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Preface 

This Market Facilitator's Guide is a product 
of the experiences and lessons learned 
while implementing agroenterprise projects in 
eastero and southero Africa. The Guide is based 
on a resource-to-consumption framework , which 
is the central theme of the "enabling rural 
innovation" (ERl) approach for rural 
development. This approach seeks to empower 
farmer groups with the necessary skills to make 
informed decisions for their econornic 
development, based on an analysis of their 
surroundings, a ssets and skills. The methodology 
also aims for outcomes that are equitable, gender 
focused and participatory. 

The central figure in this Guide is the "market 
facilitator" , whose role is to identify market 
opportunities with representatives from farmer 
groups and guide the groups through a process 
of market analysis and business planning to 
develop a new agroenterprise. The Guide advises 
on issues such as project site selection, 
partnership development, community 
involvement, participatory tools for market 
opportunity identification, enterprise selection, 
and methods for agroenterprise design and 
development. 

This Guide is one of a series of agroenterprise 
publications developed by CIAT's Rural 
Agroenterprise Development project. The aim of 
this set of methods and tools is to enable service 
providers to empower rural communities to 
engage more effectively in the marketplace so as 
to increase their incorne, their capacity to 
innovate and ultimately improve their Jivelihood 

IX 

options . To date , the titles in the CIAT 
Agroenterprise "good practice guide" series 
include: 

• 

• 

• 

• 

• 

• 

• 

Stratcgy Paper: A Participatory and Area­
based Approach to Rural Agroenterprise 
Development. 
A Guide to Developing Partnerships, Area­
based Resource Assess ment and Planning 
Together. 
A Guide to ldentifying Market Opportunities 
for Sma1lholder Producers. 
Strategies to Improve the Competitiveness of 
Market Chains for Sma1lholder Producers. 
Evaluating and Strengthening Rural Business 
Development Se mees. 
A Market FacUitator's Guide to 
Partlclpatory Agroenterprlse Development. 
Collective Marketing for Sma1lholder 
Producers. 
A Guide to Rapid Market Appraisals to 
Support Sma1lholder Agroenterprise 
Development. 
A Guide to Policy Analysis for Smallholder 
Agroenterprise Development and Advocacy. 

Note to users 
Semee providers should read the guides in their 
entirety, to absorb the ideas and coneepts prior 
to starting the fieldwork. Our experience has 
shown that best results are attained when these 
proeesses are not implemented in a m echanical 
manner; rather titat tite principies are interpreted 
and adapted to local conditions based on tite 
marketing environment, available resources, and 
anticipated scale of implementation. 
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Introduction and Background to tbe Guide 

Working with smallholder [armers to design and 
set up new income-generating enterprise 
opportunities is complex, taking time and 
dedication to be successful. However, it can also 
be highly rewarding, as it touches on crucial 
social issues such as building trus t, learning 
new skiUs and , when done well, produces many 
benefits for the community. 

For service providers, the agroenterprise 
approach offers not only a method for 
addressing rural poverty, but a lso the 
opportunity of finding ways of stimulating 
demand for technical and social innovations. It 
helps identify areas that require support from 
research , finance , and local policy. As such, this 
agroenterp rise approach can provide the 
tantalising "win-win" situation for selVice 
providers and their beneficiaries.' 

Purpose 

Traditionally, agricultural support from service 
providers has focused on increasing production, 
Thi s approach works well if the primary concern 
is [ood security and if a ready buyer is available 
for any surpluses. Unfortunately , increasing 
supply often only works for a Iimited period, 
wilh local markets becoming quickly 
oversupp lied as production increases . Fol.lowing 

FARMERS' 
s TORE 

the laws of supply and demand, rapid 
oversupply in the market leads to rapidly falling 
prices and, in the long run, reduced income for 
farmers. 

[n other words, instead of producing what the 
market wants, farmers and their facilitators 
often expend energy on finding markets for what 
is produced. Lack of atlention to markets 
frequently results in farmers being "stuck" with 
unwanted produ ce Ihat they are forced to seU at 
very low prices beca use of the market's lack o[ 
in terest. 

This Cuide seeks to promote a s imple 
methodology that service providers can u se to 
help [armer groups and local entrepreneurs to 
produce goods and services based on market 
demand. 1I deals specifically with methods [or 
identifying and evaluating market opportunities 
and for selecting the most attractive business 
options a given cornrnunity may have. 

Objectives 

This manual's overall objective is lO guide 
market facilitators and other service providers 
through a participatory process [or identi[ying 
market opportuni ties and developing viable 
agroen terprises that are sustainable and which 

1 
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improve the incornes of rural farrners, 
processors, and traders. Specifically, the 
manual aims to: 

Pro vide facilitators with skills in articipatory 
methods that will enable them to help 
fanners engage with markets. 
Guide in market identification and selection 
of attractive enterprise options , based on 
information gathered from the market and 
market chain. 
Build agroenterprise skills within the 
cornmunity so that groups can continue to 
effectively engage with the marketplace in 
the future. 

Who Should Use the Guide? 

The Cuide is in tended for use by any institution 
interes ted in building staff capacity in market 
facilitati on. The manual [ocuses on how a 
market facilitator can help development agents 
withi,n a rural community and farmer groups 
assess market opportunities and develop new 
agroenterprises. The market facilitator may be 
an extension officer in agriculture, animal 
husbandry, and fisheries; a community 
development officer; or a s taff member of a noo­
governmental organisation (NGO) or other 
private establis hments , including [armer 
groups ) co-operatives . and businesses. 

How to Use the Guide 

The Cuide is divided into sections that 
correspond to key s tages of agroenterprise 

2 

development. The order of tasks is planned so 
that results obtained from one section are used 
as the starting point for the next seetion. The 
sections are: 

l . Overview of the participatory agroenterprise 
development approach. 

2 . Marketing basies . 
3 . Institutional preparation and planning. 
4 . Tools for working with a eommunity. 
5 . Management, and partner seleetion. 
6 , Project site selection and evaluation. 
7 . Produet screening and market opportunity 

identification. 
8. Selecting the best produet or enterprise 

op tion with the clients. 
9. Market chain analysis. 

10. Developing an enterprise or intervention 
aetion plan. 

11. Evaluating progress and scaling up. 

Although the Cuide describes a syslematic 
process for agroenterprise development and is 
des igned lo be followed froro start to fini s h, the 
method s hould not be considered as "fail- safe". 
Any type of business is inherently risky and the 
user s hould therefore adapt and apply the 
methods aecording to the needs, skiUs , and 
resou rces of 10caJ farmer groups and their 
service providers. 
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SECTION 1 

Overview oC the Participatory Agroenterprise 
Development Approach 

By the end of this section, the reader should have 
a basic understanding of the: 

Sequence oftasks in the participatory 
agroenterprise development approach 
Reasons for using such an approach. 
Entry points for different types of service 
prolliders and e/ients. 

Introduction 

The Guide describes a strategy developed by 
CIAT's Rura! Agroenterprise Development 
(RAeD) project to address the entrepreneurial 
development needs of institutÍons that support 
rural com.muníties. The methods, tools, and 
learning approaches described hefe are the 
result of many collaborative projects undertaken 
Qver the last 10 years in Latin America, Africa, 
and Asia. The implementatian draws heavily on 
experiences with partners in Africa and 
highlights methods that can assist a facilitating 
institute to focus on realising new business 
opportunities [ar rural cornmunities. The basic 
steps in the strategy are shown in Figure 1. 

Together, these methods make up the 
component parts of what ís termed "an are a­
based, participatory approach to rural 
agroenterprise develapment". This appraach 
was develaped in response ta demand fram 
partners in agricultura! development who 
wanted a systematic method for shifting fram a 
food security strategy that focused on 
production to a market-onented approach that 
emphasises ineame generaban and market 
demando 

In this Guide, the terro agroenterprise refers to a 
business venture, typieally small-scale, that can 
be undertaken either an-farm, ar a service that 
can be used to support other businesses. The 
agroenterprise is generally facused on groups of 
aetors at the producer level and individual 
actors that provide serviees within the market 
chain. 

Examples of agraenterprises in elude a crop ar 
livestaek product which is produeed by a farmer 
group and sold iuto an identified market; a 
product whích is proeessed in sorne fashian ta 

5 
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Identify site 

• 
Area-based resource assessmeot 

Select market options and interventions 
(classi.fy market options accorcting to 

risk levels) 

~ 
~ • Strategy 1 Stra tegy 2 

Lower risk . short tenn Higher risk. looger term 

Select the most promising, existing, Market opportunity identlfication 
higher income product(s) (diversijication) 

(market penetration) 

1 
Market visits 

Market chain ana1ysis 

t 

Intervention design and implementation 

Assess probability of intervention and scale up 

• 
Evaluate process performance and impact 

Knowledge management and policy messages 

Activities: o Working group D Market team o Intervention group 

Figure l. Flow chart oC key s tages in the participatory agroenterprise deve lopment approach . 
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add value lo a primary producl, such as cereal 
products lhal are bulked and graded , cassava 
thal has been processed inlo dried chips, or milk 
processed into cheese for s ale into an identified 
market. [n the s ervice area examples include , 
providing a service 5uch as the provis ion of 
inputs , processing (such as a shelling service to 
groundnut producers) and advisory services such 
as supporting the marketing o[ [armer group 
produce . 

The participalory agroenterprise development 
approach pro vides the user with a stepwise 
procedure [or introducing new marketing 
techniques to a rural community. (Criteria [or 
selecting communities are given in Appendix 1). 
We fully appreciate the challenges in changing 
the habits of farmin g cornmunities, particularly 
poor communities. Therefore, any a gency 
cons ide ring this a pproach s hould care[uliy 
cons ide r the time and resources requ ired. The 
problems associated \\t;th marketing and setting 
up new organ isaHonal struc tures pose serious 
challenges to poor farming cornmunities, 
particularly those who h ave been accustomed to 
producing only basic [ood s taples [or [ood 
security . 

Why Use this Approach? 

The economic prospects o[ many rural 
communities in many parts o[ the developing 
world, particularly in Africa, are not improving. 
Despite considerable gains in productivity o[ food 
crops, the in come of farm households is, in mas t 
cases, fa lling over time because of a combinatian 
of weak local economic grow1:h and increasing 
competition from global markets. 

Unfortunalely, the real price or value of most 
agricultural commodities has dec lined a yer the 
las t 2 to 3 decades. Smallholder [armers are 
facing increasíng campetition [rom medium-s ized 
to large -scale farmers. As su ch , most s mali­
[arming families are stuck on a production 
"treadmill", whereby many millions of individual 
farmers produce the same undifferentiated 
commodities, using traditional, low-input 
systems. Inevitably, these farmers are price 
takers in the market and their [ood-security 
approach , which focuses on always increasing 
production, can depress the market situation 
even further. The options small farmers have to 
confront this adverse market situatian are to: 

l . Improve the competitiveness of their 
products in local, national, and regional 
markets . 

2. Achieve economies of scale through 
collective action for production and 
marketing. 

3. Gain access to business development 
services that improve access to higher value 
and j or more competitive markets and 
provide employment opportunities. 

4. Diversify into higher value crops andjor 
Iivestock that are Iinked to growth markets. 

5. Add value to products by changing [arming 
practices to access higher ineome markets , 
enhance product quality, and incorporate 
processing activities. 

6. Enter new types of business agreements 
based on forward sales (contract farming) or 
"appellation 1" that "lock in" buyers over 
longer time periods at advantageous rates. 

7. Find oíf-farm work options or migrate to 
more lucrative employment areas sueh as 
urban centres. 

The agroenterprise m ethods developed by RAeD 
h a ve incorpo rated these basie marketing and 
business principIes in a s tepwise proeess that 
[acilitates market engagemen t. The approac h is 
(1) n on-cornmodi ty specillc, (2) s upports a 
balance between on- and off-farm interventions, 
and (3) supports collective action , 
diversification, and "added value" as viable 
pathways out o[ poverty. 

Key Features of the Participatory 
Agroenterprise Development 
Approach 

Deftned geographical area 
The approach focuses on improving the 
livelihoods of beneficiaries within a defined 
geographical area' . Product seleclion and 
intervention design afe based on expected 
employ ment a nd income impact in a targeted 
regian or area. While the approach aims to h ave 
the greates t impact on community-based 
agroen terprises, it also takes inta aeeount the 
development of business services and changes 
in local policy and regulatory [rameworks. The 
geographical focus o[ this approach also aims to 

1. Appellation is a system by which a product is 
difTerentiated on the market based on its place or 
origin, specific method of production or a 
combination of product qualities such as variety, 
year, production method and place of origino Wine is 
a good example of a product that uses appeUation to 
distinguish products and thereby add value based on 
a specific variety of grape, year of production and 
location of vineyard. 

2. Geographical area or territory . 

7 
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enhance monitoring, and to facilitate 
institutionalising and scaling up me process 
with local partners. 

Parttcipatory 
The approach is participator)'. At the project 
level, th.is approach aims to establish a ·working 
group" of s takeholders "u. '1are a common 
goal in improving business activities. This 
informal group comprises development 
agencies, public and prívate sen;ice providers , 
traders, and entrep reneurs. At the community 
level, the approach aims to empower farme r 
groups and local service providers in developing 
new agroenterprise option s. These stakeholders 
can participate at different stages of the 
approach but aH influence the decisions that 
are made in planning, experimenting , 
implementing , and scaling up the interventions. 

Growth marketfocus 
This approach is market-led, not productio n­
ledo The objective is to enable enterprises and 
entrepreneurs in a given afea to identify and 
access remunerative opportunities Cor existing 
or new products in existing or new markets . The 
approach focuses on interventions wi th 
products having growth potential or on 
consumer groups with increasing income. 

"Thinking outside thefarm" 
The approach encourages partners and 
stakeholders to "think outside the farm". This 
concept underlies the approach 's focus o n the 
market chain, thus supporting interventions 
that address critical constraints at different 
points a10ng the market chain or address 
market chain efficie ncy through better access to 
business sup port services. The agroenterprlse 
approach therefore aims lo implement 
interventions that achieve the greatest impact 
for a given inves tment. Ma rket·based 
interventions include collective action, 
facilitating market Iin kages, strengthening local 
business services , and disseminating improved 
production approaches and othe r innovatíons. 

Fostering business links 
Many development approaches focus entirel)' on 
one type of market chain actor: the resource­
poor s mallholders. While farmers are important 
busines s partners, market liokage may be more 
effective when undertake n éllongside o r in 
partnership with larger farmers ar by Iinking 
with la rger traders or processors. Such línks 
wiII give buyers greater confidence and wiU also 
provide a learning ground for farmers with fewer 
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resources to see practical ways of improving 
their farming and marketing practices. 

A stepwise approach 
The agroen terprise method comprises several 
steps , which can be aggregated into activities 
implemented by groups of actors. Three key 
areas of activi ty are (1) developing project site 
partnersh ips and resource assessment) 
(2) market analys is, and (3) intervention design o 
implementation, and scaling up. These activities 
are led by mem bers of the working group, 
market survey tearn, and enterprise groups, 
res pectively. 

Scaleable 
A major [eature of this method is the abili ty to 
scale up [rom successful pilat work with 
support from partners. Inten;entions should be 
biased towards those that can reach la rger 
numbers of beneficiaries at the outset, as it is 
eas ier to scale up from a larger s tarting point 
such as many farmer groups than from a 
limited pool of beneficiaries. 

Encouraging continuous innovation 
Market engagement Is a continuous process 
rather than a one-off exercis e. Markets are 
dynamic and agroenterprises wiU be constantly 
confronted by new challenges and 
opportunities. The agroenterprise approach can 
enable local stakeholders to follow up on new 
developments and identify appropriate 
strategies and interventions . Mainstreaming the 
approach within local p lanning and policy 
processes is a u se fuI way of enabling local 
development agencies to assist agroenterprises 
in tackling emerging cha llenges, when direct 
project work is phased out. 

Bullds skllls and empowering communities 
The app roach builds on the existing skills and 
resources of local communities, including 
farmers, processors, and traders. The goal is to 
build capacity in local service providers, farmer 
groups and local entrepren eurs so that the 
cornmunity can benefit from being involved in 
the approach over the long- te rmo The approach 
does not promote the s upply of services from 
development agencies, but the facilitation and 
strengthening of local actors in the private 
sector. 

Accommodating minority issues 
Agroenterprise is gender neutral in the sense 
that markets, in most cases, accornmodate 
everyone. Howevef, this approach can be 
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adapted to support the specific needs of 
women's groups and address the needs of 
vulnerable groups such as the youth, the old, 
and people living with HIV / AIDS. 

Flexible but rigorous 
Agroenterprise activities are complicated social 
activities that need to be facilita ted by skilled 
staff with motivated partners. In all cases, the 
approach requires that methods and 
institutional arrangements be adapted to local 
conditions and that roles and responsibilities be 
agreed on at the outset. Planning and 
investment should be client-Ied and 
performance be critically observed. Success is 
only possible when the agroenterprise method is 
applied with both effort and due 
profes sionalism. 

A long-termframework 
OUT experience shows that far this approach to 
be effectíve, service providers and farmer groups 
need to acquire new skills and different ways of 
doing business. This change requires time and 
finan ces ) which is why we recornmend the 
approach is first introduced with a long-term 
capacity-building prograrnme, typically for at 
leas t 2 to 4 years, depending on local capacities 
and market access . However, successfully 
integra ting all the components of an 
agroenterprise development process in a 
shocked society may take 8 to 10 years. Such 
time is needed to establish numerous farmer 
groups and then link thero into second-order 
associations and strengthen local business 
support services so that they have sufficient 
eco no mies of scale to compete on a long-tenn 
commercial basis in the marketplace. 

Cautionary note 
In certain locations, [or example, areas suffering 
from civil insecurity or chronic [ood insecurity, 
this method may not be appropriate. 

Entry Points for Starting an 
Agroenterprise Development Process 

The entry point [or the agroenterpnse 
development approach is flexible, depending on 
factors su eh as: 

1. The in-house agroenterprise development 
capacity of the lead organisation involved in 
a new project. 

2. Skills, asset base, and level of organisation 
of the intended client or beneficiary group. 

3 . The level of participation. 

4. Whether decisions have been made at a 
project's outset on the products andj or 
market chains to be supported throughout 
the project. 

5. Level of intervention at the outset, that is, 
will the project start by supporting a few 
(1-10) or many (20-50+) farmer groups? 

6. Financial resources, manpower, and time 
available to undertake the task. 

These issues need to be fully discussed at the 
outset o[ an agroenterprise development 
process, so that partners are cIear about their 
roles and responsibilities and the targeted 
cornmunities also have clear expectations. 
Development agents have difIe rent capacities 
and skills, and rural comrnunities are also 
highly heterogeneous in terms of social classes, 
asset base, level of organisation, agroenterprise 
capacity, and access to both markets and 
support services. This mix of skills and 
opportunities means that agroenterprise 
activities must be tailored to local conditions 
and that a project can start at various entry 
points in the process. The following section 
describes a range of different entry points that 
apply to different types of client groups and 
appropriate strategies. 

Entry point 1: Starting out 
This may be the en try poin t far market 
[acilitators who are using an agroenterprise 
development approach for the first time, or who 
are working with farmers that are not well 
organised. Farmers in this category tend to 
operate as individuals, occasionally selling 
small amounts of surplus produce to the 
markeL Key issues to take into consideration 
are (1) sensitisíng partners in the selected area 
that a project will be piloting an agroenterprise 
development approach, (2) organising farmers 
into functional groups, and (3) initiating the 
approach through a pilot project, using existing 
income-oriented products grown by most 
farrners in the targeted community or area. 

The main task [or the approach is to conduct a 
pilot enterprise so that both the market 
facilítator and farmer groups can better 
understand how marketing works and how 
farmers can work together. The focus of this 
entry point is to (1) improve the farmers' 
organisational skills and enable them to market 
existing products more effectively, (2) find 
development partners who will work towards a 
cornmon goal, and (3) gain in-house competen ce 
in agroenterprise activitíes. 
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Entry point 2: More organisedfarmers 
This entry point is for farm er groups who are 
more orga nis ed, working in groups that sell 
products collectively andj or on a regular basis . 
For this type of farmers or groups, the 
intervention should focus on diversification or 
finding ways to add value to t l1eir produce. If 
the group has a strong apinion on a new 
product in which to inves t next, then the 
marketing process should proceed to a market 
study of that product. If the group wants to 
evaluate new products, it s hould proceed with a 
participatory market oppor tunities identification 
(MOl) s tudy. The MOl wil! provide a list of new 
opportunities to assess in more detail through 
market -chain analysis and enterprise design o At 
the same time, the marke t fac ilitator should 
also work to s trengthen bus iness and market 
linkage s kills . The group s hould also initiate 
savings s chemes and ma intain regular record 
keeping in preparation for linking with financ ia l 
services . 

Entry point 3: Well-organisedfarmers 
In this case . [armers are working in groups and 
adding value to a range of low and higher vaJue 
products. The focus of this entry point is to 
(l) improve competitiveness of existing higher 
value options; (2) in crease scale of operations, 
including linking with other larger organisations 
or farm e r groups; (3) evaJua te new opportunities 
for highe r vaJue option s ; (4) s trengthen the 
groups' bus iness skills ; and (5) inc rease links 
with more s pec ialis ed sendce praviders or 
higher a rder market-chain entrepreneurs . The 
process s hould begin with a bus iness plan o[ 
the existing product portfolio a nd a review of its 
financial management. The market facilitator in 
thi s ca se advises on ways to optimise existing 
ac tivities , seeks out n ew higher vaJue options , 
and t he n proceeds to s tre n gth e n financial skill s 
and improve links to fina n c ia1 and marketing 
and j ar bus mes s services . 

Entry point 4: Pre-selected commodity 
Development projects often s tart with a plan to 
invest in a particular commodity or producto 
The selection of a product is often part of a 
pre -project design phas e that reviews 
m acroeconomic data to prioritise products, or 
select p roducts based on s takeholder 
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workshops. Whatever the process, if a product 
has been pre-selected, then the s tarting point 
wil! be a more detaiJed market c hain study of 
that product. This wilI enable the market 
facilitator and farmer group to focu s on a 
particular market chain, to supply a local, 
district, national or specialised m arket option. 
The market fac ilitator may aJso need to work on 
impraving farmer group arga nisation to supply 
a given market and also initiating links with 
other service providers . 

Entry poínt 5: Existing buyer or contract 
farming 
Sometimes, an entrepreneur, tradin g company, 
or n ew type of "m a rket linkage" NG O will 
approach a se rvice provider and ask for support 
in su pplying a particular produc t or commodity. 
In su ch a case , higher order ma rke t ac tors will 
drive the marketing pracess. The servíce 
provider 's role will then be to wark with fa rmer 
groups to design enterprise plans for the 
competitive supply of the identified producto 
This process will rapidly move from design to 
implementaban . The service provider will focus 
on building farmer organisation and seeking 
s upport from speciaJised service provide rs to 
evaluate n ew technical innova tions to inc rease 
the competitivenes s of the supply. 

Entry point 6: Supportfor business 
development services 
Sometimes, di scussions with farmer groups and 
trade rs, or findings [rOID the marketing studies 
will reveal that the most important constraint 
[or impraving a marketing chain is to acquire 
acces s to a particular business support s ervice . 
This service may be related to inputs, value 
addition , s torage, or market linkage . In this 
case , the market facilitator should work with 
other players in the market cha in or local 
entrepreneurs to develop or access the service 
that will address the key cons traint. By working 
at a highe r level in the market chain , this type 
of intervention aims to have greater benefit ror 
many lower arder chain actors s uch a s farmers 
for a limited investment. The m a rke t facilitatar 
will need to d ete rmine the mos t cost-effective 
way of enhancing s pecific s ervice provísion and 
work to s trengthen the business u nit at this 
level. 



SECTION 2 

Marketing Basics 

MARKETING 
BASIes 

-- PRODUCT 
-- PRICE 
-- PLACE 
-- PROMonON 

In trus section~ the reader is taken through a 
review of basie marketing principies. 

The information within trus section is essentialfor 
service providers who have limited knowledge of 
market economics and business strategies. 

For market facilitators who do ho ve a good 
grounding, this section provides a reference for 
discussion with cIient groups and other partners . 

Why 15 Marketing Important? 

In today's cornmercial world, success in the 
marketplace is becoming increasingly important 
for livelihood development. Rural communities 
can no longer reIy on governrnents to provide 
subsidies for agriculturaJ goods and servÍCes. 
lncreasing competition across the world means 
that farmers are not just competing with their 
neighbours for local markets, but also with 
farmers fraID other countries. Within this 
environment, understandíng how markets 
function and how to engage in the marketplace 
is a vital skili. Such skill comprises an ability to 
identify, quantify, and meet the needs, wants, 
and desires of consumers, that is, of those 
people who create market demand. 

To be successfu l in the marketplace, rural 
cornmunities need to adopt new technologies, 
access new types of information, and gain new 
en terprise skills so that they are in a position to 
evaJuate and ¡nvest in new opportunities as they 
arise. In the future, successful smallholder 
farmers wil! be those who can produce quality 
products and find ways of adding value to these 
primary goods. In most cases, smallholders will 
not be able to compete as individuals, and will 
need to bulk their commodities with other 
farmers through group marketing. As farmer 
groups gain new marketing skills , they will also 
need to take on new contractual arrangements to 
ensure a more consistent supply of goods to a 
known buyer at a pre-arranged quality, volume, 
and price. 

To enable rural carnmunities achieve these goals, 
the next generatian of service províders also need 
to acquire marketing and agroenterprise skills. 

What 15 Marketing? 

Marketing can be described as the "delivery of 
customer satisfaction at a profit". However, the 
marketing process has many elements , and as 
consumers become more disceming, marketing 
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develops into a more sophisticated area of 
research and social interactiou. For the last 
50 years, attitudes towards marketing have 
changed dramatically, as the business 
cornmunity changed [rom focusing on production 
to product quality, to sales, to marketing and, 
most recently, to social marketing. This rapid 
evolution has been driven by the need for 
companies to remain competitive in the 
marketplace. Being competitive is based on !be 
ability to attract new customers with the promise 
of better value and retain existing customers by 
delivering satisfaction. The role of the marketing 
group is !berefore not only to capture today "our 
hearts and minds", but also to identify what we 
will need tomorrow. 

Because oí the Lncreasing exposure to marketing 
and its concerted effort to sell things to people, 
widely differing views exist on marketing. Sorne 
peopIe view marketing as "an essential 
component of sound business practice", whereas 
others consider marketing as "a fraudulent 
activity used to persuade people to buy goods 
they don't need at infiated prices". Like it or not, 
marketing is an evermore pervasive element of 
our daily Uves and being successfuJ at marketing 
products is crucial to developing a sustainable 
business or agroenterprise. 

According to Kotler et al. (2002), marketing can 
be defmed as "a social and managerial process 
by which individuals and groups obtain what 
they n eed and wan t through creating and 
exchanging products and value with others" . The 
process of marketing is therefore rmding ways to 
provide people with products and services that 
they either need to function normally or desire to 
improve their well being. 

Marketing rums to service three distinct 
categories of need. The first refers to basic 
physical needs such as food, clothing, shelter, 
and saJety; the second to social needs, wh.ich 
relate to belonging and affection; and the !bird to 
individual needs, which relate to satisfying 
yearnings for knowledge and self-expression . The 
last category includes wants or desires, which go 
beyond the immediate n eeds far basie human 
operations and social interachon . Desires are an 
unlimíted set of perceived needs that people seek 
to satisfy through ideas, products, and services. 

Whichever category , the consequences are 
s imilar in the marketplace, in that , when wants 
are supported by the ability to pay, these wants 
can be translated into market demando 
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If we cansider products and sentices as benefits, 
consumers wiU choose those products and 
services that provide them ,,~!b the best value for 
money. Value is based on an individual's 
estimation of satisfaction; many degrees of 
fulfilment exist when making a purchase. 
Decis ions to buy a given product are based on a 
multitude of cultural, ethical, moral, weather, 
and wealth-related reasons. Aiming to make our 
choices easier, producers and marketing agents 
have developed a mesmerising range of qual.ity, 
price, and emotionalIy loaded options. 

Far example, when buying what seems to be an 
innocuous pair of sports shoes, consumers face 
an incredible range of options in the marketplace. 
Sorne consumers may buy a simple paír of shoes 
that will enable them to play sports at low cost, 
let's say $10. Others will select the latest fashion 
of a world brand in sports shoes, endorsed by a 
world -renowned sports star for $150 . The brand 
.hoes apparently olfer more than the cheap shoes 
such as ult.imate levels of technical protection for 
the heel, instep, and toes, foot comfort, luxurious 
materials , and other less tangible features that 
refiec t highly valued aspects of style , glamour, 
and s tatus . Marketing is therefore based around 
the idea of providing a range of products with 
different value-to-price levels that ma tch 
consumers' needs, desires, and ability to payo 

Given this modern and globalised view of 
marketing, how does this relate lo smallholder 
farmers located in remate rural settings? At first 
glance , not much, but when we analyse the 
situa tion of smal1holder farmers, we can 
recognise that they have all the same e lements of 
a commercial company_ Farmers have valuable 
assets such as land and location . They know 
what is grown or produced in !beír locality and 
can access labour, albeit their own and t.heir 
[amUy 's. They produce a range of goods and 
services for others in the cornrnunity and know 
what cornmunity members like in general and 
what they can afford. 

However diflicult their situation in regard to 
infrastructure, social organisation, remoteness 
from markets, and income leve ls . al! farmers seH 
a proportion of their produce and many o[fer 
services to otners. Therefore, a11 [armers have a 
sales and marketing challenge and as such can 
benefit from increasing their knowledge about 
marketing and how to engage the marketplace. 

As many of !bese ideas may be abstraet to the 
farmers 0 0 fjrs t hearing about them, the service 
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provider needs to adapt !he marketing approach 
so that selected farmer groups can, with 
practice, gain marketing skills to seU their goods 
and services more profitably and on a more 
sustainable basis. 

Given this introduction, the first rule of 
marketing for small-scale farmers is to : 

Produce what you can sell, instead oJ 
trying to sell what you haue produced 

This is a simple rule, but to achieve this in the 
agricultural context means !hat farmer groups 
and service providers need to know what 
consumers are demanding in the marketplace; 
how the laws of demand and supply affect prices, 
price trends , and volumes being sold; and how to 
interpret these laws in terms of their Qwn market 
opportunities. 

Supply and Demand 

Supply: the quantity of products that 
producers Can offer [or sale. 
Demand: the quantity of products that 
consumers can buy. 

The marketplace generally operates on the laws 
of demand and supply. In simple terms, this can 
be interpreted as "when supply increases, prices 
fall and vice versa". To make informed decisions, 
clients (farmers, processors, and traders) need to 
know how their production fits within !his law in 
the marketplace. 

Although , the law o[ supply and demand appears 
simple, in reality, the dynamics of the 
marketplace are complicated. Many factors and 
trends (see "Market Drivers and Trends" on 
page 18) affeet the workings of the market and , 
consequently, inOuence supply and demand o 
Factors af[eeling supply in agriculture include 
weather, seasonality, access to inputs, raads, 
and transport to market. Factors !hat affect 
demand are consumer driven and inelude price. 
quality, avai lability, and awareness of the 
product. 

The Marketing Mix 

To address these market issues, producers and 
seUers develop marketing and business strategies 
to improve product sajes. The basic components 
that sellers use in developing a marketing plan 
are referred to as "marketing variables", 
"marketing roix" ) or s i_mply as "the four Ps"­
Product , Priee, Place, and Promotion (Table 1). 

In the participatory agroenterprise development 
approach, !he market facilitator will guide farmer 
groups through a series o[ activities that will 
colJect information from !he market that is 
related to market demand, market supply, and 
how the four marketing variables can be used to 
increase sales and revenue . Readers who are 
interes ted in more detailed information 00 this 
marketing topic should consult marketing 
textbooks such as those by Kotler et al. (2002) . 

Market Participants and 
Intermediaries 

As part of work, !he market facilitator will be 
exposed to a number of new terms used to 
describe market actors, types of markets and the 
different roles and functions that people perform 
in a market chain. Many different types of 
participants or market actors are involved .in 
producing, buying, processing, selling and 
receivíng agriculture produce. There are also 
people involved in providing services to support 
the sales of a given product. Market 
intermediaries or "traders" are the people who 
handle a product from the time it leaves the farm 
until it reaches the hands of the fmal consumero 
The links between the producer and the 
consumer are often referred to as the market 
chain, shown in Figure 2. The following section 
provides a list of so me of the most important 
market intermediaries, where they work and 
types of functions that they are involved ",ith in 
agricultural marketing. 

Important market chain actors 
Collectors: These are small, mobile traders who 
visit villages and rural markets . They buy from 
village bulking agents and directly from farmers. 
Collectors operate Qver short distances; they 
trade small volumes at a time , using limited 
amounts of money and use simple means of 
transport, such as donkeys, bieycles, motorbikes 
and earts. They are most common in areas where 
farmers are poorly organised. 

Assembly traders: These traders normally buy 
from farmers and col!ectors , and sel! to larger 
wholesalers. Their maín funcHan is to gather 
produce for sale to large traders who do not have 
the time to carry out small purchases from 
scattered producers and collectors. Assembly 
traders are normaUy based in rural markets or 
towns. They may own or rent small, motorised 
t ransport vehicles and small storage facilities. 
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Table 1. The marketing rnix: product, price, place, and promotion . 

Marketing variable Definition 

Product Everything that we sell that satis fies a 

need or a want; includes material objects, 

services , persons, places, organisations, 

and ideas 

As pects of this variable ¡neLude: 

1 
Variety, quality, design, cha racteristics, 

brand, packaging, sizes, services, 

guarantees 

Price The monetary value that a seller seeks (rom 

_______ a buyer for a product or service 

Place Distribution and marketing channels 

Price lists, discou nts, price margins, credi t I 
conditions 

Market sales points, spatial caverage oí 

Promotion 

r-----

Production 

A series of independent organisations 

involved in the process whereby the 

consumer or industrial user can use or 

con sume the produ ct or service 

The mean s for convincing or persuading 

potential u sers of the quality or features of 

th e products or services being offered 

Processing 

Tradlng 

market sales points, locations v.ri.thin 

markets, inventaries of products, 

transportation channels 

Advertising, personal sales , trade and 

consumer promotions , public relations 

Consumptíon 

Retaillng 

ReHarch 
Trading 

Tranlportation 

Govemment poUcy re¡ulation 

Communieationl 

TeehDical • business training • auiatance 
Post harvest 

handling 
Market information and inteWceDce 

Finaneial Hmee. 

Production input lupply 

Figure 2. Market chain showing actors, functions and services. 

Wholesalers: Wholesalers vary in size, but deal 
with larger volumes than collectors and 
assemblers and often store goods . They normally 
Qwn or rent medium to large vehicle s for 
transporting agricultural products, and own or 
rent medium to large size storage premises 
which a llows them to postpone sales in 
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anticipatian of price rises, Le., to speculate on 
the market. These traders cate r for the needs of 
large r m a rkets with m any other wholesalers, 
retailers and consumers, i.e. large towns a nd 
cities . They sometimes buy produce from 
farm ers and collectors, but tend to rely on 
assembly traders and other wholesalers as the 
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main source of supplies. Wholesalers sel! in bulk 
to other wholesalers, processors, industries, 
institutional buyers and retaiJers. 

Retailers: The main role of retailers is the 
distribution of products to consumers. Their 
function is to obtain supplies and display them 
in forms and at times convenient to consumers. 
Retailers are very diverse in size and operation 
from small kiosks and hawkers or roadside 
seUers that seH s mall volumes of a Iimited 
number of goods, to shops, and supermarket 
chains that deal with a vast range of agricultural 
products. Some retailers s pecialise in specific 
products, whereas others selL a range of fresh, 
processed and frozen products. 

Processors/commercial buyers: Processors are 
individuals and firms involved in the 
transfonnation of agricultural com.modities. Rice 
and maize millers, bakeries, fruit juice makers 
and cassava starch manufacturers are examples. 
Processors can be small household en terprises 
or fairly Large formal firms. Large processors 
tend to have significant stocks af raw material to 
ensure continuous processing activity and high 
utilisation of installed equipment during the off­
season. 

Types of Market 

The market intermediaries operate for the most 
part in a range of different market locations, as 
ilIustrated below: 

Assembly rruzrkets 
These are markets \vhere produce is sold by 
farmers and smaUlocaJ traders before being 
taken to wholesale markets. Assembly markets 
playan important role because it is more 
efficient for traders to be able to purchase from 
farmers at a few places, at a particular time, 
rather than visit individual producers on an 
ad-hoc basis. Assembly markets are normally 
located in rural a.reas, but can often be found in 
small towns close to farming areas. 

Wholesale rruzrkets 

Wholesale markets are generally found in larger 
tO\\lTlS and cities. These are markets where 
retailers and businesses buy their supplies . 
Farmers can deliver produce to wholesaJe 
markets; however, the main s uppliers are 
usually traders who have bought from farmers 
and small traders. In most cases, a wholesaler in 
the market wiH buy agricultural produce for sale 
to re tailers or wholesalers from other markets. 

Wholesale markets offer the advantage of trading 
large quantities of produce in one place which 
enables prices to be based on the level of supply 
and demand of produce to the market. 

Retail rruzrkets 
These are markets where consumers and smal! 
businesses , such as restaurants and street food 
vendors, buy their supplies. Retai.! markets can 
be found in rural as welI as urban areas. Many 
viLlages have their own retail market. They may 
open daily or at certain days during the week. 
Formal retail markets account for only a small 
share of sajes as consumers can also buy from 
small retail shops and supermarkets, as wel! as 
from traders and entrepreneurs selling from 
trucks, bicycles, and roadside stalls. 

Supennarkets 
As urbanisation has created ever larger market 
centres with higher levels of market demand, 
supermarkets have emerged as a convenient, 
safe, wel! managed marketplace for the mid to 
higher income urban consumer. Supermarkets 
are rapidly becoming a feature of large towns in 
virtually all countries including developing 
countries. Farmers can seU to supermarkets but 
the buying conditions are more s tringent than 
the wholesale markets, in terms of food quality, 
but aJso in terms of supply frequency and 
financial regulatían. 

Marketing Functions and Services 

Marketing functions are the roles performed by 
market participants as the produce moves [rom 
the farro to the consumer. Each function is 
associated wlth the provision of one or more 
services and each of these services add value to 
the produce. Below sorne important market 
functions are explained. 

Bulking 
One of the most basic marketing functions th at 
can be performed by farmer groups or local 
traders is to bulk produce from several farmers. 
This enables the farroers to selllarger arnounts 
of praduct at ane time which enables, ror 
example a farmers group to negatiate far more 
favourable prices with traders. Farmers who 
bulk 2 to 3 lOO kg sacks of produce can only seH 
to a local trader. Ir farmers wish to negotiate 
with a larger trader, they may need to buLk, 2 to 
10 metric tonnes of produce to fill a pick up or 
lorry . For the traders this is attractive as it 
reduces the costs of collecting small amounts of 
variable quality praduct from many sources. 
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Therefore the trader is willing to paya higher 
priee per kg for the bulked commodity. 

Cleaning 
Harvested produce needs to be cleaned before 
processing andj or consumplion. Through lhis 
activity, foreign matter such as sand, straw and 
stones are removed . Agricultural produce can be 
cleaned by hand or through the u se of manual 
and motorised equipment. 

Drying 
Moisture content (m.c.) influences the 
pe ris hability (or sh elf !ife) of a product and th e 
e fflciency of processing. For many products, 
mois ture content is the mos t critical quality 
criteria, especially those products that are likely 
to be stored [or a considerable period of time, 
i.e . , [rom 1 to 6 months. Consequently, buyers 
oCten have maximum moisture content 
specifications. For crops s uch as maize, they are 
oCten harvested with a moisture content oC 
perhaps 20% to 23%. Field drying, if conditions 
are sunny, can dry this down to the optimal 
moisture content of 11 % to 13% m .c. If the crap 
is sold w;th a mois ture content aboye 14%, it is 
likely to suffer [rom s erious s torage problems 
associated with pes ts and diseases . Jo this case 
a higher price is paid for grain which is in the 
optimal storage range of 11 % to 13%. 

Sorting or grading 
Ha.rvested produce usuaHy requires sorne form 
of sorting to meet the grades required by 
processors, exporters, and consumers. Sorting 
dlfferentiates produce according to certain 
attributes or characteristics , in cluding variety , 
s ize , colour, s hape . degree of impurity, and 
ripeness. Becaus e the sorting of produce is 
labour-intensive and time-consu ming, market 
pa rticipants will only be willing to sort their 
produce if buyers are prepared to paya higher 
price for diffe rentiated and higher quality 
products. 

Standard weights and measures 
Another aspect of grading is to seU produce in 
s tandard unit m easures o[ length, weight or 
volume. S tandard weights and measures were 
int.roduced to ma ke trading both more efficient 
and also so th at buyers and selle rs who were 
unable to meet to negotiate a lransaction would 
s till know how much they were buying for a 
given price. As with sorting and grading, the us e 
of s tandard units provides an opportunity to 
ei ther reduce the number of intermediaries, who 

16 

need to physically see a product as it flo ws 
throu gh the market chain, or provides a means 
for ve ry distant buyers to buy without seeing the 
product. 

Standard weights and measures ¡nclude the use 
of na tional, imperial or metric units , all of which 
can be understood and verified throughout the 
regio n of trade. For international trade , the 
standard units norrnally refer to centimetres and 
metres for length , weight a s measured by grams , 
kilograms and metric toones and volume as 
measured by Litres, and cubic metres. Produce 
that is sold in sacks are generally s old in 
standard 20, 50 or 100 kg units. These are 
easily recognised a nd allow for rapid transfer o[ 
good s upon agreement of sale . 

Processing 
Sorne agricultural products require processing in 
order to meet consumers' needs and tas tes. For 
example , in urban areas people have more 
sophis ticated demands and are prepared to pay 
for processed foods , including prepared [oods , 
canned and frozen products. In sorne cases, 
agricul tural cornmod i ties cannot be consumed 
without processing. Thi s is the cas e, ror 
example , of rice and Iives tock . Paddy rice mus t 
be milled into rice and animals mus t be 
slaughtered, dressed, and divided into 
conveniently sized pieces before they can be 
cons um ed. Finally , processing m ay pro long the 
s he lf tife o[ a product , a s in lhe case o[ maize 
flour and dried or canned fish. 

Storage 
To avoid priee slumps and reduce pos t harvest 
loss es , s torage facilitie s aTe needed at various 
stages of the marke ting chain. For sorn e 
prod ucts s torage is not [eas ible due 10 product 
peris hability. as in the case of toma toes, \vhereas 
more durable agricultural cornmodities may be 
kept Cor very long periods. Sometimes storage lS 
required for just a few days , while the product is 
awaiting transport or the seller is s earching for 
buyers . 

Storage involves cos ts and risks. For s torage to 
be profitable, the actors involved mu s t receive a 
future price that is h igher than the present price 
plus s torage cos ts, including rent, labour, pest 
control , product losses, and interest rates on the 
capital borrowed. In practice, the cos ts of 
storage depend on the commodity s to red, lhe 
type of s torage sys tem, and unpredic ta ble and 
varia ble factors, such as the incidence of pests 
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and climatic conditions. Con s iderable amounts 
of money can be gained or lost by storing 
produce at one time of the year and selling at a 
later time. Typically traders who store produce, 
buy when prices are low, at the peak of the 
harvest season and sell the stored grains as 
prices start to íncrease. 

However, speculative storage is fraught with 
risks, prices vary for many reasons and stored 
goods are often lost due to los ses from pests and 
diseases, adverse weather and other factors. 
There are considerable skills needed to be able to 
specu late on markets and this is why most 
storage is undertaken by traders who 
unders tand the Iiner details of marketing 
compared with farmers , who are more 
specialised in production. 

Packaging, labelling and branding 
Many products need to be packaged in sorne way 
if they are to be marketed widely and efficiently. 
Packaging reduces physical deterioration , theft 
and adulteration of produce. It may also ensure 
product cleanliness and facilitate 
standardls ation of weights and measures. 

Packaging a1so provides producers with the 
opportunity to differentiate their product by 
labelling with product attributes including a logo 
to identify the source, produet descriptions, 
ingredients andjor sales instruetions. This 
informatian can be used for promotion and 
advertising purposes, making the produet more 
attractive to the consumero In time, a well 
recognised label with s trong consumer loyalty 
can beco me a "brand" , which many consumers 
recognise as a product with s trong consumer 
support. 

Business Oevelopment Services (BOS) 

In addition to t.he market intermed.iaries who 
directly handle the transfer of produce through 
the market chain are a number of business 
development s ervices (BDS) that are critical for 
effective marketing performance . To improve 
market efficiency participants in agricu ltural 
supply chains require a number of support 
services to develop their bus iness ac tivities. 
There are many support services , he fe we wiU 
focus on: s upply of inputs, research , 
advísory j development servíces, transport, 
communications , market inIormation , and 
finance. 

The role of BDS in marketing and agroenterprise 
development cannot be underestimated as these 
are the services that not only enable the market 
to perform efficient1y, but they are a1so 
respon si ble for a large part of the new 
innovations that can occur in a market and 
provide for increased competitiveness and 
therefore sustainability. 

Supply ofinputs 
Access to good quality and affordable inputs, in 
the right form and volume , is eritical to the 
activity of different actors in a market chain. 
Key inputs for farming include seed , 
agro-chemicals, irrigatian water, agricultural 
implements , and post harvest equipmen t . 
Processing often requires access to water and 
electric power, equipment, and spare parts . 

Research 
Research is essenlial for the development of 
appropriate technologies and methods tha t 
enhance production , post harvest, s torage. 
processing and marketing. The development and 
release of improved varieties can lower 
production costs, increase produce supply and 
quality, reduce product peri s hability, andj or 
enable off-season production . The development of 
agro-processing technology can reduce waste and 
costs, increase production capacity, and improve 
product quality. It is often new technologies that 
make the difference between subsistenee and 
more competitive production. 

Advisory services (extension/ development) 
To be successful market participants can benefit 
considerably from special.ised information and 
advice on their area of acUon. This may caver a 
wide range of areas, including production, 
natural resource management, post harvest. 
processing, marketing, management , and 
business planning. Such services are províded by 
agricultural and market extens ion oflieers , 
government agencies and information services, 
non-governmental development organisations 
(NGOs) and cons ultancy rtrms are common 
sources of specialised advice a nd information. 

Transpon 
A major cause of marketing prob lem s often hes 
in the limited avai labili ty and high cos t of 
transport services , especially in remote areas 
that are diflicult to reach. Transport of produce 
fram such areas is only justified when the selhng 
price in destination markets is well aboye the 
purchasing price in !hose areas. The transport 
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market, Iike any market however, offers a range 
of different modes, and prices. Farmers should 
find the most cost effective mean s o[ 
transporting their goods and constantly review 
this market in arder to find the most cost 
efficient means. 

Communlcations 
Post, telephone, SMS, e-mail , Internet services 
and word of mouth are critica! for smooth 
information flow and low-cost transactions 
along the market chain. The increasing 
avaDability of mobile phone networks, e-maD 
and Internet services in the developing world 
has had a major impact on the efficiency of 
marketing systems and for many market actors, 
the mobile phone is the most effective mean s of 
communication. ]n areas where mobile phones 
have become ubiquitous, many buyers will only 
now operate with suppliers that have a phone, 
to ease and reduce the costs of transaction. 

Market Information 
Market information is essential for decision 
making, red ucing transaction costs and risks. 
enabling efficient storage, and Cacilitating the 
flow of goods from production to consumption 
afeas. Access to informatian reduces business 
risk and allows market participants to explore 
profitable opportunities and meet consumer 
needs. The scope for cheating and unfair pricing 
practices is also significantly reduced when 
information lS available to all market 
participants. Although, mos t developing 
countries have national policies to provide 
market informaban to farmers, in a timely and 
accurate manner, this is rarely the case. 

Farmers shauld have an idea of input saurees 
and prices, current produet prices in local 
markets, the degree of príce volatility in these 
markets, the best time of the day to sell , and 
price trends and seasonali ty . They s hould a!so 
have infonnation abaut the number and type oC 
buyers operating in different local markets, their 
volume and quality requirements, and selling 
arrangements. 

Finance 
Fi nance is necessa.ry for good s to mave along 
the marketing system . Farmers need to 
purchase inputs and may want to hold on to 
their crops after harvest to beneut from higher 
prices. Traders and pracessors need ta finance 
investments as well as marketing and 
pracessing aetivities. 
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In m ost developing countries it is difficult to 
acces s forma! bank loans. As a res ult , farmers, 
traders and processors tend to rely on savings 
and informal sources. Farrners may receive 
inputs from traders or commercial buyers on 
credit, repaying the loan at a later date with 
produce or cash. They may also seU their cropo 
on cr edit, thereby helping to fund the activity of 
buyers. Wholesa!ers and processors may advance 
funds to coUectors and assembly traders for the 
purchase of agricultura! products. 

Marketing chalns 
All of these marketing actors, functions business 
services and policy frameworks, provide the 
operational environment in which marketing 
chains operate' . Market chain being the term 
used to describe the multiple market channels 
through which a product or service moves until 
reaching the consumer. Farmers rarely seU an 
agricultura! product directly to the consumer. 
lnstead, agricultura! producto tend to change 
hands severa! times and go through different 
stages befare being cansumed, as shown in 
Figure 3. 

Ma rket Drivers and Trends 

Severa! key [actors drive changes in the 
marketplace in terms of the quantity, quality, 
and types of products that are in demando The 
following overview describes the majar factors 
that influence market trends and how these 
affect markets, whether for the shart. medium, or 
long-term. 

Popu lation growth 
[n Africa, the rate oC population growth ranges 
from 2% to 3%. This means that, L;U..!ry year, a 
significantly higher number of people need to be 
supplied with agriculturally based goods. For 
many countries in sub-Saharan Africa, the 
populations are likely to double within the next 
15 to 20 years, suggesting a s ignificant increase 
in demand [or basic goods. 

Urba nisation 
Last centu.ry, the world urbanised at an a.larming 
rate , and about 50% of the warld's population 
now lives in tawns and cities. In developed 
nations, the level of urbanisatian is particularly 

3. in th.is manual, the terms marketing chain , market 
chain, product chain, supply chain, and value chain 
are used interchangeably. 
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high, but rates of urbanisation are, in fact, 
highest in developing countries, especially in 
Africa. The rapid movement of people from rural 
areas to urban centres mean s that mOfe 

consumers want to buy, not grow, food. 

Rising incomes, particularly urban 
In mQst countries, incomes are rising. As 
incomes grow, people tend to spend a lower 
percentage of their income on [ood. This mean s 
that people can select either higher quality or 
more processed [oods. The fas test rate of income 
growth is found in urban centres and, as a 
general rule, the larger the urban centre, the 
wider the range of products that are in demand 
in terms of type, quality, and quantity. In Africa, 
the emerging middle das s is demand ing more 
s ophis ticated goods, a demand that is being 
promoted by the rise of supermarkets. 

Market liberalisation 
This term refers to the process by which control 
of the marketplace is released ar "liberated" from 
the strict regulatian ar control of Governrnents. 
In many cases, State-led marketing led to 
mass ive internal debts, as Government regulated 
m a rke ts to meet their budgetary needs. Lack of 
competition , weak busin ess/marketing skills and 
low efficiency led to a distortion of incentives, 
often producing low prices for [armer's goods and 
high prices for consumer's goods. In sorne cases 
this problem was coupled with high levels of 
corruption. When Governments required 
international support to offset senous debt, they 
were asked to relinquish control of the market by 
financia l insti tutions such as the International 
Monetary Fund. The Government, in a11 cases, 
s tUI provides a regulatory framework but the 
mechanics of the marke t is organised and 
implem ented by a hos t of private sector actors 
and companies . This has in most cases led to the 
emergence of a more competitive marketing 
system, although in poor countries a truly 
competitive entrepreneurial sector is yet to 
emerge. 

Globalisation 
This term is used to describe the recent impact of 
innovations in com.munications and trans port 
systems on trade and the increasing integration 
of world markets. This process has encouraged 
nations to free up their economies and increase 
their volume of trade, including agricultural 
products. Although increased economic 
liberalisation and openness has been proved to 
lead to growth, for many developing countries, 

liberalisation can cause serious economic 
difficulties. GIobalisation is considered by many 
to be the most influential trend on market forces, 
having both a positive and negative effect for 
producers. 

Declining commodity prices 
One devastating effect of globalisation has been 
the steady fall in global prices of major 
agricultural commodities traded on the world 
market. For virtually all of the top 20 traded 
agricultural commodities, their value has fallen 
to its lowest level in more than 40 years. This 
effect is caused by the declining value of primary 
goods relative to manufactured goods over time 
and a general oversupply to major markets. 

Market concentration 
For the last 20 years, the number of buyers 
trading on the international market has radically 
shifted from very many local business traders to 
a few large international trading houses. For 
major cornmodities such as wheat, maize, 
soybean, coffee, maíze, and vegetable oil, the 
number of traders per commodity has fallen 
dramatically to 5-10 major international trading 
houses, such as ADM, CargilI, and Louis Drefuss 
in the grain markets, or Sara Lee and Nestlé in 
the coffee markets. This 10ss in competition at 
the trader level in the market chain has mean t a 
significant shift in market power away from 
fanners to buyers. Thís 10ss of negotiating power 
for farmers means they are increasingly locked 
into a price structure dominated by 
multinational buyers. The danger of this 
situation is that the few buyers have the market 
power to maintain low prices and establish 
cartels. 

Retailing and vertical integration 
The fall in the number of international buyers is 
reflected in a similar effect for the retailer sector. 
In developed nations, for the last 20 years, many 
hundreds of village shops have been superseded 
by a few national or now multi-national 
supermarkets. For many sectors, supermarkets 
are the dominan t buyers and fanners are 
required to meet their stringent quality control s 
and price structures. Sometimes, companies 
along the supply chain merge so that they 
become integrated or ¡'interlocked" organisations 
that can grow, transport, process, package, and 
retail goods. This type of operation is efficient 
and can effectively lock out smaUer growers from 
the market. 
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Consumer concernfor food safety 
Increas ing s upplies of food into urban centres 
has led to s ituabons of mass poisoning. In Kenya 
in 2004, more than lOO people died of aflatoxin 
poisoning after eating poorly stored maize. Bee[ 
carrying mad CQW disease, white wine mixed \vith 
glycols, peanuts contaminated with alf1atoxins , 
cofCee containing mycotoxins, and numerous 
ot her cases have either caused mass illness or 
deaths and have led to major new campaígns 
and legal regulations to make food as safe as 
possible for the public. Such problems mean that 
consumers want to be sure of the quality of the 
goods they consume. 

lndustria li sed nations have introduced stringent 
food safety laws that en force adherence to 
specific quality standards. Companies that faíl to 
meet such standards are fmed and the defective 
products destroyed. To seU food products in 
industrialised countries, suppliers must meet 
[ood safety requirements, and products are 
tested on departure and on arrival. Failure to 
meet s tandards leads to termination of contracts. 
The stringency of food safety laws, often 
described under sanitary and phy tosanitary 
(SPSj requirements, is rapidly becoming a major 
trade barrier for goods into developed nations. 
Food products are nmv required to carry 
traceability tags to further ensure food safety . In 
most developing countries, food laws are seldom 
enforced but they are being developed and will 
eventually become an important issue for 
[armers selling goods on the m a rket . 

The growing importance of sustainability 
issues 
Increased productivity can s everely affect natural 
resources. In the agricultura! context, this can 
mean overuse of inorganic chemicals and 
pesticides. For farmers, this can mean that their 
land becomes less productive and they need to 
move onto virgin or more ma rginal land , thereby 
accelerahng environmental degradatian. 
Consumers have reacted against this with a shift 
towards demanding products that are produced 
organicalIy or at least using "dean" production 
systems. Consumers \ViII also paya considerable 
prem.ium for products that can show they were 
produced under environmentally friendly 
conditions. In the future . the u se of sustainable 
and environmentally friendly production systems 
is likely to become a more important issue. 
Already, the "organic" market is growing by 20% 
per annUffi. 
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Information and communication 
tech nology 
The advent of computers and, partícularly , 
m obile phones is rapidly changing the ability of 
cornmunities in rural areas to cornmunicate and 
gain new information. The mobile phone is 
considered to be the most applicable 
information and communication product and, in 
the future , as phones beca me more widely 
available they will beco me an essentíal trading 
tool. Already. in many countries, buyers insist 
on theiT suppliers being contactable and, for 
sales of higher va1ue goads, access to phone 
technology is fast becoming an essential element 
of the marketing toolkit . 

Niche markets andfair trade 
As consumers beco me more sophisticated they 
can afford to paya premium for exotic , novel, or 
specialty products. These new types of "Lifestyle" 
products, that is, products that fulftl the needs 
of a very select consumer interest group, have 
created a new market segment related to "niehe" 
products. Specialty coffee, produced from a 
limited num ber of [afms is an example of a 
product that 1s in such searce supply that it can 
cornmand a price many times higher than the 
mainstream eoffee product. Simila.rly, sorne 
consumers will only buy goods that are fairly 
traded, and the charity organisation Oxfam has 
championed the idea of "fair trade" products, 
which pay farmers a fair price for a quali ty 
product o 

Biotechnology, new crops, and new 
markets for biofuels, biodegradables, 
biom edicines, and nutracueticals 
Another emerging market is being created 
arou nd new types of organic products. These 
include genetically modified organisms (GMOs), 
plant-based biomedicines, biofuels, plant 
prod ucts with high vitamin or mineral content, 
such as vitamin-A-rich sweet potatoes and 
iron-rich beans. Although GMOs suffer from 
sorne consumer rejection, their high production 
performance will probably mean that they wiU 
find buyers and that the GMO market will grow. 

The Marketing Context for Small 
Farmers 

Des pite their production potemial, s mallholder 
farmers confront serious constraints in profiting 
fram their resources. Communities need to 
devise evermore innovative ways of using their 
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labour, resources, and skills to take advantage of 
new business opportunities . In many cases, 
current trends will eontinue to marginalise 
increasing numbers of smaJ I-scale rural farmers, 
with partieularly negative effeets on those that 
are least organised and distant from markets. To 
address these changes, rural cornmunities need 
to adopt strategies, including agricultural 
extensification , intensification, diversification, 
and mixed on- and off-farm income streams. 
They need to find ways to make their production 
more competitive, add value to prirnary goods, 
and target higher value products into growth and 
higher value markets. 

For a more detalled discussion of the changes 
that have taken place in Mrica as a result of 
agricultural marketing liberalisation and the 
implications oC this ror farmers who now have to 
produce for the market rather than supplying 
marketing boards, see also FAO's Marketing 
Extension Guide No. 1 "A Guide to Maize 
Marketing for Extension omcers" No. 2 in 
the Marketing Extension Guide series, 
"Understanding and Using Market Information" 
this includes a discussion of factors affecting 
supply and demando 

Preparlng lor rlsk 
One of the more diffieult tasks, when developing 
marketing strategies is to assess the level of risk 

4. (for free copies e-mail AGS-Registry@fao.org). 
[w'\Vw .fao.org/ ag/ AgS I su bjects I en I agmarketj 
understancting.html) 

.....-
Existing products 

assoeiated with a new business option. When 
working with poor smallholder farmers it is 
important to find a simple means of assessing 
an appropriate level of risk that a farmer or 
farmer' group should take on when developing 
a new enterprise. 

Tools such as the Ansoff matrix (Figure 3) are 
used to eategorise risk options, by comparing 
types of products and markets. In this matrix, 
risk increases from 1 (Iow risk) to 4 (highest 
risk). Market analysis based on demand and 
profitabiLity often highlights higher risk 
options and enterprise groups need to be 
aware of the risks and benefits from high profit 
options. 

The market facilitator can use the Ansoff 
matrix to guide groups towards a sensible level 
of risk based on their experience and finaneial 
options. In this case, facilitators may advise 
newly formed farmer groups to seleet options 
that are based on market penetration with the 
view that farmers should test new markets in a 
stepwise manner starting with test plots and 
market trials before engaging in larger scale 
supply. 

For groups with more experience in marketing, 
higher risk, higher return strategies are likely 
to be more attraetive. To facilitate the 
identification of rnarket opportunities and 
evaluate prospeets for diversification, CIAT 
developed a guide: ldentiJying and assessing 
market opportunities Jor small rural producers 
(Ostertag, 2006). 

New products 

Existing markets l. Market penetration (lowest risk) 3. Product development 

-" 
New markets 2. Market development 4 . Diverswcation (highest risk) 

""""-- - - .--- .. --
Figure 3. Using the Ansoff lllatr1x for nsk assessment. 
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SECTION 3 

Institutional Preparation and Planning 

By the end oJthis section, the lead organisation 
shou/d ha ve: 

Made an initia/ survey oJthe area and 
potential partners. 
Identified a site Jo r intervention, that is, a 
"project area". 

Time f rame: 2 to 3 weeks. 

Rapid Reconnaissance Survey 

As part of the planning process, the lead 
organisation, that is, the organisation that wi.ll 
support a m arket fa cilitator, s hould start out by 
undertaking a rapid reconnaissance survey of 
the asea in which they intend to work. This 
inforrnation witl provide a better understanding 
of where to 8tart activities and h ow to link 'Nith 
potential partners. The survey, which should 
not take more than a week, shou ld gather 
general information on the following areas: 
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Social context 
General informatian on the targeted area, 
including its history, climate, population, social 
groups, and outlook. 

Natural resources 
Basic 80i18, water, specialisation in any crop, 
livestock, natural resources, areas of 
outstanding beauty, specialist skiUs. 

Local production resources 
Transport system, market infrastructure, farm 
sizes. 

Social capital 
rnventory of institutions and development 
agencies working in the area and of what they 
do; determinatian of their interest in learning 
more or participating in the market-oriented 
work being planned; interviews with community 
grou ps to evaluate levels of social networking, 
exis tence of groups for palitical organisation, 
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savings, production. etc., with information on 
group size, numbers, age, s trength , etc. 

Business organisation 
lnterviews with larger traders to gain a basic 
understanding of the major goods, products, 
and services traded in the area. Major 
challenges and opportunities, as viewed from 
the private sector. Interviews with 
entrepreneurs who process goods, especially the 
larger entrepreneurs and traders who often have 
a broader view of the market. Interviews with 
leading service providers from the input 
supplies, micro-finance and banking sectors to 
assess investment processes and potentiaL 

Growth commercial market 
In addition to the project s ite survey, the lead 
agenc)' s hould also consider lhe wider 
marketing situation of the cluster of districts ar 
country in which the project is being 
established. Th is study should onIy take 
3 to S d ays, s tart with a review of national 
business statis tics of the country to determine 
key areas of income [rom the agricultural sector. 
Meeting wilh the agricultural managers of large 
agricultural development projects, agricultural 
banks and if possible holding short lunch type 
meetings with leading industrial processors and 
traders. These rapid interviews will enable lhe 
agen cy to gain an understanding of the principie 
agro-indus tries in the country ar major demand 
centres near to the in tended project s ite and to 
evaluate ir these industries offer an potential 
market options. Linking into growing industrial 
markets can be a highly effective way of linking 
farmers to market and mature industrial 
markets offer the possibility of access to stable 
growth market opportunities and in sorne cases 
contractual arrangements. 

In undertaking these areas of analysis, much of 
this information is likely to be available from 
secondary data sources and other development 
organisations and can be used as the basis on 
which to identify like-minded partners to 
initiate a "working group". At this s tage, the 
service provider s hould defme the criteria for 
selec ting ente rpri se groups (i .e., farmer groups 
who will develop new businesses) and for 
selecting a defll1ed area in which to implement 
the project. 

Assessing Levels of "In-House" Skills 
for Agroenterprise and Market 
Facilitation 

As agroenterprise is often a new area of work, 
the lead organisation may bene fi t from first 
evaluating its own "in-house" skills and 
capacity for marketing and agroenterprise 
developmen t. This information will be useful for 
assessing current status and for making 
decisions on the level of capacity building 
required to achieve a desired output, and 
provide an idea of expected pe rformance in the 
field. Clearly, an organisation with strengths in 
economics and marketing is more likely to 
achieve more rapid results in agroenterprise 
developm ent than organisations with staff who 
are skilled in agronomy and health. 

In evaluating in-house capacity, the lead service 
provider should consider lhe following aspects: 

The number of staff with time committed to 
agroenterprise activities. 
Qualifications of staff, experience , and 
institutional rating, that is, management 
days , agricultural advisor days , field s taff 
days . 
Leve l of training in partic ipatory skills, 
including (1) community mobilis ation, 
(2) formation o f farmer groups, (3) market 
visi ts, (4) marke t analysis, (5) business 
planning, (6) savings and loans andj Or 
micro-finance, (7) agroenterprise 
development, and (8) business development 
services. 
Experience in the skills listed aboye, that is, 
have these skills been put into practice? [f 
so, what were the results? 
Access to training material s to assist in a 
market facilitation activity. 

S taff members s hould discuss these ideas and 
perhaps complete the capacity analysis box 
given in Appendix 2. A s imilar exercise can a lso 
be undertaken to evaluate other partners in an 
objective manne r. [f the group being analysed 
scores highly (e .g., more than 30), th en they will 
have strong marketing and enterprise ski lls that 
are well suited to rural business development. 
However, if the score is less than ID, then the 
team may benefit from training. 

Selecting Partner Organisations 

Agroenterprise development is a complex task. 
To link activities and actors along a market 
chain in an effective manner requires careful 
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gathering of relevant information as well as 
skills in building relationships . It is un usual to 
have all the skills required \Vithin one 
organisation. Hence, success in agroenterprise 
development usually requires that organisations 
find like-minded partners from the public and 
private sectors to support the process at specific 
points. Partners are also essential in scaling up 
activities. 

When selecting partners , the initiating team, 
which may inelude partners froID research, 
education, or development, should address 
sorne basic questions: (1) whether a prospective 
organisation has the resources and interest to 
support a "market faciütator" , (2) if the 
organisation's management is fully committed 
to supporting the exercise, (3) whether partners 
are aware that agroenterprise development 1s a 
long-term process linked to seasonal cyeles, 
meaning that the process takes a minimum of 
6 months to implement, but usually requiring at 
least three seasons-which can take up to 
36 months-to complete, and, finally, (4) if this 
time [Jame is agreeable , then does the institute 
selected to suppor! a market facilitator meet the 
following criteria: 

What new skills does this partner offer the 
group? 
What are its objectives? 
What activities does the organisation 
undertake to ach.ieve these objectives? 
Does it have the financial and technical 
skills a nd jor resources required? 
Does it work in the same or desired 
geographical are a ? 

Does it have experience in agroeoterprise 
activities? 
Is it interested in or capable of a long-term 
commitment to agroenterprise? 
Can it mobilise funds for activities in 
agroenterprise deve lopment? 
Does it work wíth other agencies such as 
research or micro-finance? 
Does it have staff trained in using 
participatory techniques? 

Other more specific issues i.nclude: 
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Does the organisation work on a time-bound 
project (e.g., 1 to 3 years) or on a longer­
term basis? 
ls its goal to empower a cornmunity wíth 
skills, or to provide services to enable it to 
better access rnarkets? 

Does it provide cornmunities with assets 
such as seeds, tools, loans, or livestock, or 
does it take a more facilitatory role in 
support of other tertiary partners? 
What are its entry and exit strategies? 

In many cases, agroenterprise development will 
be a new area of ac tivity for at least one of the 
organisations and therefore the selection of 
partners may not be based 00 their current level 
of skills. The decision to set up a partners hip 
may be based on the ir performance in the field, 
the ir ability to resource new activities, the 
interest of their s taff in this new area, and also 
their visian of how agroenterprises will support 
their cl.ient comrnunities. 

In sorne cases, a relationshíp may need to be 
s trengthened so that performance can be 
monitored more effectively. For example, a 
formal or informal "Memorandum of 
Understanding" should be prepared on how the 
relationship will operate, with information on 
shared roles and responsibilities and any 
financial arrangements that are tied to 
fLeldwork . 

Partners should discuss these are issues as the 
answers may influence how an agroenterprise 
development approach is planned and 
implemented. Future plans will be particularly 
influ enced by the level of investment available to 
conduct surveys and initiate new agroenterprise 
projects with farmer groups. Likewise , a project 
needs to know if, in the future , funds w ill be 
available for partners to scale up from pilot 
projects. 

Once the partners are selected, they then need 
to select candidates for the role of "marke t 
facilitator". This person should be interested in 
the new role, be dynamic, have strong 
participatory skills and, if possible , have sorne 
background in business. In sorne cases, this 
may require hiring a new ty pe of person to the 
organisa tian . 

Example of Partners 

In three African reference siles, institutions that 
have undertaken this activity in Africa with 
ClAT's Enabling Rural Innovabon group 
inclu de: 

Uganda 
Catholic Relief Services, Gulu District; 
Africa2000 Network, Taroro District; Africare, 
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Boxl 

An example partnershlp between CIAT and Afrlcare, Kabale, Uganda 

Why and how was the NGO Africare chosen to carry out agroenterprise development activities with ClAT? 

CIAT's research group has worked with Africare's field and management staff for many years in Kabale District 
on participatory research on bean production. Over this long-term relationship, the two institutions had built 
trust, strong tines of communication, and a cornmon vision of what they would like to see happen in their areas 
of operarían. 

The partnership began with limited interaction, with the two institutes operating small field triaIs. CrAT needed 
a developrnent agency in the highlands oC southwestern Uganda that could finance and provide logistic 
resources field staff, and could scale up successful ideas with other communities. The Africare team was seen 
as a potentiaUy strong partner as they had well-trained staff on long-term contracts. 

The two institutes have since built a good track record of working on cornmon issues related to food security 
and farrner field experimentation. Linking Africare iota a more market-oriented arrangement was a case of 
natural progression, with no need Cor additional memorandums . 

The ínstitutions work well on marketing and see this new arca of intervention as building on previous activities 
and as supporting their vision of promoting food secw-ity and income-generating activities. 

Kabale District (Box 1); National Agricultural 
Research Organisation (NARO), Bulundi 
District; from the private sector; Uganda Grain 
Traders Ltd.; Radioworks; and mobile phone 
companies. 

Tanzania 
Traditional Irrigation and Environmental 
Development Organisation (TIP), Loshoto 
District ; Faida MaLi and Hai District Council 
and the Catholic Relief Services in Mwanza. 

Malawt 
Plan lnternational, Kasungu District; District 
Agricultural Research System. 

On a larger scale, the Catholic Relief Services 
have undertaken a regional shift towards 
agroenterprise development, with 9 countries 
participating in an East African Learning 
Alliance. The countries involved include: 
Burundi , Eritrea, Ethiopia, Kenya, Madagascar, 
Rwanda, South Sudan, Tanzania, and Uganda, 
as parl of the agroenterprise leaming alliance . 

Hast ins titut.ions may be governmental or non­
govemmental, agriculturally-based or mOre 
broadly development-oriented, or focus on 
production or business development services. 

Evaluating Farmer Group 
Organisations 

Although the focus of the agroenterprise 
approach is the market chain, in many 
situations considerable market facilitation will 
be required to support producers or farmer 
groups. This is because [armers are often the 
weakest link in the supply chain. In our view it 
is unlikely that effective enterprises will be 
developed by working with individual poor 
farmers, c1early individual s who have 
resources can and do establish successful 
enterprises . For smallholder farmers, there is 
considerable evidence to s how that organising 
farrners into groups is an effective way o[ 
learning new ideas and becorning more 
competitive through for example gaining from 
economies of scale. 

The market facilitator should however always 
venfy that group work will be of benefit to the 
fanners, as there are no absolute rules that 
farmers must be in groups. 

As with a ll cornm unüies there are m a ny social 
segments within any given society and [armer 
have different levels of assets, ski lls and 
competence . It is important that a market 
facilitator understands the capacity of fanners 
workin g within a group to match appropriate 
levels of risk with the farmer abilities. To a ss ist 
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the market facilitator in assessing [armer 
group capaci ty, we have developed a s hort 
checklist o[ criteria that will help in 
determining competency and experience 
(Appendix 3). 

The competency checklist lS something that 
can be u sed by the market fac ilitator in a focus 
group discusslon with farmers . Or t he 
checklist can be adapted and given to the 
far mer group themselves for means of seH 
evaluation. 

Matching rtsk with farmer group 
competency 
The idea of matching the risk o[ certain 
agroenterprises with farmer group competency 
aims to avoid a situation whereby farmers take 
on inappropriately high levels of risk from the 
outset. The market [acilitator can use s imple 
tools su eh as the Ansof[ matrix (Section 2, 
Page 21) to alert the group to the level o[ risk. 
The group members s hould also be aware of 
their exposure to risk based on specific 
aspects of a business plan such as level of 
investment required, (abour required, the 
types o[ buyer and the time to first payment or 
break even. The market facilitator s hould also 
ask the farmer groups to select which products 
they want to invest Ln based on their decisions 
of an acceptable level of exposure to risk. 

Giving the final choice of which produ c t to 
lnvest in, the farmers group enables certain 
segments of a cornmunity to come together and 
take on a particular market chain, the poorer 
group perhaps opting [or a lower risk options 
whe reas [armers with more assets or greater 
leve ls o[ marketing s kills may wan t to work 
together on a more s pecialised, higher risk 
options . 

This self selecting approach to risk 
management is attractive as it provides the 
opportunity lo take the agroenterprise 
a pproach to a comrnunity) but then pro m ot es 
the idea o[ the agroenterprise groups being 
formed on a self-selection process. 

In this way the approach remains inclusive, 
nexible and o[[ers a democratic way of working 
with different segments of the poor within a 
less advantaged community, withou t 
attempting to evaluate wealth and herd pea pie 
into class-based groups. 

26 

Networking and Establishing Ground 
Rule s 

Havin g identified partners, the next s tage is to 
make clear agreements on how the process wiU 
be conducted with particu lar respect to inputs, 
ass ets, and messages given to the beneficiaries. 

Levelofintervention 
To maximise the benefits of agroenterprise 
interventions, rnarket facilitation should not be 
confmed to one group of farmers, ane processor 
or one trader for severa! years before being 
expanded into new areas. ¡nstead, the goal 
s hou ld be to wo rk within a market chain at a 
ne twork level, tes ting the process with many 
farmer groups, several processors and jor 
traders. In Uganda, CIAT is developing 
Africa2000 Network's capacity for market 
facilitation , with facilítators operating in eight 
di stricts with more than 50 farmer groups and 
many types of traders. 

Scale can only be achieved from a reasonable 
starting number and there[ore the initiallevel of 
intervention must not be a restricting element of 
a strategy which aims to introduce marketing 
into the farming system . The market facilitator 
s hou ld operate at a level where impact is 
cons idered to be the most effective, while 
providing tangible and concrete support to 
farmer groups. For a selected market chain, the 
market facilitator sh ould s tart with a minimum 
of five [anner groups and also focu s on potential 
service providers, and aim to scale up the 
number of farmer groups after one season . Al 
the end of 2 years, the facilitator should be 
servicing at least 20 farmer groups, each 
comprising 20 to 30 farmers. 

Planning for scale 
Scaling up is an issue that the support 
organisation and market facilitator need to 
con s ider fram the outset. A major reason for 
esta blishing a working group is to prepare for 
scaling up, and the lead organ isation should 
identify partners who can disseminate 
successful interventions through their 
n etworks. However, scaling up should start only 
from an initial point of success. The lead 
organisation can therefore realistically begin 
replicating the process more widely only when 
the market faci litator has undergone at least 
one effective enterprise cycle ¡i .e. ) from 
ldentifying a market to selling the product or 
service). At the end of this firs t ente rprise cycle , 
the facilitator should then assess the interest 
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and commitment of other like-minded service 
providers in the project area to take up the 
approach. Hence, the lead institution needs to 
appreciate that, in the early stages of the 
agroenterprise process; many partners may only 
playan observer role. 

Given that the pilot project is successful, the 
next stage in scaling up will be for the lead 
service provider to apply the approach to more 
farmer groups within the project's area. The 
scaling up process should either (1) encourage 
more groups to seU a selected product into an 
identified market, thus achieving economies of 
scale; or (2) empower many groups to divers ify 
into a wider range of products and markets. 

Whatever the aim for scaling up, the lead 
organisation should inves tigate opportunjties 
for networking so that other service providers 
may gain skills in agroenterprise developrnent 
and apply the methodology more widely. If the 
pilot project and initial learning occurs Qver 1 or 
2 farming seasons in ayear, then scaling up 
should be implemented in the next 2 or 3 years. 
With many successful projects, scaling up is 
often not achieved becau se the implementing 
group spends too long on the pilot stage . A 
proactive approach to scaling up must therefore 
be adopted. 

Qur experience suggests that if the pilot study 
works well, then the lead institution should aim 
to rapidly increase the num ber of farmer groups 
by the second, and certainly the third 
enterpnse cyc1e, or farming season. Scaling up 
requires considerable effort and resources 
invested in capacity building, which may mean 
training partners for 12 to 24 months. Training 
is also best applied v..rith incremental sessions 
on each skill in the agroenterprise process, 
starting \.Vi.th pilot sites on existing products 
and then progressing to full market-opportunity 
studies, to developing new enterprise options, 
and strengthening local business support 
services. 

Client Support and Provision oí 
Physical and Financial Assets 

Rural development inevitably involves the 
investment of resources into a specific 
cornrnunity through direct investment, credit 
schemes, or skills andjor technology transfer. 
We hope that such investments will have long­
term benefits for the community and certainly 

hope to avoid any negative interventions. Sorne 
development agencies have considerable 
resources that must be spent within a limited 
periodo Under such conditions, service providers 
are great ly tempted to force-feed local 
cornmunities with new assets and "pump up" 
their abi lity to increase production and supply 
local markets. This, however, can be 
counterproductive, unless sufficient funds are 
also invested in developing adequate market 
options. 

In today's less interventionist environment, 
development organisations ru'e increasingly 
invesling fewer resources in direct inputs (e .g. , 
seeds and tools) and emphasising facilitation. 
The aim is to empower the local community to 
take a more proactive approach to their income­
earning abilities. 

However , the abitity of farmer groups to respond 
to market s ignals wiJl depend on the targeted 
community's position within the livelihood or 
"wellbeing" (wealth) spectrum. Sorne 
communities, for example, are in extreme 
poverty andjor shock because of: 

Food scarcity through weather. 
Calamity s uch as war, drought, or floods. 
Chronic political insecurity. 
Lack of income opportunities by virtue of 
remoteness from markets. 
Traditional lifes tyles that are only 
intermittently cash-based. 

In such cases, service providers should work 
with the local community and donor 
organisation to decide on asset building 
approaches before embarking on a transition 
toward s a marketing approach. However, the 
service provider should c1early maintain that 
the work's goal is to build up sufficient local 
assets and then quickly move into a more 
market-Ied approach to avoid laying the 
foundation for continued dependency. Even in 
situations where farmers are foad insecure, 
markets can be highly resilient, usually 
recovering effectiveness after most shocks. The 
service provider should therefore work with 
communities , providing orily the most essential 
assets and looking for market options as soon 
as they emerge. Long-term provision of free 
assets leads to dependency and negative 
incentives for market deve lopment , thus 
relegating farming commurúties to long-term 
poverty. 

27 



A Market Facililalor's Guide lo Participatory Agroenlerprise Deuelopment 

No handouts 
In most situations the best advice for a market 
facilitation project is to adopt the strategy of 
no handouts. This makes the rules of 
engagement clear and although the enterprise 
development process may be slower compared 
with financially supported or s ubsidised 
methods, it is also more likely to be sustainable. 

Internal savings and loans 
In the pasl :> years lhere has been a general 
rethink regarding lhe use of credit in rural 
development. Whereas non-gove rnmental 
organisations (NGOs) were highly supportive of 
credit systems, problems ass ociated \Vith poor 
rates of repayment, inability of clients to 
overcome churning' and lack of sustainabili ty of 
the credit institutions has encouraged several 
NGOs to place more emphasis on group savings 
schemes and also on developing group skills to 
intemally loan their funds al profitable rates. 
Simple savíngs methods su eh as merry-go­
rounds and crisis savings, s tru-ting wi th very low 
inputs are ane way to inculcate the idea oC 
savings. This approach is highly consistent with 
the agroenterprise approach as groups can start 
with a low Lnvestment business plan and as 
group savings jncrease, so can the ambition of 
the business plan. Profits from the group can be 
re-invested into the group business or loaned, 
either within the group or to other c1ients outside 
of the group to increase the ¡neome earning 
eapacity of the savings. 

Use of loans and credit 
For many farmer groups, market opportunities 
are available but can only be accessed if "short­
term" capital or material support is available. It 
should be remembered that farmers should not 
be encouraged to take free inputs if they are at 
all capable o[ entering a business arrangement. 
It should also be noted that many agencies that 
are not specialised in finance have a very poor 
record of loan recovery. 

However, once a facilitator has identified that a 
critical investment is needed to aceess a 
particular market such as seed, fertili sers, 
pesticides, packagLng materials, or transport, 
the service provider shoulcl develop a business 
plan that will enable farmers to buy those 

5 . Churning is a term used to descri be a situation 
whereby money is cycled thIOUgh a business with 
virtuaUy no profit. Hence money circulates but when 
costs of borrowing have been re moved lhe return on 
the investment hardly meri ts the eITort put in. 
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requirements through sorne form of payback 
scheme. This may include discounting the credit 
through cash, labour, or at least paying back the 
cost of seed with part of their harvesl . 

The principie of the agroenterprise development 
approach is that farmers enter a business 
agreement, becoming business partners, and 
there fore cannot coosider any credit gíven as a 
soft loan or potential gift. 

We emphasise this principie because farmers wiil 
adopt very different attitudes towards enterprise 
options when given a choice between free inputs 
and repayment schemes. In the free input or 
heavily subsidised situation , ownership or 
application to a business process is generally 
weak. The incentive or implication is to reduce 
responsibility and reward failure. In contrast, 
when incentives are placed on individual 
performance and assets and inputs are hed to 
grou p responsibility for repayment, the 
implications are that greater individual effort 
leads to higher reward, but that all group 
members are accountable to each other. Peer 
pressure is a powerful eornmunity force that the 
serv"ice p rovider should use to guide the group in 
working towards success. 

Rules of engagementfor credit 
The use o[ credit requires financial skills and 
sOW1d business management. Where possib1e. 
the s ervice provider should enable farmers to 
a cces s financial credit through an experienced 
third-party financial agency such as a micro­
finance union . Service providers who are focused 
on p roduction and marketing sh ould usually a void 
playing the role of credit agent because this 
generally mean s th e service is poor and 
undermines the market for more specialised local 
servíce providers . 

However, and unfortuna tely, in many remate rural 
area s , few specialised fmanda! services exist, and 
financial agencies are even fe wer that wiU lend to 
fanners who have no collateral assets. In this less­
than-desirable situation, the lead service provider 
m ay need to provide a short-term credit facility . In 
such circumstances , the servke provider should 
seek the advice of a local financial agency to 
esta blish near-market conditions for loan rates 
and to understand and where needed clarify the 
ground rules and the res ponsibilitíes of the farmer 
grou p being considered for a loan. The information 
in Box 2 describes the conditions stípulated for a 
fanner group in Uganda, where no micro-fmance 
was available to support the group. 
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Box2 

How financial conditions uffect planning 

ln Uganda, a service provider and farmer group deve10ped a business plan lo supply an identificd market with 
5 tonnes oC beans. The icitial enterprise plan, based on free inpuls, included developing a group production plal, 
paying for alllahor needs, and clearing prevíously unused land. 

When the group was informed that the business would be supported through a loan, the farmers changed the 
plan entirely. Funds were borrowed only for essential capital ¡tems. The group production approach was 
replaced with farmers producing individually, and hired ¡abour \Vas replaced with family labour. The only 
collective aetion was for marketing. The simple change in incentives changed attítudes and group dynamics 
entirely as reality set in. 

The service provider endeavored to find a fmance agency to administcr the loan and set an interest rateo A 
micro-finance agency advised that it did not loan to farmers who did not have title deeds for their land. The 
agency a1so informed lhe group that they only provided short-term loans, starting at US$5 (or local currency 
equivalent) for 1 or 2 months, with initial repayrnents starting after 10 days. This loan instrument was 
developed for petty trading. If a borrower was successful and credit worthy, then he or she could borrow up to 
$500, repayable within 18 months. Interest rates were 25% over 3 months, that ¡s, 100% per annum. 

On revising the implementation plan, instead of borrowing US$1500, lhe farmers wanled to borrow US$SOO 
for one season, that ¡s, 4 to 5 months. Innation rate in the area was calculated as being about lOOIo. For the 
farmer group to understand how to calculate the rate of inOation, the calculation was based on lhe annual 
increase in price of a locally available industrial product, such as a bicycle. Loan conditions were therefore 
rnade as follows: 

1. The initial capital sum would be given to lhe group only when they had sel up a bank accounl. 
2 . The funds deposited would be the responsibility of the financial committee. 
3. An interest rate of 20% was agreed on. 
4 . The loan would be used for one cropping cyele, that is, for a maximum of 6 months. 
5 . The funds would be used only for lhe expenditures agreed on in the business plan. 
6. Group members would not conduct cash transactions. 
7. Group members may apply for funds to buy inputs such as secd, fcrtilizers, and pestícides, or tinance 

aetivities sueh weeding or harvesting. For physical assets, the requestor would be given the physical input 
to the value of the funds requested. For seed, farmers wouId be given seed, based 011 market prices. Labour 
would be provided through labour vouehers given to the requesting farmer, based on a daily or task-based 
rate. The labourer couId redeem payment from the treasurer on completing the task set (e.g., preparing 
0.5 acres of land for planting). The trcasurer provides cash lo lhe ehairperson andjor deputy chair for 
purchases only in the presence of allother cornmittee member. 

8. The group would meet regularly (weekly) to review payments made and compare notes on crop performance 
againsl the activities laid out in the business plan. 

9. At sales, the group would seU collectively, with profits beíng shared according lo the amount of produce 
the farmers contributed to the colleetive sale. Any costs would be subtracted from the resulting incorne 
before distribution to farmers. 

10. The group requested two responsibility clauses: 
Farrners who defaulted on the loan would be identified but costs would be eovered by the group. 
In the case of a general erop failure, the farmer group \Voutd nol be obliged to seU their assets lo pay 
for the loan. 

Such conditions should be revised on a case-by­
case s ituation . The purpose of the loan 
approach, a!beit subsidised, is to introduce the 
concept of the cos t of finance to farmers. Idea!ly, 
the level of the loan should be made in an 

incremental manner to help bui ld financia! 
skiUs within the group, encourage members to 
keep records, develop group responsibility, and 
prepare the group for future deal.ings with a 
specia!ised financia! agency. 
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Informatian from s ervice providers confirms that 
repayrnent ¡evels froID farmer groups, especially 
thos e who have received free inputs, are low. 
Where possible, therefore, loan s s hould be 
administered through a third party . Many local 
micro-finance agencies are under funded and 
wiH discuss terms with an agricultural service 
provider who has funds to support farmers. 

Risk or enterprise funds 
Enterprise development is inherentIy risky. In 
the business environment, failure aceurs and 
the s ervice provider should factor this 
probability into the planning process and in 
sorne circumstances , may cons ide r sharing the 
risks associated \o\Ii th it. Far a.n enterprise group 
who are learning new skills in developing a 
business, they invest time and money into a 
new business without knowing ir it \.vill be 
profitable . To encourage more marginalised 
fanner groups, or groups lh...ing in extreme 
poverty, to embark on developing an 
agroenterprise. the service provider may 
consider sharing the cost of risk by providing 
'financially appropriate" grants to support 
uactlvities" such as: 

1. Preparing a business plan. 
2 . Setting up an association of enterprise 

groups. 
3. Experimenting with a particular product, 

process, or lives tock. 
4 . Training on critical points s uch as quality 

control for products, establis hing a 
packinghouse, and trruning in business 
skills and book keeping. 

5 . Pilot site development. 

The idea of "financíally appropriate" support can 
be linked to daily wages when funding the 
preparatian of a business plan or the time to 
undertake a production-based experimento 
Examples of how su eh support has been given 
include the following: 

In the Philippines: farmers were provided with 
specialised plas tic containers and labels to pack 
their high-value vegetable crops and tag them 
for transport to the market. The tags were to 
determine produce sourcing for both payme nt 
and rapid source locatian if there were problems 
with the produc t. In this case the costs of the 
contruners were discounted froID profits, when 
the business was operational. 

In Tanzania: fa rmers were provided with seeds 
of a new variety of tomato and given fertitiser for 
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a tes t plot to encourage them to compare their 
local varieties with the new variety from 
research , The farmers were not paid to do the 
experiment, because their labour was 
considered a s matching the grant. The risk or 
ente rprise fund is therefore used to share the 
risk of introducing or testing an ínnovation. 

In Uganda: a grant was given to a local 
manufacturer to build a prototype cassa va­
process ing machine for a farmer group setting 
up a pUot s ite for cas sava processing. The 
informatian gained at the pilot site was used to 
verify and substantiate the ideas of the initial 
busines s plan , which , if successful , could be 
replicated by other [anuer groups . 

In Vietnam: farmer groups were given grants of 
US$3 to $5 to cover costs in preparing a 
business plan. The opportunity costs for local 
labou r were set at about US$0.80 per day and 
the loan , therefore, would cover the farmer's 
time for about one week. In this cas e, the fund 
was used as an incentive for farmers to work on 
collecting information and developing their own 
business plan. 

The s ize of grants from a risk or enterprise fund 
should be carefully considered in terms of cost 
sharing and potential profit. At the mos t 
common level, with s mall-scale enterprise 
option s , the risk fund would typically operate at 
a level of US$lO or local currency equivalent, 
increa s ing to levels of $ 200 to $300 with larger 
business options , and more often with higher 
valu e products. Sometimes, the level of 
inves tment can increase as the scale of the 
enterprise increas es. 

When the enterprise 's operations reach beyond 
a thres hold level , for example, $500, the service 
provider should opt for a more sophis ticated 
approach whereby the risk investment fund is 
repaid , based on the enterprise's profits . When 
such a risk inves tment arrangement is being 
used , then the lead se rvice provider s hould 
hand its management to a third -party s pecialis t 
financial agency, and guarantee the use of risk 
funds by that agency. 

Exit Strategies 

As with scaling up options, the lead 
organisation should als o make plans for the 
time it intends to invest with a community or 
clus ter of farmer groups. If the goal is to 
em power many communities with marketing 
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skilis, then the lead organisation wil! need lo 
make sorne decisions on the amount of time it 
can dedicate to a typical farmer group . 

Exit strategies can be time bound , for example, 
2 to 3 years of support to a given number of 
farmer groups befo re withdrawing. 

Altematively, the initial service provider will 
begin by spending years 1 to 2 with a select 
number of farmer groups to build in-house 
capacity, adapt the process to local conditions, 
and build up a group of interested partners. 

In years 3 to 5, the provider wil! s tep back from 
fronlline fieldwork and focus on market linkage 
and networking the agroenterprise development 
approach through other service providers . At 
this time, the provider can also shift its focus 
towards the capacity of local business support 
services, giving particular attention to links 
between fanner groups and market information 
and financiaJ services. 

In years 6 to 7, the agroenterptise approach 
scales up through third-party organisations 

working alongside their selected farmer groups. 
The lead service provider can then focus more 
on supporting local business development 
services that wiU enhance the sales capacity of 
selected market chalns. 

In years 8 to !O, several organisations, 
including the instigating lead provider, can 
work to strengthen networking across farmer 
groups in much the same way that micro­
finance operations link groups of borrowing 
agencies. A final area of intervention from the 
service provider may at trus poin t include local 
and national policy advocacy (Table 2). 

The time frames suggested in this model depend 
on the capacity and abilities of farmer groups 
and the s trength of markets in being able to 
support many farmer groups . 

The service provider may also choose only to 
apply learning skills and then exit. This process 
would initially take one season to get farmers to 
market and then an additional year to pass on 
the enterptise skilis, that is , it would be a 
2-year process. 
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~ Table 2. Transitional exit strategy with aSto lO-year time fl"ame. 

Lead service 

provider 

Farmer groups 

Partners 

Researchers 

6 months 1 to 2 years 

1: 
Gain in-house 

competence 

lnitiate 

interest group 

Farmers organise 

into a marketing 

group 

Start enterprise 

cycle wi th a pilot 

project 

Establish a 

monitoring and 

evaluation 

procedure 

Start savings 

scheme 

Introduce M&E 

process 

Expand 

en terprises 

Observe flrst 

enterprise cycle 

T En ter learning 

alliance prograrnme 

Work vJÍth fanner groups and SPs to 

identify new markets 

Work on technology innovation to support 

selected market chain s 

Timen 

2 to 5 years 

L 

Focus on sealing up 

through interest group 

partners 

Provide training lo other 

partners through a 

learning allianee process, 

i.e .• incremental learning 

lnitiate process of working 

with BOS providers 

Fanners focus on new 

products 

Strengthen record keeping 

for finance and monitoring 

Experiment within selected 

market chain to improve 

enterprise 

Scale u p process with new 

farmer groups and their 

partners 

lntroduce experiments to 

accelerate innovation 

Work with local serviee 

providers to seale up local 

ability to provide successrul 

technologies 

Work \vith h igher order 

traders and processors to 

increase prospects of scaling 

6 to 7 years 

Evaluate local BOS 

options for 

strengthening 

Link farmers to BOS 

providers 

Link farmers to other 

higher order 

entreprenew-s 

Initiate work on policy 

allalysis and reform 

Link with other 

farmer groups for 

selected products 

Start process of 

association building 

Work with BDS 

groups 

Link to specialised 

innovation partners 

Work with local SPs 

to scale up local 

ability to provide 

successful 

technologies 

Specialis e in certain 

technologies and 

up and value a ggregation social orgarusatlOn 

processes 

8 to 10 years 

Focus on broad-based 

service provision such as 

finance and market 

information 

Initiate work related to 

policy analysis and 

advocacy 

Pay for services to support 

growth in product sales 

Link with or develop limited 

company associations for 

cornmercial sales 

Take on more specialised 

role within the agricultural 

sector 

Continue process of 

introducing new innovations 

¡nto the systern 

(Continued) 
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Table 2. (Continued .) 

BDS partners 

Higher arder 

entrepreneurs 

6 months 
-----o 

1 to 2 years 

Timea 

2 to 5 years 

Work witb farmer groups to 

identify most critica! services 

linked with selected and 

successful market chains 

Link new level market­

chain players with 

successful farmer groups to 

strengthen market links 

Link with research to make 

new technologies available 

a . 8DS = business development services; M&E = monitoriog and evaluatian; SP ::: service provider. 

6 to 7 years 

Develop payroent 

processes to sustain 

local su pport services 

Primary processing 

pushed back to rural 

areas 

ldentify new 

processing 

opportunities to link 

with farmer­

processor groups 

8 to 10 years 

Specialised local SPs emerge 

New markets develop, based on 

market intelligence and 

technology scouting and 

application 
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SECTION 4 

Tools for Working with a Community 

By the end ofthis section, the marketfacilitator 
should haue: 

A good understanding ofthe main 
participatory tools required. 
Haue trained interested partners in the use of 
these tools . 
Pilot tested unfamiliar tools. 

Working with the Community 

The agroenterprise development process 
invo lves a series of s teps to be undertaken in 
participation with farmer groups and other 
partners. The process of holding joint meetings 
and planning sessions builds trust and sets a 
c1ear code of practice. The way the local 
development in stitute works with a communíty 
is a cri tical part of the process. The lead 
institute and its partners must create a 
common unders tanding and maintain a 
con :s is tent message . As shown in Figure 1 
(Section 1, page 6), the Jirst activities aim to 
select a project a rea and community groups, 
then analyse the participators ' and community 
assets, BUT, these ac tivities should be done in a 
participatory manner . The "market facilitatorn 

mus t therefore be well prepared befare starting 
to work with partners and the targeted 
cornmunity. 

34 

The Philosophy behind Community 
Engagement 

This approach to agroenterpri se development 
aims to empower local communities to use their 
own s kills and resources to identify market 
opportunities and develop new agroenterprises . 
To achieve thi s goal, participatory tools are used 
in a leaming-by-doing framework for learning 
togeth er and for imparting knowledge to elient 
groups. 

The market facilitator should make it clear to 
the targeted community that the support given 
for agroenterprise development will operate for a 
limited period, as is designed by the project 
team. The market facilita tor, as the nrune 
suggests, wiU playa catalytic function and is 
not a supplier of goods and services. 

The following text provides an oulline of the 
types of participatory tools u sed to sup port 
cornmunities, together with examples oC tool use 
and the types of results expected from an 
agroenterprise perspective. 

Gender Sensitivity and Cultural 
Valu es 

In developing successful business options, key 
social values of trust, honesty, group support , 
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and responsibility should be s ha red and agreed 
on. Not only shou Id the agroen terprise 
development approach lead to skills in incoroe 
generation through building local enterprises, il 
should also seek to promote ca re values of 
gender equity and social responsibility. In rural 
cornmunities, women play an important role in 
both family affalrs and working on the farm . 
However, their inputs are orten undervalued; 
they a re u nder represented in decision making, 
and often do no! receive equ ity of beneli ts. The 
market facilitator should pay special attention 
to the values and needs of women's groups and 
other ,ulnerable groups within a community 
such as the youth and those living with HIV / 
AIDS. In many localities, gender specialists can 
assist in worklng with cornmunities . 

Getting to Know the Community 

A major role of the "ma rket facilitator" is to gain 
a sound u n ders tanding of the c1ients within the 
targeted area and build a trusting rela tions hip. 
This can be achieved by mobilising the 
community and through dialogue . Typically, 
mobilis ation s tarts with informing localleaders, 
elders, or chiefs about the intended programme. 
Permission is sought and leaders are tasked to 
inform and prepare the community for the first 
meetings. 

In Uganda, for example, the Local Community 
Chairman' is briefed about the intended activity 
in his or her community and asked to call a 
meeting of the residents. This type of meeting 
helps to es tablish a higher degree of acceptabi lity 
for the future project within Ihe community. Even 
if on ly a s ubset of the coromunity is directly 
involved from Ihe outset, the community has be en 
informed. Sorne members may have had the 
opportunity to learn and others wiU actively seek 
involvement based on this initial meeting. Galning 
support from localleadership is an important firs t 
s tep in community development, and the market 
fa cilitator should make time to discuss ideas with 
community members and take their advice as a 
firs t step towards building a relationship. 

Building conftdence 
First meetings are important. The "market 
facilitato r" should use these opportunities to 
listen and lea m about the communities in the 
project 's s elecled area, their composition and 
farming system. This information will help the 
facilita tor and other supporting partners to gain 
first-hand experience of !he opportunities and 
problems !hat !he commun ity faces . 

6. Local Community Chainnan : this basic 
adrninistrative position represents a vilJage of SO to 
150 households. 
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So me farmers wiU be suspicious or sceptical of 
the facilitator's motives and many wiU not fully 
participate in the early meetings. The "market 
facilitator" therefore needs to "break the ice", to 
help farmers feel more comfortable at meetings, 
get to know each other, unders tand their 
involvement in this process, and feel sufficiently 
at ease to share information. Sorne of the poorer 
farmers in the community often prefer to keep 
quíet and let the wealthier or more educated 
farmers do all the talking. The visit of a new 
team often creates considerable expectations of 
free handouts, whether in cash or in kind. The 
facili tator needs to read these signs and find 
ways to infonn the group about what will be 
provided and, importantly, what wiU not be 
provided. By working with farmers in an open 
way, trust will be gained and much better 
participation achieved. 

Participatory Tools for Community 
Diagnosis and Market Planning 

To get to know a community and gather 
information in a participatory manner, elAT's 
Enabling Rural Innovation team uses the 
foUowing tools: 

River codeo 
Community resource maps. 
SeasonaJ crop calendars. 
Ranking, scoring, and weighting. 
Historical calendars. 
Client profiling. 
Market now mapping. 
Visioning. 
Market visits. 
Participatory monitoring and evaluation 
methods. 

These tools can be used either alone or in 
combination. The market facilitator should 
decide which tools are best suited for the 
prevailing conditions. The information gained 
through these tools s hould form the basis o n 
which to develop commonly agreed plan s for 
developing agroenterprise options that will 
improve the community's wel1being. 

Usefu 1 tips for the facilitator 
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Sorne of these exercises take a lot of time, as 
much as one haH o r a whole day . You must 
be mindful of the [armers' time and explain 
at the meeting's outset how long it wiU take. 
Ir the exercise coincides with crucial 
communi ty activities, the participation of 
the entire cornmunity might be compromised. 

A1ways plan for the meeting to take longer 
than anticipated, as many cornmunities 
need time to gather, to resolve issues and 
come to consensus. 
Start meetings by introducing yourself and 
your assistants. Explain what wiIl be done 
and why. Give the farmers time to introduce 
themselves. Set a time frame. 
lf the exercises take the whole day, make 
sure that the farmers are provided with food , 
either by paying the community to prepare 
food or bringing soft drinks and bread, 
maize, or rice, depending on the locality. 
Share this responsibility with the 
community such that both sides pay for part 
o f the process . 
If many people come to the meetings, crea te 
several smaller groups. These usually 
enhance participation . By working in 
groups , yau may also reduce time taken to 
conduct the meetings and ensure a lot of 
information is collected. 
Use methods that coUect the most necessary 
information needed for agroenterprise 
development in the shortest amount of time. 
Carefully select a minimum number of tools 
to gather information. Do not use these tools 
a way of passing other people's time and 
a1ways see how information can be focused 
on market development. 
Come to the meetings prepared . Por most 
exercises, you wiU need marker pens of 
different colours, flip chart paper, and tape . 
Ir you want community representatives to 
keep records, provide them with pens and 
note books. 
Use "energisers" when a meeting beco mes 
u nproductive, especially, after 1 hour of 
work or after lunch. These s hort exercises 
ge t people onto their feet, get their blood 
circulating more vigorously, and help 
refocus their attention. Make this fun! 

River code 
(TIme required: 1 to 2 hours) 
The river code is an activity used to explain to 
the community the market facilitator's role to 
empower and guide the community. The main 
message is that the facilitator's role is not to 
burden people with assistance and leave them 
stranded in the middle of the river, but to be a 
guide. However, as tbe market facilitator will 
not be there forever, the farmers need to leam 
[rom h im or hef. 
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To conduct this exercise, the facilitator needs 
two pieces of rope or branches to represen t the 
banks of a river, sorne paper to represent stanes 
(or draws large cireles on the ground to 
represent stepping stones) by which to cross the 
river. 

The facilitator takes aside three members of the 
farmer group and gives instructíons for a three­
act "role play". The audience is told that the 
rape or s ticks are the river banks and that two 
people are trying to cross the river. They want to 
find something better on the other s ide 
(Figure 4A). The group acts out the play in mime 
to \he rest of the group. 

In the first act, two people attempt to cross the 
river. One person, representing a s ervice 
provider tries to carry the other persa n (farmer) 
across the river on his or her back, Figure 4A. 
The service provider finds the task of carrying 
the manjwoman across the river difficult. The 
carner gets too tired lO continue. He or she 
leaves the persa n being carried behind in the 
middle of the river and retums back to the 
original side of the river. The person who was 
being carried is abandoned to his or her fate, 
receiving no mOre help (Figure 4B) . 

In the second act, the task of crossing the river 
is repeated with the same person representing 
the service provider, leading another person 
(Figure 4C). In this second act, the leader does 
not carry the other, instead holds his or her 
hand and shows very clearly where \he next 
s tone is positioned. The two people take time to 

Figures 4A and 49. The River Code scene 1 "Bearing the load· . 

cross the river but, by s howing the second person 
where the next stone is located, the two manage 
to eross the river (Figure 40) . 

On reaching the other side of the river they 
celebrate. The person who helped the fanner to 
cross the river then waves goodbye and leaves the 
play. The person who was shown the way retums 
back to the original side of the river. 

In the third act, the person who \Vas sueeessfully 
shown how to cross the river takes a member of 
the audience and shows mm or her how to cross 
the river. The person does not hold hands with 
the member of the audience but leads him or her 
to the edge and then shows where to step. The 
role play ends when \he two people have [mally 
crossed. 

When the role play is over, the group reforms and 
the facilitator leads a discussion about what \he 
play represented. The story's key element is that 
the river is the challenge. In the agroenterprise 
con text, the river is the work that has to be done 
to fmd a new market opportunity. The first side of 
the "rive!'" is where the eommunity is now. The 
other side of the "river" is where the commun.ity 
would like to be. To achieve their goal, 
cornmunity members must cross the "river". 

The play involves three characters, two are 
farmers and one is the facilitator. In the !irst 
scenario, lhe facilitator brings everything to the 
farmer. In reality , this represents a service 
provider supplying the community wilh free 
seeds , tools, fertiliser, credil, transport , and 
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Figure 4C. River Code scene 2 "Let's work together". 

Figure 4D. The River Code scene 3 "Crossing together". 

t.raders. However, after sorne time, the serv ice 
provider gets tired of continuing, such as when a 
projeet ends. When this happens the [armer is 
left behind beeause he or she does not know how 
to get to the other side. That is, the [armer was 
being "'carried" and when support was withdrawn 
he or she was unable to continue along the same 
path. 
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In the second instance, the service provider 
empowers the farmer by guiding him or her 
through the "over", elearly showing the 
"stepping s tones" that the farmer needs to use to 
get to the other side. This time the farmer is 
slower to eross but gets there by working with 
the service provider. At this poínt, the service 
provider leaves. However, the farmer has learned 
how to cross the l'ríver" and can now retum to 
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Figure 4E. The River Code scene 4 '"Together we can succeed~ . 

where he or she was and, most importantly, 
help others cross the "river". 

Nler the play, the market facilitator leads a 
discussion aboul what the play represented, 
who did what, and how this relates to ideas on 
enterprise skills, learning, and community 
empowerment. The facililalor emphasises Ihe 
merits of learning by doing, compared with 
supply-driven solutions that may lead to 
dependency. 

Community resource maps 
(Time required: 2 to 3 hours) 

This graphie tool is used with the community or 
village to develop a map, that is, a spalial 
inventol)', of its physical features and 
resources . The exercise can be carried out with 
a subset of the cornrnunity or by the farmer 
group with whom the rnarket facilitator wiI! be 
working. The vi llage (cornmunity) resource map 
should be one of the first tools used because it 
apens up the cornmunity and ensures 
participation. 

The faeililator s larts by asking farmers to draw 
a rnap oE their cornmunity ar viHage . beginning 
wi th boundaries. Then various features are 
added such as houses, ehurches, schoo!s, 
medical clinics, roads, fields, crops, livestock, 
water, and wetJands. The map is drawn on a flip 
chart. The [arroers, men and women , are given 
markers lo draw their assets. Every farmer ¡s 

encouraged to eontribute lo the map, the 
facilitator should not ask for eaeh asse!, but 
a1lows the group to think about what they have 
and so build up a picture of their assets. 

If paper is not available, the map can be drawn 
on the ground, using various objects such as 
stones, bricks, fruits, or other plant materials to 
show the cornmunity's various landmarks and 
resourees. The facilitator should ask people what 
is most useful in terms of their marketing 
activities and what people laek in terms of 
getting to the market. The faeilitator should 
ensure that no one dominates the map-drawing 
exercise. By the end of the exercíse most members 
should have participated in drawing the map. 

If possible, a digital photo should be taken of this 
map as a record . Figure 5 shows a resource map 
which was developed for Toraro, Uganda. 

Seasonal calendars 
(Time required: 2 to 3 hours) 

Seasonal calendars are important tools for 
getting to know farmers, the type of farming 
systems being used, the number of eropping 
eycles that exist in the year, how lhey relate to 
ineome and food security, and how farmers ) Iives, 
and therefore labour, are organised throughout 
the year. These tools ean be used to highlight 
problems and major aetivities, and evaluate 
cropping options, ranking them from low-value to 
high-value. 
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COMMUNI1Y RESOURCE MAP 

GRINDING MIlL 

Figure 5. Community resource map developed for Toraro Village . Uganda. 

The facilitator may also wan t to use this tool to 
determine trends in cropping, that ¡s. to discover 
when to introduce new crops or products and 
the best time to test an enterprise option . Far 
example, in the dry season, croppíng is limited 
and farmers maybe interested in testing a new 
short-cycle crop in the wetlands as an off- season 
a1ternative. Labour is often available in lhe off­
season and this could be a good time for a pilot 
project. 

The facilitator can draw on a flip chart or on the 
ground, the rnon ths of the year from January to 
Decem ber and then ask the farmers to fi II in the 
activities they carry out each month. The 
[armers should indicate the months of the rainy 
and dry seasons, and provide supplementary 
informatían on activities associated with 
problems such as when pests and diseases are 
prevalent, when roads are impassable, ar 
markets are oversupplied. The facili tator s hould 
attempt to understand the magnitude of these 
opportunities and challenges throughout the 
year (Table 3). 
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Product ranking and scoring 
(Time requ ired: 2 to 3 hours) 

This method is used with farmer groups to gain 
an idea of what is produced by the co mmunity, 
how much is produced, and for what purpose . 
The facilitator should draw up separate lables for 
food crops , livestock, and cash crops. For each of 
these tables, the farm ers should draw up a list of 
the p roducts tbey grow. The next task is to rank 
these products. 

To find the rank order of the products within 
each of these categories, the products can be 
weighted to explain their importance . Sometirnes. 
a sample of the products being evaluated can be 
obtained to focu s the discussion . Each farmer 
can then be asked to vote or put a stone next lo 
the most important producto Pictures can also be 
used so that farmers who cannot read well can 
participa te fully. 

Produ cts can also be compared for different 
purposes such as (1) food security, (2) cash 
income, (3) high value , (4) home nutrition , or 
(5) women's income/ medicinal products. On 



Table 3. Cropping calendar for various products and poverty indicators. 

Month Crop· 

lrish potatees Seans Cabbage Sorghum Peas Labour Pyrethnun Pyrethnun Poverty Famine 

(pyrethnun) (year 1) (year 2) 

Jan Weeding Harvest I Harvest Planting Harvest ./././ Gap filling ./ 

Planting 
l LC 

t ~-
--t Manuring 

Feb LC Planting ' 7 . . Planting 1 - 1-
Weeding Manuring 

March 
l--~~ 

~ -+- din r--- --. ./ 
Le : Weeding Weeding Planting Wee g 

Spraying 
April Planting Harvest - t -- _ ---l ./././ LC ./././ ./././ 

May Planting Planting I 
././ - LC Spraying - 7 ./ ././-

Planting Harvest 

Manuring 

~r~ Jun---e- l I ././ 
-- - =---4 

Weecting Weeding Manuring 
July . Weeding Weeding Spraying Harvest , ./ Harvest ./ -

Spraying Harvest Weeding -., 
"" ./././ 

---; -¡ -Aug Harvest Harvest t- Harvest Weeding l -
Sept Harvest Le T Le Le r;./ 
Oct Le Planting Planting Planting ././ Harvest 7 ./ Nov Le Weeding Weeding Le ' ./ Harvest ./ 

Plan!ing Spraying Drying 1- j . ./N -- ~././ ./ Dec Spraying Harvest . ././ 

Planting 

a. LC = land clearing. 

-1> 
~ 
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comparing products, the facilitator should make 
it clear that the product with the most votes will 
be considered as the most important. Once the 
facilitator has the results , he or she should 
discuss them with farmers to conlirrn them and 
be sure that aJj agree with the results. 

Another method is to use pairwise ranking 
(Table 4) . With this method, the farmers 
examine pairs of crops and indicate which is 
more important than the other. Again 
importance needs \0 be clarilied so that people 
know what they are vo ting for. 

When conducting this exercise for pilot project 
selection, make s ure that this is discussed 
beforehand and that the group understands 
why ranking is important. Ir this exercise is 
being done with farmer groups, other important 
information to be gathered includes: 

How many people in the group produce the 
prod ucts being discussed? 
Market locations foc this product. 
Market conditions (price, frequency of 
supply, minimum lot size and quality 
required) . 
Traders involved. 

If this information is being used to select an 
existing product for a pilot project, then the 
[acilitator should aim [oc a short-cycle product 
that brings high income, has high market 
demand, and is produced by most of the farmer 
group's members . 

Historical calendars with afocus on 
marketing 
(Time required: 2 fa 3 hours) 

Historical calendars are important [or giving a 
picture of the situations farmers have 
experienced over the previous 5 to 10 years . 
This exercis e forms the basis of "visioning", 
which is discussed below. Few activit.ies start 
from zero, as cornmunities change ayer time and 
many have received assistance from many 

Table 4. lmportance of crops for lncome within the group. 

Maize Beans 

Maize 

Beans 

Rice 

Chillies 
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sources over time. The fac ilitator should 
understand what has happened in the past. 
For example, has the community undergone 
major shocks, natural or political? How did this 
affect the community? Has the community 
benefited from a new infrastructure or an 
innovation? How has the market changed over 
the past 4 to 5 years? By learning how the 
community adapted to these changes, the 
facilitator wil! better understand the 
community's strengths, opportunities , and 
attitudes to ris k , and better evaluate changes 
related to community links, infrastructuce, 
market options, and innovation. 

As agriculture is based on natural resources, 
the facilitator should also understand what 
changes have taken place in the resoure€: base, 
particularly in terms of quality. Have yields 
dropped because of soil degTadation and( or new 
policies on land size holdings? Table 5 s hows a 
historical calendar made for Mbuule Village, 
Tanzania. 

Historical calendars help farm ers see how they 
respond to change and the impact they have on 
their resource base. This can have a predictive 
impac t and the facili tator can guide the farmers 
to interpret the pattern of events in their 
history. 

To prepare historical calendars with marketing 
and innovatían events, a facilitatar needs: 

Paper and markers so that farmers prepare 
a matrix, with years an the one hand and 
signiHcant events during each year on the 
other. 
Timelines . The facil.itator obtains one by 
a s king the farmers how far back they can 
remember events that have happened in 
their village. People often remembec 
particular events such as the inauguraban 
oí a new President ar a World Soccer Cupo 
The facilitator s hould u se these even ts to set 
up timelines . 

Rice Chillies 
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Table 5. Historical calendar for Mbuule village, Tanzania. 

Time 

1980 

1985 
1990 

Event 

Road built by Chinese in 1982 

Major Camine in 1987, due to El Niño 
New school opened in the village 

Impact 

Enabled us to get to nearby towns and seU OUT 

beans to more traders 
Lost alllivestock and received rood aid ______ _ 

All children went to school 

Labour prices increased 
-----1--' 

We found many people were sick 
-

1992 
1995 

2000 

NO Os informed us about HlV / AlDS 
corree prices fell to low levels. In 1997 maize 

prices were very goOO, but crops again failed 

due to poor rain 
Cameroon nearly won the world cup 

Started our farmer self-help group 

-Farmers pulled out coffee 

NGO's introduced fruit trees 
Built more stores Cor grain 

2001 

First time we saw colour TV, started merry-go­

round savings scheme to help with funeral rites. 

Many people losl relatives to HIV / AJDS 
Catholic Relief Services started new pr-o-'de-c-t-s-+-'s='e=ed fairs enabled partners to gain a range oC new 

on health ~d gender varieties 
2002 Micro-fmance opened office ID nearby town We 10st money in loan system because sorne 

Drought caused frr5t season crop failure memhers defaulted. Lost livestock, no food aid 

2003 ERI arrived and conducted a village mapping Village group started experimentation with grains 
exercise and vegeta bIes 

2004 More people worked with vegetables as prices Started to listen to market irúormation seIVÍces to 
were good and started to work with "Ssalongo learn more about markets 

traders" to seU produce 

SOURCE: ERl-CIAT's Enabling Rural innovation team. 

The farmers then recall major events that 
may have taken place in each periodo The 
facilitator should make sure all are 
recorded . He or she should also ensure that 
elderly farmers are involved as they may 
remember over a long penod of time . 
To discuss with the [armers the main [actors 
that have changed their village and [arroing 
systems within the time[rame selected 
timeline and show how these [actors may 
have changed their lives. 
To encourage the farmers to discuss the 
historical calendar. This helps in 
understanding farmers' deCLsions and even 
enhances understanding o[ the community 
or village. 

Evaluating service provision 
(Time required: 1 to 2 hours) 

This tool is used to evaluate the availability o[ 
service provision in the project area, score their 
value from the [armer's perspective, and find 
out from farrners if business support services 
are available that should be developed to 
support the new agroenterprise project. 

This tool helps build up a picture of services that 
the cornmunity can access. The inventory can be 
done in the s ame way as the historical calendar 
but, in this case, the [acilitator should find out 
[armers ' views on the value and quality o[ 
services being o[[ered. This discussion should be 
used to study trends in service provision, how 
these have changed, and haw farmers perceive ar 
approve o[ the changes being made. Are the 
services free or require payrne nt? Which services 
are missing? Who are the bes t service providers 
to link up with in any agroenterprise project? 
Table 6 s hows an inventory of services received 
by Ttaago Village, Tanzania. 

Market mapping 
(Time required: 1 day) 

Because the market facilitator 's role is to focus 
efforts on agroenterpríse options, an i.mportant 
participatory tool for evaluating market options 
is the marke t map. This tool is similar to the 
resource map but, in this case, provides an 
opportunity for mapping a specific product's 
place in the market chain. To make this relevant, 
lhe [aciUtator should select the higher income 
products that were determined in the product­
ranking exercise and use thes e as examples. 
Market mapping is conducted in two stages: 
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Table 6. In stitutional inventory of services received by Ttaago village, Tanzania . 

Stage 1: Farmers are asked to draw the market 
chaln ma p for produ c tion, processing, s torage, 
and sales o( a selected product to aJI its current 
market oullets. This map should provide 
information on the product's varíeties, how and 
where it is produced , the types of mate rials or 
equipment u sed for production (e.g., seeds, 
s prayers, o r irrigation), m ethods of post harvest 
processing such as dehulling or grad ing, 
storage, and trans port to market. The map 
MUST include prices, volumes, and how 
products a re so Id (such as in bowls or bags, 
collectively or by individuals) . lf possible , the 
group should also provide detalls of the people 
to whom th ey s ell, give distances 10 markels, 
and highlight major problems in the markel 
chaln . Challenges to marketing may include 
fac tors s uch as few traders, lack of s torage , poor 
roads at certain times of the year, lack of 
market inforrnation, no access to credit, and low 
or volat ile prices. 

In thí s exercise, farmers are often familiar \v ith 
onlya parl of the entire market chaln . For 
example, fanners in Embu District, Kenya, 
produce green gramo They could provide a 
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marketing map Ihat extended on ly 5 km from 
Ihe village. However, the market facilitator knew 
that these green grarns were taken lo the capital 
city of Nairobi, wh ich is 200 km away and from 
there exported to India. To a ssis t with filting in 
sorne of the gaps, a similar exercise was 
conducted with a group of local traders, who 
could fill in more of the gaps in th e market map 
for that commodity. The service provider also 
took one or tWQ farrners [rom the Embu farmer 
group to visil a large wholesale market in 
Nairobi to discover where the produce went from 
there. 

In rnost cases, however, produce is sold locally 
and the farmers and local traders can build 
up a rehable map of the current situation 
(Figu re 6). 

Stage 2: The process is repeated with a farmer 
group but , lhis time, they write on the map how 
they would like lo see their market chain for a 
selec ted product in the future . This ena bles 
fa rmers to s tart thinking what they want for 
their future , that is, lo s larl "visioning" . This 
could be described as setting the co nditions on 
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each side of the "river" in the "river code". The 
market facilitator plays a critical role in making 
sure that farmers take time to systematically 
consider each step, paying attention to detail. 
The farmers start with the variety used and 
comment on each stage of the production-to­
sales chaio to see what changes they would like 
made . In the example described aboye, the 
farmers showed that they produced at the 
subsis tence level, using a hand hoe as their 
main tool. They produced a limited amount of 
groundnuts, lacked appropriate drying or storage 
facilities , and linked with intermediaries from 
oulside the village to seU their produce (Figure 7). 

In the map for the future , the Embu Farmers 
Group showed the farmers working together. 
They have access to tractors to plow the land , 
and crops are planted in rows and later sprayed. 
The houses have roofs of iron sheeting and are 
therefore more suitable for s torage. The farmers 
produce a lot of groundnuts, which are sold in 
bags in large consignmen ts. The farmers hire a 
pick-up truck to take their goods to a range of 
more distant markets and to add value to lhe 
crop . 

The map on existing conditions enables lhe 
facilitator to understand the current situation 
and the problems associated with existing 

melhods. The map on the desired future is a 
vision of what farmers would like to achieve . lt 
becomes the basis for the next stage in the 
agroenterprise development process, which is to 
build a common plan on how to improve 
marketing opportunities. 

Visionin9 
(Time required: 1 day) 

Visioning is a process used by the market 
facilitator, partners and farmer groups to 
develop a joint plan of action that, after 
additional market studies, wiUlead to an 
intervention plan . This process starts by looking 
at where the farmer group is today and where it 
would like to be in lhe future. This is the "river 
codeo in reality. The facilitator should work with 
the [armers to systematically write down all the 
activities that mus t be in place for the farmers 
to get [rom where they are today to their des ired 
state. This type of planning can be either short 
tenn or long termo 

To learn more about "visioning", the group can 
start by looking at their resource map of the 
village or community (Figure 5) and then 
prepare a "desired" s tate of lhat village or 
cornmunity. This activity will allow lhe group to 
show what they would like to achieve over, for 
instance, the n ext 10 years. It is a useful way of 

r::::Jt .. ,,, 1··1' 
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Figure 6. Market map, existing groundnut marketing, Embu District, Kenya. 
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Figure 7. Market map, desired marketing for groundnut in Embu . 

finding out the group's and/or community's 
ambitions. The facilitator must be sensitive to the 
faet that different segments o[ the eommunity 
may have different outlooks and aspirations. 

If the time horizon is reduced to 5 years, the 
group will need to prioriti se issues and bring in a 
greater degree of reality, Such a reduction may 
suggest that they can achieve haII or a quarter of 
what they wouId like in 10 years. The time frame 
can then be reduced to 3 or 1 year. The group will 
then need to a ssess what they can achieve in 
such a reduced time horizon. Eac h time the time 
[rame is reduced , a greater degree of reaJity and 
possibility enters the di scuss ions. A facilitated 
discussion can then help prioritise specific 
activities that will work towards achieving a 
[easible and desired aim. 

Another tool for helping with visioning is 
"appreciative inquiry", The facilitator starts by 
focusing on what is working well in the 
commun ity and how it can be strengthened. The 
group therefore builds on past successes rather 
than trying to overcome an insurmountable List of 
problems. Appendix 4 summarises this well­
documented process . 

For those who are more problem oriented , an 
alternative approa ch is to List the major 
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co nstraints to achieving an established vis ion or 
goal . The facilitator works with the group to list 
and p rioritise constraints and then fllld ways to 
add ress the most criticaL ]0 many cases, a 
combination of appreciative inquiry and 
constraint analysis proves the most effec tive . 

Regardless of the approach taken, the group 
deve lops a list of activities to meet their vision, 
These activities can be systematical.ly divided into 
s hort, medium, and long-term issues. Vis ioning 
s tarts by Iis ting the set of activities that need te 
be changed to achieve s uccess. Suc h activities 
inclu de production , post harvest handling, 
marketing, and business development s ervices . 

Prod uction 
Area of land to be planted. 
Too ls to be used (diversify from hand hoes to 
animal traction or tractors), 
Agronomic practices to be changed (seed 
type, variety, planting density, weeding 
methods, fertiliser application, irrigation 
u sage). 
Mon itoring of fields, particularly for higher 
value enterprises. 

Note that the same can be done for lives tock 
enterpris es. 
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Post harvest handling 
How to harvesl, when and by whom? 
Storage options and facilities. 
Sorting, grading, packing, and labelling. 

These issues should focus on tbe identified 
market opportunity and the level of detall, 
depending on purchasing conditions, that are 
given by the buyer. 

Marketing 
Ho\V tbe group would like lo market its 
produce. 
Transport, and delivery schedules. 
Payment terms (checks, need for a bank 
account, signatories to the account). 
How the money shall be shared in the group. 

• Investruent plans for tbe group and savings 
mechanisms. 

Business development services 
Which services are the rnost important. 
Which services need to be strengthened . 
Should services be pald and, if so, how. 

The facilitator can then lead the group through 
a final process of making decisions on what can 
be achieved, including financial aspects, by 
using local skills and resources and what can 
be achieved only with external support. This 
information can be further refined by providing 
information on service providers who have the 
skilis to assist with any given problem (Table 7). 

As the market facilitator galns experience , lhe 
visioning approach can be applied directly to a 
real-life enterprise situation such as "supplying 
beans to an identified buyer". In tbis case, 
visioning starts by systematically recording the 
current situation, and ineludes the following 
specific tasks: 

Pre-production issues, related to market 
information. 
Production issues. 

• Harvesting. 
Marketing. 
Post-sales evaluation. 

The process of intervention planning is 
discussed in more detall in Section 10. 

Evaluating the "Entrepreneurial 
Spirit" or Finding the "Sparky 
People" 

Setting up new business ventures and keeping 
them competitive requires more than just 
following instructions. The types of people from 
the community who take on tbe market 
facilitator's role and are ineluded in the working 
group and marketing teams should be people 
who have either experience in business ar have 
a certaln aptitude and desire to undertake 
business development. Our experience shows 
that not alI development agents or production­
based researchers can make the move from 
production or cornmunity support to working 
witb markets. The right type of person must 
therefore be selec ted or tbe "sparky people" 
found. Whether people have an aptitude for 
marketing scenarios can be rapidly disco ve red 
by using some simple tests . 

Incentives (such as small amounts of cash) are 
needed in order to run tbese tests (which are 
conducted as games) . Where possible, the 
facilitator should use cash or other attractive 
pmes that \Vil! reward the successful 
participan ts. 

Deftning the "entrepreneurlal spirlt" 
The "entrepreneurial spirit" is somewhat 
intangible; it involves doing things in new ways, 

TabIe 7. Activity options to shift from today's situation to a desired state. 

Today, .bere 
we are 

Short-term Medium-tenn Long-term 
activities 

Wherewe 

W1IDt to be 

What can be achieved 

with existing 

resources? 

What activities or 

interventions require 

external resources? 

activities activities 
----+--

47 



A Market Facilitator's Guide to Participatory Agroenterpnse Oevelopment 

innovative thinking, being creative, and having 
determination and drive. But how can such 
qualities be recognised in service provider 
personnel and in comrnunities? How can these 
characteristics be best harnessed to the cause 
in hand? 

A dictionary definition of enterprise is a 
business, Cirro, organisation, or project, 
especial1y Qne requiring boldness, initiative, and 
energy. The delinition of spirit is the non­
physical aspect of a person concerned with 
profound though ts and emotions such as 
attitude, character, and temperament. These 
ideas can be applied to a business, organisation, 
or movement, and the qualities do not 
necessariJy have to inelude the motive for profit. 

Three tests are given below for evaluating the 
entrepreneurial and risk assessment qualities of 
members within a group. 

Test 1: Identifying entrepreneurial 
characteristics 
The flrst test for the group is to ask them to 
name three world-famous entrepreneurs and 
then three from thejr area. Divide the group into 
smaller groups of 3 to 5 people and ask them to 
provide a list of 10 words that explain why these 
people were successful. Entrepreneurs can be 
famous business people, artists, or spiritual or 
ethicalleade rs. Having written up the lists, the 
groups s hould re -convene and discuss the 
lindings in a plenary session. Why were these 
words chosen and what do they imply. Ooes any 
group member have these qualities? Could they 
develop them? What makes sorne people more 
successful than others in business matters? 
How can these types of skilis be refmed within 
the individual and within the group? 

Test 2: Making your flrst $10 
Tbis game aims to test lhe ability of group 
members to "think outside the box". For this 
test , the facilitator will need to have participants 
or groups in a room or defined are a in which he 
or she has hidden a US$lO (or local currency 
equivalent) note under an object in the room, 
such as under atable or chair, or behind a 
curtain or board before the group arrives. The 
facilitator can opt to leave sorne riddles or clues 
in the room or meeting area to help participants 
lind the money. The participants must not know 
where th e money is hidden . 

To start the lest, the fac ilitator should ask the 
participants to sit clown and then ask thero a 
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question: "how do you make your first $10?" 
There are no further instructions given. The 
time frame for this game is 10 to 15 minutes. 
Observe how the group reacts to this tes t . The 
facilitator can answer questions from the group. 
Encourage them, but do not tell them that 
money is hidden in the area, ar give very 
obviou s clues of its location. Oid they lind the 
money? To find the answer to the riddle , see 
bottom of page on Appendix 7. After having 
solved the riddle, the group should discuss the 
implications of the game, and why it is 
important to thínk about haw to solve problems 
and do so quickly rather than wait for someone 
to show them the way. 

Test 3: Being a successful risk manager 
The aim of this game is lind out why people 
select leaders and then test the risk-taking 
approach of their leader and his or her ability to 
work with the team. This game can be played in 
groups of 15 to 30 people. The facilitator should 
first divide the participants into groups of 
3 to 5 people. Within the small groups, the 
members s hould select a chief executive officer 
(CEO), someone who has the qualities and 
characteristics that were found in Test 1. 

To play lhe game, the teams should compete for 
a prize and \Vinner takes all . The prize could be 
a marketing book, or the team m embers could 
provide a minimum stake of their Qwn money. 
[n this case. each team member wiU provide 
US$O.IO to $0.50 (or equivalent in local 
currency) as their entry stake. Tbe CEOs bring 
their group's game stake to the facilitator who 
holds it for the winning team. 

The C EOs are separated from their team and, if 
possible , provided with seats in front of the 
group. They then receive the following 
ins tructions: 

1. The CEOs will be asked a series of questions. 
They can decide to choose questions from 
d ifferent categories of $1000, $5000, and 
$10,000. The questions for this game can be 
based on local general knowledge or based 
on marketing questions . 

2. Each correctly answered question will 
receive a score to the value of the question 
answered . The CEO can then opt to pass or 
ask for anolher question. 

3. The CEOs will continue lO answer questions 
until either they pass or answer a question 
incorrectly. lf the answer is incorrect, the 
value of the last question is deducted from 
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the amoun t accumulated through correct 
answers. Hence, iJ the CEO starts with a 
score of O and answers two $1000 questions 
correctly, but answers a $5000 incorrectly, 
the score for that round wil! be -$3000. If a 
CEO passes, s/he keeps the money they 
have won up to that time. 

4 . The CEas can ask for assistance from their 
respective team members ONCE only in the 
game. 

5. Answers that are shouted out by team 
members will receive a $5000 penalty fíne at 
the facilitator's discretion. 

6. The game is played for three rounds of 
questions. However, more rounds can be 
added. 

7. At the end of the questioning, seores are 
totalled and the team wilh the highest 
points wins the prize. 

This session is concluded with a review of the 
CEas' performance. Did the CEas adjust to the 
risk of the questions? Did they work with their 
team effectively? Did they have a sensible 
strategy for using their team's money? Would 
the CEO be re-elected by the team? 

"Blue Bean Test" for Baseline and 
Evaluating Behavioural Change 
To better understand a farmer group's 
knowledge about marketing approaehes, a 
simple test can be applied to fmd out how they 
approach the idea of a new product. Do they 
systematically work with the market or do they 
simply follow instru.ctions [rom a service 
provider. The group is asked if it would be 
interested in producing "blue beans". A typieal 
response might be, "Yes, iJyou will buy them", 
to which the facilitator may respond , "No 
problem, 1'11 take al! you can grow". For farmers 
who do not have a systernatie approach to 
marketing, their response is often a ver¡ positive 
yes, that they will start growing the beans 
tomorrow! 

However, they make this response even though 
they have never seen a blue bean, nor do they 
know if it grows in their area, or which market 
they are targeting, or iJ alternative and better 
market options exist. Where the group shows no 
clear approach to marketing, the facilitator has 
to start from the beginning. In con trast, iI the 
farmers do have a strategy in dealing with the 
market, the facilitator should listen carefuHy 

and see how weH this fíts in with the planned 
agroenterprise approach . He or she can then 
build on the group's current skills. 

As a monitoring tool, the "blue bean", or other 
invented product, the question should be asked 
again after the farmers have undergone sorne 
training on how to engage the market . Ir the 
farmers have taken on the new skills, their 
response lO such a question would include 
questions s uch as Does the crop grow here? 
Can you give us a sample so we can test it to 
see iJ it grows under our conditions? What is the 
price of the blue bean in the market? Is this 
price higher than the best bean market 
varieties? ls the bean being sold for a local or 
international market? Who is buying the 
product? Can you give us names of sorne buyers 
so we can survey the market aurselves? Do yau 
have any inIormation about the product, its 
price trend, quality requirements, or market 
trends? lf we go into production , will this be a 
contractual agreement? Will you provide any 
additional inputs to assist in production? If the 
market fails, can we eat this crop? 

The facilitator should compare the group's 
answers at the end of the process with those 
given at the beginning. If the group does not ask 
these types of questions, that is, to test if a 
product has market demand, the facilitator will 
know that they did not fully understand the 
process and a new approach to capacity 
building is therefore needed. 

If the farmers have a clear strategy for 
investigating new market options, then the 
training process has at least achieved its fírst 
aim of transferring the inquiry process. 

Summary 

All these tools can be used to generate a wide 
range of information. However, for the 
agroenterprise development process) specific 
information should focus on that required to 
develop the desired enterprise option . A 
surnmary list of the main participatory tools and 
their specific uses is provided in Table 8. For 
further ínformation on the use of partícipatory 
tools in the community setting, see ERI's 
Visioning Guide by Sanginga and Chitsike 
(2005). 
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Table 8 . Tool kit for participatory diagnosis and market mapping. 

PRA Tool 

River cade 

Cornmunity 

Whyused 

This is a role play used to indicate that the facilitators have come to 

assist the community in learning new skills, not in leading them into 

a process oí dependency. See Annex 2 

This graphic tool is used with the commw1ity to show the physical 

resource maps fea tures in the village and their resources 

Seasonal crap 

calendars 

Ranking,and 

weighting 

Visioning 

Market flow 

map 

Historical 

calendars 

Daily activity 

calendars 

Group 

evaluation 

Work with farmers group to find out what they grow and when in tbe 

year, highlight seasonality and opportunities for pilot testing 

Wark with farmers to find out who grows what, what is for [oad 

security, what is for incorne and who is growing these craps 
---

?rocess oC community recognising where they are now and where they 

would like to be in 10 years, 5 years, 3 years and 1 year. Use this 

process to build a common plan of aetion, based on aspirations - ----
Work with farmers, traders and service providers Ü possible to 

work out how the community connects with the markets for specific 

products. Start with farmers, traders, processors 

Work with community, men and women, to fmd out when major 

events happened in the community over the past 10 to 15 years, who 

has supported the community, what went wellJ what did not work. Gain 

an inventory of service providers that have worked or are working in the 

project area and IDnovations that have been sueeessful 

Typically used with men and women's groups to determine who does 

what in the community on a daily basis 

Conduet a rapid survey of the groups that already exist in the 

community, their size, purpose, longevity, sueeess. Ensure that 

fmaneial and trade issues are ruseussed 

When to use 

At opening sessions, this exercise sets the scene and 

highlights the role oC the lead organisation as a 

Caeilitator 

At the beginning oC the participatory diagnosis so that 

we gain an understanding oC the asset situation 

During participatory diagnosis and as a prelude to 

record keeping 

At the participatory diagnosis phase to select and 

prioritise produets Cor further market investigations 

Use this tool to gain an understanding basic group 

ideas and aspirations. Use this method also for detailed 

planning oC enterprise options 

Having selected a product, this method is used to map 

out the production and marketing links 

At the partícipatory diagnosis phase to fmd out what 

has worked, list local service providers and evaluate 

their value to the community 

¡Use to determine labour availability and also to explore 

key gender issues 

Use as a follow up to asset mapping, to determine social 

networking and trade skills 

Time 

1 to 2 hours 

2 to 3 hours 

2 to 3 hours 

2 to 3 hours 

11 day 
-f 

l 
2 hours 

2 to 3 hours 

2 hours 

2 to 3 hours 

Community Used with key informants to assess assets and to verify information To verify specific assets, particularly those oC use to the 3 hours 

_____ ---1-_e:::nterprise being studied transeet wa1ks _gathered in previous mapping sessions 

Blue bean 

test 

Market visits 

Enterprise 

games 

When starting to work with a farmer's group to assess their perspective At the start oC a working relationship, after training has 15 minutes 

on how to engage markets. As a monitoring tool to assess whether a 

group _has taken on new~arketing ide~ 

The market facilitator takes representatives of the farmers group(s) to 

visit local markets to see what is in demand 

Used to evaluate enterprise spirit in the groups. These tests can be 

applied to trainee market facilitators and community groups 

taken place 

This method is used to determine products in demand ~ 1 day 

and their buying eonditi~s __ 

During the traíning oC trainers and with community 

groups 
1 to 3 hours 
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SECTION 5 
Management and Partner Selection 

By the end ofthis section, the lead organisation 
should ha ve completed thefollowing tasks: 

Set up a management process. 
Selected a site in which to prouide 
development services. 
Selected partners to work with 

Timeframe: 1 to 2 weeks. 

Possible requirements 
Per diem costs for the facilitator if he or she is 
not from the area and in sorne cases 
refreshments for community members. 

Management and Partners 

The agroenterprise development process is 
complex and ane organisabon is unlikely to 
have all the skills necessary to implement it 
successfully. The project will therefore need 
partners and management. In OUT experience, 
actian requires three types of organisational 
players: 

1. Management team. 
2. Working group (market survey team). 
3. Enterprise groups. 

The type of network envisaged for this process is 
outlined in Figure 8. 

Management team 
This team is charged with the overall design, 
implementatían, and monitoring of the project. 
As mentioned before, the lead organisation 
provides the market facilitator. Sometimes, the 
management team may be a partnership 
between a research and development agency. 
The team is responsible for making the following 
types of decisions: 

Selecting a project area or site of 
intenrentíon. 
Inítiating and convening a working group. 
Establishing enteria for seleeting elient 
entervrise groups. 
Providing skills training, inputs, 
investments, and other services. 
Durabon of project implementation. 
Scaling up approaches. 
Entry and exit strategies. 

Working group 
The "working group" provides a focal point 
where representatives of interested partners can 
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Specialists 

Facilitator of the procesa 
Working Group 

Poliey and implementation Tradersj 
entrepreneur 

Development agencies 

Goverrunental extension 
agencies 

NGOs 

Finance 

Chamber of 
commerce 

Research 

FA B FA 
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Figure 8. Partnerships and links in the worlóng group. 
FG - farmer group; FA "" farmer association; BDS = business development services provider; 
NGO - non·governmental organisation; PA - partner agency; Working group = informal consortium of partners. 

convene ro design and assist in implementing 
agroenterprise work plans . lts role is to promote 
improved working relationships between service 
providers, local government, smaU farmers, and 
traders who operate within a defined project 
area. 

The working group will also work with 
stakeholders to develop the rules of engagement 
and establish the consortium's goals. At an 
operational level, the group will pro vide 
technical oversight, training, access to partners, 
monitoring and evaJuation, and a mean s for 
managing field activities. It will also suppart 
core members to s caJe up s uccessful activities 
in the future . lts key tasks are to: 

l. Schedule events and maintaining a focus on 
goals. 

2. Ensure that meaningful results are 
generated. 
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3. Ensure that these results support inter­
organisational or group processes. 

4 . Lead the rnarket survey team. 
S. Document monitoring and evaluatían 

outputs. 

The working group will begin as a loase 
association of partners with a common or 
shared interest in improving their marketing 
skills and cornmercialisation of activities. 
During the agroenterprise development process, 
membership Ís unlikely to remain constant, 
with sorne members fallin g out because of lack 
of resources or change in recuso Other members 
will enter the group as the process gains 
tangible results and sorne specialists may be 
co-op ted into the group . Specialised members 
may become more in teres ted in joining or 
playin g an active role , once market chains are 
opera ting. 



Management and Partner Selection 

Enterprise group 
This group comprises clients or business 
partners. Typically, these are farmer groups, but 
they could also be groups of traders, local 
entrepreneurs, or processors. At the fann level, 
the enterprise group should be an organised 
farmer group who will work alongside service 
providers to implement specific agroenterprise 
projects in selected market chains. Within a 
given market chain, service providers can be 
local entrepreneurs or businesses who airo to 
provide business development services (BDS). 
Farmer groups and BDS providers are the basic 
"units of change", that is, these actors will drive 
the marketing pro ces s and catalyse change in 
the delivery of goods to markets. 

lf farmer groups are poorly organised, or simply 
follow the instructions of service providers, the 
enterprise is Iikely to be unsustainable. An early 
task of market facilitation is therefore to build 
capacity in the farmer group. For additional 
information on group formation and ideas on 
collective marketing, see Robbins et al. (2005), 
Collective marketing for smal/holder farmers. 

Additional Tools for Selecting 
Enterprise or Farmer Groups 

Client and business partner proftling 
Communities are heterogeneous, comprising a 
range of social "wealth" or "wellbeing" groups. 
Understanding wealth rankings is important for 
processes such as agroenterprise development 
where investment and risks are invoIved. 
Evaluation of social wealth categories can be a 
sensitive issue, so it needs to be handled with 
thought. Some social groups, particularly those 
with a steady income, can have very different 
aspirations to less financially secure social 
groups. Typically, the wealthier people in the 
community wiIl have more assets, live on the 
best land, often have a better education, be 
more interested in trying new ideas, and more 
prepared to take on new or riskier challenges 
than poorer segments of the community. 

[f the facilitator feels that the community may 
benefit from particular social groups working on 
different enterprise options, then he or she 
should carry out a wealth ranking analysis. This 
is often best done with focus groups. Types of 
questions to use with these groups can include 
the following: 

Who owns cattle in the community? 
Which members in the community own the 
most land? 
Which members have access to or have their 
own transport? 
Who has access to mobile phones? 
Who travels most frequently to larger cities? 
Are there differences in where people access 
water, if so why? 
Which members of the community have had 
the most years of schooling? 
Who produces crops for distant markets? 

Identifying Leadership Qualities 

A critical aspect within the development of any 
cornmunity is the presence of people with 
leadership qualities. The term leadership has 
many meanings but, in this case, community 
leaders are those people who are looked up to 
for guidance, support, and advice, whether 
spiritual, fmancial, farming, or medical. These 
people are often well respected and the market 
facilitator can save considerable time and 
energy if such people play key roles in the 
agroenterprise development process. Because 
people tend to copy those they admire, an 
excellent way of scaling up within the 
community is to help local leaders show the 
way. The facilitator can discuss this idea with a 
focus group, to fmd out who in the community 
has these qualities. These people can then be 
sought out and asked if they would assist the 
market facilitator to develop the agroenterprise 
development process. 

Farmer Groups 

There is growing consensus that if smallholder 
farmers in deveIoping countries are to succeed 
in the increasingly competitive marketplace they 
need to be better organised. Over the past 
20 to 30 years, many different approaches have 
been attempted. Some of the successful 
organisational structures include primary 
societies, self-help groups, and, more recently, 
savings and in te mal loans groups. All these 
organisations are based on the principIes of 
"collection action" or the co-operative 
movement, which offers members the 
advantages of economies of scale. 

Members of co-operatives gain considerable 
advantages in terrns of accessing new 
information, credit, low-cost inputs, and higher 
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market prices . Unfortunately, for many [arrners, 
the advantages of the co-operative approach 
have been outweighed by repeated financial 
losses caused by widespread mi smanagement of 
capital funds by their executive cornmittees. 
Consequently, many farmers are now highly 
suspicious about joining co-operatives, 
particularly those run by the governrnent, which 
have also been politically manipulated. 

Despite the problems, mos t communities have 
sorne level of group organisation such as 
savings groups or rota ting funds I"merry-go­
rounds"), which help groups of friends save and 
pay for essential costs s uch as medical bilis, 
school fees , weddíngs, and burials . ¡hese types 
oI groups are general ly self-selected , have a 
limited nurnber of members-typically 10 to 30 
people-are froro a similar social class, and 
trust each other. 

These qualities oI self-reliance and coUective 
action are extremely useful in relation to 
enterprise development and col.lective marketing 
groups. Rather than attempt to set up new 
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groups, a facilitator may find it easier to 
evaluate and work with groups already existing 
in the cornmunity. For more details DI group 
formation and collective action, see Robbins et 
al. 12005), Collective marketing for smallholder 
farmers. 

Farm er or Product Clusters 

To support information flow, product 
aggregation, and quality standards, a u seful 
strategy is to cluster farmers of the same 
product in a geographic area . Thus, when one 
farmer group is supplying a market effectively , 
the facilitator s hould evaluate the opportunities 
for linking other farmer groups into the first 
grou p and scaling up production. Using this 
mechanism , the facilitator can work directly 
with one group and then suppart other groups 
through demons tration and Iinkage with the;r 
representatives. This process will enable the 
farmers in one area to specialise and work 
together in terms of innovating around a 
product. 



SECTION 6 

Project Site Selection and Evaluation 

By the end ofthis section, the marketfacilitator 
will have: 

Selected a site for intervention, 
Undertaken a participatory analysis of the 
site's assets, 
Undertaken visioning with the community or 
farmer group to develop an action plan. 

Time f rame: 2 weeks, 

Befare s tarting to work with a community, the 
initiating agency s hould decide on Ihe physicaJ 
boundaries of the work area. This decision may 
depend on Ihe programme's goal s bul, for rnany 
organisations. the choice is based on their 
current area of operatian ar a government or 
donar's recommendations. The project's area of 
operation is often defined by a local political 
area, a village oc cluster of villages, or, in the 
case of faith-based organisations, diocesan 
boundaries . Sometimes, a project may operate 
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over a larger physicaJ dornain such as a 
waters hed or an agro-ecozone. 

The working group s hould consider ways of 
delimiting Ihe area in which the agroenterprise 
intervention will take place . eriteria for selecting 
an area ¡nelude: 

Defining the communities with w hich to 
work "~th and limiting the area to !he zone 
where they are found. 
The area where the partners are working. 
Does the are a allow [or scaling u p? 
The s ize of project area possible withoul 
compromising the quality ofwork. 
Where should the agroenterprise activities 
start? 

Project Site Resource Assessment 

Once the project area is decided on , the next 
s tep is to conduct a rapid resource assessment 
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of the area. Because this is a participalory 
process, this task should be done with selec ted 
members of the working group . The diagnostic 
study should pay particular attention to lhe 
assets available to the enterprise or farmer 
group , as this is the group who wiU be investing 
time and resources. The facilitator should work 
from the perspective of smallholder or local 
entrepreneurial investments. To help with 
interviewing rural communities, several 
participatory tools, described in "Section 4: 
Tools for Working with a Community", can be 
used. Checkl.ists for analysing the project area 
and conducti-ng community interviews are given 
in Tables 9 and 10. 

Thi s survey is not only useful for the working 
group to itemise the major physical, soc ial , and 

economic assets available but it a lso provides a 
baseline at the outset of the process. The aim of 
this s urvey is to present an organised and 
concise report that Iists and evaluates the most 
outstanding aspects of lhe site or communit:y 
and major market options and trends so that 
the facilitator and partners are equipped with 
valuable information to help plan new 
enterprise options. Appendix 5 provides a 
su ggested outllne of a resource assessment 
report. 

Community Action Planning 
(Visioningl 

The final section of the participatory report 
shou ld be a series of plans developed by the 
community's agroenterprise groups of what they 

Table 9. Checklist for ana1ysing a project site for agroenlerprise development. 

Assets 

Physical 

Social 

Economic 

lssues la inclttde 

Geographic location (map) 

Climate (focus on enterprise group's Jocations ) 

Soil 

Water reSQurces 

Roads, paths, trails 

Vegetation 

Community inhabi tants 

Demography 
Education levels 

History 

Shoeks (environmental, politieal) 

Major economie and busines s aetivities 

Produetion capacity, specialisation 

Predominant produetion and marke ting systems 

Commercial activities 

Electrifieation 

Market locations 

Demand channels 

Conservation issues and natural resonrees 

Institutional Types of organisations in the area: farmer co-operatives, trade associations, finanee banking and 
micro-rmanee, chambers of commerce 

Innovation 

trends 
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Governrnental structures 

Education access 

NGOs and others operating in the arca 

History of intervention act ivi ties in lhe area 

lntroduction of new craps , livestock, pracessed products 

Change from rain fed to irrigated productian 

Cornrnunity social fabric 

Banking options, increase in remittanees 

New business opportunilies 

Changc in telecommunications, Internet , mobi lc phones 
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Table 10. Agroenterprise checklist al community leve!. 

Information required 

Agricultura! activities 

Lis t road craps grown by graup members 

Relative importance of each? 

Tools used 

List incorne from craps, livestock. and forest products currently sold 

Relative importance oC each? 

Brainstorming 

Seasonal crop calendar 

Product ranking 

Markct mapping 

Where is each product sold? 

To whom is each product sold? 

Volumes sold? 

Who provides tcclmical and other services? 

How good are these servíces? 

Any new craps fast becoming important to the area? 

Have any majar buyers come or left the area? 

Assets ror comparative advantage 

Venn diagrams 

Ranking 

Historical timelines for innovation 

Timelines 

Resollrce mapping 

What natural, human, social, physical, or other assets does the 

cornmunity possess? 

Brainstorming 

Resource maps 

Focus groups Biodiversity, cJ imate, soils 

Physical reatures: lakes , rivers, mountains 

Infrastructure, e.g., roads 

Key informant interviews 

Know-how ror producing specific goods, education, skills, value­

adding options 

Social cohesion. cornmunily spirit 

Individual entl'epreneul'ial flair 

Innovation analysis 

What innovations have accurred in the last 5 to 10 years that have 

had a majar effect on business opportunities? 

Brainstorming 

Resource maps 

Focus groups What innovations have occurl'ed but have not been accessible? 

What types of innovations are required by the community? Key informant interviews 

would like to achieve through agroenterprise 
development. Cornrnunity members should be 
encouraged to draw on the information they 
gen erated in the diagnosis to develop a joint 
action plan to achieve their visiono 

The facilitator helps the farmers to tirst develop 
a generic or idealised action plan from their 
vis ioning process. They are then led through a 
series of iterative cycles in which the fanners 
list their priorities and attempt to explore how 
they can realise lheir plans. The plan should 
include a simple analysis of what can be 
achieved with no external funding and what can 
be achieved only with additio nal s upport or 
inputs. If addi tional inputs are needed, the n lhe 
group should i.ndica te where these might come 
from and how likely they are to be realised. 

By narrowing down the goal and time rrame, the 
facilitator s hould ensure that the actions 
proposed by Ihe farmers are realistic and 

achievable. At each stage in the process, the 
community should take into account their 
assets, partners, and comparative advantages. 
The community should a1so develop priorities 
and plans for both food security and 
agroenterprise options. When the facilitator LS 
working with several groups, Ihe goals of the 
other groups should be included in the 
discussion so that the [armer groups can start 
working on s imilar products to achieve greater 
economies oí scale. 

At Ihis stage, the plan s h ould not be exhau stive, 
as the farrners wiU not receÍve additional 
information on product options. The main point 
o[ planning here is for the group to start making 
decisions about their future activities and 
investments in a business-like fashion. The 
facilitator should ensure equal participaban of 
m en and women in this exercise. Emphasis on 
transparency and equity of inputs and outputs 
is crucial for Ihis type of work. 
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Organising the fanner or enterprise group 
Groups are established for many reasons, but 
feware specifically established for business 
development. Hence, in an early meeting with 
the market facilitator , a diagram or organogram 
of!he group's current organ isation should be 
drawn up . This s ession should inelude the 
roles and responsibilities of the key positions 
(Table ll) . 

Constitution or membership rules and 
regulations 
Most group s have a s imple set of rules that are 
es tablis hed at the outset. A savings group, for 
example , may require its members to pay an 
entrance fee and agree on !he te rm s by which 
they save and make loans to membe rs . As the 
grou p takes on fínancialliability for group 
members, a simple set of rules should be in 
pla ce for m embers to adhere to, with penalties 
for non-comp liance. 

Registering groups and opening a bank 
account 
In sorne countries, groups are ooly recognisect 
for support if lhey a re registered with the local 
adminis traban at sorne level. In sorne countries , 
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regis tratian is a legal requirement; in othe rs, it 
is considered u seful, but not mandatory. Where 
pos s ible , all groups should open a bank 
accoun t, to hold their savings and have regular 
reco rds of depo sits and withdrawals . 

Forming Committees 

lnevitably, the trans ition of an exis ting group , 
which may have origina lly been set up for self­
help , into a more busines s -like group is likely to 
demand greater commitment from its members 
in te rms of time and inve s tment of la nd , labour, 
ane! finances, and developing new s kills. Given 
the need for additional a ctivities, groups should 
cons ider es tablishing new positions OT 

cornmittees to oversee more specialised 
ac tivities (Table 12) . 

The formation of any new committee s hould be 
led by the community wi th the facilitator 
a ssisting the process. As s hown in Ta ble 12, the 
group w:ill be managed by the executive 
cornmittee, which Q\'crsees the enterprise's 
ac tivities, whe reas specialist activities can be 
delegated to other group members. Where th e 
cu rren t group does not possess these s kills , 
members may co-opt new members, 
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TabIe 11. Suggested organogram oC posts within a farmcr group. 

Name Role 

Chairperson To lead the group, resolve 

disputes, set out the plan 

Responsibility 

To take majar decisions, 

delegate activities, monitor 

progress 

Term oC office 

~ar. renewable at annual 

1 general meeting 

Treasurer ¡ Financia! officer, to report To maintain all financia! 1 year, renewable by vote of group 

members at annual general 

meeting 

Secretary 

Mobiliser 

Monitoring 

agent 

Member 

to chairperson and 

members 

Record keeper 

Group socialiser and 

I motivator 

Progre ss monitoring 

1 

records and candu et financia! 

transactions on behalf of the 

group 

T o take records of a11 meetings 

and key decisions oC the group 

To maintain links betwecn 

members, keep members 

informed of new events and 

time of next meetings 

To develop a monitoring plan 

and record progress against 

1 year, renewable by vote of group 

members at annual general 

meeting 

1 year, renewable by vote of group 

members at annual general 

meeting 

1 year, renewable by vote of group 

members at annual general 

miles tones meeting 

To implement the group plan L 

MARKETING 
OFFICER 

The importance of elected committees 
Cornmittee mernbers, when selected by the 
cornmunit:y, receive full co·operation and can 
focus on specific tas ks. Cornmittee members 
assist group members by co llecting information 
on specific issues such as market prices and 
cornrnunicating this information to the 
members. An experimentation committee could 

also be put in place to spearhead the farmer 
participatory research for the selected 
agroenterprise options. Box 3 describes the 
cornrnittees belonging to the Kware Vegetable 
Growers Group, Tanzania. 

The cornmunity should seek to selee! eornmittee 
members on a merít basis, using such criteria 
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Table 12. An example of an organogram of posts wi thin a farmer grou p . 

Name of Members Role Responsibil ity T erm of office 

cornmittee 

Executive Chairperson Support day to day Take majar decisions, 1 yern°, renewable at 

committee Treasurer activities of the delegate activit ies, annual general 

Secretary group review progress meeting 

Marketing Market offieer CaUeet and advise on To eonduet regular 1 year, renewable by 

committee Sales person market information market visits , colleet vote of group 

Treasurer key mrn'ket data and members at annual 

Secretary develop business general meeting 

options on behalf of 

the group 

Experimentation Rcsearcher 1 Evaluate innovation Undertake experimental 11 year, renewable by 
committee 1 crops/ livestock options options on behalJ of t,he vote of group 

Monitoring 

committee 

Researcher 2 group and report baek 

M&E officer on effectiveness of new 

technologies, methods 

Chairperson Monitor progress Record progress a gainsl 

l'reasurer across eommittees milestones for marketing 

Market officer and innovation 

Researcher 

M&E officer 

Bo",3 

Examples 01 committees in Kware Vegetable Growers Group, 
Hai District, Tanza nia 

The Kware Vegetable Growers group has three committees: 

members at annua! 

general meeting 

1 year, renewable by 

vote of group 

members al annuaI 

general meeting 

lo Management Cornmittee composed of a Chair person, Secretary, Trea surer and 2 ordinary members. 
2. Experimentation committee comprising 4 members. 
3. Monitoring and evaluatíon eommittec, having 3 members . 

These committees were agreed upon by the entire group and meet regularly 011 behalf of the group to plan and 
implement activities. During overall group meetings that take p lace every Sunday. the managemcnt cornmittee 
calls on lhe other eommittees to brief the group 00 status and progress. There are no incentives for the 
eommittees a nd individual involvement in the cornmittees is born e out of the individual interests to support the 
group. 

i 

as experien ce, standing in t h e communi ty, 

holding of other posi tion s, abi lity to read a n d 
write, being a good speaker, and being respected 
ror fairness. The g r oup may bene fi t from n ot 
electing political leaders. The group should avoid 
forming large committees as these will rapid ly 
lead to problem s of co-o rd ina tion. Neither 
shou ld the grou p set up cornmittees or position s 

t h at h ave n o real ro le or if no -one i8 a vailable to 

take o n the activity. To avoid poten tial con flicts, 
the p rocess should be high ly participa tory and 
selection of members should be open to al l 
in tere s ted persons. The effectiveness o f the 
committees should be reviewed at least once per 
year and committees should be discontinued if 
they a re found not to be useful. 
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Visioning to Develop a Common Goal 
Cor the Future 

Following the analyses at the participatory 
community level , the market facilitator should 
work with the partners within the working 
group and representatives of the enterprise 
groups to formulate a joint action plan. This 
action plan outlines key or common problems 
and how the partners and enterprise groups can 
embark on a series of activities to Qvercome 
thern. This is related to what can be done in the 
short, rnedium, and long-term and what can 

be achieved with local and external resources 
(TabJe 13). 

Outline 01 the project area assessment 
The market facilitator should write a 
15-to-20 page report on major findings , 
challenges, and current plans (Appendix 5). The 
report should highlight the short, medium, and 
long-term challenges and the activities that 
farmer groups have planned to ach ieve their 
goals . The report with clear recornmendations 
should then be circulated arnong the working 
groups and discussed with the enterprise group. 
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Table 13. Visioning from CUIrent lo a desired state. Katamata Group, Tanzania. 

"On lhe side of the r iver" 

Where \Ve are today 

SeU traditional products 

lncome from coffee is low 

value, few high ~value 

options 

Production oC mast income 

crops sold a l low prices by 

individual s 

Pal"tners 1101 weU organised 

Group nat organised for 

business, no links lo service 

providers for i..nputjoutput 

m arkets 

No experimentatioll done by 

the cornmu nity 

No record keeping by the 

group 

No plans to u se local assets 

and organ isations 

"'The slepping stanes across the river" "On lhe other side oC the river" 

Activities for getting where we want lo go: Where we want to be 

Short-term 

Unclertake a market sw -vey 

Cor selected income product s 

Obtain seed oC new varieties; 

multiply seed of new varieties 

Reorganise group s tructW'e to 

accelerate benefi ts o f 

innovation 

Medium-term Long- term 

Gain advice from research 

station on production 

Plan for higher value 

market options 

Register group, seek links 

"vith other groups with 

s imilar interests 

Seek lin ks with other 

collective marketing 

groups 

Produce a range oC higher value 

cropf livestock products 

Find an alternative to corree 

SeU at least 10 tonn es of beans 

to a known buyer 

Select the best bana nas for 

market and seU to local hote1s 

Group well orgarused, with 

functional committees for 

marketing, credit, and 

experimentation 

Group linked with service 

providers and other prod u ction 

groups 

Group maintains regular 

p roduction and finan cial records 

to evaluate its own per form a nce 



SECTION 7 

Product Screening and 
Market Opportunity Identification 

By the end oJthis section, the marketJacilitator 
and community should have: 

• Decided on el pilot site in which lo market test 
an existing product or demand-based process. 
Designed a market opportunity survey. 
Evaluated demand and buying conditions Jor 
product options. 
Selected a product Jor additional market chain 
analysis. 

Tlmeframe: 2 weeks. 

This section describes a "screening process", 
which is used to make an objective decision on 
the product to select for market chain analysis 
and agroenterprise development. If a product 
has already been seleeted aecording to a pre­
projeet design phase, stakeholder workshop, or 
macroeconomic decision, then the reader may go 

directly to "Section 9: Market Chain Analysis' or 
Section 10: "Developing an Enterprise or 
Intervent.ion AcUan Plan". 

This seetion aims to help partners understand 
market demand for specific products and 
provide a means of eomparing different types of 
product options such as pineapples, beans, and 
pigs. Cornmon evaluatian critena that are used 
are production requirernents, marketing 
requirements, and profitability. A significant 
aspect of this process is to also evaluate new 
product options that may enable or encourage 
farmers to diversify lhejr products into higher 
value options that can take advantage of growth 
markets. 

Options for Product Screening 

Before embarking on this next phase of lhe 
work, sorne decisions must be made on: 
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1. The ty pe of survey . 
2. The survey's scope. 
3. The survey team's composition. 
4. The level of participation. 

Methods for product surveying 
Type of survey: Two main options exist for 
selecting survey types. Choosing the option or 
strategy to foUow shou ld be based on the 
working group members ' experience and the 
level of risk or innovation being sough t by the 
farmer group or investor. The market facilitator 
should help the partners make a deeision . 

Strategy 1: Selecting an existing product 
(lower risk). This is for groups with limited 
experience in marketing and agroenterprise 
development. With this strategy, work 
focuses on evaluating demand, market 
prospects, and services for existing 
products in a locali sed area. The marketing 
strategy for this approach is called "market 
penetration", and is an ideal approach to be 
used as a pilot project. The time frame for 
agroenterprise development based on this 
strategy can be reduced to one season. 

Strategy 2: ldentifying a new product 
(higher risk). This is for more experienced 
marketfacilitators or more organisedfarmer 
groups. With this strategy, work includes a 
more open product evaluation process, a 
more diverse range of products, and greater 
emphasis on market demand o The key 
question is whether demand for the product 
is increasing, stagnant, or declining over the 
previous 1 to 3 years. This marketing 
strategy is normally called "diversification" 
and the selection can include speci lic 
products that are of interest to clients or 
investors, The time [rame for this process 
may extend beyond one season, 

Survey's scope: Whichever strategy is chosen > 
the size of this preliminary survey still needs to 
be defined in terms of which type o[ products to 
investigate (high or low va/u e), how many people 
will be involved, how many markets will be 
visited, and which types of markets the survey 
wiIl examine, The decision on scope is usually 
based on the time and resources available, 

Selecting the marketing survey team: Based 
on the type of product and therefore the 
complexity of the analysis, the working group 
should select participants for a joint marketing 
team. Typically, marketing teams will comprise 
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the market facilitator and 2 to 4 representatives 
[rom the working group, including, if possible , 
ane or more farmer representatives. Market 
teams of 2 or 3 are generaUy more e ffective than 
grou ps of 5 . lf more people are involved, these 
should be separated into teams of 2 or 3 people. 
Each group should include one person who is 
fami liar witb market analysis . Market interviews 
often touch on sensitive issues such as prices, 
profits and sources of produce or finances. This 
type of information is only shared with small 
teams. Interviews with traders should orily 
include one trader and a maximum of two 
in terviewers. 

Level of participation: Where possible, service 
providers or farmers s hould be involved in all the 
planning and implementabon stages of the 
market survey , as this facilita tes the transfer of 
marke ting skills. However, the level of 
participation also needs to be practical . As a rule 
of thumb, the level of participation of the 
beneficiaries declines as the scale and 
complexity of the study inereases. 

In the pas t , product screening and market 
analysis (discussed below) were undertaken by a 
consultant or project staff member who wou/d 
find ou t what farmers and working group 
members wanted to d evelop into new 
enter prises. Th e results would then be presented 
to and discussed with the working or farmer 
groups for their final decision on the option to 
select for further analysis and investrnent. This 
cansu ltant or project staff-led activity remains 
valid , particularly if the project area under 
analys is is large, ir the products under 
consideration require speci.aJist knowiedge , or if 
the project has limited time or resource 
constraints. However, where possible. market 
survey work shou/d be undertaken with a 
manageable level of participation to prevent top­
down processes and to increase ownership of 
results. 

Importance of Communíty 
Particípation 

Althou gh farmers a re familiar with markets, they 
are not fam.iliar with market surveys . For many, 
their participation in a market survey will be 
their first time to systematically evaluate buying 
conditions for products in a market. Clearly, this 
type of work requires good communication and 
interpersonal skills, so farmer selection for this 
task is important- they mus t be knowledgeable 
and motivated. Where possible, a gender balance 
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in the ehosen group should be maintained. 
Essentially, participation is important so 
partners can learn and repeat U1e exercise on 
their own initiative at a later time. 

Strategy 1: Screening "Existing" 
Products 

For groups who are conducting agroenterprise 
development for the first time, starting with an 
existing product is advisable. Decisions on 
whieh product to seleet can be based on: 

Findings from the project site resource 
survey. 
Findings from stakeholder analysis. 
Foeus groups wjth farmers . 
Macroeconomic analyses , including the 
projeet s ite. 

The simplest way of redueing a list of preferred 
product options to a manageable number [or 
demand analysis is to choose prod uets having 
the h.ighest volume and value. 

lf seeondary information from the projeet 
s ite is separated into food seeurity and 
income-generation products, then the 
marketing team can seleet the first 3 to 5 
income-generating products for the client ar 
business partner groups . 

• A produet can be seleeted aeeording to a 
combina tia n of information [rom the working 
group members and discussions with farmer 
groups. When dealing with farmer groups, 
produets can be seleeted aeeord ing to the 
followíng criteria: 

Produets that are mainly produeed for 
income. 
Produets that are produeed by most 
group members. 
Products that will attract investment 
from farmers, service providers, or local 
entrepreneurs to establish a new 
enterprise. 

The advantages of seleeting an existing produet 
are twofold: (1) the working group or marketing 
team can start working on agroenterprise 
options relatively quickly, and (2) farmers 
already know how to grow the produet and can 
focus more on its 'marketing aspects. 

Product market screening survey 
Having seleeted potential products, the 
marketing team should develop a plan and a 
questionnaire to evaluate tho se products' 

marketing prospects at selected market outlets. 
Usually, market sereening foeuses on local 
marketing outlets. lt begins wjth a market 
mapping exereise that will enable the market 
faeilitator and marketing team to visualise the 
types of market they need to survey for the 
seleeted produets, as different types o[ produets 
may have different market outlets. 

The team should also plan the logistics of getting 
to the markets. In sorne cases, the market 
facilitator may, before the survey , undertake a 
rapid reeonna.issanee of the targeted markets to 
loeate vendors selling the selected produets and 
so make arrangements for market visits 
(Figure 9). 

Survey protocol 
As wjth all survey work, a standard series of steps 
should be observed when interviewing informants. 

l. Seleet and brief survey team members on 
the purpose for the exereise. 

2. Plan the survey on the results needed and 
link activities to a time frame. 

3. List survey sites to be visited. 
4. Plan number of interviews per s ite . 
S. Prepare a questionnaire or checklist. 
6. Pre-test the eheeklist in a local market 

before undertaking the survey. 
7. Prepare an introduction as to why you are 

doing the survey. Make sure that everyone 
who is being interviewed understands your 
aims. 

8. Ask pennission to undertake an interview 
from all managers and supervisors at the 
locatíon of the interview, whether at a 
market, hotel, or shop. 

9. If possible, arrange meetings before you 
arrive. 

10. Be sure that the interviewee has time for the 
interview or re-arrange for a better time jf 
they are busy. 

11. Always show respect for an interviewee's 
time; do not take more than 20 to 
30 minutes of their time. 

12. If interviewing in a market, stop queslions 
when the person being interviewecl is dealing 
with their customers. 

13. Always thank them for their partieipabon in 
the interview. 

An example questionnaire or checkllst 
The pre-screening survey aims to find out which 
products are showing strong market demand and 
attractive business characteristics. The marketing 
team needs to diseover which product (or 
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Preliminary: The survey team or féU"mer group selects sorne products for which they wouJd Like to coUect 
market information. The rlfst surveys wiU focus on existing products . New products may be inves t..igated in a 

follow-up study a t a later date . 

,. 
The market facilitator reconnoiters the principal markets and selected market ouUets for the products. 

Basic infonnation is collected for comparison with group da ta. Traders that the farmers may visit are 
inforroed about the vi s it and pennission is sought . 

.. 
The checklist or questionnaire for the market s tudy is prepared by the farmers and facilitator. This is tested 
W"ith sorne of the markets or retailers who h ave shown interest in being involved or within a nearby trading 

centre. This ensures free interaction with traders. ,. 
A program. for the visits is prepared . Market survey groups are defmed to study different products. The 

committee can divide responsibilities hetween those who will a sk questions and those who wi.ll record the 
information. 80th men and women should be selected for these tasks . 

.. 
The market survey is conduc ted . The survey tearo or farmer group puta questions lo traders , managers, or 

persons nmning (he bus inesses . The market facwta tor accompanies the team or gToup . 

.. 
The facilitator brings the survey team or farmer group logether lo anaJyse the results of the market vis ito 

Results are tabulated according to a predetermined formal. The information is organised to be 
cornmurucated back to the working group or farmer group . 

.. 
Those who participated in the marke t visit present the results of the market study to lhe rest of the working 

group or farmers in the cornmunity. Decisions are made as to wruch options should be further analysed. 

Figure 9. Steps in arranging a rnarket s urvey . 

produets) is (are) the best option and wh o are 
the potential buyers. The types of que s tions to 
be answered in the pre-screening survey a re: 
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What is your name , tele phone number, and 
contact address? 
Could you tel! me if the market demand for 
product X is g rowing, s tagna nt . or 
declinjng? 
Are the re any times in the yea r whe n 
produet X is searee? If so , why? 
How do ehanges in the seaso n aJree t priees? 
What are the priees differe n ees a eeording to 
size or c1ass? 
If the priee of produet X is ve ry high , what 
other produets do people buy ins tead? 
What quantity of produet X d o you 
purchase? And how orten? 
How rnany other traders are the re like you 
in the market? 

Can you estima te the quantity of produet X 
p urehased by this market? 
Who is the largest trader in produe t X? 
Who do you buy from? And whe re are they 
loeated? 
What is your minimum purchase volume for 
p roduct X? 
What is your frequen ey of purehase for 
p roduet X? 
What is your main souree of produc t X? 
What priee do you buy produet X per unit? 
Wh a t a re you eurrently selling produc t X? 
What are your main marketing eos ts? 
Wh a t are your te rms of pa yrnen t? 
Would you be interes ted in buy ing from a 
farmers' group? 

Resultsfrom the market vlsit 
Fol!owing the m a rket vis it , the marke t team 
shou ld review and write a s urnmary of the 
information gathered. Figure 10 provides an 
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Figure 10. Results oC a market survey condu cted by fanners in Uganda. 

example of inforrnation, where , in this "'market 
surveyn I the farmers evaJuated marke t prospects 
for beans, rice, tamatoes, on ions, pota toes, and 
fresh cassava. 

nearby market before the main study is 
carried ou t. 
Days 2 a nd 3 wiLl be s pent in th e markets , 
gathering data. 
On Day 4, the mark e t s tudy's resul ts are 
prepared and synthesised. 

.1 

The information shown in Figure 10 is specific 
to a trader who s upplied a local schoo!. The 
report was organised to reilecl the product , 
quantity purchased in numbers of bags, 
frequeney of supply, sou ree of product, p rice, 
payment teTms, and the trader 's in terest in 
dealing ",ith a farmer group. Th is type of 
summary should be completed for each market 
oullet. 

On Day S, the fll1dings of the market survey 
are presented to the group members or 
wider community. 

The time required for this exercise will depend 
on th e number and di stances between the 
differe n t market oulle ts . Typical!y, participatory 
market visits to evaluate 3 to 5 products \Vil! 
take 4 or 5 days, that is: 

On Day 1, the market committee is 
introduced to the concept of participatory 
market research and how it is conducted. 
The questionnaire or checklist is then 
prepared . The ehecklis t s hould be tested in a 

Presenting the infonnation: Having galh ered 
information from the market, the data should be 
d iscussed by the marketing tearn and written 
on a data surnmary sheet. This in formation will 
be used as the basis for discussions with the 
working group or farmer group on 
selecting ¡he best product or enterprise 
options (see "Sec tion 8"). 

Strategy 2: Surveying to Identify 
Market Opportunities 

The survey to identify market opportunities 
seeks ((new opportunities" for enterprise 
development. The foc u s in this approach is 
therefore on diversification , emphasising 
market demand for new and higher value 
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products rather than working with existing 
options. A key question i8 whether demand for a 
product i8 increasing, stagnant, or declining 
over the las t 3 years. 

First, a survey team is forrned. This should 
include the market facilitator and selected 
members of the working group or farmer group. 
The survey team should begin by planning the 
survey's scope, discussing with the working 
group and farmer group, the types of products 
to be evaluated, as this wiU determine which 
sales outlets will be included in the survey. The 
farmer groups may have a particular interest in 
livestock, fruits, or a niche product such as 
"organic coffee", which considerations should be 
introduced into the survey's planning and 
questionnaire format. 

Having established the study's focus, 
prelirninary rnarket chains for the various 
products should be drawn up to determine what 
infonnation is known, what information is 
needed, which types of people should be 
interviewed, and where the interviews should 
take place (Table 14). This session should end 
with a timetable and List of interviews to hold, 
questions to ask, and the names of the people to 
conduct the survey. The matrix in Table 14 will 
assist in this planning process. 

[n s t rategy 2, the list of locations to study may 
become longer as it "vill inc1ude more distant or 
specialised market outlets. This type of survey, 
therefore, requires careful planning and may 
need additional support from experts in either 
marketing or specialised products. 

The next stage is for the market facilitator lo 
develop a questionnaire with the survey team. 
This should be simple and casy lo use 
(Appendix 6). [n this rapid method, the sample 
size is not statistically measured but, as a rule of 
thumb, the survey should visit at least 3 to 
5 si tes within each type of sales outle!. The more 
outle ts there are within a type, the more samples 
should be laken. For example, kiosks are likely lo 
be more numerous than small shops. The survey 
team would therefore plan to visit mOfe kiosks 
than small shops to gain an idea of a product's 
rnarkel demand. The group should also consider 
collecting more dala if lhe information is highly 
varia ble or to stop collecting when 2 or 3 sites 
give s imilar information. 

Once the questionnaire has be en frnalised and 
pre-tested, the next step is for the survey team to 
contact key informants at the market outlets and 
conduct the survey. This exercise quantifies the 
relat ive demand for specific products and gathers 
information on buyers, changes in demand, 

Table 14. Matrix format to plan which data to collect at which point of sale in the chain. 

Local market 

L;
Next largest 

town market ----.­
Supermarket 

Small shops 

Local stores, 

kiosks 

Restaurants 

Institutional 

buyers 

Processing 

factory 
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Products in 

high demand 

Products in 

scarce supply 

Produ cts of interest 

to the project or 

farmer groups 
--~--~------~--

Sample size 
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product prices, volumes, and buying conditions. 
Th e survey team can also use this opportunity 
to discuss seHing options with traders and 
retaílers, and so initiate the process of building 
contacts in the market. 

This exercise allows selected market committee 
members to find out for themselves the demand 
for products in nearby market outlets. The 
survey team will be able to identify the range of 
agricultural products on sale , s tudy the buying 
conditions and quantities purchased, and note 
market trends. 

Market Survey Results 

This type of survey can generate informa tion 
for "long lists" of options for en terprise 
development, for example, more than 
30 products within a 2 to 3 day periodo When 
the survey ineludes several additional categories 
to be s tudied such as fruils or dairy products, 
many options and market outlets exist for such 
lists, such as superrnarkets. which may have 
20 to 30 products within one product lineo The 
survey team can collate its findings in the form 
of a report (Appendix 7). 

The survey team s hould n ot feel overwhelmed by 
the high numbers of potentia l products because 
the next step is to use marketing filters to select 
the best option fo r the target group. 

Research/ng markets far pracessed 
products 
For cornmunity groups planning to work on 
processed products for sale to consumers , good 
advice on market research techniques can be 

found in FAO's Marketing Extension Guide 
No. 3 'IMarket Research for Agro-processoTs"7. 
Before any agro-processing venture is s tarted, 
or befare an existing venture decides to expand 
its product line, an understanding of the market 
for the planned products is essentíal . Farmers 
and rural processors need to be sure that they 
can seH what they produce at prices that give 
them a good profit. They need to have a realistic 
idea of the quantities they can seH and be sure 
tha t the facilities they build and the equipment 
they buy are suitable for those quantities, being 
neither far too large nor too smal!. They need to 
know where they can se1l their products and 
how best to distribute them to consumers. Last, 
but not least, they need to be certain that the 
raw materials, other ingredients and packaging 
they require wiH be available when needed, at a 
price that permits p rofitable processing and 
marketing. 

The Dynamic Nature oC Markets 

As buying conditíons in markets are con s tantly 
changing according to season, trends , and many 
other fa c tors, the working group or farmer 
group must understand that single visits to 
marketing oullets only provide a snapsho t of the 
market s ituation . To follo\V trends, the survey 
group ar market cornmittee member needs to 
undertake further vis its Qver the year to monitor 
changes. Farmers can follow up on more 
local.is ed market changes once they know how 
to conduc t the m a rke t s tudy. 

7. (www.fao.orgjagjags jsubjects/en!agmarketj 
research.html) 

U.'· ;.'C:'·'[ ; ':.ACIONY 
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SECTION 8 

Selecting the Best Product or 
Enterprise Option wit h the Clients 

PINEAPPLE 

, irr¡~?t ¡on Production 
sel\ to 
factory Morket 

By the end ofthis section, the marketfacilitator 
and community should haue worked with clients 
on the following: 

Determining selectioll entena. 
Selecting the most viable option for the 
community. 
Developing a business plan. 
Deueloping an enterpnse action plan. 

Time frame: 1 week. 

At this stage, the facilitator has assisted the 
com m unity to generate market information on 
several products. Depending on the strategy 
used, the survey team will have gathered 
information on either (1) a limited number of 
existing products, or (2) a considerably larger 
set of products that in elude traditional and 
new options. Having generated this list of 
potential options, the survey team, guided by 
the rnarket facilitator, should now reduce the 
Jist to the mQst profitable and viable products 
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for a groenterprise development. To filter out the 
less aUractive options, the survey team uses the 
informatian they have collected and develops a 
serie s of selection criteria (Figure 11). The 
surnmarised results are then presented to the 
wider group, who makes a final selection. 

Establishing Evaluation Criteria 

Several criteria can be used to evaluate the 
agroenterprise options. These criteria should be 
well defmed and easily understood by group 
members: 

Smallholde r s can easily produce the options. 
Th e options are attractive as a bus iness 
proposition. 
T he options would contribute to production 
sustainability. 

Beca use most farmers in rura.l communíties are 
smallholders, the options chosen must be easy 
to im plement or, if a new product is selected, 
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FUter 1: Obvioua dJacard Filter 2: &elecUon matrices FUter 3: Farmer deciaions 
CrlterIa: Can be grown Crlterta: Production. eritena: Farmer or investor 

in project area, marketing, fmancialjand or has casting vote on 
investment limit 
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market chain analysis 

Figure 11. Selecting market options according to three levels of selection or discard. 

SOURCK Adapled from Abele el al. (2004). 

then the farmer groups should have access to 
suflicient technical service providers. Generally, 
the option should have low technical 
requirements, with the initial costs of production 
being affordable. Ideally, the option chosen 
should be attractive, not too long-term, and 
provide a reasonable return. Farmers and less 
experienced market facilitators should start this 
process with a short -cycle product, so that they 
can go through the process reasonable quickly 
without losing interest of the actors involved. 
Contributing to production sustainability is a1so 
an Lmportant criterio n because smallholder 
farmers have little land and often farm on low­
fertility plots with Iirnited inputs. 

Selecting the Most Viable 
Agroenterprises from a List oC Options 

The rnarket survey team, with the facilitator's 
help, must write up the enterprise selection 
informaban. Once this has been done, a working 

group or community meeting should be called to 
review the process of enterprise selection. At the 
cornmunity level, a1l farmers should be invited 
and the meeting should be as participatory as 
possible. Selection should be based on a three­
stage discard (i.e., product removal) process 
(Figure 11). 

Discard 1.' Obvious products that have little 
hope for succeS $. 
Discard 2: Removal of options based on 
production , marketing, and profitabiJity data. 
Discard 3: Final selection by most farmers. 

Dtscard option 1: Remov/ng obv/ously 
"no hope" products 
Any product option that the farmers or project is 
not ínterested in is removed from the "long list". 
Such a "long list" will not occur where only 
"existing" products are studied, but only when 
the survey tearn genera tes option lists based on 
market demando 
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Reasons for discarding an option include the 
product being unable to grow in the area, being 
costly to grow, or being too risky to produce . 
Examples of such products may include exotic 
high-value fruits and vegetables, taboo 
products, iliegal products, products that require 
s pecialist skills, and very long-term products 
s uch a s hardwoods. 

Diseard option 2: Enterpnse entena 
This series of options must be measured against 
indicators of business via bility. The facilitator 
and market s u rvey team should take time to go 
through this information, so that the meth od is 
understood and can be explained to other group 
members in a comprehensible and interesting 
manner. Selec tion criteria in this case focus on 
requ irements for (1) production , (2) marketing, 
and (3) profitability, based on investment, as 
follows: 

Production analysis: Por al! options, the 
survey tearn and market faci li tator should 
determine what is required to produce them . 
Each product should be assessed, using a 
com rnon set of production requiremen ts, for 
example, rainfall , soils, a lti tudes, inputs such 
as fertilisers and pesticides, majar pests anct 
diseases , and other potentially use[ul agronom ic 
infonnation (Figure 12) , From thi s informat.ion , 

.. 1.~8 •• ~ •• ~~ •••• ·8 

sorne enterprise oplions may be automalically 
d isqu alified because the area is u nsuitable [or 
thei r production. For example, if rainfall 
requirements are higher than the area's rainfall 
a nd irrigatíon is not possible, then those options 
sho u ld be discarded. The complexity of the 
matr ix, and therefore of the information 
requ ired, will be based on decis ions made by the 
s u rvey team. 

Mar k eting analysís: This information is critical 
beca use it gives the survey team and farmers an 
idea of the best enterprise options in terms of 
sell ing the product. From this information, 
the survey team wiU galn a reasonable 
understanding of the risks involved and the level 
of e ffort required to reach purchasing s tandards. 
This information focuse s on demand status, 
prices offered for each product, minimum 
quantit ies purchased , the means and terms of 
payment, de livery conditions, and quality 
requ irements (Figure 13). 

Profl t ability analysis (financial): The fmal 
evaluation provides a means of comparing the 
profi tabili ty of different enterprises. This method 
requires sorne mathematical skill s a nd the 
facilitator should ensure that calculatio ns are 
done correctly. Based on the informatíon 
gathered al the markel, the analysis outlines the 
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Figure 12 . An example oC a production malrix . 
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Figure 13. An example of a marketing matrix. 

costs involved in producing and bringing the 
produet to market against the income that will 
be received. The market faeilitator should 
ensure that this analysis is done in the simplest 
and yet most conclusive manner (Figure 14). 

Gross margin analysis is a fairly simple way to 
compare profitability of an enteflJrise across 
different types of products. uGross margin" is 
the final tncome after all production costs have 
been subtraeted from the sales income. The 
profitability of an enterprise is a very important 
selection criterion. In sorne cases, th.is exercise 
must be undertaken over several years, as sorne 
enterprises only show profit after 2 or 3 years. 

Dtscard option 3: Final enterprlse 
assessment by working or farmer group 
The final seleetion of the most suitable product 
to develop into an enterprise should be 
determined through dialogue between working 
and producer group members. The facilitator 
can u se either "product cards" or a "surnmary 
sheet" so that it is simpler, particularly for 
farmers, to compare the enterprise options 
against their constraints and opportunities. 

The marketing eommittee member should 
present the information to members (or 
discussion and the final selection of one or two 
options that wil! be developed further into new 

MATRIX 

business options. If the farmers faíl to come to a 
consensus in selecting a product, the facilitator 
can use several method s , listed below, to arrive 
at an agreed choice. Other cnteria that are 
specific to [armers' interests can also be 
included to provide a common appreeiation of 
ho\V a deeision is being made and guide the 
fma l seleetion of a given produet option for 
agroenterprise development. 

Weighting and giving seores to various 
option s . 
Using the ane-man ane-vote criterion. 
Applying pairwise ranking to the products. 

These methods can help farmers make a 
decision agreed on by all members. This 
exercise s hould be facilitated so that al! present 
feel satisfied with the outeome. Beeause of the 
significanee of this exereise, the facilitator 
should ensure that it is done thoroughly and 
that the farmers understand that a clear 
decision is being made. 

Through this proeess, the working group or 
fanner group will assess the different 
enterprises and justify their preferences. Going 
through this exereise significantly improves the 
group's understanding and assessment of the 
vanous enterprises. 
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Figure 14. Profi tability analysis: "gross margin" for beans in Uganda. 

Why Learning these Skills Is 
Important 

If the farme rs properly understand this process 
of in[ormation gathering and selec tion, their 
confidence in enterprise development will be 
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built , and they may use t he exercise in 
s u bs equent studies to fi nd a new enterprise 
option . Box 4 gives a n example from Tororo, 
Uganda, and Ta ble 15 gives a matrix of 
prio ritised interventions and a s sociated chain 
actors. 
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Bo",4 

C .... e study: Enterprise selectian by the Katamata Farmers Group, 
Torara, Uganda 

Preparing lar market visits 

The market facílitator in this study \Vas from the NGO, Africa2000 Network. Dates for market visits were agreed 
on by the committee, together with the facilitator> who wrote letters to several business men and \Vomen in the 
Tororo markets, requesting permission for the farmers to visit their enterprises. A date and time was agrecd on 
ror the visits. Befare visiting, the farmers studied lhe market checkJist and agreed on the questions lo ask the 
business people. The committee was separated mto two groups. both composed of women and meno Each group 
elccted a leader to record the information gathered. Ten cornmittee members chaired by Mr Alojo led the market 
study. The faciIitator, joined by another from CIAT, accompanied them. 

Feedback 

The market study feedback session, led by the marketing cornmittee, \Vas attended by 26 members: 10 women 
and 16 meno After presenting the market information, the resuIts were discussed. At the flrst level of selection, 
farmers arrived at a list of comrnodities that they could produce. This list included beans, groundnuts, 
tomatoes, kale, amaranth, green gram, and fieId peas. 

As part of this process, farmers were guided through a gross margin analysis of two selected erop enterprises to 
determine their profitability. The analysis showed that beans had returns of 160,000 Ugandan shillings per 
hectare. In contrast, groundnuts had returns of up to 455,000 Ugandan shillings per hectare. Groundnuts and 
beans were selected as the most attractive enterprise options and en experimental plat was set up to evaluate 
the production from new varieties of these crops. 

Selectlon criterla 

Severa! selection criteria were considered, including market demand, price, production costs, availability of or 
access to improved varieties, availability of certificd seed and other agricultural inputs, maturity period 
(preferabIy short), perishability, post harvest storage, pest and disease management, transport costs, and 
quality andjor amount oC produce required by buyers. Groundnuts were noted as having two planting scasons 
whereas beans could have as many as three planting seasons, if planted at the correet intervals. 

Table 15. A matrix of the final evaluation and selection oC income-generating activities. 

Product 

Beans 

Pork 

Pineapples 

Scoring 

Availability of 

seI\fice support 

for the product 

Scoring 

Market demand 

High 6 

Medium 4 

Low2 

Existence oC local 

know-howabout 

cropjproduct 

Ves 2 

No 1 

Technical and 

environmental feasibility 

I LowO 

High 5 

Equity in distribution 

1 of benefi ts in 

community 

Ves 1 

No 1 

Economic Ceasibility 

High 4 

Average 2 

I Op. cost O 

Other criteria 

No. oC beneficiaries: 

High 3 

Intermediate 2 

Low 1 

Farmer organisation 

exists 

Strong 3 

Medium 2 

Weak 1 

Non -exis ten t O 

Total score 

Dcgree oC importance: 

High 3 

Intermediate 2 

Lowl 
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SECTION 9 

Market Chain Analysis 
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By the end ofthis section, the group should have: 

Undertaken a rapid market chain study. 
Written up a markel chain report. 
Reported findings back to the group. 

Time frame: 2 to 3 weeks per market chain, 
depending on choin length and survey team 
expenence. 

Introduction 

Market chain analysis is the most complex 
analytical stage in the agroenterprise process 
and many fieldworkers find this task rather 
dailllting. This section provides a method that 
can be used and adapted by non-specialists to 
undertake a simple analysis, focusing on part of 
a selected market chain. The goal i8 to obtain a 
more detailed understanding of the actors, 
activities, C08t8, and opportunities related to the 
flow of a particular product and associated 
services , starting with farmers and ending with 
the targeted buyers andj or consumers. These 
issues need to be understood to identify critical 
constraints, opportunities, and the entry points 
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for a groenterprise intervention. The informa tion 
gained through market chain ana!ysis a lso 
helps in identifying the best market cha in to 
work on for a specific client and in locating key 
m a rk et chain actors who will huy produce. The 
knowledge obtained will playa critica! role in 
designing, implementíng, evaluating, and 
scaling up enterprises. 

The method offered hefe relles on a combination 
of secondary data, a review of trends, an d 
prim a ry data collected by interviewing market 
cha in actors. With this informa tion, 
oppor tuni ties and constra ints can be evaluated. 
Results are mainly descriptive and the analysls 
does not require s op hi sticated econometric 
skiUs. Ho\\-ever, wh en implementin g a market 
chain analys is, the survey team should take 
into account the complexity of the sub-sectors 
unde r study, the time and resources available, 
and the capacity of the staff involved . Sorne sub­
sectors ma y have a multiplicity of supply ch a ins 
and products . as s h own in Figure 15. This trpe 
of su rvey \vill ofte n benefit [rom or even require 
exper t consultant support. The lead 
organisation should evaluate demand for this 
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Product 2 

Regional 

National 

Product 1 

Market Types 

Figure 15. Idealised scherne of a sub-sector and its many market chains. 
[Dotted lines refer to local links within a market channel; this is often the limit of work that can be done with 
fanner participation. The channel can be followed beyond a district to a nationallevel and trus maybe possible 
for farmers if they are going to the main capital city market, but as stated previously, as the analysis becomes 
more distant and complex the level of participation would logically decrease. J 

type of servíce as th is may be an area that can 
be developed into a future business 
development service. 

As a rule , farmers would not lead this process 
and they are unlikely to ever undertake this sort 
of analysis on a routine basis . The market 
facilitator will therefore need to find partners 
with spedfic skills from research Or other 
development agencies. Fanner representatives 
could be included in the survey team and 
undertake s pecific parts of the analys is . 
However, involvement should be restricted to 
specific opportunities identified , ba sed on the 
findings for the survey (e.g., small doUed lines) 
(Figure 15). 

Sub-sectors and Market Chains 

To help demystify sorne of the jargon used in 
market analysis , sorne key terms and their 
m eanings are briefly described below 
(see also Glossary): 

A sector usually refers to all activities within the 
mandate of a single Govem.ment Ministry, such 
a s agriculture, health and education; hence the 
Ministry of Agriculture services the agricultural 
sector. A "sub-sector" is the term used to 
describe activities within part of a sector. 
Therefore within agriculture , the term sub­
sector can be used to describe alJ the activities 
within one part of the agricultural sector, such 
as the cereal sub-sector, fi s h sub -sector ar 
livestock sub-sector, etc. The term "sub-sector" 
is also used to describe activities that relates to 
only one particular commodity , such as the 
maize, rice , cassava, beef sub- s ectors . The term 
s ub- sector essentially describes the activities 
and market channels , through which products 
and s ervices are delivered to buyers. Buyers 
include traders, processors, wholesalers, and 
retailers (Figure 16). 

A product is the basic unit being traded. It is 
usually categorised into one of three types: 
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Consumption 

Retailing 

Relearch 
Tradlng 

TranaportatioD 

Proce.aing 
Oovemment poUcy rep1aUon 

Post harvest 
handll.o.g 

Trading Communicationa 

Technical • bu.iDeas training • a .. latance 

Market informaUon and intelllgence 

ProductloD Financta1 aervice. 

ProducUon input aupp1y 

Figure 16. Links in the market chain and business support services. 

Primary product: Thí s is the basic unit 
harvested from a farmer's ¡¡eld, [or example , 
"maize co bs". 
Secondary products: These are sub-products 
derived from maize cobs such as grajn, 
fiour , and stover (maize stalks used as 
fodder) . 
Tertiary products: Further diffe rentiation or 
process ing of secondary products, inc\uding 
s tarch, s nack foods, processed animal feeds, 
and industrial products. 

The more a product is s ubdivided or 
differentiated, the more s pecíalised are the 
markets and buying cond itions. 

Distribution indica tes the movement of products. 
Primary produce [rom one or many farms is 
purchased by local or travelling traders , who 
transport goods between rnarkets. These 
traders, also called intermediaries, play the role 
of bulking farm produce , which is then so Id 
through a range o[ ma rkets , including a ssem bly 
markets, wholesale markets, industrial buyers, 
retail markets , s u permarkets, res taurants, and 
hotels. Niche markL'ts a re a relatively new 
concept, describing a highly specialised type of 
market that supplies a limited number of 
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cons umers, with a high-va lue or scarce 
prod uct. The opposite of the niche market is the 
commodity market, which deals in more 
generalised, bulk goods. 

Thes e rnarket oullets may h ave local, national, 
regional, and possibly export destinatíons. The 
links , based on the number of transactioTls that 
occur between the farm er and final consumer is 
described as the market chain. Figure 15 s hows 
seve ral products being s upplied through 
transaction points to several different types of 
marke ts, along individual market chains. The 
dotted and dashed line represents one rnarket 
chain or channel. 

In the literature, market chains are 
synonyrnously referred to as production chains , 
s u pply chains, market chann els , or va lue 
chai ns. At each stage in the market chain, the 
product changes hands through chain actors 
and , at each transaction, costs are incurred and 
generally sorne forro of value is added. 

Value addition includes s im pIe tasks such as 
bulking, c1eaning, grading, and bagging. Value 
addition can also include moving a product 
nearer to a larger demand centre or town; and 
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numerous types of processing, packaging, and 
promotional and marketing additions that 
change the product and attract cons umers. 

The value chain can also refer more specifically 
to the addition of value or worth, as the product 
progresses from the primary producer to the 
final consumer. This term is used for particular 
market chains that have been systernatically 
organised with the actors involved working 
together to raise the efficiency and quality of 
supply, that is, the chain itself. Improving 
market chain performance is the goal of rnany 
enterprise projects, and value chain con cepts 
are at the heart of sound agroenterprise 
processes. 

Market chains operate over different spatial 
domains, and also s upply different types of 
consumers. These cons umer categories, which 
include rich, poor, young, old, ethnic, and 
industrial buyers, are referred to as segments. 
Each segment has specific dernand 
requirements based on price and quality 
parameters. Marketing plans aim to match the 
needs of these segrnents with a specific product. 

The performance or efficiency of a market chain 
is a result of how weIl the actors in the chain 
are organised and also how weIl the chain is 
supported by a range of business development 
services (BOS). Business services include 
research entities, input suppliers, 
com.IDunications organisations, transporters, 
local administratian, market informatian, and 
financial services. Market chain performance 
can often be increased more effectively by 
improving ar gaining access to BDS, rather than 
assisting an individual ar group of actors in a 
market chain. Market analysis therefore airos to 
assess both goods and services along the chain 
and the relative strengths of market information 
and/or signals. 

A Method for Rapid Market Analysis 

The rapid market appraisal (RMA) method 
described below is based on that devel oped by 
Holtzman (2002). This method relies on semi­
s tructured informal interviews with key 
informants 8 and a minimum number of 

8. A key informant is a person with expert knowledge of 
a particular area, in trus case a specific area of 
ínformation related to the market chain being 
studied. 

participants at different stages of the rnarket 
chain or s ub-sector. This method is u sually led 
by an experienced analyst, with support from 
non-specialists , particularly when the study is 
extensive ar sufficiently complex to require 
expert knowledge. However, it can be applied to 
less complex market chains or to parts of a 
market chain by researchers with less formal 
training in economics and by local actors with 
sorne degree of facilitatian. 

The in terview approach provides the survey 
team with an opportunity to gather primary 
information from several market chain actors, 
working on the product in question. The RMA is 
a way of (1) gaining a view of how a commodity 
sub-sector is organised, operates, and perforros; 
(2) identifying sub-sector constraints and 
opportunities; (3) identifying specillc market 
chaios that are mast appropriate for a client 
group or investor to compete in ; and 
(4) prescribing interventions in the organisation, 
technology, and management of a specific part 
of the sub-sector. 

Undertaking a sub-sector or market chain 
analysis is a way of gaining insight into the 
(1) operations of specillc market channels while 
focusing on their growth potential, (2 ) activities 
and efficiency of actors along the chain, 
(3) business support services involved, and 
(4) policy and regulatory frameworks. With the 
informatian from the ana1ysis, opportunities 
and constraints can be identified within specific 
market chains, and ways can be seen to 
improve a defined client's capacity to compete 
more effectively. Sometimes, the survey will 
identify several potential market chains that 
should be prioritised according to market type 
(local, national, and export). The analysis 
s hould also identify the best points of leverage 
within a market chain by investing to improve 
market chain performance. Such leverage may 
focus on technology, specific chain-actor 
performa nce, improving BOS, or changing 
policies. 

The basies steps in an RMA 

The main steps of conducting an RMA of a 
cornmodity sub-sector are as follows: 

1. Define the sub-sector or market chain to be 
analysed, outlining cri tica] constraints and 
opportunities, and the need for study . Oraw 
a sub-sector map and make decisions on the 
scope of the survey required. 
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2. Plan the basic survey overview; identify team 
composition, and delega te roles and 
responsibilities . Link activities to time 
frames and budget. 

3. Conduct a focused review of relevant 
literature. Collect and tabulate readily 
available and relevant secondary data . 

4 . Based on findings from secondary data, 
define key study areas, and make strategic 
decis ions about where to allocate scarce 
time and resources. Define issues, priorities, 
and questions for focused study. Review the 
budget and time frames. 

5. Identify and interview knowledgeable 
"observers9" of a sub-sector to obtain their 
views, opinions, and suggestions. 

6. Identify, select, and conduct semi­
structured infonnal interviews \.Vi.th "market 
actors 10» in the sub -sector or market chain 
(define sample size, cross-check process). 

7. Visit phys ical facilities (e.g., markets, 
warehouses, transport , and cold s torage 
facilitie s) a nd observe performance of 
marketing functions . 

8. Share and discuss findings, draft a report, 
and present it to clients a nd interested 
stakeholders. 

9. Revise the report, based on feedback, and 
propase the next steps: 

Recommend policy and regulatory 
reforms 
Develop innovations in technology, 
institutional arrangements, and 
organisation or coordination of 
marketing functions (and a monitoring 
plan) 
Further, focused, applied research 

Deflning the scope of a survey of a 
sub-sector or market chain 
The planning of a market cha in analysis s hould 
take into accou nt the com plexity of the s ub­
sec tors under s tudy , the time and resources 
availabJe, and the capacity of the s taff involved. 
As Figures 15 and 17 show, sorne sub-sectors 
are characteri sed by a muJtiplícity of supply 
chains and products. AJthough sorne market 
chains will require expert assistance for 
analysis, others are much less complex and can 

9. Observers are knowledgeable about a market chain 
but are not direc tJy in volved in the business 
operations of the market chain 

10. Market actors are ac tive merobers of the market 
chain. 

82 

be analysed I u s ing basic common sense and a 
sys tema tic approach to data collection. 

The market survey team for this exe rcise wiU 
inelude the marke t facilitator, a local service 
provider, and a representative of development 
agencies from the working group. More than one 
team can be used in the field, but as with 
market visi ts, smal.l tearos are conducive to 
discussing sensitive information. Farmer 
representatives can sometimes be involved, 
taking part in selected market visits, especially 
where market chains are local. For market 
fa cilitators who have not undertaken this type 
of work, a n economist should be hired to help 
with the first survey. Such initial assistance 
wiU enable the market faciLitator and team to 
brains torm and discuss the relevance of 
information gained , and analyse and report 
on i t 

Defin ing the study's scope is a critícal decision 
in market chain analysis, because the process 
rapidly becomes more complex and costly with 
distance from the farm gate. The survey's scope 
can be defined by initially drawing a prelíminary 
sub-sector or market chain map to permit 
think ing through the different stages of a 
market chain . Th e market facilitator shouJd 
undertake thi s exercise with the survey tearo 
mem bers, focusing on the team's understanding 
of the market chain. 

The s urvey team may decide to Jimit the study 
to local markets or to conduct a market chain 
analysis within the project 's geographic 
boun daries . rf the group decides to extend their 
understand ing of the market chain, the 
faci litator s hould contact traders or transporters 
to access more infonna tion on the chain and the 
variou s market outJets to prioritise visits to 
specific markets where a product is sold. 
Brainstorming sessions with these "key 
informants" wiU provide the survey team with 
additional information on the chain and may 
introduce new ideas and areas for study into the 
analysís. 

In most cases, the market survey team may 
have to travel outside the project afea to foliow 
the pfoduct to its final market destinations, or 
at leas t to the terminal markets within the 
country. The market facilitator should work 
with t.he survey team to write up thes e 
experiences. The sun/ey, however, should s tart 
with local s ituation to see what products and 
prices are avai lable. 
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Figure 17. Market chains for local, domestic and international products. 

FAO has recently published a Marketing 
Extension Guide on Horticultural Marketingl1

, 

This also provides useful advice on techniques 
for carrying out surveys of markets and market 
traders and provides check lists of questions to 
be asked. The Guide a lso provides valuable 
advice on marketing development approaches 
that have been found to work well, and provides 
10 case studies of successful marketing 
extension. 

Review ofrelevant literature and 
analysing available secondary data 
One team member should review the literature 
and analyse secondary data. Donor agencies, 
business associations, local universities, or 
research ins titutes a.re useful sources of 
informatian. Unfortunately, most marketing 
data in developing countries are not up-to-date 
and this needs to be factored into the review. 
However, Lnformation su eh as prices trends, 
volumes traded, key market players, and ftrms 

11. (www.fao.orgjagjags/subjectsf en j agmarketj 
extension.html) 

is usually available, often at market offtces, 
chambers of cornmerce, and sorne governmental 
and research bodies. 

Identify key areas of research 
Although a survey needs to be broad enough to 
obtaln a good overview of the market chain, it 
cannot cover all topies in depth. The team needs 
to prioritise areas of study and the methods for 
examining these components. The time and 
resources (e .g., number of analys ts and 
logistical support) allocated to the s tudy will 
help limit the s urvey's scope . The survey team s 
s hould be in small groups of 2 to 3 analysts 
working together. 

Interviewing key informants 
Identifying and interviewing a small but 
purposely selected sample of key informants in 
a commodity sub-sector is a critical element of 
an RMA. Small samples of informants need to 
be chosen at each stage of the sub-sec tor or 
market chain. Informatíon given by interviewees 
shou ld be cross-checked against what they do, 
how they behave, what analysts observe about 
their operatiol1s, and what other key informants 
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think about the constraints and opportunities 
they identify. Cross-checks are done byaski ng 
similar questions with actors at different levels 
of the market chain (lhis is a procedure referred 
to as "mirroring"J. Another technique is to 
compare the responses from individuals or firms 
al the same stage of the sub-sector or at 
adjacent stages in a market chain. This type oC 
cross-checking, based on several different 
market actors at one point in the chain, is a 
technique knov..rn as "triangulation". 

As a rule of thumb, a minimum of three to ¡¡ve 
interviews of actors or firms are conducted a t 
each stage in the market chain. The degree of 
heterogeneity of firms with respect to responses 
and s pecific characteristics will influence 
sample size. The more diverse the responses or 
firms are at each stage with respect to product 
throughput, degree of market linkage, product 
mix , management, technology, and geographic 
distribution, the larger the sample of informants 
required. As the sample size gets larger at each 

Figure 18. A check1ist questionnaire and the key irúormants. 
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stage, an appropriate stopping point is where 
the responses become consistent. The list of 
potential types of key informants is large, as 
shown in Figure 18, but a market s urvey team 
will choose those types mos t relevant to the 
inquiry. 

Key informnnts 
Traders (brokers, itinerant traders, 
wholesalers, retailers). 
Managers o)" production managers of 
processing fLrms. 
lmporters/ exporters. 
lnstitutional buyers (e.g., supermarket 
chains , schools, hospitals , miutary). 
Shopkeepers, open market stall holders, 
kiosk vendors. 
NGOs, missionaries. 
Extension agents. 
Managers of governmental agencie s. 
Farmer groups, farmers. 
University or agricultural researchers . 
Input producers and suppliers. 
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MAMA'S 
GROCERY 

Semi-structured informal interview 
guidellnes 
A checklist should be prepared for use in 
interviewing different types of key informants in 
the commodity sub-sector (Appendix 8). This 
should include important topics and subtopics 
to cover, or several series of sequenced 
questions designed for a probing, logical, 
stepwise inquiry. Using these guidelines helps 
make the interviews more consistent, 
systematic , and focused. After each interview, 
the analyst s hould prepare a summary s heet of 
most relevant informatian. These summary 
sheets are particularly useful in discussions 
during the survey and for preparing the final 
report (Appendix 9). 

Conducting on-site interviews 
Interviews should be he Id at the place of 
operation . Facilities should be visited to observe 
post harvest handling, sorting and grading, 
storage, transport, and transaction activities. 
This is done to cross-check what sub-sector 
participants say, with how they behave, and 
what are their usual practices. Where good data 

are missing, a site visit can also help to 
estimate the scale of operations. For example, 
approximate wholesale market throughput for a 
particular product can be estimated, based on 
observing a business day and asking different 
wholesale traders about their sales volumes and 
market activity at different periods of the year 
relative to that day. 

Repon writing 
After completing the fieldwork, the team 
m embers should meet and discuss their 
preli.minary findíngs befare too much writing 
has been completed. This use fui exercise force s 
tearo members to present tenta tive findings, 
conclusions, and hypotheses to other team 
members, who can challenge and debate them 
or simply ge t a better grasp of che bigger picture . 
The team leader should lead the report 's 
preparation. An outline for writing the fInal 
report is given in Appendix 10. The summary 
shou ld be no more chan 10 pages and be made 
available to clients, local administration, policy 
advisors, and key stakeholders. 
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Presentations need to be rehearsed and shou ld 
take les s than one hour. Care s hould be taken 
against overwhelming the a udience with detalls 
and technical d igressions. 

Using the Market Survey Results to 
Develop a Proactive Enterprise Plan 

The RMA will collect a considerable amount of 
information for a specific product, related to its 
market chain 's actors, efficiency, and 
opportunities or constraints. The information 
s hould bigblight growtb potentia l of !he product 
within the market chain and the efflciency or 
acces s to business support services. AH these 
data are extremely valuable for the next s tage: 
to develop the eoterprise plan . 

To begin planning for enterprise development , 
the market survey should provide prioritised 
infonnatíon on options for specific chaín aclors 
and service providers such as: 
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Informa tion 00 buyers, ty pes of deals 
avallable, a nd t heir buying conditions Iprice , 

locations, minimum quantitie s purchased , 
s tandards of quality, frequency of supply, 
payrnent conditions, willingness to enter 
into sales discu ss ions). 
O ptions to improve market chain 
perfonnance based on specific interventions, 
p rioritised according to client needs . 
Opportunities for technology innovations 
that would provide value-added 
opportunities at specific points in the chain 
an d a1so facili tate the sub-sector. 
Opportunities for organisational innovation , 
for example, by forming farmer or trader 
a ssociations. 
Enterprise-Ievel technical assistance that 
will increase competitiveness. 
Areas in whic h business support services 
and facilities need to be improved such as 
marke t informa tion, produc tion and 
marketing researc h , and extens ion to 
increase demand or reduce t ransaction costs 
for client groups. 
Reforrn options for policies a nd regulation s. 



SECTION 10 

Developing an Enterprise or 
Intervention Action Plan 

Activiti .. 1 ExJ><cted 
OIrttomt 

By the end ofthis section, the farmers and 
service prouiders must have made a plan 
incorporating al! ofthe necessary arrangements lo 
set up the selected enterprise or market linkage. 

This ineludes organising factors of production, 
post harvest handling, and marketing at the farrn 
level. and providing seruices al critical points in 
the market chain. 

Group members should share roles and 
responsibilities, pro vide for investments and loan 
repayment schemesJ understand how to monitor 
progress, and know how to use profi/s or deal 
with losses. 

Designing Action Plans for Selected 
Enterprise Interventions 

The first issue to evaluate from the market 
survey infonnation is the type of interventions 
that could increase chain cornpetitiveness. The 
roles of the actors associated with each specific 
intervention shou ld also be examined. 

Priorltising and sequencing interventions 
The working group and service providers should 
discuss and prioritise critical points i.n the 
market chain (Figure 19). Based on this 
analysis, the group needs to make decisions on 
how to sequence the interventions . This 
planning process can be broken down into 
s teps related to market evaluation, pre­
production, production, post harvest and 
marketing interventions as shown in Table 16. 

As part of the planning process , interventions 
can be ordered ioto short, medium , and long­
term activities. This process can also be applied 
to research opportunities ir there are no readily 
available innovations to meet the critical points 
(Table 17). 

Financial support 
These activities then need to be budgeted. A 
u s efuJ exercise is to determine what can be 
done now with existing sources of funding, 
foJlowed by determining what may be possible 
with support from savings , or fraID partners, 
and concluding with the resources that must 
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Activities Activities Activities 
1.1 2. 1 3. 1 
1.2 ... 2.2 ... 3 .2 ... 

I I I 
Wherewe 

~c are DO. 
Objeeti .. 1 e ObJectlVfI 2 > ObJectI .. 3 

I I I 
Outputs Outputs Outputs 
1.1 2. 1 3. 1 
1.2 ... 2.2 ... 3 .2 ... 

Figure 19 . Prioritising critica! poin ts in t-he market chain and activities lo address them. 

Table 16. An example list of prioritised interventions and associated chain actors. 

Farmer grou p 

Market evaluation Making decisions on 

wha t to sell 

Tra der l 

Entrepreneu r 

Investigatmg 

market options 

Governmen l 

extension f NGO 

Confrrming 

production 

requirements 

>- Wherewe 
want to be 

Retaíler / Processing 

ractory 

Information on 

product quality 

required 

Pre ~production Newvariety 

Arrangemen t of 

savings scheme 

Supply of inputs Experimenting with 

Production 

Post harvest 

Market sales 

Irrigation 

Storage facilities 

Collective action 

Bulk sales of 

5 tonnes 

new varieties 

Linking farmer 

groups wi th 

Aceess to milling contraet buycr 

machine 

Table 17. Actions to be taken at specific points in the market chain. 

Activity 

Enterprise development 

Marketing 

Production 

Post harvest 

Processing 

Bus iness organisation 

Research/lnnovation 

Ma rketing 

Production 

Post-harvest 

Processing 

Marketing 

Busíness organisation 
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Ac tions 

Short Medium Long 

Contract with farmer 

group for 50 tonnes 

of produce 
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be ralsed through external sources to conduct a 
prioritised activity (Table 18). With these 
planning schedules, the group wiU be able to 
decide on where to invest funds or effort to 
reach the enterprise goals. 

Group wwetings 
This type of dialogue negotiation may need 
specillc meetings to be set up between key 
market actors and [anner groups. To ensure 
that people's time is \Vel! used, initial planning 
meetings can be he Id with particular groups of 
actors along the market chain such as traders, 
processors, or farmers, befare holding one 
meeting for all the chain actors. 

Where supplying a business development 
service (BOS) might provide the best return on 
inves tment for the market chaln actors, the BOS 
supplier should discuss the terms and 
conditions for payment wiili farmer groups or 
the opportunities for scaling up operations with 
local service providers. 

BDS inten.oentions 
The market facilitator and working group 
members should "think outside the farm" when 
making a decision on the best place to 
intervene . Often, one wel!-placed BOS may 
support increased production from very many 
farmer groups. The costs of improving a service 
at a higher stage in the market chaln may also 
create considerable benefits for many farmer 
groups in the project area. AlI too often, 
opportunities for BOS support are neglected as 
development agencies focus too heavíly on 
"being busy" on the farm. 

The role of the market facilitator and market 
survey team wil! be to link BOS providers with 
farmer groups so they can improve market 
access through these services. The "rules of the 
game" may need to be defined, so that group 
members, by virtue of being group members, 
can make galns in using a service. Sorne times, 

simple BOS may even be provided by a group 
member. 

New contractual arrangements 
Similarly, access to better contractual situations 
such as selling produce directly to a processor, 
large or high-value buyer, or factory may also 
provide farmer groups with s ignificantly better 
opríons than merely improving sales in local 
markets . Contract farming is becoming 
increasingly important in developing countries 
and has many advantages in terms of input 
supply and access to more reliable markets. 
Often, contract farming is a less risky entry 
point into higher value products. 

The role of the market facilitator and market 
survey team \Vil! be to set up meetings for 
dialogue between the farmer group and 
contractor, so that the farmers can sign a deal 
that is suitable and achievable, and has 
sufficient safety net clauses to accommodate 
unexpected fallures on both sides of the 
arrangement. For example, for farmers, this 
may include the need for a crop fallure c1ause, 
which mean s that they do not have to pay back 
input loan s in subsequent seasons, when their 
crops have falled due to lack of rains. 

Farm inten.oentions 
Often, with improved BDS and better 
contractual arrangements, new rnarket 
opportunities wil! demand farmcr groups to 
become more competitive at the production 
level. Working group members will therefore 
need to transform the information gathered 
through market visits or market chaln analyses 
into a business design that can be 
systematically written into an action plan. 

Detailed Enterprise Planning 

Transfonning marketing data ioto an action 
plan requires careful attention to detall. For 
farmer groups, the members need to consider 
al! the sequential steps required from 

Table 18 . Financial requirements, sources and activity sequencing matrix. 

lntervention financing Time frame 

Short Medium Long 

r 

Local resources j Local savings 

Partner resources 

External resources + 

89 



A Market Facilitatorls Cuide to Participatory Agroenterprise Developmenl 

pre-production, through production, to post 
harvest handling, and finaJJy to marketing the 
product. The action plan a1so needs to take into 
account organisational issues within the group, 
investment issues, and how to ove reame specific 
technical issues through support from service 
providers. 

Visioning is an important tool in this process, 
which can be used by the facilitator to set the 
boundaries of the exercise. As indicated in 
"Section 4: Tools for Working with a 
Community", the group needs to consider where 
they are today (Le ., now) and what they need to 
achieve to meet market demands in terms of 
price, quality, quantity, and timeliness. 

Once a plan has been outlined, the planning 
process should begin. This process wiil inelude 
activities at four levels, marketing, business 
planning, production and post harvest. 

Marketing the produce is the most important day 
in the farming calendar. All the previous effort 
comes down to the value of the transaction, the 
sale. The plans for this moment are therefore 
cri tical . The group s hould decide how the s ales 
deal will be done, how their coilective 
marketing" will take place, and to have "total 
clarity" about how profits or losses will be shared 
(Table 19) . 

At the production stage, farmers need to li s t a11 
requirements such as seeds, land, labour, and 
capital, to meet the market needs. In Uganda, 
farmers had the challenge of shifting from a 
single harvest of mixed potatoes that was sold at 
one time , to a new sequential sys tem of 
producing 5 tonnes of a specified variety of 
potatoes, every month throughout the year. To 
achieve this new market requirement, farmers 
needed to make s ure that, across their group, 
the correct quantities of seed potatoes were 
available to be planted by each farmer, and that 
all the necessary agronomic practices were in 
place and verified. The farmers needed to identify 
and prepare land, procure seed, organise 
planting dates and re gimes so that they could 
supply the market at the expected time. AIl of 
these activities needed to be checked, verified, 
and summarised as a production calendar. 

12. Please note: this Cuide supports coUective marketing 
it do es not SUppOft coUective production methods. 
Farmers should produce llie same product for a 
specific market, bul production should be based on 
their land, us ing their slOlls and inputs . 
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To make this type of shift, more detailed 
planníng is often required (see information in 
Table 20) . In this case each section has been 
given further detail by linking activities with 
names, dates, areas and very specjfic tasks for 
identified members of the group. This level of 
planning and continuous follow-up is required 
to ensure success , particularly in higher value 
products. 

When making calculations and assumptions for 
yield , time to harvest, raios, etc., the group 
should be very conservative in expectations. 
Even if a scientist informs the group that the 
yields of a new variety will be at least double the 
production of local variet ies. the group s hould 
calculate according to data from on-farm 
experimentation, or take into account that on­
farm yields are typically 50% to 70% of that 
prod uced through research trials. 

The group s hould a1so factor in effects of regular 
problems that they experience such as rains 
bejng 2 weeks later or earLier than normal, 
specific pests affecting yields, or sorne farmers 
who joined the plan dropping out. A general rule 
is to take 10% to 15% off any optimistic 
assumpt¡ons to avoid disappointment . 

For post harvest handling, the group should 
plan for so rting, grading, packing, and in sorne 
cases , s toring the produce once ít is harvested. 
This planning should be done before harvesting. 
Farmers s hould s hare roles and take on 
responsibilities for each other. ExcelJent crop 
quality in the field can easily be lost through 
poor post harvest handling. Particular attention 
therefore needs to be given to ensure the crop is 
so Id in its best condition. Transport to the 
market must be organis ed. 

At each stage-production, harvesting, and post 
harvest handling-the group should be clear 
about costs and make sure that, as quality is 
maintained, the costs incurred do not outweigh 
profits . 

The role of the market faciLitator and survey 
team in this case is to guide the farmer group 
through the development of the business plan 
and to set up a monitoring precess , so that the 
group committee members can review progress 
made . However, farmers and local 
entrepreneurs can become involved in these 
issues, ir they see the benefits. In sorne 
cou ntries, cornrnunity members have been 
elec ted to local administrative posts to help the 
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TabIe 19. General actian plan for Nyabyumba Farmers Group enterprise, Ugandaa . 

Area of 

intervention 

Marketing 

Activities 

Identify, contract, and organise 

transport for potatoes to Kampala 

Develop and maintain cantact with 

Nando's purchasing department 

Identify alternative market outlets 

__ +--:'"70_r ware patatoes and for rejects 

Negatiation with Nando's and Business 

organisation finalisation ~f the buyi~ contract 

Expected outcome 

Low transport costs, and regular supply 

Targets for delivery and future 

production established 

Strengthen the sustainability of the 

enterprise 

Consolidation of the farmcr-buyer 

relationship 
-l-

Register group witb local authorities Access to NAADS service provision and 

Production 

Open a bank accaunt 

Establish a group savings fund 

Train leaders and group members 

on enterprise management and 

administratíon 

Develop staggered planting 

schedule 

Adjust planting spacing practices to 

produce larger potatoes 

Train group members on ware 

potato management techniques 

Arrange with NARO for research on 

sccd of identified varieties for 

Nando's 

Multiply desired varieties 

Identify and implement micro­

irrigation on uplands 

~. 

bank accoun t 

Safe management of resources , access to 

payments by Nando's 

Access to credit 

EfIective management of the enterprise 

Continuous supply of patato 

Fewer rejects of undersised potatoes 

Enhanced skills of members in ware 

potato production 

Access to improved potato varieties 

Sufficient seed to plant 

To ensure quality production during the 

dry season 

Actors responsible 

NFG management 

NFG management, Africare, 

UNSPPA 

NFG management, UNSPPA 

NFG management, Africare, 

UNSPPA 

NFG management 

NFG management 

NFG management, Africare 

NFG members, Africare, 

ClAT 

NFG members, Africare 

I NFG members, Africare, 

NARO 

NFG members, Africare, 

NARO T NFG management, NARO 

--l 
NFG members 

NFG management, Africare 

Timing 

G "' May 

angaing 

Weekly 

and ong' 

Jan 200 

101h May 

2 nd June 

lO- 12th 

lS,h Jun 

June-Oc 

10th July 

10"' July 

15,h Sep 

12,h Sep 

ongoing 

!003 and 

'om 5~h May 2003 

ing 

2003 

2003 

une 2003 

,2003 

: 2003 

2003 

2003 

- Nov 2003 

2003 and 

10lh Oct 

2,><1 Dec 

ongoing 

2003 

2003 and 

\ 

(Continued) 



'" 10 

Table 19. (Continued.) 

Area of Activiries Expected outcome 

in tervcn tion 
----r 

Post harves t 

handling 

Rent warehouse for potato storage Bulked production for collective 

Monitoriog 

Purchase weigh~g sca1~ 

Train group members on sorting, 

grading, a nd packing procedures 

Establish a monitoring scheme lo 

support the enterpr isc's start u p 

marketing 

Control oE sales 

Members gain new skills in post harvest 

handling 

Effective managem en t and growth of the 

en terprise 

a . NAADS = National Agricultura! Advisory Development Service. 
NARO - National Agricult ura! Research Organisation oC Uganda. 
UNSPPA = Uganda National Seed Pota to Producers Association . 

Actors responsible Timing 

NFG management ¡ 25'" July 2003 

NFG management 

NFG members, Africare 
~uly2003 

I 20'" July 2003 and 

ongoing 

NFG management, Africare , 

ClAT 

20'" July 2003 and 

ongoing 
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TabIe 20. Detailed "portion only" of aetion plan for the Nyabyumba Fannel"s Group, Uganda. 

Det.ailed 

activitíes 

Marketing 

Production 

Aetivities 

Arrange meeting with buyer to 

negotiate contraet price and volumes 

Develop and maintain contact with 

Nando's purchasing department 

Survey for transport options to take 

potatees to Kampala 

Develop business plan and check 

with local accountant 

Identify alternative market outlets 

for ware pota toes and for rejects 

Plan to develop schedule COT 

staggered plan ting 

Procure seeds for planting 

Identify and prepare land 

Plant initial 2 ha for initial 

harvesting to supply flTst contract 

as agreed 

Experirnent to adjust planting 

spacing practices to produce larger 

potatoes 

Identify land, and supply seed for 

send plantíng period 

Train group members on ware 

potato management techniques 

Arrange with NARO Cor research on 

seed of identified varieties for 

Nando's 

Set ~p seed planting area 

Multiply desired varieties 

ldentify and implement micro­

irrigation on uplands 

Expected outcome 

Arrange for continuous supply at flXed 

cost during year 

Targets for delivery and future production 

established 

Find best prices oC transport for potatoes 

to Kampala 

Fine tuning of business planning and 

verificatíon 

T Strengthen the -sustainability of the 

enterprise 

Continuous supply of potato 

Prepare list oC all seed potato recipients 

Sased 011 seed potato recipient list 

Based 011 seed potato recipient list 

Fewer rejects of undersised potaloes 

Next stagger oC planting 

Enhanced skills of mem bers in ware 

po tato production 

Access to improved potato varieties 

Land preparatioll for second year seed 

Sufficient seed lo plant 

To ensure quality production during the 

dry season 

Actora responsi ble for 

monitoriog 

Charles N, Anthony K 

Anthony K 

MaryJ 

MaryJ 

!,~unt N!ge~B 
Charles N, Anthony K 

John P, Africare 

Aran Chrislopher, 

Anjesi Geoffrey ..... 

Emalis Charles, 

Aran Christopher, 

Anjesi Geoffrey ..... 

Samuel J 

Aran Christopher, 

Anjesi GeofTrey ..... 

Charles N, Dr Tony K, 

Charles M 

Dr Tony K. Matt V. 

MaryB 

~ic~«!al !" Jane l-! 
Josephine 1, Mary Q 

Dr Tony K, Sarnuel J 

Timing 

2'" May 2003 

Weekly from 5th May 2003 

and ongoing 

5'" May 2003 

S-10th May 

--+--- -

---! 

July 2003, and on 

visits to Kampala 

15 Ju1y 2003 

15 July 2003 

20'" July 2003 

15'" August 2003 

July 2003 

Sept- Nov 2003 

12'" Sept 2003 and 

ongoing 

__ -,15"' Sept 200~ 

Oct 2003 

21w1 Dec 2003 

--

--

" -:; 
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cornrnunity to access better resources from 
Governrnent. 

Business Checklist 

Having completed the enterprise plan, the 
market facilitator should work with the 
marketing officer or main investor to review the 
business targets, using a simple checklist. This 
checklist enables the enterprise team to review 
whether the target figures are welllinked in 
terms of marketing, production, and financing. 
The tearo can also review management aspects 
and, once developed, this checklist will also be 
used in monitoring and evaluation. Table 21 
shows that the level of review depends on the 
bming of supply and value of the product, with 
the number of reviews increasíng -....vith the value 
and regularity o[ supply . 

Policy Interventions 

Based on the findings from the market survey, 
significant gains may be made through 
relatively low investment changes in local poliey 
or regulatory reformo This type of work is best 
addressed by development agencies and such 
changes are likely to be slow in coming to 
[ruition. However, as wilh BDS, the impact of 
such changes may sign ificantly outweigh an 
on-farm intervention and may enable farmers to 
access new markets that were previously 
inaccessible. 

Examples of this type of intervention may be a 
reLaxation or adjustment in border tariffs, a 

redu ction in the number of taxation points for a 
product, the introduction of a new livestock 
auction site , a change in quality standards, or 
removal of a regulation that is no longer 
appropriate. 

The role of the market facilitator and survey 
team will be to raise such issues with local 
development agencies and administrators to 
show the benefits of such changes for the 
bus iness cornmunity. 

Adapting to Risk 

Sometimes , such action planning may reveal 
major challenges that the group had not 
previously noticed. These need to be addressed 
and changes made in the plan. Or, where the 
grou p may not feel sufficiently confident to take 
up the challenge, it should first do additional 
tes b ng of certain parts of the plan. 

Shifting to lower risk products 
When a farmer group feels that the risks of 
producing a seleeted produet are too large to 
take on, they can either reconsider it or drop it 
in exchange for a less risky oplion on the list of 
identified market opportunities . 

Experimentation and innovation 
In other situatíons, the [armers may find it 
necessary to more thoroughly test a specific 
varie ty in the following season and at several 
sites to determine the best way of producíng it 
for the market. Even for livestock options, 

- ~ -~ -
94 



Developing an Enterprise or Intervention Action Plan 

Table 2 1. Bus iness checklist to review entcrprise plan. 

Marketing 

Who is our buyer 

Sales targets 

Defme the product 

- What is quality class ~ B e 

- What are the alternative markets 

- Packagin~ 

- Labelling of farm produce for traceability 

Prlce 

- How will (armers/80S be paid 

- Promotion (what will attractive the buyer) 

- Distribution (what ls the logistics needs) 

Productlon target 

Production target to match sales targct 

- Schedule of delivery (weekly, monthly) 

- Production inputs needed 

- Technology requjreme~s 

- Upgrading of production 

- Needs in post harvest 

Financial targets 

Capital requirements for production target 

What needs to be available for start up 

What is needed for operational 

Sources of capita l 

- Local 

- Externa! (grant CRS, loan, conditionsJ 

Profitabillty 

• Target profitability 

Financial evaluation comparcd wi~ existing 

Sensitivity of the incorne and costs 

- Wherc is the critica! point 

Management 

Who dces what? 

How are they p~ 
What are their incentives 

Review process 

R~~iew the system every 3 to 6 m.o~ths 

Compare targets. Are they well linked 

What changes are need:.d 

More regular review process as the product 

¡ncreases in valuc 

additiona l experimentation may give the farmer 
group the necessary confidence to invest more 
heavily in a specific enterprise_ Being able to 
experiment is a particularly useful ski.H for a 
group to develop, especiaJly if the aim is to build 
a diversified product portfoljo in the future_ 

-- - - ----------- --- ---- -

L-

T 

l 

t 

r 

r 

The introduction of experimentation mto the 
marketing process is a vital part o [ catalysing 
innovation systems and a ll members in the 
market chain should be encouraged to try out 
new ideas as a mean S of developing more 
competitive approaches to the market_ 
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Business v/sits 
In sorne cases, there are benefits from 
organising a visit to another group or business 
lo see how a particular producl is being 
produced and /or processed. This type of 
exchange visit is oflen very effective in 
convincing people about the merits of new ideas. 

Pilot project 
In a s plit decision case, where sorne fanners are 
keen lo proceed and others are unsure, the 
group may decide to observe the potential 
success of a new enterprise with only a limited 
number of group rnembers running it. This 1S a 
normal business decision , te pre·test an idea to 
make sure that a U the pararneters that were 
"visioned" by th e group can be verified as a live 
enterprise, although on a small scale. This pilot 
testing or experimental stage is a s trategy to 
minimise risks. 

Sharing risles 
Sometimes, the market facilitator may want lo 
support farmer confidence in a particular 
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activity by, for example, sharing the cos ts of a 
test s tudy, giving support to additional 
marketing work, or subsidising loan costs. This 
type of a rrangement is possible if an enterprise 
r isk fu nd is a vailable and open to thi s type of 
risk hedging process. 

Taking the Plunge 

Once the action plan has been developed, 
reviewed, and agreed on Ihe only th.ing left to do 
is lo implement the p lan . The role of the market 
facilitator is nearly complete at this s tage, but 
the group may require additional "confidence 
building" support so that the plan is put into 
prac tice . The market facilitator may, at this 
s tage, work out a schedule [or vis iting the group 
durin g the growing or production s eason to see 
how the plan is progressing and to discuss any 
prob lems that the group has encounlered. Box 5 
describes the design of an enterprise conducted 
by the Nyabyumba Farmers Group, Kabale 
Distr icI, Uganda . 
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Enterprise deslgn wlth the Nyabyumba Farmers Group, 
Kabale District, Uganda 

The Nyabyumba Farmers Group was fonned in 1998, with 40 members, to produce seed patatees, the first 
batch of which they received from Africare through the NAROl research station. In 1999, the group became 
part of a [armer's ficId school, learning how to mercase yields for both household use and the local seed 
market. 

[n 2003, the group found that the market for seed potato was dwindlíng beca use the market for ware potato 
was límited. With support from PRAPACE2 and CIAT, the group sel out to find new market opportunities for 
their patatees and to develop a new business plan. From the market swvey, Nando's fast·food restaurant in 
Kampala was identified as a high·vaJue buyer. Nando's was 450 km from the fanners' village and quality 
criteria were stringent. 

Identifytng critical polnts and constralnts 

Having established their current situation and desired future situation, the farmers identified critical points 
and the actions required to achieve their visiono The changes needed to successfully supply Nando's included 
the following: 

Production: The cycle needed to shUt from two seasons' supply to a monthly supply of 10 to 15 tonnes of 
potatees. Such a change meant new varieties, staggered planting times, diITerent harvested tuber size, and 
quality control of tubers. To achieve this, the group needed buy micro-irrigation systems and receive 
considerable training from NARO and Africare. 
Post harvest handling: This had to be improved by hiring warehouse space, collecting produce for transport 
to the market, sorting. grading. packaging, and labeling produce so that payrnent could be made back to 
the correct farmer. 
Marketing: The farrncrs had to negotiate with transporters, maintain a relationship with the buyers, 
particularly Nando's production manager. The group needed to buy a phone. 
Strengthening the group's business organisation: The group needed to open a bank account, borrow money 
from their cornmunity. learn how to manage their fmances, and maintain both savings and regular record 
keeping. 
Securing adequate seruice provision: The group required considerable technical assistance from input 
5uppliers and research support. 

Designing an action plan 

On identifying the critica! points just outlined, the farmers and their market facilitator held a workshop to 
define the activities to be undertaken, their sequence, and their implementation so that the desired outputs 
are achieved. The action plan established for starting up and consolidating the potato entcrpríse is shown in 
Tables 19 and 20. 

l . NARO = Nationa! Agricultura! Research Organisation of Uganda. 
2. PRAPACE = French acronymfor Regional Research Network for the Improvement of Patato and 

Sweet Potato in East and Centra! Africa. 
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SECTION 11 

Evaluating Progre ss and Scaling Up 

This section completes the Guide on 
Agroenlerprise deuelopment by offering 
suggestions on monitoring and eualuating lhe 
agroenlerprise 's progress and planning for the 
next enterprise. 

Monitoring and Evaluation 

Once an enterprise group starts its new 
business venture, new activities or problems 
almos t inevitably arise that mus t be addressed 
quickly and decisively, Perhaps sorne 
assumptions made in the plan s did not work 
out as expected, oc unexpected events occurred 
that had positive or negative effects on 
performance. To be able to address situations 
quickly , lhe group must fo llow events closely 
and meet regularly to discuss progress and 
resolve problems that arise. The learning 
process is assisted enormously ir the group has 
a monitoring plan and keeps regular records for 
production , finan ces, and discussion points. 
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These records are invaluable for the production 
and marketing phases and for managing 
fin ancial transactions. 

The group s hould pay particular attention lo 
keeping weekly or fortnightJy records of the 
followjng issues: 

Are the marketing, production, fmancial, 
and managemen t targets well !in ked? 
What changes are needed? 
Financial transactions , particularly for 
inputs and sales, must be kept up- to-date 
a nd checked for accuracy. 
Loan records should be monitored and 
borrowers should be informed regularly 
about amounts that are due . Th ese must be 
collected when produce is sold o 
Records of production performance should 
be kept by the individual farmers. 
Notes on any problems encounte red s hould 
be discussed and addressed . 
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The value of these records will merease with 
time . The records wiJl also enable the group to 
look back to see how their business is 
progressing and how decisions were made. 
Keeping records are valuable for not only 
monítoring change, but also for verifying credit 
worthiness, retaining informatían on group 
integrity issues, and recording the quality of 
services provided to the group. 

The market facilitator s hould a1so keep 
sys tematic records. The level of records 
maintained by the market facilitator will depend 
on !he number of farmer groups being 
supported but, in each case, records should be 
maintained in fieId books for each project area 
and on a computer. AlI computer records s hould 
be backed up (copied) in at least one other data 
s torage medíum. 

After the first cycle of market evaluations , 
designing an enterprise , and piloting and 
implementing !he first action plan, farmers will 
then sello This is a crucial time for the group, 
because it is only at this time that !he value of 
their efforts will be assessed by the marketpla ce. 
Success at this stage is measured in the s imple 

reality of profit mru·gins, and failure , in financial 
losses. 

After the group has made its sales, the market 
facilitator should work with the group to assess 
their expected level of profit agains t real income. 
Groups who had not kept records on production 
or finan ces \Vil! be severely hampered in their 
ability to benefit from this session. 

Those groups who wisely keep records can go 
through their finances (see Box 2, page 30) to 
carefully calcula te their gross margino Whatever 
the result, the facilitator and group members 
should discuss the key elements !hat led to 
success or failure. Problema tic events are 
sometimes beyond !he farmers' control, and a11 
business transactions shouJd be recognised as 
coming with some degree of risk. Someti.mes, 
unexpectect events may count in the [armers' 
favour and profits maybe more than expected. 

As well as comparíng results from the enterprise 
and their collective action, !he farmers should 
also discuss the performance of!he enterprise 
option against the other pI"oducts in their farm 
mix . [n sorne cases, the farmers could be 
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encouraged to invest more land and labour in 
the joint marketing venture or enterpri se , or 
discuss the prospects of an alternative product. 

Planning the Next Enterprise 

For the farmers 
Having digested the lessons from the first 
enterprise eyeLe, the group shouLd start to 
repeat the market planning and organisabonal 
exercise, taking into aeeount any changes that 
were a problern, or led to a lesser performance 
than expected in the first round. Sueeess in the 
lirst enterprise should eneourage the farmers to 
increase their level of investment in, or are a 
given to, the new enterprise. 

Farmers appreciate the logic of <'more risk, more 
prolit" and Lherefore pLanning in the second 
eycle should at least consider the evaluabon of 
new, higher value (or higher volume) market 
options. These new consideration s can be 
included in a market identification study as 
described for Option 2 (see "Section 7"). 
Furthermore, promising options that a.re not 
welL-known to the full group can be introduced 
in an experimental phase, so that new 
oppoTtunities can be deveLoped for future 
application . Entering into a market-led cycle of 
experimentabon, foLLowed by implementation, is 
a majar achievement in this exercise and 
farmers s hould be encouraged to adopt this 
approach whenever possible. 

People's performance 
The success of a project is often said to be 70% 
dependent on the people who implement it and 
30% on everything else. The same is true when 
things fail. Ln addition to evaluating the 
performance of a crop or Iivestock option, the 
group should also review the performance of 
group members, particularly the commit tee 
members . Performance monitoring is a sensitive 
issue, but it should be discussed constructively. 
The market facilitator should be sensitive to 
problems in group dynamics and find ways of 
suggesting where changes may he lp . 

Next Steps for the Market Facilitator 

Managing innovation 
The market facilitator's role is elearly 
dernanding , but it is also rewarding if the group 
takes on new skílls and benefits from them. A 
first measure of success in market 
experimentation wi.11 build confidence in the 
relationship between farmers and the facilitator , 
placing the facilitator in a highly catalytic role. 
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The facilitator should be able to encourage 
farmers to learn from their experiences and to 
take the process fOf\vard on their own initiative, 
especially where the group needs 
encouragement to evaluate new innovations 
fro m a technological or organisational 
perspective. The trust that a facilitator has built 
should be used wisely in terms of introducing 
new concepts in a systematic manner. 

The exit strategy 
As with all processes, a market facilitator can 
always do a great deal more to help farmers and 
to develop new business options and 
refinements. However, time is our most precious 
commodity and the market facilitator should be 
keenly aware that, as well as this current group, 
many other farmers will also benefit from such 
support. A facilitator whose group has gone 
through more than two cycles of success in the 
marketplace should therefore be encouraged to 
eithe r exit or scale up. This is the essence of the 
uriver code" (see uScctíon 4"). 

Sca ling up 
The speed at which a proeess can be scaled up 
is de termined by four key aspects: (I) past 
performance, (2) partners , (3) resources , and 
(4) numbers in volved from the outset. Processes 
should only be scaled up when there is 
something tangible and positive to scale up. The 
market facilitator should try to scale up ideas 
and opportunit.ies with partners who also 
understand the proccss. Additional training at 
this stage may be more profitable at the partner 
leve l rather Lhan wiLh other farmer groups. The 
resotu'ces the market facilitator has can 
therefore be directed to support partners, with 
the increase depending on previous investment 
in developing partnerships with like-minded 
people and organisations at the working group 
slage. 

Scope of support and scaling up 
A well-trained market facilitator could probably 
work with 5 to 10 farmer groups, each 
consisting of 20 farmers, in the first year. If the 
process is success ful and there is demand from 
other farmer groups, then the market facilitator 
could add 5 more groups each season to achieve 
a final number of 20 to 30 groups within 
24 months. With more than 20 to 30 groups, 
the market facilitator may find that the uquality" 
of capacity building is compromised and that 
other strategies need to be developed to support 
add itional groups. Such scaling up strategies 
m ay inelude: 
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Using clusters: Building clusters of farmer 
groups who will focus on one commodity is one 
way for the market facilitator to work in a 
dedicated manner with a limited number of 
groups. These lead groups agree to provide 
market and production-based support to help 
another 5 farmer groups. This approach rapidly 
builds scale if the initial groups work on one 
product and then transfer the skills for this 
product to other farmer groups in the vicinity. 
This approach may be advantageous as it will 
allow the cluster of groups to gain from larger 
eco no mies of scale in both input and output 
markets. The marketing committee member of 
the initial groups will be responsible for 
focusing on market dynamics and trends , 
particularly supply constraints. The 
disadvantage of this approach is that the skills 
learned by the secondary group may be les s 
detailed and probably more production-based 
than the first group. 

Linking clusters to associations: Once 
severa! farrner groups are working within a 
defmed area or focusing on a particular 
product, there may be advantages in linking 
them with a larger apex group ar association. 
The association will then represent them for 
services and input supplies. Although higher 
arder structures have many advantages, based 
on economies of scale and sharing of resources 
and services, these can only be achieved ir the 
producer groups and their associations have 
sufficient volumes of product and a truly 
democratic management that works for 
association members. 

Working with partners: As mentioned in 
Section 1 ("Overview of the Participatory 
Agroenterprise Development Approach"), a 
major reason for establishing a working group is 
to identify organisations working in the are a 
that have a common visiono Having identified 
these partners, the market facititator can run a 
series of training courses to mere ase the 
number of market facilitators in the area. In 
this way. the partner organisations can id en tify 
their own farmer groups and thereafter develop 
cluster groups. 

Short-term support: To enable the market 
facililator to cover larger areas within a project 
site, the agency should consider limiting group 
support to tWQ seasons befare moving anto the 
next batch of groups. This would enable the 
market facilitator to increase both the number 
of groups supported over 2 to 5 years and the 

cover. In this case, the use of short-cycle crops 
may mean that up to 20 groups can undergo 
two enterprise cycles before direct support is 
withdrawn. This process may benefit from 
simple tests to evaluate learning of skill s. 

Information and communication 
technologies support: In most countries , 
fanners listen to radio and, in sorne countries; 
they have access to mobile phones andj or 
Internet cafés or tele-centres. If these are 
available, the market facilitator can use these 
media outlets to promote agroenterprise 
development and provide information on how to 
undertake this process through radio dramas or 
talk shows. This approach may create demand 
by farmers and hopefully more partners. A radio 
campaign should be supported by a hard copy 
"guide" so that interested service providers and 
members of a farmer group can read about 
agroenterprise development and implement it 
themselves. 

In Uganda, the FOODNET marketing group 
developed two 10 part series of rad.io 
programmes to support marketing by 
smallholders. The first series was entitled 
"marketing together" which is adapted from the 
Collective marketing manual, written by 
Robbins et al . (2005). A second radio series was 
developed, entitled "market to market" 
comprising ten, 15 minute episodes based on 
scripts adapted from the work of Shepherd 
(2000) on "Understanding and using market 
information". Several partners have also taken 
FAO's DVD video on marketing extension and 
dubbed this with locallanguages for local 
viewing. 

Whatever the case, planning will be vital at this 
stage, so that all team members are fully aware 
of how the process is implemented, of what 
works well in this project area, and what does 
not The rest is down to hard work, 
determination , and sorne luck. Enjoy" 

Monitoring the Rural Agroenterprise 
Development Project 

The final aspect of Agroenterprise development 
is to evaluate the entire process. This evaluation 
should be conducted by a research group, 
working alongside the market facilitator and 
working group. The overall monitoring should 
draw lessons from the experience and compare 
the level of progress with other approaches 
being undertaken in the project area and other 
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areas. For this type of analysis to lead to useful 
conclusions, sorne form of comparative analysis 
framework must be developed. It should also 
answer fundamental questions o n the 
effectiveness of market-Ied approaehes for rural 
communities . Three areas should be anaJysed: 
process performance; equity. wealth, or 
enterprise transitioos ror beneficiaries; and 
insti tutional change. 

Process performance 
l. To determine whether the agroenterprise 

development is an effective mechanism for 
empowering resouree-poor rural 
cornmunities to bnk wi th markets? 
These findings will be based on how 
outcomes such as how much income was 
generated by the enterprise team through 
the new business plan, what changes were 
made in produet and rnarket types and how 
did social interactions and networking 
change? Data shou ld be eolleeted to 
evaluate levels of success across different 
enterpri se groups, and the simple 
evaluation tool in Table 22, may assist in 
collecting informatlon on ehanges in 
horizontallinkages (Le.) within chain actors 
such as farmer to farmer) and in vertical 
Linkages between chaio actors. 

2. What was the level of eommunity 
participation and empowerment in the 
proeess of evaluating the market, designing 
the enterprise and monitoriog the outcomes. 
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3. What type of produet value or market type 
combinations work best with seleeted 
eommunities, using the CIAT approach, 
compared with other approaches being 
implemented by other development 
agencies? This activity may involve 
developing a matrix to assess process 
performance against product and market 
type (Table 23). 

4. Does agroenterprise developrnent develop 
new market or business entrances, 
including farmer groups, BDS providers , 
and entrepreneurial links? 

5. What are the minimal( threshold resourees 
and capacities needed to participate in 
cornmunity enterprise projects? How does 
capacity, levels of organisation, and 
competen ce affect process performance? The 
matrix in Table 24 may be used to evaluate 
the process's performance and evaluate the 
effect these faetors have on the market 
facilitator's ability to scale up activities. 

6. Does agroenterprise development facilitate 
better working relationships across 
developmen t agencies? And between pu blie 
and priva te-sector agents? How does 
agroenterprise development contri bu te to 
changes in rural livelihood strategies? At the 
cornmunity and administrative levels? 

Equ ity, wealth, or enterprlse transitions 
Which eommunity members benefited most 
[rom the agroenterprise development process? 
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TabIe 22. Changes in horizontal and verticallinkages. 

Give irúonnation on changes 

in group 

Give infonnation on type oC buyer that Volumes oC 

yau sold to in these years sales in MT 
~---------------------------r- -------

2005 -
2004 

2003 

2002 

2001 

2000 
~ 

1999 

1998 -
1997 

1996 

Tab!e 23. Product value market type assessment matrix. 

Low value crop product 

High value crop products 

Livestock products 

Processed products 

Service provision 
--

Local market 

t 

District market National market Export market 
t r 

Table 24 . Example of capacity Cramework for evaluation of process performance. 

Process 

performance 

No sernce 

provider (SP) 

SP with 

production 

skills only 

SP with I 
production 

and marketing 

skills 

Specialist 

marketing SP's 

Direct Private 

Sector 

contracting 

agents l 

Individual 

farmers 

Increasing levels of [armer experience and organisation 

A [armer group not 

linked to other groups 

Farmer group forma1ly 
linked to othcr tirst arder 

groups (no second arder r hierarchy) 

¡ 

FG's formally linked 

to second arder 

associationsj 

co-operatives 

103 



A Markel Facilitalor's Guide lo Partidpatory Agroenterprise Deuelopment 

Does the agroenterprise approach improve the 
livelihoods of particularly vulnerable groups 
such as women and the poorer social segment? 

For this type of analysis, a typology of 
benefieiary groups may be u s eful, and eould be 
inc1uded in the baseline survey work. This type 
of ranking eould incorporate relationships 
between current activities and economic 
engagement w1th markets. The typology s hould 
inc1ude s orne form of wealth , as set. or market 
access ranking, whieh will enable the project 's 
staff to compare process performance across 
locations, enterprises , and partners. Transitions 
eould be s hown a s in Figure 20. 

Does th e agroenterprise approach stimulate 
innovation cyc1es and streams? 

Does the agroenterprise approaeh stimulate 
greater investrnenl in sustainable natural 
resource management? 

+ + Low ris k Medium risk 
strategies stra tegies 

InsUtutionalchange 
1. How can tbe agroenterprise approach be 

institutionalised? 
2. How can decis ion support tools be 

integrated to develop improved market 
linkage for farmers? 

3 . What information and technical support do 
s mall -scale farmers need to make well­
informed decis ions? 

4. What enabling institutional and policy 
arrangements (research-extension Iinkages) 
are needed for a more productive and 
market-orientated agriculture? 

These are sugges ted evaluation approaches, and 
the market facilitator and working group should 
selee t the most appropriate area of qu es tioning 
or adapt new ques tions to discover the value of 
using the agroenterprise development approach. 

+ Higher ri s k 
strategies 

Specialisation 
focus 

Growth 
focus 

Figure 20. Wealth or enterprise transitions for clients in agroenterpris e developrnent. 
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APPENDIX 1 

Criteria for Selecting Communities 

Because working in all potential commWlities m ay not 
be possible, exploratory visits and community 
meetings will help identify communities that have 
potential [or impact and ror scaling up the process. 
The following ques tions can be used ror decis ion 
making: 

ls there a real potential for working in trus 
community? (agro-ecological and socioeconoroic 
conditions) 

Do farrocrs see a good opportunity ror investing 
time and reSQurces to resolve their problems? 

Do [armcrs have issues that they con sider 
important enough to cornmit their time and 
resources? 

How many [armcrs in the cornmunity and nearby 
villages Cace the sarne issues? 

ls the potential high [or scaling up to inc1ude 
nearby villages? 

Are farrocrs already seeking solutions to their 
problems? 

Do potential options and technologies exist that 
can be oiTered to farmers and which may provide 
substantial benefits? 

Are there active groups, local social organisations, 
or farmers working together to seek solutions to 
problems? 

Are there development organisations working in the 
cornmunity, or any wiUing to work in the 

commLUlity and commit resources (human, 
fmancial , and physical)? 

Is there an active extens ion or development worker 
with sufficienl motivation and skills to be a market 
facilitator? Or other person willing to learn n ew 
skil ls and tools? 

Is there potential [or empowering women and 
promoting gender equi ty? 

Have farmers or partn e rs expressed any demands? 

What are the lead organisation's research interests? 
What technologies can it offer? What are its 
research issues? 

What is lhe pas t his tory of cornmunities working 
with organisations and externa! insti tutions? 

Other criteria for selecting commW1ities may include: 

Access to the viUage. that is, ir the roa d to the 
village is passable during all seasons. 

Availab Ui ty oC basic development work , for example, 
agricultural activities al.ready exist in the area that 
can intensiry farmers ' interest and ..... iJ1ingness to do 
development work. 

Motivation oC extension worker responsible for the 
area, that ¡s, this person sh ould be hard-working 
and have good relationships with farmers. 

The par tner is willing to make an input in the 
development work, that is, it should be able to meet 
some of the project's expenses. 
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ApPENDIX 2 

Assessing the Capacity and Competence of 
Agroenterprise Personnel 

Names of List the number of List the number of f List the number of market List the number of List the number of 

team partic ipatory skills you farmer groups you visits you have facilitated surveys ror marketing entcrprises that you 

membersa have have established and evaluated that you have completed have supported in the 

past 

-r:- ---F Example 

John (5) (2) (2) (3) 

River cade Taken two gTOUpS of • Cassava market cham Cassava chipping lo 

Pairwise ranking farmers to local market and m local market seU lo local gIue 

matrix linked farmers with traders Cash ew nut market factory 

Ven n diagrams from farmcr to port, Ca bbage production 

Market mapping including al] market for local market 

Visioning chain actors Potaloes ror local 

~--+--rvariOUSJ 
shopping centre 

Mich ele (4) (3) (O) (O) 

Al1 fow- s tages of Three farmer Have done many group 

appreciative inquiry groups for surveys 

(dream, develop, experimentation 
I des ign, deliverJ for 

txX4 
gender analysis 

Total score I X x 2 X, 3 X '5 X'6 

a . Add 10 for managemen t level; 5 for senior fie ld technician ; 3 for assistant. 

Overall 

score 

44 

19 

l:X~ 



APPENDIX 3 

Farmer Group Competence Check.list 

1. Are farmers organised rnlo a group or groups? 

Ir farmer s are not organ.ised into groups. the market 
facilitatar should work with the community to 
determine how it could best organise itself in this way. 
See SecUa n 5 on organisu1g farmer groups and see 
Robbins el al . (2005). Collee!ive marketing [or 
smallholder [armers. 

Ir farmers are orgauised into groups 

2 . Why are lhe farmers organised mto groups? 
3 . Ir fanners are organised for produ ction, would 

they be interested to \York together in group 
marketing and business lnvestment? 

4 . Would lhe fanners want to re-group into 
different types of groups based on lhe type of 
product being produced, or the ri sk level o[ the 
enterprises identified? 

For establlshed groups 

5 . Does the grou p have a name? U so, what is it? 
6 . How many members are in the group? 
7 . 15 the group expanding in numbers or 

declining? 
B. For how tong has the group been in existence? 
9 . Are the group members more or less of the same 

wealth ranking? 
10. Does the group have elected position s? Name 

the posts . 
11 . How often are the pos ts re-elected? 
12 . 00 the group members feel that the elected 

members are doing a good job? 

Services recelved or given by the group 

13. 
14 . 

What types of services does the group receive? 
18 the group linked to a full or par t time service 
provider? 

15. Are any of these services linked to marketing? 
16. What types of records does the group keep? 

Production budgets, trader lists, etc . 
17. What types of marketing skiUs have been 

¡earned? 
lB . Are these skills effective in increasing their 

incornes? 

Group marketing 

19. ooes the group sel! products collectiveiy? 
Or as individuals? 

20 . What types of products are being sold into the 
market? 

21. What quantities are being so Id into the market? 
22. Who is the person who negotiates for the sales 

of their produce? 
23 . Does the group h ave any contracts for s upply to 

buyers? 
24 . What does the group do ii they do not have 

enough products to supply a contrac t? 
25. Are the levels of sales increasing? 
26 . Al'e the 1evels of profit increasjng? 
27 . 1s the group linked lo any other groups? 
28. ls the farmer group linked to a second order 

association? 
29. How rnany products does the group seU lo the 

market? 
30 , Does the group have contractuaJ arrangernenls 

for product sales? 

How formal ls the farme r group 

31. Does the group have a bank account? 
32. ooes the group have an internal savings and/or 

loans scheme? 
33 , Does the group use credit? 
34 . o oes the group have a business plan? 
35. Is the group regis tered with anyone? 
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ApPENDIX 4 

A Summary Description of "Appreciative Inquiry" 
Deúnitions and 
primary purpose 

PotentiaJ u ses 

A stra tegy for intentional change thal identifies the best of "wha t i s~ to pursue dreams and possi bi.lities 
of "wha l could be" . 
A co -operattve searc h for the strengths, passion s, and life-giving forces that are found Vvithin every 
syste m and which hold the potential foc inspired, positive change. 
A process of collabo ra tive inquiry, based on inteJi,l iews and affrrmative questioning tha t col.lects and 
celebra tes "good news s tories" of an organisation, co rrununity, or sys tem; th ese stories serve to 
enhance cultural identity , spirit, and visiono 

" -
Vision development. 
S l.rategic planning. 
Community development. 

. --t-.:- Evalua tion. 

Ideal condition s ldentified need Oí destre for: 
for use 

Po tential 
outcomes 

Key principIes 
and asswnptions 

1'ypical dura tion 

Proce ss: s teps of 
impleme ntation 

• Organis ation or sys tems change. 
• Pos itive , solution-focused, energising approaches. 

Sysre ms and situation s possess: 
• Commitment to c hange as an ongoing process , no t as a one-time even t. 

.....: _~ Leadcl~hip belief in the positive and affirmalive pro~ess as a v~a~:...change driver. 

Ch a nge in basic orientation from problem-focused to possibility or solution-focus ed. 
Esta blis hed climate of continual learn..ing and inquiry . 
RenewaJ of group energy, hope, mOlivaLion, and cornmitment 
lroproved working re!a tionships and conllict resolution . 
Focu s on results. 

F OLlf guiding principies: 
Every system works to sorne degree; seek the positive and appreciate the ~bes t of what is". 
Knowledge genera ted by inquiry s hould be applicable; look at wha t is possib le and relevant. 
Sys te ms are capa ble of improve men t and can learn how to guide the ir O\vn evolutio n; so, con s ider 
prouocative challe nges and bold dreams of "wha t might be". 

l
· Tbe process and Olltcome of the inquiry are inte rre lated and insepa rable; so, m ake the process 

oollaborative. 

About reality: 
Real ity is created th rough langua ge, though ts , images, and be lic fs a bout reality. 
The act oC askin g a q uestion influences the sys te m 's reality in some way, that ¡s, ques tions are a fo rm of 
intervention. 
The types of ques tions we ask determine the types of answers \Ve receive, v.rith "the seeds of change 
be ing implki.t in the very ftrst ques Li ons we a s k". 
We manifest wha l \Ve focus on and \Ve "'grow toward what we persistently ask q u estions about". 

Abo Ll t problem-solving . 
Appreciative inquiry (Al) is disti nctly differen t fro m problem-so lving; Al foc u ses on a desu ed fut ure or 
outco me, built on the strengths and passions of lhe past and presento 
Problem~solving a tt empts to analyse deficits , identify root causes , then fix prob tem s 01" correct errors; 
beca use it searc hes for problem s, il rUlds them . 
Al does not ignore problems-ít recognises them as a desire for something else, and works to identify 
a nd enhance the "somethin g els e" . Al asks che question "what would it look like iI it weren't a problem?" 

.. ~ • ___ , . _ . ---1 

Planning , i.n.quiry, and interview phases: typicaliy , 1 to 2 months. 

The process usualty takes participants through the s tage s of the "4 -1 cyc1e"a: 
Inq l.li.re : Appreciating and vaJuing the best of "what is". 
Imagi ne: Envis ioning "whal roight be". 
Innova te: Design ing "what should be". 
(m¡:¡lemenL Implementing "what will be" . 

Al pri..n ciples are ada pted and custom1sed lo each individual s itu ation. The full Al process typically 

ineludes: 
Selec ting a foc us area or topic (s ) of inlerest. 
Conducting interviews dcsigned to d iscover s trengths, asse ts, uruque attributes. 
Identifying parterns , thernes , and / or possibilities . 
Creating bold statements of idea l possibilities ("provoca tive proposit ions"). 
Co-determining "what should be" (cornmon grotlnd on principies and priorities). 
taking or s ustaini.ng action. 

"--- --
a . Also known as the "4-0 cycle": Discover , Dream, Des ign., Delive ry. 
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APPENDIX 5 

Report 

A Suggested Outline of a Project Site 
Resource Assessment Report 

The outline of a repart evaluating a project area is given below. Such a repart s hould nat exceed 30 pages. Only 
surn.mary tables are given in the main tex t , with detailed supporting infonnation , production data, Jis ts of 
organisations and individuaJs, and background data placed in th e a ppenclices. 

The analyst should focus on the project area and avoid collecting oc anaiysing informatian foc a general perspective, 
keeping in mind the types oC information that will be useful in terros o[ agroenterprise options and would interes t 
che types of clie nts envisaged for the project. 

Executive summary 

Brief introduction to the project area. 
Assets of main in te rest in the project area roc an agroenterprise. 
Short list of agroenterprise optioos. 
Agroenterprise options, prioritised by: 

Clien t type. 
. Market type (local, n ational, regional, and intemational or export) . 
. Crop, Livestock, or processing options. 
Jnves tment opportunities. 
Experimental innovation opportunities. 
Critica! constraints. 

Introduction 

Rapid overview of the project area's economic status 
Economic development prospects 
Summary oC main eeononllc aetivities by scale, value, and client types 

Rapid agroenterprise analysis 

Review of the main enterprise or livelihood options followed in the project area: 

Scale Value 

Local ! Low_ .. -- --
Na tional Medium 

Regional High 
--. . 

Export High 

Asset analysis 

Use categories only ir relevant to the prioritised agroen terprise(s) . 

Physical 

Geographic outline of proj ect area (roap) . 
Boundaries. 
Roads. 
Market towns. 
Market linkages. 
Agroenterprise loeations. 

Climate (focus on agroenterprise group loeations) . 
Soil types. 
Water resources (rivers, boreholes, and access issues). 
Roads , paths, trails (indicate trends) . 
Vcgctation types (based on altitude). 

Client type 

Low income 
- - - -

Middle income 

Higher income 

Investors 

-

1 

III 



Social 

Community mem bers . 
Demography. 
Education levels. 
History. 
Shocks (environmental, political). 

Economic 

Outstanding econom ic activities. 
Production capacity, special isa tion. 

A Market Facilitator's Cuide to Particip atory Agroenterprise Development 

Predominant production and market ing sys tems . 
Ma.ln commercial act ivities in the project area. 
Main commercial activi ties of clients. 
Power sources, that ¡s, level of electrification. 
Market locations. 
Demand channels. 
Conservation issues and natural resources. 

Institutional 

Types of organisations in the area, for example, farmer co-operatives , trade associa tions, finance banLng and 
micro-fmance, and chambers of commerce (place lists in a ppendices ). 
Governmental s tru c tures (provide administrative structure. evaluate s trengths). 
NGOs and other development partners operating in the area (evaJuate s trengths and in teres t in joining a work.ing 
group on specific cornmodities or el1 lire process). 
Research partners and their inte res t in the project. 
History of intervenlion a ctivities in the area: governmental, p rivate sector (indicate trends of value to 
a groenterprise options). 
informatioo on past and current Lnvestme nt trends {who, wha t, where , and when}. 

Innovations 

List key innovations rela ted [O technology. 
Innovations re lated te conununications. 
Innovations linked to production systems. 
Institutional inn ovations. 

Conclusions 

Recommendations for next steps 
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APPENDIX 6 

An Example of a Questionnaire for 
Identifying Market Opportunities 

Section 1. Information on contact and inte rviewer 

l . Person m~nnewed : ____________________________________________________________________________ _ 

2. Marketchain position: ________________________________________________________________________ ___ 

3. Job/ position : __________________________________________________________________________ _ 

4. Busmess name: _______________________________________ __ Phone number: ______________________ __ 

Address: ______________________________________________________________________________ ___ 

5. ln terviewer(s): __________________________________________________________________________ ___ 

Section 2. Strategy: Products showing good sales growtb 

6a. Compared with last year , how were the sales volumes of _____ (BEANS) _____ in your bu s iness? 

D greater O equal O less 

6 b. Te what exten t have things changed? D not m u ch o to sorne degree o greatly 

Do yau know why things have changed? _________________________________________________________ _ 

7. Which types of beans are in highest demand? ______________________________________________________ _ 

a . ________________________________ __ b. __________________________________________ ___ 

c . ________________________________ _ d. __________________________________________ ___ 

Section 3. Beans 

Red speckIed Red 

Price 

Volume of sales 

Quality 
f--"-"'--"'------+---.-------l------ -.­

Source 

Minimum purchase 

Other 

Would yau be interested in buying beans from a farmer's group? 

Whitc 

O yes O no 
Ir yes, p lcase state your term s of bu siness ___________________________________ ___ 

Othcr 

-1 
1 
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ApPENDIX 7 

A Report Outline for the Market Opportunities 
Identification Study 

PlanDing process 

Fonning the survey team . 

lruormation [rom in itial farmer meeting to find out what crops or livestock the farmers are interes ted in . 

Outline of plan (focus on existing products or full diversification process) . 

- S tra tegy 1: Selecting existing crops with farmers (ou tline p rocess is u sedJ. 

- Strategy 2: Selecting "product strategies" in survey. 

Discu ssion on leve! of partidpation (scope of survey, number of participants , involvement in particular markets, 
e .g., local, na tional , or export). 

Survey ques tionnaire. 

Results from survey 

Long list of options from the open market survey. 

Selection criteria u sed to cliscard o ptions fra m the long list o 

Discard level 1 options. 

Discard level 2 options. 

F'armer cr itería . 

Data for the prod uction m atr ix. 

Data for the m arketing matri.x. 

Data for the fmancia! matrlx. 

Short li s t. 

Review of discussion wi th farmer groups. 

Selected products by farm er groups. 

Discussion 

Review of final selection (reasons why). 

Nex t s teps. 

in, lO} lfoOI pUB 01 pUB dn '309 '01$ ,SJn lnoÁ ~1J"Bm Ol .oq DO 3TPP'l 0l la.suv 
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APPENDIX 8 

Checklist for a Market Chain or 
Sub-sector Analysis 

Tapie 

Personal 

informatian 

1------+ 
1'ype oC business 

Subtopics 

Name 

Physical address 

Telephone 

Value addition 

Physical functions 

Experience 

Questions and/or comments 

Far established rums, obtain a business card o r mobite phone 

number for future reference 

How does the respondent add valu e lO the product, where is 

this in the market chain? Does he or s he change its form 

(processor) , move it (transporter), store it (wholesaler), seU it 

([etaile!). or consume it? Does vertical integratian exist? 
---+--

Demand 

Supply 

__ o 

Qu ality 

Storage 

I 

I 

Quantity 

Type oC buyer 

Seasonality 

Variety 

Consumer preferences 

?rice data 

Source by area 

Source by type of person 

Price 

Quality 

--
Perishability 

Post harvest issues 

Quantity 

Time 

Storage problems 

-1 '''m, Marketing 

costs 

I Grading and 
sorung 

Proportions 
----jr-

Market 

information 

L 

Grading incentive 

Sources 

Spatial arbitrage 

· 
· · · 
· · 
· 
· 
· 
· 
· · 
· 
· 
· · · 

Quantity sold normally, e.g. , per day, week 

To whom do yau seU? 

Do the volumes of sale change over time? 

Are there different varie ties? 

Ir S0, what is their 

What is the price v 

Do changes in pric 

Ir so, why? 

respective demand or preference? 

ariation as per dillerences in varieties? 

es oceur over time? 

Are there problem s selling the products? 

y? If so, what are the 

Where are your su pply areas (geogra phically )? 

Who do yau buy fr om? 

Where do you buy from ? (meeting point) 

At what price do y OLl buy the product? 

~ 

I 

Doe5 the priee eh 

Do you have probl 

ange over time? If so, why? How? I 
ems getting products? U so, what are they? 
------ --- --i 

What is the quali ty of the product along the ehain? 

ct's shelf lüe? What is the produ 

How much do you u sual ly store? 

For how long? 

Do you have s tora ge problem s? 

Do you experience storage losses? 

Wha t are yaur marketing costs? 

Wha t is their proportion? 
---------

Do you grade or sort? 

Do better grades fetch high er prices? 

Do you get market information, e.g., on prices? 

If so, who (rom and how? 

--~ 

Is there a relationship between prices in different areas at 
given times? 

(Continued) 
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Tapie Subtopics 
-~¡-

Price fonnation 

~ Institutional and 

) legal framework 

Market structure 

Market power 

Associa tions 

Competition 

Credit availability . Sources and type 

11 6 
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Questions andjor comments ---
Who determines the p rice? 

How is the pr ice detennined? 

lf the [¡rm or individual is a price taker, find out why 

Do yau belong lo an association? 

Are there any market regulations? If so, what are they and 

how do they affect your bus iness? 

1· Number of sellers 

Is there price competi tion? 

ls there non- pr ice campetitlon? If so, what (or (e.g., 

interlocking markets) 

Are there any credit institutions? 

Do yau use th em? 

Wha t are their rates of interest? 

-1 
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,ApPENDIX 9 

Organisation and 

key,persons 

Camp farms African 

Organics, 

P.O . Box 29078, 

Kampala , Uganda. 

Managing director: 

Shiv Khan 

077506666 

A Summary Sheet for Market Interviews: 
An Example from a Banana Survey 

Basic information 

Organic fruit and 

vegeta ble 

exporters 

Own farm in 

Luwero and 

620utside 

growers in Rakai 

and Bugurari 

Relation to banana 

Export fresh and 

sun-dried variety 

'Sukali Ndizi' to 

Germany 

(Frankfw~) and 

Switzerland 

Sun-dried fruits 

used in brea.kfasl 

cereal, ice crearn , 

and snacks 

Current situauon 

Exports of 'Sukali 

Ndizi': 

F'resh-abouf 

2 tonn es per week 

Sun-dried-

about 400 kg¡ 

month 

Volume is growing 

(problern is 

irregular and 

insufficient 

sunshine) 

Volume could be 

doubled ir 

overcome drying 

probtem 

Potential links to 

research 
....... 

Collaboration on 

Fusarium wilt 

(Panama disease) 

Research for a 

cure ar prevention 

of spread 

Need to know how 

lo control ripenrng, 

i.e., how to start, 

stop, and restart 

I ripening 
. • Research on 

temperature 

control a.nd 

packaging 

Interest in 

exploring 

EU tastes 

Next steps and 

follow up 

Return visi t to 

explore interest in 

research into 

control oC fres h 

'Sukali Ndizi' [ruit 

ripening and 

packaging of dried 

products 

Genera l remarks 

-, 
Keen to explore 

opportunities to 

experirnent with 

l -M e p (anti-ripening 

factor) 

Keen to know how to 

organise farmer groups 

effectively 

Market share 

increasing 

Interested in more 

links with the Gulf 

States 
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APPENDIX 10 

An Outline for Writing Up a Market Chain Report 

Introduction 

Setting the bow)daries of the study or marke t 
ch ain being ana!ysed (pania! or full) . 

Economic developmen t prospects for the selected 
chain. 

Trade and competitiveness: recent changes, 
perfor mance, and market options. 

Prioritlsed enterpri se opportunit ies ror the selected 
product accorcling to: 

Market channel (local, dis trict, national, 
regional, 01' export). 

Scale of investment. 

Client type. 

Production issues 

Production zones. 

Seasonali ty of production. 

[mportance of the product to income, rural 
livelihoods, and economic growth. 

PrincipIe production and marketing constraints 
limiting the sub-sector l1

. 

Medium and long-term market outlooks across the 
sub-sector for local, national, regional , and eXpoTt 
trade. 

Demand analysis 

Size and growth rate of market for this commodity 
or products. 

Price trends, includ ing recent , past, sho rt 0 1' 

med ium-term , future (try to fLnd trend data) . 

Produc t type for which demand is growing or 
where. 

Principal buyers of this produc l (segment showing 
mos t interest) . 

Buying conditions. 

Market requirements in thi s product area, what 
customers or importers v.rill pay foro 

QuaJ ity and health standard s tha t must be meto 

Processing and packaging requirements. 

VoJume a nd delivery time requirements . 

Produ ct d ifferentiation needed to s ucceed in the 
market. 

Chief competitors and lhe advantages they enj oyo 

13. See "Section 9" for a discussion of the terms 
"market chain" and "sub-sector". 
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Marke t barriers (e.g., skills requlred, volumes being 
sought, investment needs, costs of entry, taxation, 
collusion, intimidation, or high level of 
competition). 

Supp ly analysis 

Analyse the supply chain includ ing: 

Production costs. 

Margins down the supply chain (producer , 
assembler, trader , wholesaler , and retailer). 

Assess possible c hanges lhat wouJd overeom e 
bottleneck s within the system. 

PrincipIe constraints to producing this commodity. 

Costs of produclion. 

Agronomic problems , e.g., disease, pesticides, 
seed s, and labour. 

lnfrastructure. 

Inputs, e .g., fe rtüisers, pesticides, seeds, and 
¡abour . 

Finanee and credit. 

Techn.ical skills of labour force. 

Quality control m easures. 

Real and rela tive returns. 

Mar ket barriers 

Market ing barriers (local , national, and regional). 

Finance. 

Pr ice information. 

Grades and s tandards, health certifications . 

Market links. 

lnstitutional arrangements and poUcy cODstraints 

Private-sector organisation and instilu tional set up 
a long th.' production and marketing chain . 

Local adminis tration barriers. 

Governmental barriers. 

Trade barriers. 

Regional comparison of comparative or 
competitive advantages 

High1ight m ost competitive areas and products. 

Analyse the areas with a compara tive advantage 
that is being exploited and other area s that may 
have compara tive advantage but are not realising 
this potential . 

Given that fu tw 'e R&D investment is limited , 
suggest where specific types of inves trncnt would 
provide lhe most economic gain . 

Evaluate research innovation options. 



Appendices 

Tbe way forward : ProductioD and m a rket growth 
strategies for the sub-sector 

Development strategies for the sub-sector on a 
nationa! and regional advantage basis: 

Give a c1ear view on growth markets and product 
areas. 

Provide a simple breakdown of market aptions 
according to: 

Market type (local , district, national , and export). 

Relate trus infonnation to client types. 

BricfIy anaIyse the priority requiremen ts nceded to 
entcr these market opportw1ities (changcs in 
production, processing, qu ality control and 
enhancement, product di1Terentiation, technology, 
and investment). 

Provide ideas on who could contribute to making 
these enterprises happen, the respective roles and 
actions of prívate and pu blic sectors (Le., wh o 
could do what?) . 

Short and long-term actions nceded (balancing 
pover ty reduction and growth objectives). 

Priority areas of interventioD to support ente rprise 
options 

Areas where project suppor t wiU have the greatest 
impact on production and growth of selected 
enterprises: 

Capital and technological development. 

Improved planting material or product 
improvement. 

Processing and processing efficiency. 

Market information. 

Attrac ting addi tional investment and technology. 

Policy , legislative, and inst itutional support. 

lndicate costing, timing, phasing, and prioritisation 
of these proposals. 

Conclusions 

Majar fmdings [or market slze, lrends, and 
opportuni ties by market type, that is, local, 
national , regional , and intemational. 

Recornmendations and s teps for future 
interven tions. 

Commercial enterprise development (based on 
client investment capacity) . 

Research opportunities. 

Development needs. 

Policy options. 

Appendices 

Current structure o/ production 

Volume of production 

Volumes sold in targeted markets 

Number of farms or farmers involved in produ ction 

Principal inputs and suppl.ies ror production 

Recent trends in the aboye and outlook 

Current post haroest operations 

Storage and processing 

Transport 

PrincipIe actors in these ac tivi ties 

Technologies used for value-added processing and 
produ cts 

Recent trends in the aboye and outlook 
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Glossary 

Advertislng 
Any forro of marketing communication in the 
paid media. 

Afiatoxins 

Agent 

Natural by-products produced by the 
Aspergillus flavus and related fungi. 

A channel institution wruch represents one or 
more suppliers for afee. 

Agri-business 
lnvolves the manufacture and rustribution oC 
farm supplies, production operation on the 
farm and the storage, processing, and 
distribution of farro comrnodities and items 
made from them. 

AgrlculturaJ extensification 
Using more land or animals to mcrease 
agricultural output. 

Agrlcultura1lntenslficatlon 
Increased agricultura! output Crom mcreased 
productivity or yield per unit of land. 

Agroenterprise 
A business or fum, typicaUy small-scaJe in 
nature, often based in a rurallocation that 
produces and sells agriculturally-based 
products or services . 

Appellation 
System by which a product is legally 
protected to support marketplace 
differentiation based on its place or origin or 
method of processing. 

Arbltrage 

Asaet 

Barter 

The sUnultaneous purchase and sale of a 
cornmodity in two different markets to take 
advantage of differences in prices of that 
commodity in the markets. 

Items oC money value owned by a busines s or 
person, including such items as land, 
buildings, rnachinery, tools, etc. 

The direct exchange of goods and services 
between two parties, often without cash 
considerations. 

Benchmarking 
The process of comparing the company's 
products and processes to those of a 
competitor or leading firm in other industries 
to fmd ways to improve quality and 
performance. 

Blodegradable products 
Products made fram biological materials that 
break down within a relatively short penad oC 
time when disposed of or left to degrade 
under natural conditions. These products are 
not considered harrnful to the environment as 
they break down into non-noxious products. 

BiomedJcines 
Medicinal products produced from plants and 
animal products. 

Biotechnology 

Brand 

New area of biological science pertaining to 
propagation, transformation and the 
recambination of genetic materials that is 
canducted in controUed, sterite conditions. 
This technalogy often uses sophisticated non­
traditional methods for enabling genetic 
prapagatian and genetic manipulation, is 
used to produce genetical1y modified 
organisms (GMO's). 

A name, term, sign, symbol, logo, phrase 
intended to identify the goods or services of 
one seller to differentiate them froro lhose oC 
campetitors. A recagnised brand is one which 
has strong customer loyalty. 

Broker 
A channel mstitution which puts a speciJic 
buyer(s) and seller(s) in contact with ane 
another Cor one or more commodity(ies) or 
service{s) with a view to achieving a sale or 
benefit. 

Budget 
An amount of money set aside to cover the total 
cost of a communication campaign or other 
marketing activity. 

Business Development Service (8DS) 
Any business or business entity that aCfers 
information and activities in the marketing 
system that facilitates a second business 
thereby improving its operational and pricing 
efficiency. lo sorne cases the tenn BOS is used 
to capture al! of those business services other 
than fmancial services, such as input supply, 
processing, and advisory services. 
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Capital 
Productive resources (goods) that are available, 
as a result of past human decis ions, to produce 
other want-satisfying goods. 

Ceteris parUJus 

C.I.F. 

Holding sorne variables constant, whilst letting 
specific variables change. 

A contraet of sale "cast, insurance freight" of 
the documents of title. not the goods, whereby 
the buyer is under an obligation to pay against 
the shipping documents irrespective of the 
arriva! of the goods. 

Collective acUon 
Term u sed to describe group activities. used to 
increase economies of scale. 

Collusion 
Process through wruch traders artificially flx 
prices aboye the price they would achieve in a 
s ituation of perfect competition. 

Commodity 
?roduet for sale in the marketplace. Term 
originally coined to diITerentiate products that 
were essential, termed utilities, with new 
products such as coffee and cocoa that was 
considered to be exotic and desirable. 
Nowadays, commodities tend to be used for 
products in high volume trading. 

Comparative advantage 
One country enjoying a lower production ratio 
(input to outputs) than another country under 
total specialisation. 

ComparaUve analysis 
Comparing the same set oí statistics within a 
category oí one country with another for the 
purpose of estimating potential demando 

Competition 
A product, organisation or individual, in either 
the same or another category, wruch can be 
directly substituted one for the other in 
fulftlling the same needs or wants. 

Competitive strategy 
The adoption oí a specific target market and 
marketing m.ix stance in the marketplace. 

Co-operative 
A collection of orga.nisations or inctividuals, 
pooling their resources in order to gain 
commercial or non-cornmercial advantage in 
buying, selling or processing goods andjor 
services. 

Customer satisfaction 
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Tbe ext.ent to wruch a product's perceived 
performance matches a buyer's expectation. If 
the product's performance falls short of 
expectations the buyer is ctissatisfied. [f 
performance matches or exceeds expectations, 
the buyer is satisfied or deüghted. 

Demand 
The quantity of products that the consumers 
can buyo 

DifJerentiated product 
A product that has undergone sorne form of 
value addition to distinguish it from other 
similar products, through means such as 
grading, sorting, packaging, branding, or 
specialised marketing, such that it attracts a 
higher price and targets a more specialised 
market. 

Discount 
A reduction in price on purchases during a 
stated period of time. 

Distribution channel 
An institution through wruch goods or services 
are marketed giving tim.e and place utilities to 
users . 

Dum ping 

Duty 

The seUing of goods or services in a buying 
country at less than the production unit price 
in !he selling country, or the difference between 
normal domestic price and the price at which 
the product leaves the exporting country. 

The actual custom duty based on an imported 
good either on an ad valorem, or specification 
amount per unit or combination of these two. 

Economic rent 
Return in excess of opportunity cost, often 
enabled through political protection. 

EfJe ctive market demand 
When needs and desires are supported by the 
ability to payo 

Elastic supply 
A supply elasticity coe(ficient of more than one 
indicates an elastic supply, the percentage 
in crease in supply being greater tban the 
percentage mcrease in price. 

Entrepreneur 
Person who organises resources to produce and 
market goods and services. 

Exchange 
The act of obtaining a desired object by offering 
something in return. 

Exchange rate 
The ratio of exchange of one currency to 
another. 

Exportlng 

Flr m 

The marketing of surplus goods produced in 
one country into another country . 

A decision making business entity that uses 
resoW"ces hired from households to produce 
goods and services for sale to households or 
olher consuming units. 



Glossary 

Fixed costs 

F.O.B. 

These costs incurred for resources that do not 
change as output is increased or decreased. 

A contraet of sale "free on board" whereby the 
seller undertakes to place the goods on board a 
named ship at a named port and berth and 
carry all charges up to delivery aver the ships 
rall. 

Focus group 
A small sample of typica1 conswners (or 
mterest group) lUlder the clirec tion of group 
leader who elicits their reaction to stimulus 
such as an advertisement, an idea, a question 
or concept. 

Forelgu exchange 
Facilities' business across national boundaries, 
usually expressed in foreign currcncy bought or 
sold on the foreign exchange market. 

Future OptiOD 

A legally binding contract to deliverftake 
delivery on a specüied date of a given quality 
and quantity of a cornmodity at an agreed priee. 

Gatekeepers 
People in the organisations buying centre, or 
point in a market chain, who control the Oow oC 
inIormation to others. 

Global products 
Products designed to meet global market 
segments. 

Globalisatlon 
The integration of intemational transport, 
fmanee and eommw1ieations systems and 
serviees to enable transnational trading oC 
goods and services. 

Grosa domestic product (GDP) 
The value oC aU goods and serviees produced by 
a country's domestic economy in one year. 

Grosa marketing margiD 
The sum oC al! marketing costs plus profits. 

Gro .. natloaal product IGNPI 
The market value of all goods and services 
outputted by residents oC a country in one year 
inc1uding incorne (rom aboard. 

Heclglng 
A mechanism to avoid the risk oC a decline in 
the future market oC a commodity I usual1y by 
entering into Cuture markets. 

Horizontal mtegratloD 
The combination of two oC more enterprises or 
firms operating at the same point in the market 
chain. 

Human capital 
The educational investment that improves the 
knowledge and produetivity of people. 

Human need 
A state oC deprivation that ean be addressed or 
reduced by a producto 

Human wants 
The form that a human needs takes as shaped 
by culture and individual personality. 

lncome elasticity measurements 
A description oC the relationship between the 
demand Cor goods and changes in incorne. 

Income elastieity of demand 
The responsiveness of quality purchased to a 
1 % change in income, ceteris paribus. 

Ineome per eapita 
The market value of al1 goods and services 
outputted by a country divided by the total 
number oC residents oC that eountry. 

Inela.tlc .upply 
Products that have a supply elasticity between 
zero and one the supply elasticity is considered 
to be inelastic. The percentage ehange in 
supply is less than the pereentage change in 
price. 

Inllatlon 
A condition where demand outstrips supply or 
costs escalate, affecting an upward change in 
prices. 

Information system 
A system Cor gathering, analysing and reporting 
data aimed at reducing W1certainty in business 
decision making. 

Innovation 
An idea, service, product, or technology that 
has been developed and marketed to a 
consurner who perceives it as novel or new. It is 
a process of identifying creating and delivering 
new product or service values that did not exist 
befare in the marketplace. 

Input markets 
Markets where i.nputs such as seeds, tools, 
fertilisers, and agro-chemicals are soldo These 
are generally sold through specialised dealers 
that only trade in input supplies. 

Interest 
The charge made ror borrowed money. The rate 
at which we discount future economic goods. 

Interest rate 
The price of bOlTowed money. 

IntermedJaries 
Distribution channel flITIls or persons, that 
help to find the customer or make sales to 
them , inc1uding bulking agents, wholesaling, 
retailers that buy and resell goods. 

lnternational products 
Goods or services seeo as having extended 
potential into other markets . 
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Joint ventures 
An enterprise in which two or more investors 
share ownersrup and control over property 
rights and operations. 

Key informants 
Active and leacting members of the market 
chain. 

Key observen 
People who are knowledgeable about a market 
chain but are not directly involved in the 
business operations of the market chain. 

Lc:tter of credit 

Levy 

A method of international payment whereby the 
buyer instructs rus own counlry bank to open a 
crerut with the seller's own COW1try bank 
specifying the documents which the seller has 
to deliver to the bank for himjher to receive 
payrnent. 

A tax imposed by government, to meet a 
specific objective. 

Licenslng 
A method oC foreign operation whereby an 
organisation in one country agrees to permit a 
frrm in another country to use the 
manuIacturing, processing, trademark, know­
how or sorne other skill provided by the 
licensor. 

Local products 

Logo 

Goods Or services seen only suitable in one 
single market. 

Symbol or emblem u sed to identify a specific 
product and for marketing purpases to 
differentiate a specific product from s imilar 
¡tems. 

Mark oC orlgiD (appellatlonl 
System by which producers and processors can 
legally register their products such that no 
other producers ar processors can use tllls 
name, tille or logo, unless they produce the 
product within a lega1ly recog:n.ised area or 
territory and use specifically laid down metbods 
of production andj ar processing. 

Market 
The set of al! actual and potential buyers of a 
product or service. 

Market chala 
Term used to describe the multiple market 
channels through which a product or service 
moves until reaching the consumer. 

Market efficiency 
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A camparison of the value of output to the 
value of inputs used in tbe marketing process. 

Market entry 
The way in wruch an organisation enters 
foreign markets either by direct or indirect 
export or praduction in a foreign country. 

Market holding prlce 
The charging of a price at what the market can 
bear in arder to hold market share. 

Market informaBan services (MISJ 
People, equipment and procedures to gather, 
sort, analyse, evaluate and distribute needed, 
timely and accurate infonnation to marketing 
decision makers. 

Market mix 
The set of contrallable tactical marketing 
variables inc1ucling: product, price, place and 
promotion, that a fl.J1Tl blends to produce the 
response it wants in the target marketplace. 

Market positíonJng 
The adaption of a specific market stance, 
leader, challenger, follower, flanker ar adopter, 
vis-a-vis competition. 

Market research 
The fW1ction that links the conswner, 
customer and public to the marketer through 
information-information used to identi.fy and 
deflne market opportunities and preblems, to 
generate, refme and evaluate marketing 
actions; to monitor marketing performance and 
to improve the understanding of the marketing 
process. 

Market segment 
A group of consumers who respond in a similar 
way to a given set of marketing stimuli. 

Market segmentation 
Dividing a market into distinct groups of buyers 
with different needs, characteristics or 
behaviour, who might require separate 
products or marketing mixes. 

Market speculation 
A marketing strategy whereby buyers hold 
stock s of a product in the hope that prices will 
inerease so that they can maximise profits 
when they decide to seU. Physical specu1ation 
requires that a lot or amount of produce is 
purchased and stared. There are cests 
associated with storage and for a speculation to 
be profitable, the flnal sales value must be 
more than the costs of storage. 

Market supply 
The quantity oC products that is offered for sale. 

Marketing 
Planning, executing and controlling the 
conception, pricing, promotion and rustribution 
of ideas, goods and services in arder to build 
lasting, mutually profltable exchange 
relationsrups satisfying individual and 
organisational objectives. 
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Marketing costs 
Agricultural marketing refers to the activities 
involved in taking a product from the farro gate 
and delivering it in the form, at the time and to 
the place that the buyer requires. Such CQsts 
are therefore incurred through handling, 
transport, storage, processing, packaging, 
market [ces, risk management, brokerage, 
export handling and athers. 

Marketing process 
The process of ana1ysing market opportwtities, 
selecting target markets, developing a 
marketing m.ix and managing the marketing 
efIort. 

Marketing strategy 

Media 

The marketing logic by which the business unit 
hopes to achieve its marketing objectives. 

Any paid for communication channel inc1ucling 
television, radio, posteTs, etc. 

Middleman 
Person who tradcs in goods, a buyer and seUer 
oí goods and services. 

Mycotoxins 
Toxic or noxious chemicals produced by certain 
mychorrhiza that grow on Coad praducts that 
have been harvested and stared in sub-optimal 
conditions. 

Net marketing margln 
Excludes normal marketing costs, thereby 
providing a measure of the profit realised. Net 
marketing margins may however also include 
the remwteration of the trader or processer's. 
labour, in which case it is nat an exact prefit 
indicator. 

Nlche marketing 
Adapting a company's offerings and products to 
more closely match the needs of one or more 
sub-segments where there is often little 
competition. 

NOD~tarifT barrien 
Measures, public or private that cause 
intentional1y traded goods or services to be 
allocated in such a way as to reduce potential 
real world income. 

Nutracueticals 
Products that have medicinaJ j pharmaceutical 
and/ or nutritional value, that are derived from 
plant or animal products. Examples include 
ltigh iron praducing beans, bananas that 
contain insulin. 

Opportunity cost 
The value oC other opportunities given up in 
order to produce or consume any good. 

Optlon 
A bilateral contraet giving its holder the right, 
but not the obligation to buy or seU a specified 
asset at a specific price, at or up to, a specwc 
date. Type of financia! instrument that gives 
the holder the right lo buy or seU future 
contracts. 

Output markets 
Markets where harvested products are sold­
these are the more traditional assembly, 
wholesale and retail markets. 

Paekaging 
Activities involved designing and producing the 
container or wrapper for a product. 

Patenting 
Legal mechanism, used to proteet products 
from being copied by other entrepreneurs. The 
patent scheme usually lasts Cor a designated 
period of time, 10 years, after wruch time, the 
seheme either elapses or the inventor or owner 
provides evidence of innovation to renew the 
patent to protect the value of the given 
inteUectual property. 

Penetration price 
The charging of a low pnce in arder to gain 
volume sales conducted under conditions oC 
little product uniqueness and elastic demand 
patterns. 

Physleal dlstrlbutlon 

Place 

Price 

The act and functions of physically distributing 
goods and services including the elements of 
transport, warehousing and order processing. 

All the company / frrm activities that make the 
product or service available to the target 
customer. 

The amount oC money eharged for a product or 
service, or the sum of the values that 
eonsumers exchange for the benefits of having 
or using a product or service . 

Prlce ceillng 
The maximurn price wruch can be charged 
bearing in mind competition and what the 
market can bear. 

Prlce elastlcity oC supply 
Defmed as a measure of the percentage 
change in quantity supplied in response to a 
pereent change in price. A supply elasticity of 
0.4 for eolton in the short run means that the 
quantity supplied mereases 0.4% for a 1% 
inerease in the price of cotton. 

Price escalatioD 
The ctifference between the domestic price and 
the target price in foreign markets due to the 
application of duties, dealer margins and/or 
other transaction costs. 
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Price floor 
The minimum price which can be charged 
bounded by product cost. 

Prlmary data 
That data which is collected and generated as 
part of a survey. Unpublished data from 
inclividuals or orgarusalions. 

Product 
Anything that can be o(fered to a market ror 
attention, acquisition, use of consumption that 
might satisfy a want ar need. It includes 
physical objects, services, persons, places, 
organisations and ideas . 

Product strategy 
A set oC decisions regarcting altematives lo the 
target market and the marketing mix given a 
set of market conditions. 

PromoUOQ 
Activities that cornmurucate the product oC 
service and its merits to target consumers and 
persuade them to buy. The offer of an 
inducement to purchase, ayer and aboye the 
intrinsic value ar price oC a good ar service. 

Quallty 

Quota 

The totality of features and characteristics of a 
product or service that bear on ¡ts ability to 
satisfy stated Or implied needs . 

A specific imported amount imposed by one 
country on another, when once filled cannot be 
exceeded within a given time. When a quota is 
in force the price mechanism is not allowed [ O 

operate. 

Relationsbip marketing 
The process of creating maintaining and 
enhancing strong value laden relationships 
with customers and other stakeholders. 

Retailer 
A ehannel institution which aets as an 
intennediary between other channel 
institutions and the end ~user and who usual1y 
breaks bulk, eharging a margin for its services. 

Secondary data 
That data which already exists in other texts. 
PubLished aeeessible data from a variety oí 
sources. 

Sector 
Relates to the al1 activities under the mandate 
of one government ministry, SU eh agrieulture, 
heaJth, education, justice. 

Services 

SMS 
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Aetivities or benefits lhat are offered for sale. 

Short message service, text used to transfer 
information via mobile phones. 

Speculation 
The purchase or sale of title to goods or 
fmancial obligations in the expectation of 
favornable price movements . 

Stan dardisation 
Same goods or services marketed in either 
product, distribution or advertising fonn, 
W1changed in any country. 

Strategic business unit 
A self contained grouping of organisations, 
products or technologies which serve an 
identiJied market and competes with identified 
competitors. 

Strateglc plan 
A plan that describes how a flrm will adapt to 
take advantage of opportunities in its 
constantly changing environment, thereby 
maintaining a strategic fit between the finos 
goals and capabilities and its changing market 
opportunities. 

Sub-sector 
A part of a sector, wruch can mean, within 
agriculture that a sub-sector rocuses on one 
area, such as grains, fish, livestock, etc. or can 
be more detailed to all that relates to one 
particular commodity, such as the maize, rice, 
cassava, beef sub-sectors . 

Substitutes 
Two dilTerent goods or resources between which 
a choice is made to satisfy human wants (or to 
produce a product). 

Super Brand 

TarifT 

A product that has world renowned reputation, 
for providing customer satisfaction and delight, 
e.g., the soft drink Coca-Cola, the Nike sports 
s hoe. 

An instrument of terms of access normally the 
imposition of a single or multiple excise rate on 
a imported good . 

Traceability 
System by which a product Is tagged, su ch that 
it can be traced from so urce of origin to final 
user. This process may become mandatory in 
fonnalised food markets. 

Trademark 
Legally recognised name, symbol or title, which 
can only be used for marketing purposes by the 
originating or owning company. 

Transaction 
A trade between two parties that involves at 
least two things of value, agreed upon 
conditions, a time agreement and a place of 
agreement. 
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TransacUon costa 

Value 

Transaction costs relate to the non-price CQsts 

of making a commercial exchange. These are 
expenses incurred in fmding someone to trade 
with, time spent negotiating a deal and tbe 
costs involved in enswing that contracts are 
honoured, aU fall llilder the general category of 
transaction costo 

The consumer's a ssessment of the product's 
overall capacity lo satisfy rus or her needs. 

Value added 
The contribution to fmal produce value by each 
stage in the production, delivery and marketing 
process. Also, includes transformation 
processing of goods fram primary to rmal srete 
oITered to a consumer. 

Vertical integratioD 
The ünkage oC firms (enterprises) in difierent 
stages of producing and j or marketing under 
the ownership of a single fIrm o 

Wholesaler 
A channel institution which purchases and 
sells in bulk from either original suppliers and/ 
or other channel intermediaries, charging a 
m argin for its services. 
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