

organize in order to improve their power,oI' negotiation with 

buying agents and buyers, and in this way, encouraging direct 

contacts between buyers and sellers; 

3. 1. 1. D Technical services and pro j ects should encourage 

producers groups to space their sales over a longer period of 

time by providing them with improved managerial and storage 

capacities (credits, technical improvements); 

3.1.1.E with the help of existing technical services, put in 

place a market information system that will enable buyers to 

identify where stocks are available and at what price. 
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3.1.1.F The Nigerien Center for External Conunerce (CNCE) 

should organize informational seminars for national 

participants in onion and garlic marketing with the assistance 

of the donors and international experts. 

3.1.2 Prices 

The various field studies carried out by the funding agencies 

and the GON have found it difficult to collect consistent series of 

onion and garlic prices. Not a single official onion or garlic 

market price series is available for a multi-annual period for a 

given market, let alone for several markets. As a result it is 

difficult to determine the level of income created by onion and 

garlic sales at either the local or the national level. Nor will 

it be possible to make out the impact of political and economic 

reforms on income without these data. 

To remedy this situation, the following actions are proposed: 

3.1.2.A Provide the statistical services of the MAGIE in the 

seven departmental capitals with the means to collec"t, process 

and disseminate onion and garlic prices on a weekly basis 

throughout the year; 

3.1.2.B For the principle markets in the principle producing 

zones (Tahoua for onions, Agadez for garlic), collect, process 

and disseminate onion and garlic prices on a weekly basis 

throughout the year. For onions, this would include Arewa and 

Sabon Guida (Madaoua arrondissement) and Galmi and Guidan 

Idder (Konni arrondissement) markets. 

16 



, . 

l ' , , . 

.. , 

r 
L 

, . 
! : 
L. 

3.2 International Distribution System 

Niger r S onions are exported primarily to Cote d' Ivoire, Ghana, 

Togo, Benin and Burkina Faso, with smaller quantities being 

marketed in Nigeria varying with prices and exchange rates. Garlic 

is primarily consumed internally, but small quantities are exported 

to Algeria, Burkina, Benin and Togo. Data on Nigerien onion 

exports between 1989 and 1993 show an increase of 32 % in tonnage 

and a 98% increase in governmental tax revenue. 

No detailed studies of garlic export marketing per se exist. 

It is not known how garlic gets from the producing zone to 

consuming centers, nor which consuming centers are the most 

important. Producers complain of a lack of commercial outlets. 

3.2.1 The External Market 

During the past five years (1989-1992), the average official 

exports to the principle consuming countries may be summarized as 

follows: 

Cote d'Ivoire 16,160 tons 63.55 % 

Ghana 3,378 tons 13.30 % 

Benin 2,352 tons 9.25 % 

Togo 1,700 tons 6,.70 % 

Burkina Faso 912 tons 3.60 % 

Other destinations 912 tons 3.60% 

We can estimate Niger's share of the Ivoirian and Togolese market 

at between 40 and 60 % and about 60 to 70% 'of the Burkinabe market. 

The principle export marketing channels have been described in 
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detail by Saley (1987), Lev and Gadbois (1988) and Arnould and 

Iddal (1992), but a brief recapitulation can be found in the Base 

Document in Appendix 8.3. These sources also contain a wealth of 

further detail about problems in these channels. 

One of the most serious problems Nigeriens interested in onion 

and garlic marketing encounter is a lack of up-to-date knowledge 

about official CEDEAO (Communaute Economique des Etats de I' Afrique 

de l'Ouest) and national export, customs, and transit regulations. 

From their ignorance stem all manner of nightmares such as the 

multiple, and costly bribes that are solicited from them along the 

route. Secondly, Nigerien marketers have little contact with or 

access to the major formal sector players (DISTRIMEX, SABIMEX, 

Nestle) and as a result, Nigerien marketers have missed these 

market opportunities, and private sector distributors are ignorant 

of the potential profits to be made on regular supplies of Nigerien 

onions. Finally, Nigerien export marketers have insufficient 

contact with local retailers in the consuming countries due to the 

efforts of in-country wholesalers. As a result they are unable to 

conclude the essential purchase arrangements (on credit) with the 

retailers as the Ivoirian, Ghaneen, Togolese and Beninois 

wholesalers do. Of course, the local wholesalers do everything in 

their power to frustrate and inhibit these contacts. 

Given the low level of literacy of most Nigerien onion 

wholesalers, it is not surprising that their ability to research 

markets, to increase the level of penetration of certain target 

markets (e.g., Benin), and to develop 'new markets in the consuming 
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countries or on other continents is weak. In addition, Nigerien 

merchants lack information about the marketing mixes (price, 

product and product presentation, promotion tactics, and channels 

of distribution) of competing products and lack the capacity to 

react to competitive moves. 

The summary diagnosis just presented of the export market 

channel for Nigerien onions and garlic suggests the following 

actions be undertaken: 

3.2.1.A Organize discussions between the technical staff of 

the Chamber of Commerce (CNCE) and members of the private 

sector so that the latter can be more completely apprised of 

the regulatory policies in effect in the CEDEAO member states; 

3.2.1.B Organize discussions between the technical staff of 

the Chamber of Commerce and members of the private sector to 

explain modern export marketing procedures (letters of credit, 

deferred terms of payment, insurance, freight forwarding, 

etc) ; 

3.2.1.C Organize meetings between the major importing firms 

in the coastal countries and Nigerien marketers concerning the 

conditions under which the former might buy directly from the 

latter; 

3.2.1.D Organize joint (Chamber of Commerce, Nigerien 

exporters) market prospecting missions in the target 

countries, and in countries which might represent potential 

markets in the medium term (e.g., Mali, Guinea, Senegal); 

3.2.1.E Inform Nigerien exporters of the procedures for, and 
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benefits of opening bank accounts in the consuming countries 

and engaging in electronic wire transfers; 

3.2.1.F Study the costs and benefits of exporting onions in 

different forms: nylon sacks of 5 to 25'kgs, labelled with the 

country of origin and the "Violet de Galmi" trademark, uniform 

bulb sizes (small, medium, large), different colors; 

3.2.1. G Experiment with exporting onions in trucks whose 

contents are guaranteed by the customs service and sealed with 

lead stamps at the port of embarkation (Galmi) in order to 

reduce illicit revenue-seeking along the road; 

3.2.1.H Finance and encourage the development of new private 

sector operators interested in exporting onion and garlic in 

improved packages; 

3.2.1. I Provide Niger's Embassy staff with the means to 

collect strategic marketing information in the target markets: 

e.g., producing zones, participants (public, private, funding 

agencies), areas, output, imports, etc.; 

3.2.1.J Funding agencies and the CNCE should conduct more 

detailed field studies 9f Niger's existing and potential 

garlic markets. 

3.2.2 Marketing Costs and Export Commodity Prices 

Knowledge of marketing costs as well as the structure of 

export commodity retail prices from one country to another are 

crucial pieces of strategic information affecting Niger's export 

marketers' capacity to manoeuvre in regional markets. Estimates of 

marketing costs vary dramatically from o~e study and one country to 
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the national and regional economies, that is, drawing together 

the informal and formal sectors; 

improve exploitation of available market potential; 

improve Nigerien export marketers access to timely price and 

demand information; 

National and International Distribution Systems 

expansion of the marketing channels both in Niger and in the 

region; 

improved penetration of target markets; 

expansion into new target markets; 

reduction of illicit revenue seeking; 

increased private sector revenues; 

Prices, Marketing Costs and Export Commodity Prices 

reduced consumer prices; 

improved understanding of the difference between producer 

prices in Niger and consumer prices in the consuming 

countries; 

reductions in illicit rents; 

improved knowledge of the financial impact of onion and garlic 

marketing on the national and sub-regional economy; 

improved understanding of price structures and their various 

components in various market channels; 

clearer indications of the profit potential of export 

marketing. 

The positive outcomes of these actions: reductions in- illicit

rents, transaction costs, and consumer prices, etc., will be 
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limited to the extent that the salaries and benefits of regulatory 

agents are negatively impacted by the fiscal problems experienced 

by the CEDEAO member states, and opportunities for illicit personal 

enrichment are unsanctioned by the states. 

4. Consumption and Transformation 

4.1 Consumption 

The base document furnished to the National Seminar contained 

the first reliable information about the level of onion consumption 

in Niger's urban centers. The consultants' suggestion that rural 

consumption could be estimated at 1/3 of the urban rate, however, 

was contested during the seminar. Many felt it was too high, 

others that it was too low. However, no more valid estimates were 

presented. This information gap is important because almost 

100,000 tons of onions cannot be accounted for when the quantity 

allegedly exported, and the quantity allegedly consumed by 

Nigeriens are subtracted from reported production figures. 

Although we have no very good idea of the rate of national onion 

consumption, we do know that consumption is affected by extreme 

price fluctuations and the limited purchasing power of most 

Nigerien households. 

Earlier research indicates that data concerning the location, 

size, and preferences of target markets in the consuming countries 

(Togo, Benin, Nigeria) is relatively unreliable. It is clear that 

Nigerien onions have an important share of the Ivoirian and 

Burkinabe markets, but have not fully penetrated secondary, urban 
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markets in these consuming countries. Limited purchasing power and 

marked seasonal price fluctuations (100 % and more) restrict 

consumption of Nigerien onions in the consuming countries. Market 

potential in more distant coastal countries (Senegal r Guinea) has 

not been assessed. 

To remedy this situation r the following actions are proposed: 

4. 1 • A Reinforce available data on national consumption by 

supporting regular national household budget and consumption 

studies r including studies of consumer preferences (MF IP r 

Direction of Statistics and National Accounts); 

4.1. B Improve distribution and reduce consumer prices by 

increasing productionr spreading production over the year rand 

improving the timing of crop sales; 

4.1.C Funding agencies should work with the Nigerien 

Ministries of Foreign Affairs and Cooperation and Commerce to 

collect data on market size and market potential in countries 

where Niger has diplomatic representationi 

4.1.D Niger I S commercial attaches should engage Nigerien 

students studying in the consuming countries to collect 

regular data on local consumption habits r standards and 

preferences. 

4.2 Transformation 

Cursory investigations of the market for processed onion and 

garlic products in the slib-region (Nestler C6te d'Ivoire) have not 

been promising. However r no serious feasibility studies of the 

potential for tr'ansforming Nigerien onions and garlic into dried or 
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powdered products exist. As a result a number of emerging Nigerien 

firms that have shown interest in these technologies are entirely 

in the dark with regards to market demand, adequacy of supply 

(quantity and quality), technical production norms, economic 

opportunities, and so on. 

To remedy this situation, the following actions are proposed: 

4.2.A funding agencies, the Ministry of Commerce, Industry, 

and Crafts, the Chamber of Commerce and its private sector 

partners should work together to explore the market potential 

of agro-industrial products produced in Niger; 

4.2 B funding agencies, the Ministry of Commerce, Industry, 

and Crafts, the Chamber of Commerce and its private sector 

partners should work together to explore the technical and 

economic feasibility of small-scale industrial transformation 

of Niger's onion and garlic crops. 

4.3 Outcomes 

The results of the proposed actions would include: 

Consumption 

improved assessments of market size, potential, and tendencies, 

necessary if GON to properly regulate production and protect 

producer and commodity prices; 

Transformation 

improved prospects for economically sound development of agro

industrial transformation industries in Niger. 

5. Commercial Regulations and Fiscal Policies 

5.1 Commercial Regulations 
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According to the weight of testimony reported in previous 

studies and repeated during the National Seminar, prevailing CEDEAO 

regulatory legislation is frequently not applied properly to onion 

and garlic exports. Most producers' and exporters' groups are 

unaware of the tax relief and benefits they might derive from 

incorporation as Economic Interest Groups (GIE) under Niger's new 

commercial and investment code. Further, regulatory policies 

concerning transit fees, crop valuations, and so forth, in the 

CEDEAO member states are inconsistent and applied in a fashion 

confusing to Nigerien exporters. Failure to impose regulations 

properly makes it difficult to confirm exporters' complaints about 

illici t-revenue seeking by regulatory agents. Finally, significant 

bribes are paid to regulatory agents of the member states (customs, 

gendarmes, police and agricultural inspection) along the main 

transportation routes. As a result, both time and considerable 

money is lost both by the member states of the CEDEAO and 

exporters. Some of this money might more properly be collected for 

non-compliance with prevailing commercial regulations. 

Given the dependence of the Nigerien economy on the free 

circulation in the sub-region of its agro-pastoral exports, the 

seminar recommended: 

S.1.A the GON (MAEjC, MCIA) work with the other members 

states of ECOWAS and other regional organizations for the 

application of the pertinent regulatory legislation; 

S.1.B As an intermediary step, special investigations of 

illicit revenue-seeking by the Customs Service should be 
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undertaken. It was proposed that the Customs Service place 

undercover agents aboard trucks travelling to the consuming 

countries who would collect precise data concerning the nature 

and amount of the bribes as well as possible violations of 

regulatory norms on the part of marketers and transporters; 

5.1.C Use the evidence so collected in MAE/C and MF/P 

negotiations with Niger's partners in ECOWAS and other 

regional organizations. 

5.l.D the GON should work with the other members states of 

ECOWAS and other regional organizations for a harmonization of 

commercial regulations governing the circulation of agro-

pastoral products; 

5.1.E the GON should work with those state agencies charged 

with the application of commercial legislation ( customs, 

gendarmes, police and agricultural inspection) to insure that 

this legislation is properly applied; 

5.1.F the Chamber of Commerce and the customs Service should 

intensify its efforts to increase commerc;:ants and transporters 

understanding of prevailing export and marketing legislation. 

5.2 Fiscal Policies 

Taxes collected by arrondissements in the producing regions on 

onion marketing activities, especially in Tahoua Department, are of 

growing budgetary importance. as the GON' s finances continue to 

suffer. The GON I S revenues from onion exports have increased 

substantially from US $55,769 in 1989 to US $163,461. in 1993. 

Nevertheless, onion exports are undervalued, since they are taxed 
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by unit (sack) rather than by weight. The arrondissement of 

Madaoua collected US $4§,153 in 1989 and US $90,566 in 1993. 

5.2.A The seminar recommended that the terri torial 

collectivities create special funds for reinvestment in 

productive infrastructure (rural roads and irrigation 

equipment), and make these funds available to onion and garlic 

producers' groups. 

5.2.B The seminar recommended that these collectivities seek 

to harmonize their taxation policies so that a single rate is 

imposed on sellers and a single, slightly higher rate is 

imposed on buyers in each arrondissement. 

5.3 Outcomes 

The results of the proposed actions should include: 

Commercial Regulations 

improved understanding and application of prevailing 

commercial regulations; 

reduction in unnecessary delays of commoQities in transit; 

reduced shipping losses caused by delays en route; 

greater standardization of commercial, transport, and transit 

regulations; 

potential improvement in the flow of fees to CEDEAO member 

, > 
state treasuries; 

1 , , reduction in illicit revenue-seeking; 

stabilization of marketing channels; 

Fiscal Policies 

improved flow of tax revenues to territorial collectivities; 
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improved understanding of local (market) tax policy among 

sellers and buyersi 

increased' level of financial participation by territorial 

collectivities in local development activities. 

6. Financing 

In spite of the support provided by a number of projects 

(PBVT, PIK) and NGOs (CLUSA) to the production end of the onion 

marketing channel, overall sources of financial support for onion 

marketing are limited to informal sector sources. only in the Cote 

d'Ivoire and Ghana are some formal sector credits available to a 

few importers of European onions. 

6.1 Production and Storage 

The PBVT has provided farmers in the lower Tarka Valley of 

Tahoua Departement with over 700 well and pump combinations at 

about 200.000 FCFA each, and plans to double this number in the 

next year or so. PBVT has also provided funds for improved storage 

an delayed crop sales with a positive effect on producer prices. 

The PIK has provided several millions of francs to Keita 

arrondissement farmers for improved storage, and CLUSA has helped 

farmers in Tamaske obtain bank credits to finance onion sales. 

Nonetheless, only a minority of producers have ,benefitted from 

these actions. In the past, garlic producers in Agadez have 

received limited funds from ONGs. 

The limited availability of production credits in the onion 

and garlic producing zone means that most farmers are stuck with. 

financially marginal, traditional manual irrigation techniques. 
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The absence of a system of formal agricultural credit means that 

many poorer farmers seek credit from merchants in the form of cash 

or grain against repayment in kind at harvest. Limited credit is 

available and usurious interest rates (100%) are charged. 

To resolve or at least diminish. these problems, the following 

actions are recommended: 

6.l.A Projects and ONGs should increase provision of improved 

(proven) production (LWR wells) and storage technologies 

(improved rudu) and credits to farmers; 

6.1.B Projects, ONGs, and the Chamber should encourage the 

development of, and incorporation of producers' groups 

(groupements d' interet des producteurs) in order to facilitate 

their access to formal credit (AFELEN, BIAO), agricultural 

inputs, and improve their negotiating power. 

6.1.C The National Cooperative union (UNC) could play an 

important role in the organization of rural coops on the CLUSA 

model. To carry out this mission, it needs donor support to 

obtain sufficient human, material and financial resources. 

6.2 Marketing 

Financial problems linked to marketing are experienced both by 

farmers and by merchants. The urgent financial needs of onion and 

garlic producers at the harvest leads them to sell their crops at 

cut-rate prices. The level of capital required, the high degree of 

financial risk associated with agricultural exporting and the lack 

of interest of the commercial banks in marketing are among the most 

important factors limiting the development of onion exporting by 
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Nigerien marketers. 

To 'deal with the above problems, the following actions are 

recommended: 

6.2. A P,ro j ects, ONGs, and the Chamber should encourage the 

development of, and incorporation of producers' groups 

(groupements d' interet des producteurs) in order to facilitate 

their access to formal sector credit (AFELEN, BrAO); 

6.2. B Encourage the development of, and incorporation of 

onion exporting groups in order to facilitate their access to 

formal sector credit; 

6.2.C L'UNC should work for the organization of producers 

into interest groups and with MF IP and MAGIE to create a 

decentralized, national system of agricultural credit to meet 

farmers needs. 

These two recommendations will be fruitful only if progress can be 

made in reducing the level of illicit revenue seeking since 

operating in the informal sector is one of the few ways producers 

and exporters can protect themselves from these activities. 

6.2. D Donors should sponsor workshops bringing together 

representatives of the Chamber of Commerce, agricultural 

exporters, and the commercial banks to find means to improve 

the bank's willingness to finance onion and garlic exporting; 

6 .2. E Donors should study the possibility of putting into 

place a system of agricultural export insurance, especially 

for those who are willing to formalize their export 

activities. 
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6.3 Outcomes 

The results of the proposed actions should include: 

Production and Storage 

financial strengthening of farmers' production systems; 

reduction in farmers' labor costs; 

increased production and expanded scale of production; 

stabilize. supply of onions and garlic over the annual cycle; 

improved producer bargaining power and income; 

improved profitability of financial institutions 

Marketing 

increased exports of onions and garlic; 

improved exporter income; 

increased transactions between formal and informal sector 

participants; 

stabilization of marketing channels; 

improved profitability of financial institutions. 
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International Consultant's Terms of Reference 
. - --- .~ ... ------

4. STATEMENT OF WORK 

The Contractor will assist in the preparation and implementation of 
a Workshop on onion marketing and exporting sCheduled to take place 
o/a January 17, 1994 in the Department of Tahoua. The Contractor is 
scheduled to begin o/a December 31,_ 1993. 

The Program for the Workshop included the Contrctor to work with an 
Local Consultant and the Nigerien Center for export promotion, in 
preparing for and implementing the worksop. 

The Contractor will work separately as well together. He will also 
work closely with the CNCE and to a lesser extent, the 
homologues("representatives of other GON offices who participate in 
the planning and implementation of the workshop). The contractor 
will make a presentation at the workshop. The Directrice of the 
CNCE will be in overall charge, make final decisions and When 
necessary, provide guidance and interpretation of specific tasks. 

The Contractor will work w~th the CNCE in planning a morning visit 
./to at least one important growing site, where participants can 

Observe cultivation practices and traditional storage methods. the 
CNCE will have responsibility for selection of the site and 
organizing. the visit. 

In-country field reseach will focus on the Department of Tahoua, 
the principal area of production, but visit to others zones of 
importance is encouraged if time permits (e.g., for exemple, the 
zone near Gaya). The plan for the workshop will include 

- approximately one week of field research and one week in Niamey. 

The Contractor will be responsible for preparing the final report 
on the workshop in English and French. A copy in English will be 
left upon the departure of the Contractor unless the Directrice of 
the CNCE prefers that the Contractor finish the draft report in the 
u. s. If the draft report is completed in t:he U. S. , the draft 

, report: will be translated into French and t:wo copies of the English 
J, and French version will be sent by DHL to USAID/Niger, cOllUl\ents 
/0 will be obtained from the CNCE and USAID and returned to the 

Contractor within 30 days of receipt of the draft reports. The 
Contractor will prepare the final report and send two copies in 
French and English by DHL within 30 days from receipt of the 
comments. The final report will summize the activities and 
'presentations at the workshop, including the finding and 
recommandations, and other pertinent information requested by the 
Directrice of the CNCE. 
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2. OBLIGATED FUNDS 

The total estimated cost of this Contract is $ 24,000.00. It is 
estimated that the amount currently obligated will be sUfficient to 
fund this Contract through its expiration. This Contract may be 
unilaterally amended from time to time in order to increase the 
amount of obligated funds. until such time as the Contract is 
amended to increase the obligated amount, the Government's 
obligat'ion to reimburse the Contractor for allowable contract 
expenses is limited to the amount currently obligated. contractor 
shall keep a close amount of all obligations he incurs and accrues 
under this contract. The Contractor's specific attention is 
directed to the notice requirement in Paraqraph (C) of FAR Clause 
52.232-25 entitled Limitation of funds. 

3. PAYMENT 

As approved by the· Project Officer and Controller Office, following 
pompletion of the preparations for the Workshop, Contractor can 

"submit a request for one-third of his total payment. 
The Contractor can submit a request for the remainder of his one
third of his payment upon submission of the draft report in 
English. The final payment request can be submitted upon acceptance 
of the final report in English and French. 

All requests for payment must be. submitted an Farm SF-1034. 
Receipts for authorized expenses must accompany all reimbursements 
requests. 

Advances: The Contractor can obtain an advance for up to 80% of 
anticipated travel and transportations expenses. All advances must 
be liquidated before final salary payments. 

http:24,000.00


, ' 
i , ' 

1 
t , 

.. 

A P PEN D I X 8.2 

Reliability of Onion Export and Production Data 

For 1991, the official production data provided by the MAG/E 

and the official export data provided by the Customs Service (MF/P) 

are as follows: 

onion Production: 168,782 Tons 

onion Exports: 26,796 Tons 

If harvest losses are estimated at 15 % of production, this still 

leaves available production (supply) of about 143,465 tons. 

Subtracting official exports from production leaves 116,669 tons 

available to satisfy national demand. However national demand is 

estimated at 11,600 to 15,000 tons (average urban consumption of 

3.3 kgs/yr, MF/P/DSjCNi average rural consumption of 1.1. kgs/yr, 

Consultant's estimate). Thus national demand is only one tenth of 

available supplies. 

Supposing for the moment that official export data is in fact 

close to accurate, we can deduce that annual production is over-

estimated, and that the production data is invalid, or at least 

very unreliable. Alternatively, we can assume that the production 

data is fairly close to accurate. In this case, the export figures 

must be highly erroneous. There are good reasons for making either 

case. 

Production 

There are good reasons for thinking the production figures are 

1 
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over-estimated, among them: 

the technical cadre of the MAGIE who report this data at 

the district and arrondissement level possess inadequate 

logistical and methodological tools to assess activity at 

mUltiple sites in the producing zones; 

- the high turn-over of technical cadre and their lack of 

familiarity with the zones to which they are affected; 

- lack of experience with horticulture for many technical 

cadre. Onion yield figures of 46 or more tons per hectare 

advanced in official reports from a zone that has serious 

problems with the availability of ground water in a context 

where the national average is only 30 tons are not especially 

credible; 

- shortages and high prices on onions at some periods of the 

year. If onion were as abundant as reported, we would expect 

neither serious shortages nor extreme price rises. 

Exports 

There are a number of reasons for thinking that onion exports 

are under-estimated: 

since November 1993 within the CEDEAO, agricultural 

products circulate freely without restrictions on quantity, 

under the supervision of the customs authorities; 

- customs declarations are computed in terms of numbers of 

sacks instead of by weight; 

- Nigerien customs estimates the weight of all sacks of onions 

at 100 kgs whereas onions exported to the Cote d I Ivoire 

2 
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usually weight about 120 kgs; those exported to Togo and Benin 

~eigh up to 130 kgs; and those exported to Ghana weigh up to 

150 kgs; 

- the custom of bribe giving by exporters and transporters, 

and bribe taking by various agents of the state leads to a 

certain laxity of control. 

Whichever hypothesis one wishes to adopt, there is ample 

reason to think that both elements of our analysis of the market 

(production and exports) are of limited reliability. Improving the 

collection, analysis and dissemination of Niger's onion and garlic 

production is merited. 

3 
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Introduction 

Depuis plus de dix ans, l'oignon est devenu l'une des principales 

cuI tures d' exportation du Niger, qui joui t d' un avant age comparatif 

en Afrique de I' Ouest. II est exporte principalement en Cote 

d'Ivoire, Ghana, Togo, Benin et au Burkina Faso. Au cours de ces 

cinq dernieres annees les prix aux producteurs des oignons ont 

permis I' augmentation des revenus par rapport au debut de la 

decennie. Ces revenus estimes au cours reel sont passes de 1,37 

milliards en 1989 a 2,17 milliards de francs CFA en 1993 et pour 

la collectivite de Madaoua, les recettes sont passees de 12 

millions de francs CFA en 1988 a 23 millions en 1993. Quant aux 

recettes de l'Etat, elles sont passees de 24,5 millions en 1989 a 

48,6 millions de francs CFA en 1993 (droits et taxes). 

La commercialisation de cette production d'oignon est entierement 

controlee par Ie secteur prive nigerien et etranger. Le 

Gouvernement du Niger, ainsi que ses partenaires bilateraux et 

multilateraux, sont interesses a dynamiser cet important marc he de 

l'economie agricole du pays. 

Le present document qui servira comme document de base pour 

l'atelier national sur l'oignon, constitue un sommaire et une mise 

a jour des resultats des diverses etudes et particulierement "La 

Commercialisation de I' Oignon du Niger a I' etranger de. decembre 

1992 (Arnould et Iddal) sous l'egide de l'USAID. II apporte Ie 

maximum de statistiques officielles et des donnees provenant des 
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entretiens avec les participants ala filiere de l'oignon au Niger. 

Ce document de base se divise en trois grandes parties, dont 

chacune consti tue le resume d' etudes et connaissances sur les 

aspects particuliers de la filiere: 

* la production (l'offre) 

* la demande du produit 

* la reglementation et la fiscalite 

La Production 

L'oignon est cultive dans tous les departements du Niger, mais les 

superficies et les productions sont tres variables d' un departement 

a un autre. En effet, 80% de la production nationale est produite 

dans Ie departement de Tahoua avec 3.861 ha en 1989 et 5.458 ha en 

1994, so it une augmentation de 41 %, et au cours de la marne periode 

la production est passee de 92.722 tonnes a 199.094 tonnes, soit 

une augmentation de 114% (Voir Tableaux Nos. 1, 2 et 3). 

Les varietes cultivees sont Ie Violet de Galmi, Ie Blanc de 

Soumarana, et une variete rouge d'origine nigeriane avec un cycle 

vegetatif du semis a la pepiniere a la recolte de 160 a 170 jours. 

L' analyse des statistiques de cette production ont montre la faible 

fiabilite de ces dernieres et on peut citer quelques raisons po~r 

cette non-fiabilite: 
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- Les agents de la ~ulgarisation qui rapportent la production 

d'oignon ne disposent pas de moyens adequats pour suivre les 

differents sites de culture de contre-saison. 

- Le manque de connaissance des reali tes de certaines regions 

par leurs responsables techniques dll a leur nouveaute dans 

I 'arrondissement. 

L'insuffisance de I 'experience pratique de certains 

responsables en cultures maraicheres. En effet quand un 

responsable d'arrondissement estime un rendement moyen 

d'oignon a 46 tonnes a l'hectare au lieu de 30 dans une zone 

ou Ie probleme d'eau se pqse avec serieux, on comprend toute 

la surestimation de la production. 

La rarete et Ie prix du produit a certains moments de 

l'annee. 

TABLEAU NQ 1 

ANNEE 

1986 
1987 
1988 
1989 
1990 
1991 

L'OIGNON ET LES CULTURES DE CONTRE-SAISON 
DE 1986 A 1991 

SUPERFICIES % SUPERFICIES % SUPERFICIES 
TOTALES EN TOTALES DE TOTALES EN 
CjSAISON (HA) CjSAISON EN OIGNON 

OIGNON (HA) DEPARTEMENT DE 
TAHOUA 

48.257 6 53,3 
41. 906 7,50 60,6 
51.475 6,75 64,20 
63.806 8,50 71,40 
48.438 13,25 78 
44.969 11,80 81,50 



TABLEAU N Q 2: 

SUPERFICIE 
(HA). 

RENDEMENT 
(KG/HA) 

PRODUCTION 
(Tonne!» 

EVOLUTION DES SUPERFICIES, RENDEMENTS ET PRODUCTION DE L'OIGNON 

EN CONTRE-SAISON PAR DEPARTEMENT, 1986 A 1991 

ANNEES AGADEZ DIFFA DOSSO MARADI TAHOUA TILLABERI ZINDER 

1986 247 ND 364 79 1 519 532 110 
1987 182 38 224 49 1 880 609 121 
1988 319 82 154 105 2231 289 296 
1989 424 75 433 81 3861 271 262 
1990 228 93 294 107 5006 225 462 
1991 141 98 91 79 4326 203 371 

1986 22514 ND 9212 21696 23244 11 808 23660 
1987 24560 8000 10325 21 755 29500 10803 25223 
1988 24163 21012 6312 14657 32389 47484 22375 
1989 24625 24964 14466 15250 24015 22920 27100 
1990 248B6 24828 39088 26682 34998 26649 35636 
1991 26430 25000 31 576 2303B 33778 19695 20999 

1986 5561 ND 3353 1 714 35308 6282 2603 
1987 4470 304 2313 1066 55460 6579 3052 
1988 7708 1723 972 1 53!;! 72260 13723 6623 
1989 10441 1872 6264 1235 92722 6211 7100 
1990 5674 2309 11 492 2855 175200 5996 16464 
1991 3727 2450 2873 1820 146124 3998 7792 

-. 

SOURC!=: DIRECTION DE L'AGRICULTURE. 

ENSEMBLE 

2851 
3103 
3476 
5407 
6415 
5309 

19228 
23604 
30077 
23275 
34293 
31 792 

54820 
73244 

104548 
125846 
219990 
168782 
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TABLEAU N° 3 : 

SUPERFICIES· RENDEMENTS ET PRODUCTION DE L'OIGNON 

DU DEPARTEMENT DE TAHOUA DE 1992 A 1994 

ANNEE KONNI MADAOUA BOUZA TAHOUA KEITA TCHINTA· ILLELA ENSEMBLE 
ARROND. BARADEN 

SUPERFICIE 1992 605 1.096 707 500 1.055 120 170 4.253 
(Hal 1993 714 1.493 314 259 878 125 212 3.995 

1994 714 2.580 640 259 900 250 115 5.458 

RENDEMENT 1992 43.530 34.000 34.300 19.000 53.760 15,000 34.100 38.009 
(Kgl Hal 1993 32.050 35.750 29.366 20.750 56.000 12,500 91.730 37.125 

1994 37.790 34.875 31.833 19.875 54.880 13,750 32.925 36.477 

PRODUCTION 1992 26.338 37.264 24.250 9500 56.716 1.800 5.797 161.655 
(Tonnesl 1993 22890 53.375 9.220 5.375 49.168 1.562 6.727 148.317 

1994 26.982 89.977 20.373 5.147 49.392 3.437 3.786 199.094 
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Les systemes de production 

Trois systemes de production sont utilises en culture de I' oignon: I'irrigation a la 

calebasse, I'irrigation ala motopompe, et I'irrigation a partir des retenues collinaires des 

perimetres hydro-agricoles. Le premier exige une importanle main-d'oeuvre qui limite les 

surfaces cultivees avec un besoin variant entre 750 hI j a 900 hI jl ha. Le deuxieme a 

permis une importante extension de superficies cuitivees en oignon dans Ie departement 

de Tahoua qui s'estimeront a 4.000 ha en 1996. II est limitS par la capacitS financiere 

des producteurs et la non-disponibilite du credit agricole. Ce deuxieme egalement reduit 

significativement Ie besoin en main-d'oeuvre (Tableau N 0 4). Enfin, Ie troisieme est limite 

par la disponibilite en terres amenagees, mais il a I'avantage d'un faible coOt de frais de 

I'irrigation. 

Les coots de production et revenus 

Les coOts de production et revenus sont lies aux trois systemes de production cites plus 

haut et aux prix aux producteurs tres variables au cours de I'annee (Tableau N° 5 et N 0 

10). 

La marge beneficiaire de I'exploitant agricole utilisant I'irrigation a la calebasse est tres 

faible. voire negative a des profondeurs de 6 a 9 metres et a un prix au producteur de 

1.500 a 2.000 francs CFAJ Ie sac d'oignon, surtout lorsqu' on valorise la journee de travail 

a 350 ou 500 francs. Les revenus de ce systeme de production augmentent aU fur et a 

mesure qu'on s'eloigne de la periode de la pleine recoite (avril). C'est la planification de 
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I'ecoulement de la production qui permet au paysan de tirer un meilleur benefice de ce 

systeme de production. 

TABLEAU N° 4: 

ESTIMATION DES BESOINS EN MAIN·D'OEUVRE DUN HECTARE 
D'OIGNON DOTE D'UNE MOTO·POMPE HONDA 

N° D'ORDRE DESIGNATION HOMMES! 
JOURS 

1 Labour a la daba 80 
2 Confection des planches + rigoles 20 

d'irrigation 
3 Repiquage 60 
4 Sarclage 40 
5 Irrigation (irrigateur) 

(forage de 7 m + motopompe) 125 
6 Epandage d'engrais 2 
7 Traitement phytosanitaire 2,5 
8 Recolte 40 
9 Total 369,5 

N.B. = Les plants (semences) a repiquer sont produits a I'exterieur de 
I 'exploitation. 

SOURCE = Recherche sur Ie terrain du Consultant 

L'exploitant agricole utilisant une motopompe degage une marge beneficiaire positive et 

des ratios benefices/ coOts de 1,5 a 3, sur la base d'un prix de 2.000 a 4.250 francs/Ie 

sac d'oignon de 100 kgs et une nappe profonde de 6 a 7 metres. Ce demier peut mettre 

en valeur sans grande difficuite de 0,5 a 0,75 ha. 

, 1 ' TABLEAU N° 5 COUTS DE PRODUCTION ET REVENUS D'UN PRODUCTEUR 
I 
L 

! ' 

L 
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D'OIGNON DE TOUNFAFI - MADAOUA 

Donnees de base: - Moyen d'exhaure = Moto-pompe - Honda; Forage type 
: LWR 

NQ 
D'ORDRE 

1 
2 
3 
4 
5 

6 
7 
8 
9 
10 
11 
12 
13 
14 
15 

- Superficie = 1 ha 

- Production/ha = 400 sac de 100 Kg 

-Prix de vente du sac a la recolte au mois de Mars = 2.000 
francs CFA 

DESIGNATION VALEUR 

Labour a charrue 16.000 
Preparation des planches + rigoles 20.000 
semences (plants a repiquer) 99.000 
Repiquage 13.300 
Irrigation 152.000 

- Carburant = 72.000 
- Irrigateur = 80.000 

Sarclage. (2) 72.000 
Produits phytosanitaires 9.000 
Fumure (uree + super simple) 10.000 
Recolte 40.000 
Transport recoite au village 30.000 
Amortissement pompe + forage 46.000 
Interats sur capital 61.000 
CoOt total (-) 569.155 
Revenu brut 400 x 2.000 (+) 800.000 
Revenu net 231.000 

Ratio benefice/ coOt = 1,40 

Dans cet exemple, Ie sac d'oignon est produit par I'exploitant a 1.423 F et Ie vend a 

2.000 F en mars soit un ratio benefice/coOt = 800.000: 569.155 = 1,40. Cette 

production comporte des risques, mais Ie producteur gagne sur son capital investi une 

somme de 231.000 en 4,5 mois. 
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Potentia lites et Contraintes 

Le Proje! de la Basse Vallee du Tarka (PBVT) , les amenagements hydro-agricoles de 

I'ONAHA, I'accessibilite aux mo!opompes a bon marche (110.000 francs CFA), Ie 

departement de Tahoua a. lui seul dispose d'une capacite de production minimum de 

4.000 ha capable de produire 100.000 a 140.000 tonnes et de satisfaire la demande 

nationale et la demande-exterieure. 

Le Proje! Integre de Keita (PIK) et Ie Project de la Basse Vallee du Tarka (PBVT) ont tous 

les deux mene des experiences dans la promotion du stockage et de la vente differee 

des oignons. Ces unites servent en mame temps a ameliorer Ie stockage et a. appuyer 

Ie prix aux producteurs. 

Les capacites limitees en reserves en eau des barrages, des nappes souterraines, Ie 

manque ,de disponibilite de moyens techniques rentables pour I'alimentation en eau 

(calebasses, motopompes), la faiblesse des- infrastructures routieres et I'absence des 

institutions de financement de credit agricole sont sans do ute les principaux facteurs qui 

r expliquent I'acart qui existe a I'heure actuelle entre les superficies cultivees d'oignons et 
i 
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les superficies potentiellement cultivables (de 29.000 a 50.000 hal. Bien de producteurs 

constatent un manque de bonnes semences, d'engrais et de produits phytosanitaires. 

II n'y a pratiquement pas d'appui financier disponible de la part du secteur formel pour 

investir dans la production. Le PBVT constitue une rare exception, en octroyant un credit 
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de plus de 110 millions de francs CFA_ a 750 producteurs de la vallee du Tarka sous 

forme de forages, de puits etde motopompes. 

La Demande 

La demande est composee de deux principaux elements qui sont la demande 

domestique et la demande exterieure qui represente les exportations. Ces deux 

elements sont influences par la situation macro-economique de pays consommateurs et 

producteurs, du pouvoir d'achat des consommateurs, du prix au consommateur, et Ie 

niveau des prix de I'oignon de substitution (Europeen). 

La demande domestique 

L'oignon est un produit consomme par I'ensemble des Nigeriens Urbains et Ruraux. C'est 

pourquoi iI est important d'estimer la consommation nationale sur la base d'une enquete-

consommation des menages suivant un echantillon assez representatif de la population 

nigerienne. Dans ce cadre la Direction des Statistiques du Ministere des Finances et du 

Plan mene une enquete pouvant repondre a cette question et les resultats definitifs 

seront disponibles en Avril 1994. 

En 19941a population nigerienne urbaine est de 1.370.205 habitants consommant 3,3 kg 

d'oignon par personne selon la Direction des Statistiques (resultats de I'enquete nationale 

sur Ie budget et consommation des menages 1989 - 1990). Ainsi fious pouvons assumer 

. . qu'un rural consomme un tiers du besoin en oignon de I'urbain soit 1,1 kg et la 

I 
l. 
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population rurale du Niger en 1994 est de 7.441.041 habitants. 

Partant des donnees ci-dessus la consommation nationale en oignon de 1994 sera de 

Urbain = 3,3 kg x 1.370.205 = 4.521.677 Kg 

Ruraux = 1,1 kg x 7.441.041 = 8.185.145 kg 

TOTAL.................... = 12.706.822 kg 

Soit = 12.706,82 tonnes. 

En I'an 2000 la consommation du Niger en oignon sera estimee a quelques 16.000 

tonnes si la consommation moyenne annuelJe par habitant restait constante. 

La demande externe (I'exportation) 

Les donnees sur I'exportation des oignons nigeriens de 1989 a 1993 (Tableaux N 0 6, 7 

et 8) indiquent une augmentation de 32 % en quantite et de 98,36% de revenus de l'Etat 

i 
t au cours de la marne periode. 

I Au cours de ces cinq dernieres annees (1989-1992), la moyenne des exportations par 
I. 
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pays se presente ainsi: 

COte d'ivoire 16.160 tonnes 63,55 % 

Ghana 3.378 tonnes 13,30 % 

Benin 2.352 tonnes 9,25 % 

Togo 1.700 tonnes 6,70 % 
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Burkina Faso 912 tonnes 3,60 % 

Autres destinations 912 tonnes 3,60 % 

L'analyse des statistiques des exportations montre une faible nabilite des ces demieres, 

et on peut citer quelques raisons pour la non-fia:bilite des statistiques: 

- La libre circulation des produits, sans restriction quantitative sous la supervision 

des agents economiques au point d'entree Uournal officiel CEDEAO Nov. 93 page 

2). 

Les differents pots de vin distribues aux agents de l'Etat dans les Pays 

consommateurs et producteurs malgre la libre circulation. 

- La declaration des exportations en sacs au lieu du po ids par les commerqants. 

- L'estimation d'un sac d'oignon a destination du Ghana et Togo a 100 kg au lieu 

de 130 a 150 Kg. 
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TABLEAU N° 6 : 

EXPORTATION D'OIGNON DU NIGER DE 1988 A 1993 EN TONNES METRIQUES 

DESTINATION 1988 1989 1990 1991 1992 1993 

ALGERIE 83 99 32 21 - -
BURKINA FASO 1.370,98 702 1.538 126 824 ND 
COTE D'IVOIRE 1.313,3 16.113 21.825 16.743 12.986 NO 
GHANA 2.472,41 3612 3.365 4.523 2.918 NO 
TOGO 1.456,12 1.717 2.333 1.207 1.787 NO 
BENIN 1,877 2.225 2.661 3.111 1.686 ND 
NIGERIA 475,59 2.754 261 1.062 108 NO 

TOTAL 20.857 27.224 32.060 26.796 20.202 36.000 
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TABLEAU N° 7 : 

EVOLUTION MENSUELLE DES EXPORTATIONS D'OIGNON DE 1989 A 1993 

PASSANT PAR LA DOUANE DE GALMII KONNI • NIGER 

MOIS 1989 1990 1991 1992 1993 

TONNES TAXES TONNES TAXES TONNES TAXES TONNES TAXES TONNES TAXES 
PERCUES PERCUES PERCUES PERCUES PERCUES 
CFAF CFAF CFAF CFAF CFAF 

JANV. 285,4 256.860 340,5 306.450 2.096,2 1.886.580 255,3 344.655 1.325,3 1.789155 
FEV. 235,9 212.310 1.680,0 1512.000 2.497,2 2.247.480 512,3 691.605 1.566,2 2.144.370 
MARS 952,1 856.890 2.423,9 2.180.510 2.661,3 2.395.170 949,4 1.281.690 3.144,9 4.245.615 
AVRIL 2.324,3 2.091.870 3.343,0 3.000.870 3.592,8 2.753.352 2.014,6 2.719.710 3.037,0 4.099.950 
MAl 3.995,2 3.559.680 4.151,8 3.736.620 3.817,9 3.436.110 2.916,2 3.936.870 4.518,5 6.099.975 
JUIN 3.442,4 3.368.160 2.985,8 2.686.320 4.004,7 5.189.940 2.945,6 3.976.560 3.248,4 4.385.340 
JUIL. 2,493,4 244.110 2.334,3 2.100.870 2.314,7 3.161.295 1.776,5 2.398.275 3.785,7 5.110.695 
AOUT 1.874,6 1.687.110 1.949,0 1.754.100 2.109,1 2.847.285 1.496,2 2.019.870 3.039,0 4.102.650 
SEPT. 946,1 851.521 1.133,9 1.020.510 ND ND 1.224,6 1.653.210 2.482,5 3.351.375 
OCT. 824,0 741.600 711,6 641.520 257,2 347.220 666,5 899.775 1.456,1 1.965.735 
NOV. 242,9 218.610 910,0 819.000 ND ND 763,8 1.031.130 1.229,0 1.659.150 
DEC. 477,1 429.390 2.076,6 1.858.940 154,4 208,440 1.146.7 1.548.045 1.964,4 2651.940 

TOTAL 18.093,4 14.518.111 24.039,4 21.628.710 25.532,5 24.472.872 16,667,7 22.501.395 30.797 41.575.950 

SOURCE: DIRECTION GENERAL DES DOUANCES 
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TABl£AlJ N° 8: 

EXPORTAllON O'OIGNON PASSANT PAR LA DOUANE DE TOROOI PAR PAYS 

DE JANVIER A DCTOBRE 1993 

PAYS TONNAGE 

COTE O'IVOIRE 1.172,565 

BURKINA FASO 4n,7 

NIGERIA 36,3 

TOTAL 1.685,565 

SOURCE: DGJDOUANE -INFDRMAllOOE 

EXPORTAllON D'OIGNDN PASSANT PAR LE BUREAU DES DOUANES 

DE GAYA - NIGER DE JANVIER A DCTOBRE 1993 

PAYS TONNAGE 

COTE D'IVOIRE 572,7 

BENIN 0,6 

TOTAL 673,3 

SOURCE : DGJDOUANE -INFDRMAllOOE 
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A P PEN D I X 8.4 

PRESENTATION BY THE INTERNATIONAL CONSULTANT 

AT THE NATIONAL SEMINAR ON ONION AND GARLIC MARKETING 

Seminaire National Sur La Commercialisation de "Oignon et de l'Aii du 17 au 19 Janvier 
1994 a Bimin Konni 

Intervention du Dr. Arnould 

M.le President. Mme. la Vice-Presidente, Messieurs et Mesdames les Seminaristes, je vous 

souhaite Ie bienvenue et au meme temps, je tiens a vous remercier de m'avoir invite a ce 

seminaire national sur I'oignon nigerien. 

Introduction En Hausa 

Jama'a asalam alakum. Muna mukan godiya da ciran mu kai muku ku kan am she. 

Domin my zamna mu tatawna bisa kan kowa ya sani da albasa ta k'asar niger ita ce ta 

farko cikin k'ashashen na Afirka ta Yemma. Abin da ya taromu tatawna mu nan fa, ga 

nafarko, sabo da duk wad'anda cikin k'ungiyar ta aikin albasa suka gama da su suka 

shirya da suo Ke nan, ga na biyu, sabo da muka sharawar da sha'anin cinikin albasa ne. 

Ga abin na uku da ya taromu tatawna mu nan, sabo da mukan sharawarin da abin da za 

a yi sabo da zai yi zaman lafiya can gaba. Ke nan, ga na hud'u fa, sabo da muka kama 

shawararin da abin wane al'aman mai wuya da abin da zaman lafiya. 

Man intervention se resume comme suit: 

Premierement, je voudrais vous proposer quelques objectifs pour ce seminaire que 
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je n'impose bien sor a personne. 

Deuxiemement, je voudrais faire mention des etudes sur la filiere·de I' oignon.qui ont 

ete faites jusqu'ici. 

En troisieme lieu, j'aimerais faire quelques constats, parmi lesquels ceux 

concernant la reglementation et la fiscaltte, que nous sommes en mesure de faire 

grace a ces etudes. 

Enfin, et pour terminer, je voudrais citer quelques questions sur Ie MARKETING de 

I'oignon nigerien provoquees par mes experiences sur Ie terrain et mes 

connaissances theoriques du sujet. Ci-apres mon col/egue M. Cheferou Mahatan 

vous parlera de la production et de la commercialisation de I'oignon nigerien. 

Les Objectifs 

D'abord je souligne quelques objectifs que j'avais voulu retenir pour ce seminaire 

mais que je n'oserais bien sOr imposer a personne: 

Premierement, de se rencontrer afin que ceux qui sont interesses par la filiere 

oignon puissent se connaitre; 

Deuxiemement, d' agreer certains constats concernant Ie developpement de la filiere 

et son suivi; 

Troisiemement, d'identifier des entraves a la production, a la commercialisation, et 

a une reglementation raisonnable; 

Quatriemement, de rechercher des solutions aces problemes, convenables, dans 

Ie mesure du possible, au plein developpement de cette filiere prometteuses de 

I'economie nigerienne . 

2 
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Les Etudes 

Maintenant, je voudrais citer certaines etudes qui ont eteJaites par des consultants 

de I'USAID et d'autres organismes, et qui ont contribue a, ou ont renforce notre 

connaissance de la filiere. Nos collegues du Ministere de I'Agriculture vont certainement 

parler de la recherche agronomique. Donc je ne parlerai pas de celle-Ia. 

Deja en 1984, Ie systeme de production de I'oignon a la cal.ebasse et a la 

motopompe a attire I'attention des chercheurs de I' USAID dans leur evaluation approfondie 

du sous-secteur de I'agriculture irriguee au Niger. 

En 1986, un consultant de CLUSA a ecrit un rapport sommaire sur la 

commercialisation de I'oignon au Niger. Ci-apres en 1987, M. Mahammadou Saley, 

stagiaire au Centre Panafricain de Formation Cooperative de Cotonou a I'epoque, a detaine 

ce systeme de commercialisation tels qu'iI se presentait a Galmi. 

En 1988, M. Levet Mme. Gadbois ont fait une etude de reconnaissance de la filiere 

assez consequente, ainsi mettant en evidence I'importance des exportations vers les pays 

cOtiers. Ont suivi d'autres etudes plus ponctuelles sur la production et la 

commercialisation entreprises par plusieurs missions et qui ont mis a' jour les donnees 

recueillies jusque la. 

En 1991', suite a des retormes fiscales et reglementaires arratees par l'Eta! Nigerien 

avec I'appui de I'USAID, M. Ouedraogo Ismael a decrit I'impact positif de ces reformes sur 

la filiere de I' oignon. Sont egalement apparues en 1991, des etudes sur Ie stockage et la 

vente differee de I'oignon de M. Arrachart du BIT, qui etai! base a Madaoua, et sur les 

coOts de production et de I'irrigation faitas par Ie docteur Ray Norman at ses homologuas 

3 
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nigeriens de I'INRAN. 

En 1992, M. Iddal Sidi Mohammed de I'USAID et que vous voyez ici, et moi-meme 

avons entrepris une serie de missions, dans la zone productrice et dans cinq pays 

consommateurs de I'oignon nigerien. Sur la base des donnees ainsi recueillies, dont des 

statistiques fournies par la Douane et la Direction de l'Agriculture, nous avons ecrit un 

rapport sur la commercialisation a I' etranger de I'oigno!,\ nigerien. Ce rapport, qui a ete 

distribue a certains des interlocuteurs nigeriens je pense, a incite I'USAID a poursuivre la 

pre-evaluation d'un projet qui visera Ie sous-secteur com me cible. 

Les Constats 

Quels sont les conslats que nous pouvons degager maintenant grace a ces etudes 

? Bref: 

11 La production est en extension continue grace a la sagesse des producteurs 

et I'intervention des projets actifs ,dans la zone par la mise en place de forages, 

motopompes, routes rurales, credits agricoles; 

21 Le marcM est en plein essor, malgre une evolution de la demande en dents de 

scie due a des facteurs macro-economiques, et cela grace aux efforts des 

commere<ants nigeriens et etrangers. 

31 Parlons maintenant de la reglementation et de la fiscalite (en no us rMerant a notre 

document de base), on constate 

-- une len dance nette vers la liberalisation des marches et des circuits de 

commercialisation dans la sous-region, celle-ci ayant pour resultat une 

4 



reduction de droits a I'entree des produits vivriers tels que I'oignon; 

-- Quant a la fiscalite, les droits et taxes prevus sur I'oignon devraient 

permettre d'augmenter les recettes de l'Etat Nigerien et des collectivites 

concernees. 

-- Cependant, les exportateurs d'oignon n'ont que rarement eu recours aux 

fiches d'enregistrement statistiques comme prevu. Ainsi done, les recettes 

des palentes el des cotisalions a la Chambre de Commerce ont chute. 

-- Neanmoins, la vente de I'oignon a une incidence tres significative sur les 

recettes fiscales des arrondissements qui la taxent. L'arrondissement de 

Madaoua a collecte I'equivalent de 12 millions de francs CFA en 1988 et 24 

millions en 1993 (US$90.566). 

-- Les taxes perCiues par l'Etat ont augmente elles aussi. A·Galmil Konni, sur 

I'exportation de I'oignon ont ete perCius 14,5 millions de francs CFA en 1989 

et 41,5 millions de francs CFA en 1993 (US$ 156.603), soit une 

augmentation de 186 %. 

Quelques Questions 

Enfin, les differentes etudes qui ont ete faites nous amenent a poser une serie de 

. 
; questions quant a I'avenir de la filiere de I'oignon sur Ie plan du MARKETING. Je les pose 
I 
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ainsi sans commentaire: 

Au niveau des marches cibles: 

Quelle est la situation actuelle qui prevaut dans les marches cibles, ainsi que les 

tendances, dans chaque pays consommateur, les donnees disponibles ne no us 
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permettant pas d'oser une reponse certaine? 

En d'autres termes, peut-on compter sur un accroissement eventuel de la 

demande dans les pays consommateurs? 

Au niveau de I'offre et du produit: 

Est-ce que la production nationale nigerienne pourra continuer a augmenter d'une 

annee a une autre et jusqu'a quel point? 

Quelle sera I'incidence reelle sur I'offre de fa mise en place des nouvelles 

infrastructures (forages, motopompes, routes rurales) dans lazone de production? 

Quelle est I'incidence sur I'offre des actions de vente differee menees par les 

differents projets et par les producteurs dans la zone? 

Au niveau des prix: 

Quelle sera !'incidence d'une augmentation continue de la production sur les prix 

aux producteurs et aux consommateurs? Theoriquement, on devraient assister a 

une tendance a la baisse. 

Au niveau de la distribution ou de la commercialisation: 

Comment voil-on I'evolution des coats de transport, de la commercialisation et les 

frais de route? 

Comment peut-on aneger certains de ces coOts qui risquent d'entraver Ie 

developpement en aval des marches de consommation? 

Au niveau de la Dublicite: 

Sera-t-if utife d' envisager un programme de publicite de I' oignon nigerien a I' atranger 

afin de stimuler une demande accrue? 

6 
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Sera-t-if utife d'envisager la mise en place d'un systeme qui permettra une meilleure 

connaissance de I'oignon nigerien par rapport aux produits concurrentiels a 

I' etranger? 

Est-ce qu'il y a des ameliorations possibles et rentables quant a l'embaUage et la 

presentation du produit? 

Au niveau de la concurrence: 

Est-ce que I'oignon qui se produit de plus en plus dans les pays voisins comme 

Ie Nigeria, Ie Ghana, et Ie Burkina Faso engendrera une concurrence significative 

pour I'oignon nigerien? 

Enfin: 

11 Comment aUeger les obstacles entravant Ie developpement du marche? 

21 Les bailleurs de fonds, est-ce que'et comment pourraient-ifs intervenir- utifement 

dans la filiere? 

soit au niveau du financement de I'ecoulement du produit; 

soit au niveau du stockage; 

soit au niveau de la technologie du transport;' 

soit au niveau de la promotion du produit; 

soit au niveau de l'embaUage et de la presentation du produit; 

soit au niveau du reseau de la telecommunication; 

soit au niveau de la recherche; 

soit a d' autre niveaux. 

Konni, Ie 16 janvier 1994 
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FINAL COMMUNIQUE OF THE NATIONAL SEMAINAR 
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Communique final 

Le seminaire national sur la commercialisation de I'oignon et de I'ail, organise du 
17 au 19 janvier 1994, conjointement par la Chambre de Commerce, de I'Agriculture, de 
l'lndustrie et de I'Artisanat et l'Agence Americaine pour Ie Developpement International, 
dans Ie cadre des reformes de la politique economique du Niger a ete tenu dans la salle 
de reunion de la Sous-prefecture de Konni. 

L'ouverture officielle a ete placee sous la presidence du Prefet de Tahoua, Ie Dr 
ALHOUSSEINI OUSMANE qui, 

apres avoir souhaite la bienvenue aux participants, a rappele que Ie choix de Konni, 
carrefour des echanges n'est pas fortuit. Sur ce, iI a invite les seminaristes a suivre avec 
un grand interat les differents exposes et themes qui seront developpes par les specialistes 
en la matiere. 

II a fonde I'espoir qu'a I'issue de ces travaux, sortiront des recommandations 
pertinentes sur la filiere de I'oignon et de I'ail tant en ce qui concerne les problemes de 
I'offre que de la demande. 

Auparavant, Ie Secretaire General de la Chambre de Commerce, d'Agriculture, 
d'industrie et d'Artisanat du Niger, Mr. MAINA ARI AGI KIRGAM dans son intervention 
a souligne que des efforts restent encore a faire pour valoriser Ie potentiel economique en 
matiere d'exploitation de nos produits agricoles dont I'oignon et I'ail en particulier. 

Par ailleurs iI a rappele que dans Ie cadre de la promotion des exportations, la 
creation du Centre Nigerien du Commerce Exterieur a permis d'organiser des seminaires 
sur la commercialisation du niebe, des cuirs et peaux du belail, de la viande et enfin 
aujourd'hui sur I'oignon et I'ail avec Ie concours de I'USAID. 

Ce grand forum qui regroupe les principaux acteurs de la filiere a savoir: operateurs 
economiques, producteurs, representants de I' administration, organismes definancement, 
et intermediaires, intervient au lendemain de la devaluation du francs CFA, doit permettre 
de trouver les voies et moyens en vue d'accroitre nos exportations et relancer 
I'economie. 

Tout en remerciant les auto rites administratives et coutumieres pour les mei!leures 
dispositions prises pour faciliter Ie bon deroulement du rendez-vous de I' oignon et de I' ail, 
iI a emis'les voeux qu'au sortir de ce seminaire les participants auront a proposer des 
strategies actives et realistes pour la promotion des exportations de ces produits. 

Apres la ceremonie d'ouverture, Ie Prefet du departement de Tahoua, en c.ompagnie 
des Auto rites Administratives et Coutumieres de Konni et des participants ont effectue une 
visite sur Ie site de production d'oignons de Guidan Idder (30 kms de Konni) pour 
s'enquerir des realites du terrain. 
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De retour de la visite du site, les travaux ont repris en pleniere en vue de suivre les 
communications des consultants et des principaux partenaires de la filiere (Agriculture, 
Commerce, Douanes, 1m pOts et Banques). 

II ressort de ces debats un certain nombre de pOints qui ont fait I'objet d'analyses 
approfondies entre autres : 

- I' avenir de la filiere 
- I'organisation de la production 
- I'incitation des institutions financieres a promouvoir les operations de credits dans 
Ie secteur rural 
- la mise en place d'un systeme performant de promotion 
- et enfin, I'assouplissement des difterentes reglementations fisc ales et douanieres. 

A cet eftet, trois commissions de travail ,ont ete mises en place et se sont penchees.sur 
les themes suivants: 

Commission N 0 1 "Production des oignons au Niger, statistiques, recherches varietales, 
stockage, conservation." 

Commission N 0 2 "Commercialisation des oignons, circuits internes et exportations, 
reglementation, marches, prix, quantites et perspectives d'avenir." 

Commission N° 3 "Financement, douane, fiscalite." 

Apres une journee de discussions fort enrichissantes au sein des differentes 
commissions, iI a ete fait des constats et des recommandations ci-apres. 

AU NIVEAU DE LA PRODUCTION 

Les participants ont releve les problemes : 

- de la disponibilite et de fa qua/ite des intrants (engrais, semences, produits 
phytosanitaires) 
- du stockage et conservation 
- de la mobilisation de I'eau et des moyens d'exhaure 
- de la non fiabilite des donnees statistiques disponibles dans Ie secteur. 

AU NIVEAU DE LA COMMEACIAUSATION 

- du manque d'information sur la reglementation en la matiere 
- du manque d'application de la reglementation deja existante . 
- de la lourdeur et les tracasseries administratives tout au long du circuit de 
I' exportation 
- du manque de structure organisee dans Ie secteur pour I'appui a la 
commercialisation 
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- du manque de formation et d'information des partenaires de la filiere 
- de I'enclavement des zones de production 
- du manque de moyens performants de communication 
- de I'inadaptation du conditionnement a I'exportation 
- du manque de politique de marketing 
- de la fluctuation importante des prix dans Ie temps et dans I'espace. 

AU NIVEAU DU FINANCEMENT ET DE LA FISCALITE 

- de la difliculte d'acces au credit et I'inexistence d'institution de financement 
adequate du monde rural. 
- de la faible capacite d'autoflnancement des intervenants dans Ie secteur. 

De ces constats, iI ressort les recommandations suivantes : 

DANS LE DOMAINE DE LA PRODUCTION, LE SEMINAIRE RECOMMANDE, 

- d'encourager la mise en place de structures privees fiables d'approvisionnement 
en intrants agricoles et I'amelioration de la recherche varietale par I'INRAN et les 
institutions specialisees, 

- La mise au point de techniques adequates de stockage, de conservation de 
I'oignon en vue de limiter les pertes dues au stockage. 

- Une meilleure amelioration des outils de collecte des donnees statistiques des 
cultures maraicheres (oignons, ail et poivron) et la realisation d'etudes a I'echelon national 
et international sur la filiere, 

S'AGISSANT DE LA COMMERCIALISATION, LE ·SEMINAIRE RECOMMANDE, 

- L'intervention des etats membres de la CEDEAO pour une meilleure application 
des engagements souscrits. 

- Une meilleure coordination des actions au niveau des differents intervenants, 
- La creation et la dynamisation des structures d'appui aux operateurs de la filiere 

(CRUAO, CNCE, etc.,,) 
- Mener des campagnes de sensibilisation, de formation et d'information des 

facteurs de la filiere notamment sur I'evolution des prix a I'exterieur. 
- Desenclavement des zones de production par la realisation des pistes rurales et 

des moyens de communication eflicients, 

CONCERNANT LE FINANCEMENT ET LA FISCALITE LE SEMINAIRE 
RECOMMANDE, 

- De faciliter I'acces au credit de campagne de production et de commercialisation, 
- La mise en place d'un systeme de credit rural. 
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- Le financement de la filiere avec un pourcentage a determiner sur les taxes 
per«ues au "niveau des collectivites. 

RECOMMANDATIONS SPECIALES. LE SEMINAIRE RECOMMANDE a I'Etat et aux 
structures chargees de promouYoir I'exportation de nos produits. 

- Le suivi et I'application des resolutions et recommandations issues des differents 
seminaires sur Ie niebe, les cuirs et peaux, Ie betail et la viande, I'oignon et I'ail, etc .•. 

- La mise en place d'un comite de suivi de la filiere oignon et ail en vue d'accro itre 
nos exportations 

Fait a Konni, Ie 19 janvier 1994 

LE SEMINAIRE 
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LOCALITE 

Niamey 

LlSTE DEFINITIVE DES PARTICIPANTS AU SEMINAIRE SUR 
L'OIGNON ET L'AIL DU 17 AU 19 JANVIER 1994 

SERVICE NOM et PRENOM PROFESSION 

Ministere du Seyni Niandou DCIIP 
Commerce, des SeyniAbdou Cellule Suivi Table 
Transports et du Ousseini Moussa Rond 
Tourisme Direction des 

Entreprises Publiques 

Ministere des . Traore Gambo Hassane DGD 
Finances Amadou Boukari SRESI MFI Plan 

Amadou Hamadi DGD 

Ministere de Abdoulaziz 'Oumar Dir. de I' Agriculture 
I' Agriculture et Seyni Abdoulwahab DEP 
de !'Elevage Saley Mahamadou Dir. de I'UNC 

Soussou Moussa ONAHA/DMV 
Mme. Ibro Germaine IN RANI DECOR 
Kassali Kabirou IN RANI DECOR 

Ministere de Baraou Barbumge Direction de l'lndustrie 
l'lndustrie et 
I' Artisanat 

Association des Samba Youssouf Cadre 
Profession nels 
de Banques 
(APB) 

Nitra Attawel Ibrahim Chef facturier 

CNUT Adamou Saley Charge d'Etudes 

Organismes Sidi Mohammed 
Internationaux: Balla Ali 
USAID Arnould Eric 

Cheferou Mahatan 

FED M. Baulain 

ACDI Elh. Salifou Mamane 

Banque Niane Mandicke . . .- ~. _ . 

Mondiale· 
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ACTION PLAN SCHEMA 

ACTORS 

ACTlVI1l ES: M M M M 1 C C B P P P F C P 
A F A C N N U A R R R U 0 R 

PRODUCTION G I E 1 R C S N 1 0 0 N U I, 
AND STORAGE I P I A A E T K V D J D N 0 

E C N 0 S A U E 1 T R 
M T C C N 1 1 
S E E T G E T 

R S S Y 
S S A 
E G 
C E 
T N 
0 T 
R S 

PRPOSED 
ACTIONS 

2.1.A X X X 
2,1.B X X 
2.1.C X 
2.1.D X X X X X 
2.1.E X X X 
2.1.F X X X 
2.1.G X X X X 
2.1.H X X 
2.1.1.A X X 
2.1.2.A X X 
2.1.2.9 X X 
2.1.2.C X X X X 
2.1.2.D X X 
2.1.2.E X 
2.1.2.F X X X 
2.1.2.G X 
2.1.2.H X 
2.2.3.A X X 'X X 
2.2.3.B X X X 
2.2.A X X 
2.2.B X X X X 
2.2.C X X X 

I 
, . 
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ACTIVITIES: 

MARKETING 

PROPOSED 
ACTIONS 

3.1.1.A 
3.1.1.8 
3.1.1.C 
3.1.1.D 
3.1.1.E 
3.1.1.F 
3.1.2.A 
3.1.2.8 
3.2.1.A 
3.2.1.8 
3.2.1.C 
3.2.1.D 
3.2.1.E 
3.2.1.F 
3.2.1.G 
3.2.1.H" 
3.2.1.1 
3.2.1.J 
3.2.2.A 
3.2.2.8 
3.2.2.C 
3.2.2.D 
3.2.2.E 
3.2.2.F 
3.2.2.G 

M M M 
A F A 
G I E 
I P I 
E C 

X 

X 

X 
X 

X 

X 
X X 

X 

X X 

X 

ACTION PLAN SCHEMA - continued 

ACTORS 

M I C C 8 P P P F C P 
C N N U A R R R U 0 R 
I R C S N I 0 0 N U I 
A A E T K V D J 0 N 0 

N 0 S A U E I T R 
M T C C N I I 
S E E T G E T 

R S S Y 
S S A 
E G 
C E 
T N 
0 T 
R S 

X 
X X 

X X 
X X 

X X X 
X 

X 
X 

X X X 
X X 
X X 
X X 
X X X 
X X X 

X X X 
X X X X 

X X 
X X X 

X X X 
X X X X 

X X X 
X X 
X X X 

X 

2 
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ACTION PLAN SCHEMA· continued 

ACTORS 

ACTIVITIES: M M M M I C C 8 P P P F C P 
A F A C N N U A R R R U 0 R 

CONSUMPTION AND G I E I R C S N I 0 0 N U I 
TRANSFORMATION I P I A A E T K V D J 0 N 0 

E C N 0 S A U E I T R 
M T C C N I I 
S E E T G E T 

R S S Y 
S S A 
E G 
C E 
T N 
0 T 
R S 

'PROPOSED ACTIONS 

4.1.A X 
4.1.8 X X X X X 
4.1.C X X X 
4.1.D X 
4.2.A X X X X 
4.2.8 X X X X 
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ACTION PLAN SCHEMA· continued 

ACTORS 

ACTIVITI ES: M M M M I C C 8 P P P F C P 
A F A C N N U A R R R U 0 R 
G I E I R C S N I 0 0 N U I 

REGULATIONS AND I P I A A E T K V D .J D N 0 
FISCAL POUCIES E C N 0 S A U E I T R 

M T C C N I I 
S E E T G E T 

R S S Y 
S S A 
E G 
C E 
T N 
0 T 
R S 

PROPOSED ACTIONS 

5.1.A X X 
5.1.8 X X X X 
5.1.C X X 
5.1.0 X X X 
5.1.E X X X X 
5.1.F X X X 
5.2.A X X 
5.2.8 X X 

ACTIVITI ES: 

FINANCING 

PROPOSED ACTIONS 

6.1.A X X X 
6.1.B X X X X 
6.1.C X X 
6.2.A X X X X X 
6.2.B X X X 
6.2.C X X X X 

I 6.2.0 X X X X 
6.2.E X X X X 
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DOCUMENT D'INFORMATION 

L' Agence de Financement et d' Encouragement de la Libre 
Entreprise au Niger (AFELEN) est une Agence d'execution auto nome 
chargee d'engager toutes les actions necessaires a l'execution 
et au succes de la Politique Nationale d'appui aux entreprises 
privees au Niger. 

A cet effet, les objectifs pri'ncipaux sont les suivants 

- Creation d'un maximun d'entreprises privees rentables, 

- Renforcement des capacites des entreprises existantes par 
une amelioration de leur productivite et de leur competitivite, 

- Diffusion des principes de gestion de l' entreprise pri vee, 
sens.ibilisation aux regles presidant a la creation de la richesse 
nationale et aux conditions d'epanouissement de l'esprit 
d'entreprise, 

" - Affectation, gestion et administration des concours financiers 
octroyes par la CEE (FED) et tout autre bailleur de fonds it la 
Republique du Niger pour dynamiser et renforcer les entreprises 
privees au Niger. 

Ce dispositif d'appui au secteur prive au Niger est regi par 
un corps de regles de travail et de decision regroupes sous 
l' appellation des "Regles du Jeu", dont les principes sont les 
suivantes : 

1. L'entrepreneur doit d'abord choisir un objet dont i.l est 
proprietaire (lui ou un associe, qui servira de caution 
solidaire) autour duquel il va "accrocher" son dossier 
d'exploitation et de financement. Cet objet peut etre un 
batiment, un outillage, un moyen de transport etc •• qui sera 
directement utilise dans l'exploitation. C'est Ii? premier element 
du dossier. 

2. La demande de financement doit ensuite demontrer que l'element 
apporte en propriete va etre augmente d'autres acquisitions, a 
travers ce financement, Ie projet aboutissant it accroitre la 
richesse detenue en propriete par Ie promoteur • 
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9. En toute hypothese, les apports prouves du promoteur (incluant 
ses propres prestations capitalisabl~s et ses autres 
contributions financieres ou en nature) daivent apparaitre de 
maniere tout a fait documentee comme representant 20 % au moins 
de l'investissement global (Ie pret ne peut done couvrir que 80 
% au plus de cet investissement global). 

10. Un formulaire unique doi t etre retire par Ie candidat 
emprunteur au siege d'AFELEN au aupres de son bureau mobile en 
rotation dans les chef-lieux des provinces. Le promoteur doit 
tenter de Ie remplir aussi eompletement que possible par lui-meme 
ou avee l' aide de ses proehes et eollaborateurs ou des tiers 
competents. Ce n'est que lors d'une seconde etape, sur la base 
d'un effort personnel serieux et manifeste, que les cellules 
d'AFELEN apporteront eventuellement leur concours a un 
perfectionnement de cette formalite essentielle. 

II.Le pret devant etre gere par la SONlBANK ou p~ la BlAO, Ie 
promoteur a avantage a mentionner les references bancaires de 
toutes natures dont il peut faire etat aupres de 1 'une ou l' autre 
de ces deux banques, a son ehoix, et a joindre au dossier Ie 
double des references, qu' il compte transmett:r;:.e a Ia banque pour 
laquelle il a une preference. 
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AGENCE DE FlNANCEMENT 
ET D'ENCOURAGEMENT DE 

LA LIBRE ENTREPRISE 
AU NIGER (AFELEN) 

CONDITIONS D' ACCES 
AU FINANCEMENT D'UN PROJET 

I. Le projct doit CUe base sur un Qciment de propriCti fonudle (tmain, batimcnt, matiC= 
praniCrcs, machines, etc.), liC dinxtcmc!rt a cdui-<:i ct lui $lWDt de poiDt d'aJICl38C'. 
Cct ClCmcnt de propriCti, c-m...,,!cmmt cxmplCt6 par un apport eo IIUIDi:Iaire du promoteur, . 
doit couvrir au minimum 20 % de !'iavestissemart toIaI. Autlemeut dit, AFELEN lie peut 
finana:r au maximI!m que qu:stm fois 1a mise du pramott:ur. (RJ I) 

2. Le projct doit avoir UDC reutabiIitC RdIe prouvant un aa::",;sscnomt sigaificatif de c:apital. 
Les Cl6mems de Imtabiliti arti6cieile (apports immatCrieIs, vaicurs tictivcs. etc.) DC peu_ 
en aucunc maniCrc CUe pris CI1 COIJlpte. (RJ2IRI12) 

3. I.e promoteur doit s'engager a taIir UIIC comptabi/ite mjnjm.Je pcrmancntc.En cas de 
besoiD, \IIIC assistance iDitiaJc a 1a icuue comptablc ct Ie cas Q;Mmt lID certain suivi, pam:m 
etrc foumis par des SctVices c:xrmews doDt 30 % au maYjmgm dU.aiit pournmt CUe ajoutCs 
au finana:mcut suppo/tt par AFELEN. (RJ 16) . 

4. Les rcmbowsements sc fOllt par meosualites coDStaDtes (mtmt + fraclioo du capilal) sur 
UDC durec maximum de 48 mois. I.e tI1Ix d'immt appJiquC cst fi:I!c!ion du secteur Ceo-

5. 

6. 

nomique dans'latUci s'inscrit Ie projet et de la natun: clcs i1Ncs!issen<.!!IS. (RJ .13) . 

Eqaipt llIttants TIlMIUX B§titrttmts FODIbde 
OntjD8gc Amr!mgt RoaJcmc:m . a.niozrmal 

Productiontrransfonnation 
Agro-pastoraJc 5 5 I1 
I:ada:strie Ilia""" "Ii :iCre 5 11 
Scrvicc:s soc:iaax .. 
RAtimc:nt 11 16 16 13 16 
Tmosux 

. '!t: .. 

Semocs 
TI2IISpOlt 16 
a,.""*"OC 

Lcstaux n:spccliCsTVA incIlISCaappliqucrsatt: 5,85 %; 12,&1 %; 15,21 % .ct ll,n %). 

En cas de casbfIow DCt DC!gItif au dCma.nage (Ics irlo':'m:s de rcmbowscmc:at ttaut 
comprises), un dBai de pice pcut are aa::orde pour Ie debut de la pCriodc de rcmbowsc
meat de maniClc a asswa- rcquiIibrc de tresorcrie du ptQjct. Cc dCIai de gJ3cc lie pcut 
toutefois pas ClCc:Cder 6 mois. (1U 14) 

Lcs acbats 011 les services c:xtCrieurs CXlmpris dans Ie projct a financer feront systCmatiquc
ment appeJ a la CODCUJ"Tellce. (1U 17) 

http:pcrmanct.En
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Chaque fois que possible, Ie promoteur sera oriente vcrs 105 struetur~ existantes suceptibles 
de l'l\Ider ou de l'encadrer. 
Si necessaire, leurs presta1lons seron! inc1ues dans I'invesussemenl it financer. (RJ 11) 

8. Le rendement financier interne (TRJ . taux de rendement mteme) du proJet dolt Clrc 
supeneur d'au mOins 3 % au cout moyen des capitaux investis (fonds propres mclus, 
valonses a un coul de 5 %) Le TRl est calcule sur Ia duree lOWe de remboursemenl et Ilent 
compte de la valeur residueIIe de I'investissement (R1 3) 

9. Garanties. 

a) Les garanties nonnales it mobiliser doivem couvrir 80 -;. du montant finance par 
AFELEN. 
Ccas garannes peuvent are constituees par UDC prise en gage de valews fonciercs, de 
matCne~ vChicules, funds de commerce etc). 
Le contra! de pret doit en outre etre autionne solidairement. par 5 aduItes domicilies au 
meme lieu que ceIui du promoteur. (RJ 6) 

b) Les garanties soot riduites a 60 % do montapt financC par AFELEN Iorsque plus de 
50 % de I'investissement a pour but d'acaoitre MiIisatiQIl des capaciti:s productives 
existantes (rehabiIitation) ou lorsque plus de 50 % des iIttrants utilisCs par Ie pro jet font 
appel a des capacitCs extCrieures installecs (sous-ttai1ance). (RJ 8) , 

c) Les garanties sent riduites de 10 -;. en cas de projet 1iIisant suite a un prc.:oient cmiit 
performant. (RJ 9) 

d} Les garannes exigees peuvent eventucllemcm SUe augmemees sur decisioa du Comitc! 
de Credit de I'AFELEN au cas au I'c!tude du projet ferait rc:ssortir une jnqdfisam:e.au 
niveau de I'appreciation conjuguee du rcncfcnnrt interne, du dcgre de risque des fucteurs 
exterieurs et de Ia competence du promoteur. (R1 5) 

10. Le remboursemeut des prets est un imperatif absolu. 

11. 

Les fonds gCnis par AFELEN visaut a cm:r de Ia richessc natiooalc, scm saaes. Leur 
recuperation pour rcncontrct les bcsoim de·c:Rdit de nouveaux bC!!!fficiaiRS, se feroot par 
toutes voies de droit, sans aucun Cgard pour aucune CO!ISidCr.Uim sociaIe, peISOlIDCIle au 
politique. (RJ 10) 

I.e projet n'est pIS BijpDle s'il inclut des aspects discriminatoires 011 partiaux sur des bases 
personneIles, sectoriclles 011 regionales 011 s'il inclut des 11Ienllljsmes de distorsion ou 
Crauduleux. (R17) 
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TABLEAU N '9 

EVOLUTION MENSUEll.E DES EXPORTATIONS D'OIGNON AU BUFEAU DES 

• 
DOUANES DE TORODI- NIGER DE JANVIER A OCTOBRE 1993 

MOIS TONNAGE DROITS ET TAXES 

JANVIER -

FEVRIER -

MARS 138,6 187.110 

AVRIL 20 ' 

MAl 94,2 240.550 
127.170 

JUIN 263 355.050 

JUILLET 484,7 654.345 

AOUT 
I 

348,065 469.888 

SEPTEMBRE 120 175.500 

OCTOBRE 198 267.300 

NOVEMBRE N.D. N.D. 

DECEMBRE N.D. N.D. 

TOTAL 1.686,565 2276.863 

SOURCE : D.GJDOUANE -INFORMAllQUE 
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TABLEAU N· 10 

VALORISATION DES EXPORTATIONS D'OIGNON PASSANT A LA DOUANE DE 

GA/..MI-NIGER SUIVANT LE COURS REEL DU MARCHE DE KONNJ EN 1993 

MOIS COURS CFAF/KG EXPORTATION EN VALEUR EN CFAF 
TONNES (METRIQUE) 

JANVIER SO 1.325.3 66.265.000 
FEVRIER 40 1.566,2 62.648.000 
MARS 20 3.144.9 62.898.000 
AVRIL 30 3.037,0 91.110.000 
MAl 50 4.S18,S 22S.925.000 
JUIN 55 3,248,4 178.662.000 
JUILLET 65 3.785,7 246.070.600 
AOUT 75 3.039.0 227.925.000 
SEPTEMBRE 100 2.482.5 248.250.000 
OCTOBRE 150 1.455.1 218.415.000 
NOVEMBRE 200 1.229,0 245.800.000 
DECEMBRE 150 1.964.4 294.660.000 

TOTAL 2.168.628.000 

II n'existe pas une bonne source de donnees de ventes d'oignons au details ou en gros, 

ni pour les tendances dans les pays consommateurs. Aucun cours de prix n'a ete 

disponible en Cote d'ivoire ni au Benin. Seulle Ghana disposait d'une serie de cours de 

I'oignon. Ces donnees indiquaient que les prix avaient augmente de 94% entre 1987 et 

1991 compte tenu de I'inflation. 

I On constate des fluctuations considerables du prix de vente de I'oignon au detail, 

•• j 
L 

annuellement aussi bien qu'interannuellement. A Ouagadougou, les prix ont varie en 

1 • moyenne de 78 francs CFAI kg en avril a 356 francs CFAI kg en octobre au cours de ces 

cinq dernieres annees. Pendant la meme periode, les prix a Lome ont varie en moyenne 

de 319 francs CFAI kg en mai a de 377 franes CFAI kg en oetobre. Les prix a Malanville 

I . au Benin oseillaient entre 54 francs CFAI kg en mai et 296 franes CFAI kg en octobre. 

L 

[ 
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Dans les marches cOtiers dlj Benin, les prix sont dans un intervalle de 164 francs CFAI kg 

en avril a 561 CFAI kg en novembre. 

Les fluctuations de prix aux consommateurs proviennent surtout des differences 

saisonnieres de I'offre. La hausse saisonniere de prix a la consommation est un facteur 

decourageant au niveau de la demande. Les prix generalement moins eleves sur la cOte 

togolaise en comparaison de ceux de la cOte beninoise, ainsi que les fluctuations moins 

accusees des prix payes par Ie consommateur togolais selon la saison, refletent une 

meilleure organisation en general du reseau commercial au Togo. 

Au Benin, iI y avail un contrOle du marcM par une pOignee de grossistes, mais cette 

situation s'est amelioree en faveur des importations d'oignon nigerian compte tenu de la 

devaluation du Naira contre Ie CFA. 

Le circuit de commercialisation de I'oignori se fait selon quatres cas de figures: 

11 producteurs---> intermediaire---> expo rtateu rl grossiste--->grossistel nigerien---

> detaillant-->consommateur. 

21 producteurs--->exportateurl grossiste--- >detaillant--> consommateur. 

31 producteurs--->commerc;ant local--->exportateurl grossiste--> grossiste a 

I' exterieur---> detaillant---> consommateur. 

41 producteurs--->commerc;ant local. grossiste-->grossiste a I'exterieur---

I >detaillant--->consommateur. 

I 
I 
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pour les raisons suivantes: 

- la recoite de la saison seche de mars a avril dans Ie departement de Tahoua 

arrive sur Ie marche a un moment oClles prix aux consommateurs sont tres eleves, 

les conditions de production et de stockage ne sont pas f?vorables sur la cOte. 

- la recoite de la saison des pluies de novembre-decembre dans Ie departement 

de Tahoua arrive sur Ie marche regional avant que la recolte de la saison seche des 

zones productrices beninoises, burkinabes, et ghaneennes yarrivent, et quand les 

prix y sont tres eleves. 

La construction des route rurales secondaires dans la Vallee de Tarka transformera de 

( 
maniere significative Ie circuit de la commercialisation dans Ie departement de Tahoua au 

profiit d'une reduction du prix au consommateur, ainsi que les coOts de la 

commercialisation. La concurrence entre des nouveaux points d'achats devrait transferer 

, des benefices economiques des intermediaires aux producteurs et aux consommateurs. 

L'appui en credits d'investissements (forages, motopompes) du Projet Integre,de Keita 

, . 
(PIK), Ie Projet de la Basse Vallee du Tarka (PBVT), la possibilite de I'octroi des credits par 

I'AFELEN, et les perimetres hydro-agricoles du departement de Tahoua constituent 'un 

important potentiel de reduction de coOts de prodUction de I'oignon et de facto un 
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potentiel de reduction de coOts aux consommateurs ce qui tend a favoriser les 

exportations et garder la competitivite de I'oignon nigerien. 

Les principales contraintes aux exportations du Niger sonl de plusieurs ordres: 

- II Y a peu d'appui financier disponible de la part du secteur formel pour investir dans la 

commercialisation de I'oignon nigerien. 

" Le conditionnement de I'oignon dans les sacs en jute de 100 et 150 kgs a des marches 

Oil Ie produit se vend au kilo ou en sachet de 25 kgs. 

- Sur Ie plan infrastructure, iI y a trois obstacles principaux a I'amelioration de la 

commercialisation de I'oignon nigerien a savoir: Ie reseau routier; les telecommunications; 

et Ie stockage. 

- Ie reseau routier; 

les delais de route a I'interieur du Niger (mauvais etat de routes, zone Tamaske

Keita, Roukouzoum, Bouza) el aux frontieres entravent Ie developpement de 

I'exportation de I'oignon nigerien. 

- les telecommunications; 

I'absence de reseau automatique telephonique au niveau des exportaleurs, 
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commer«ants locaux tend a entraver la commercialisation a I'etranger de I'oignon. 

- Ie stockage; 

Le niveau des pertes (de 15 a 50 % sur une duree de 5 a 6,mois) dans les unites 

traditionnelles de stockage (rudu) a la portee des exportateurs locaux. 

La mauvaise planification de I'ecoulement des stocks dans Ie temps. 

Le manque d'etudes financieres et economiques du stockage frigorifique dans les 

conditions du Niger. 

- la concurrence; 

f Les exportations de I'oignon du Nigeria et de l'Europe augmentent de plus en plus. 

1 

I -Ies risques encourus par les exportateurs (deterioration du produitau cours de voyage); 

- les prix; 

Le prix represente une contrainte significative a la consommation. C'est celte 

contrainte qui explique la preference des consommateurs pour des petits bulbes 

aux marches de detail et Ie manque de fidelite du consommateur a l'oignon'i1lgerien 

lorsqu'iI se trouve en face de substituts considerablement moins coOteux. En eftet, 
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hors-saison les oignons europeens sont moins chers que les oignons nigeriens. 

Pour cette raison de prix, les oignons europeens importes en COte d'ivoire 

traversent les frontieres des pays voisins. 

- la corruption; 

Les multiples pots-de-vin distribues aux agents de l'Etat (douaniers, gendarmes, 

policiers, contrOleurs phytosanitaires) Ie long du trajet au pays de destination 

augmentent les coats de commercialisation et les delais de route. Ces derniers 

engendrent egalement la confusion dans I'esprit des participants dans Ie licite et 

I'illicite. 

La rOOlementation et la fiscalHe 

La reglementation commerciale de I'oignon s'inscrit dans Ie cadre de la liberalisation du 

commerce en general (Arrate No. 028 MPEI DCE du 16 aoOl; Circulaires No. 0108 

MPEI DCEI PEl qui n'a subi aucun changement a celte date et iI en est de mame sur Ie 

plan regional (Decision de Conseils des Ministres de la CEDEAO sur la liberalisation des 

produits du CRU). Quant a la fiscalite, les droits et taxes prevus sur I'oignon devraient 

permeltre d'augmenter les recettes de l'Etat et des collectivites territoriales concernees. 

La rElglementation: 

Les exportateurs d'oignon qui devraient lever des fiches d'enre-gistrement avant toute 
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de 186 % comme I'indique Ie Tableau N° 7. 

TABLEAU N° 12 

ESTIMATION DES INTENTIONS D'EXPORTATIONS D'OIGNON PAR LES F.E.S. 

DU 31 JANVIER 1991 AU 31 DECEMBRE 1993. 

ANNNEE PAYS NBR INTENTION REALISATIONS VALEUR 
F.E.S D'EXPORTATION EN EN TONNES ESTIMEE DES . 

TONNES INTENTIONS 
EN MILLIONS 
(FCFA) 

1991 COTE D'IVOIRE 7 38.888 17.743 981,14 
1991 BURKINA FASO 2 48.600 126 36,00 
TOTAL . 9 87.488 16.869 1.017,64 

1992 COTE D'IVOIRE 2 2.288 12.986 78.64 
1992 BURKINA FASO 2 48.600 864 36,00 
1992 NIGERIA 1 3.000 108 105.00 
TOTAL . 5 53.888 13.958 219.64 

1993 TOUSPAYS 0 0 36.000 . 
CONFONDUS 

I . 
i 
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TABLEAU N° 13 

COMPARAISON DES QUANTITES COMMERCIALISEES ET TAXEES PAR 

L'ARRONDISSEMENT DE MADAOUA ET LA PRODUCTION DE 1988 A 1993 

ANNEE TAXE DE EQUIVALENT EN PRODUCTION 
MARCHE TONNNES EN TONNES % 

OIGNON VENDUES 
(FCFA) 

1988 12.148.350 6.074,2 N.D. 
1989 9.516.250 4.758,1 N.D. 
1990 19.263.550 9.631,8 N.D. 
1991 13.717.700 5.487 51.800 10,59 
1992 10.717.700 4.287,08 37.264 11,50 
1993 23.791.450 9.516,60 53.375 17,80 

Source: Sous-Prefecture Madaoua, et calcul du Consultant. 

ANNEXE 

Analyse des statistiques : Exportations et Productions d'oignon. 
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En nous referant aux statistiques des exportations et productions de I'annee 1991, no us 
aurons la situation suivante : 

- Exportations officielles = 26.796 T 
- Production officielle = 168.782 T 

Si nous estimons les pertes a 15 % de la production totale de I'annee, iI restera une 
production disponible (offre) de 143.465 Tonnes. En soustrayant de la production 
disponible les exportations officielles nous aurons dans Ie marche national 116.669 
Tonnes alors que la demande domestique n'est estimee qu'a 11.600 - 15.000 Tonnes 
soit 9 a 12 fois I'oignon disponible sur Ie marche national en 1991. 

En considerant dans un premier cas que les exportations sont correctes, on peut deduire 
que la production est surestimee et que les chiffres ne sont pas fiables. 
Dans un deuxieme cas no us assumons que la production disponible se trouve dans une 
limite correcte et iI s'ensuit que les exportations de 1991 ont ete sous-estimees. 
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Prenons un a un les 2 elements d.u marche de I'oignon : 

La production: II y a de fortes raisons de croire que la production est surestimee. 

- Les agents de la vulgarisation qui rapportent la production d'oignon ne disposent 
pas de moyens adequats pour suivre les differents sites de culture de contre
saison. 

Le manque de connaissance des realites de certaines regions par leurs 
responsables techniques dO a leur nouveaute dans I'arrondissement. 

- L'insuffisance de I'experience pratique de certains responsables en cultures 
maraicheres. En eftet quand un responsable d'arrondissement estime un 
rendement moyen d'oignon a 46 tonnes a I'hectare au lieu de 30 dans une zone 
Ollie probleme d'eau se pose avec serieux, on comprend to ute la surestimation de 
la production. 

- La rarete et Ie prix du produit a certains moments de I'annee. 

Les exportations: Les exportations de !'oignon du Niger sont sous-estimees pourles 
raisons suivantes: 

- La libre circulation des produits, sans restriction quantitative sous la supervision 
des agents economiques au point d'entree Uoumal officiel CEDEAO Nov. 93 page 
2) 

- Les difterents pots-de-vin distribues aux agents de l'Etat dans les Pays 
consommateurs et producteurs malgre la Iibre circulation. 

- La declaration des exportations en sacs au lieu du poids par les commer<;ants. 

- L'estimation d'un sac d'oignon a destination du Ghana et Togo a 100 kg au lieu de 
130 a 150 Kg. 

Dans les 2 cas de figures cites plus haut chacune des 2 composantes du marcM de 
1 . I'oignon parait peu fiable et merite un important suivi et une volonte politico-technique afin 
, de mieux les mesurer a leur juste valeur. 

, 
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