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1 INTRODUCTION

1.1 Background

This Country Report covers o study on horticultural market information constraints in
Brong Ahafo Region, Ghana, which s part of a wider project in Sub-Saharan Africa
conducted by Wye College, University of London together with other UK and overseas
collaborators. Apart from Ghana, the project also covers Tanzania and Zimbabwe.

After the introductory section the report presents the results of the survey, insights from
the case studies. and discussion and recommendations

Other project documents hove been prndu::d':

* an abbrevisted version of this report is included in the separate project Summary
Report;

* the background 1o the full project. contaiming the full literature review, concepts and
methodological approach are contmined wn the Literature Review, also published
separately;

o there are also separate extended Country Reports for Tanzania® and Zimbabwe’,

1.1.1  Informational imperfections in S5A vegetable markeis

Smallholder farmers in S8A face a range of marketing and exchange problems, among
which informational constraints are much cited but little researched, Producers experience
a weak bargaining position vis-a-vis triuders because often they do not have timely access

" Available on request from nposled wye g uk
" Also available on request from k. lynchi@kingston.ac.uk

! Also available on request from ¢ poulioniilwye i ik
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to salient and accurate information on prices, locations of effective demand, preferred
quality characteristics of horticultural produce, nor on aliernative marketing channels.

Barriers 1o market access and information ows may be structural and behavioural. Those
of a horizontal nature may be gender, family, educational levels. ethnicity and other social
factors. Information that 15 available to rural communities may not be equally distributed,
and smaller scale producers and those distanced further from the markel are more
disadvantaged. Vertical charscteristics include personalised repeat dealing (clientisation),
exclusivity, trust and reputation effects. The current significance of personalised relations
in developing economies s receving new resgarch interest, Analyvsis of imperfect market
coordination in developing economies, and the solutions proposed to the problems and
imperfections identified, must take account of these fundamental structural features of
markets and behavioural characteristics of individuals and firms.

The results of informational barriers are multiple: unexploited markel opportunities,
seasonal gluts and produce with inadequate quality specification and control, inequitable
returns o producers, peri-harvest (in field pre-, and post-harvest) losses and fundamentally
poor retums to the production and marketing system as a whole, In vegetable and fruit
markets, the economic problems are magnified compared with olher markets due to high
product perishability and other technical aspecis.

1.1.2  Research approach

This project has concerned the organisation snd performance of vepetable marketing in
Ghana, Tanzania and Zimbabwe. The project aim was 1o find an appropnate balance
between the coordinating role of the stale and spontaneous prnivale seclor inilialives, in
order to overcome informational imperfections in vegetable markets serving poor
producers and other stakeholders.

The approach has been drawn from within the Mew Institutional Economies tradition
(NIE). Selutions to informational problems conventionally have been sought through state
provision. NIE theory suggests that market mstitutions will evolve 1o overcome the
problems of uncertainty and the failures in the state provision of public goods. The
research hypothesis was that reducing informational problems will be brought about
through two mechanisms:

o private and voluntary responses o mformatonal requirements: the development of
longer term contractual relationships is a way of aligning the incentives faced by
different market participants for the private provision of information; and

o improving the coordination functions of lecal {rather than national ) government.

The field research in Ghana had three main ¢lements of both a quantitative and qualitative
nature. The research was designed to gather evidence of marketing problems and potential
solutions in order to reduce poverty and enhance economic development in tlarget
populations who are stakeholders in the vegetable production and marketing system in
Ghana, Therefore, the methodology employed for data collection used a purposive
approach, rather than a quantitative approach permitting statistical inference in relation o
the population:

» i [ormal survey to collect data on production and marketing strategies farmers in Brong
Ahafo Region:
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o case studies of farmer assooialions, focussing on marketing activities:
o structured interviews with traders.

1.2 Couniry overview

L1 Introduction

After a post-independence period of relative prosperity during the 1960s, most economic
indicators point 1o & progressive decline in Ghanasan living standards from 1976 to 1983
The macro Economic Recovery Programme (ERP) began in 1983 and a Structural
Adjustment Programme including sectoral policies has been in place since 1986, As a
result of the programme implemented in 1983, the economy grew at around 5% pér annum
from 1984-1992, but growth began 10 decline again in 1992 During this period,
agricultural performance has varied. and the shifi owards market management has
continued.

The recent ESAF agreement with the IMF has provided a framework {or good economic
management and  structumal  adjustment. Ghana  still faces important  development
challénges. Incomes and life expectancy are low, agriculture contributes 40% of GDP and
T0% of employment, rural services and resources are poor, market access opporiunities are
inequitable, there is gender inequality, age-inequity, environmental degradation and
pollution (Department for [nternational Development, 1998h)

In the case of the renewable natural resources (RNR) sector it is argued that *There is a
widely held view that the missing link in realising sustained growth is the weak integration
of the production-marketing system’ sector (Overseas Development Administration, 1995
7). The constraints facing the public sector institutions are also & factor reducing their
efficiency and effectiveness, Increasing relisnce on the private sector, and decentralisation
of public sector functions to District level are relevam pans of the response 1o the
weaknesses of the state

1.2.2 The agricultural sector in Ghana

Agriculture s mainly traditional, with the structure of production dominaled by
smallholders using low levels of technology, Women play an essential role in agriculiure
and in the general economic lile of the country. They constitute about 47% of the labour
foree and are reputed to account for about 70% of 1otal food crop production. There are
mereasing indications of land scarcity, such as reduced fallows and rotations, a shift 1o low
mput crops, migration to high potential areas such as Brong Ahafo Region, Most
agricultural products are sold not on 8 basis of agreed weights, volumes or grades. Among
the disadvantages of the non-use of weights and grades is the increase in transaction costs,
inability 10 enter international markets and depression of market prices by inferior

produce.

Amuong the national constraints to developing the rural sector, the rural transport system is
considered grossly imadequate, inflicting high costs for ransport, trading and processing.
Regarding telecommunications infrastructure, lack of access 1o telephones raises costs for
accessing markel information and for transport. The existing market information gathering
and dissemination process of the PPMED of MOFA is weak and small in terms of
COVErage.
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AGSSIP

The institutional environment within which any project recommendations will be
discussed and taken up is conditioned by political and social feasibility, *Ghana; Vision
20207 is a major policy document directed towards the transformation of Ghana o o
medium income economy by the year 2020 (National Development Planning Committee,
1997). The basic themes include macroeconomic, sectoral and human development
objectives. Major emphasis will be placed on agriculture, which accounts for more than
40% of GDP and more than 50%% of employment. The UK Ghana Country Strategy Paper
1998-2001 supports this vision | Depatiment for International D:a-e[::pmcnt, 1998k,

AGSSIP will be the main instrument for implementing the Accelerated Agricultural
Growth Sirategy (AAGS). AAGS is designed to increase the sector’s annual growth rate to
the level of 5-6% which i1s necessary 10 achieve the goals of Vision 2020: the
transformation of Ghana into a prosperous middle-income country by the vear 2020,

Further details of the proposal are given in section | 2.4,

1.2.3  Horticultural marketing

herview

Vegetable production is the latest in a senes of commercial agriculiural enterprises,
following rubber, cocoa and maize, that have been practised in the Brong Ahafo Region.
Brong Ahafo is now on important source of vegetables for urban centres and the Region
has the paotential 1o supply larger quantities of a greater range of vegetables to markets
such as Acera Approximaiely 60% of the local population is said to be engaged n
vegetable production in one way or another. The participation rate of women is high both
in production and trade.

In terms of production and consumption, the two most imporiant vegetables are tomato
and parden egg. Otiher important ¢rops are pepper and okr. A major feature of
horticultural marketling is seasonal pluts, wildly fluctuating prices and considerable
physical losses. However, vegetables should not be regarded as a homogeneous sector.
Crops dilfer in production systems, penshability, and marketing systems, with
implications for the research design and policy recomntendations,

Latterly, horticultural marketing in central Ghana has been the subject of a number of
studies connecled with the Integraled Food Crop Systems Project in Sunyani, an adaptive
research initiative begun in 1994, which identified vegetable production as an important
and increasing part of Ghana's farming systems, providing bath income and food securtty
(Orchard and IFCSP Team, 1997}, The crop post-harvest element includes analysis of the
marketing system. There has been a strong focus on tomato, the maor vepetable in terms
of commercial production, with substantial work on gorden epg. and less on okra and
pepper. These four crops constitute the major raded vegetables produced in Brong Ahafo.
There are considerable data resources already available within the reporis of the [FCSP
{ Ashitey, Baker, Suglo and Warburton, 1994; Schippers, Suglo, Bruce and Kutfour, 1994,
Sherington and Suglo, 1994: Warburion and Lyon, 1995; Floyd, Warburion and Gray,
1996; Lyon, 1997; Lvon and 1FCSP Team, 1997, Lyvon, 1%98; |yon, undated).
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Farmer-trader relationships

Farmers do not generally "maorket” their produce. but traders go to farmers, except rarely
when a buyer does not turn up or they cannot agree a price. At imes, and in some villages,
producers are able to form barguiming associalions that dalso have negotiating, monitoring
and enforcement functions,

The role of traders in the system s of paramount significance. Traders’ associations or
commodity-specific groups are the major channels between producers and retailers and
exert considerable control over the urban market place in each wwn or city, Clark (1994)
spent some years conducting an economic anthropological study of the lives of traders in
Kumast Central Market. In Kunasi the locus of power lies with the large wholesalers from

among whom 15 elected an ohemme. commonly trunglnted as market gqueen or queen
mather

Village markets tend 10 be open to anyone. The structure of marketing drives the
production characteristics, and imposes important ngidities on the vegetable sector. Such
specialisation has al least short term economic advantages. However, it also encourages
monocropping and agronomic practices that are likely to be unsustainable in the long term,
Specialisation from traders also limits the economies of scope in marketing and increases
the transsction costs (search, negotiation and enforcement) and trunsformation costs
(particularly transport) of assembly and bulking from many dispersed small-scale
producers. For farmers wishing 1o sell more than one vegetable crop, transsction costs of
searching and manitoring are also inereased. Equally, traders face higher transaction costs
in commuodity-specific marketing systems

There is some evidence that trading relationships become ‘clientised’: wholesalers.
retailers and even consumers tend 1o engage in repeat dealings; individual producers or
villages also gain a reputation for producing large quantities of good gquality of a specific
vegetable. Lyon (1998) commented on thee role of trust between buyers and sellers.

Clientisation serves as a morket strategy to reduce the impact of informationsl
imperiections, Clientisation will reduce uncertainty about buyer and seller market conduct
(opportunism) and may reduce the risk of pnce uncertainty, thereby obviating the need for
belter current markel price information, Clientisation will alse provide farmers with the
long-term  (historic) market information and broader market knowledge concerning
varietn] choice and consumer preferences. Both effiects result in reduced transaction costs
and more elficient marketing. Clientisation may make trading more predictable, therchy
reducing post-harvest losses and moderating market disequilibria.

Traders (and commission agents in the urban maorkets) do more than assemble and
distribute physical produce. While the physical product flows in one direction, traders
provide payment. credit, information. seeds. agrochemicals. extension, and packaging
matenials (boxes and sacks) to farmers.

Because traders travel more, they are better intormed than farmers, and farmers' stralcgies
o overcome the asvmmetry include detailed bargaining 10 extract information. The
withholding of price information 1s regarded by farmers s cheating. The most important
source of information is nelghbouring villages or key production locations within the
producing ares, o where farmers send for information, Kumasi serves as a major relay
market, urban consumption centre and information centre for traders.
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The tenor of the IFCSP reports is that there is the expected imbalance in power between
producers and traders, due to their smaller economic scale. passive marketing strategy and
on-form sales, lower level of information, constrmined access to transport, scasonality of
production and dependence on credit. However, Clark {1994 15 al pamns 1o nole that there
is a dynamic interdependency between producers and traders and that these same factors
operate to the advantage of producers at different times of the year. Traders need o supply
of an assured quality and quantity of produce, a good reputation, and from time to time,
credit. A commercial relationship with farmers of an exploitative nature would be only a
short term strategy. It has been noted by both Lyon ond Clark that price and margin
fluctuations vary throughout the year and that at times, traders have negative margins, and
themselves can sustain losses.

Prices

Marketing and price issues have been widely identified as important. This appears 10 be
because of seasonal gluts in supply due to simultaneous production and nipeming of
produce rather than changes in demand. Another factor may be the impact of the weather
on transport to market: off-road tronsport is curtailed by rain, and supplies will be reduced.

The value of price analysis in Ghanaian fresh produce markets must be seriously
guestioned. Prices fluctuste considerably even within a day, quality is not standardised,
and quantities traded are affected by the practice of the *dash’:

‘Retail prices are usually fixed for the day for a given quantity but retailers try 1o
attract customers by changing the quality of the produce, the size of the piles and
gifts (dash) given after the sale has taken place. . The size and quality of the dash
depends on the relationship between the retailers and the buyer and it is important
in retaining the customer. It is ofien as much as 50% extra although it may be of
lower quality ..., this creates serious problems for the collection of retail prices and
any such data should be treated with caution” (Lyon and IFCSP Team, 1997: 53)

The implications about the reliability of price analysis are clear and are relevant not only
o markel analysis bul also w the provision of information. Market price information based
on such data is unlikely w0 meet producer requirements for relevance, reliability and
impartiality, and timeliness, Moreover, the response by producers of perishable crops 1o
even good quality price information is constrained. In the short term, supply is highly
inelastic: they must harvest when produce is ripe and sell once the produce has becn
harvested, Any increase in bargaining power by means of access to knowledge of (current)
market prices 1s atlenuated by the need to sell.

Demand

Market destination has an influence on gquality requirements and losses. Is i for salad or
soup? Accra markets are reported to be more demanding with respect 1o quality, and
greater losses have been found. Ga people in Acera prefer the white parden egg which is
diced. Akan-speaking peoples prefer the riper varieties, which they grind. In the local
markets in Brong Ahafo and in Kumasi, even poorest quality produce is marketed, Quality
grades vary with season and supply. If unsold, drying is an option, seed extraction, and
home consumption,
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Research needs

Lyon (1997} is the major source. a résume ol most of the work 1o dote on the structure and
strategy of the marketing system. He rmsed vanous questions for further analysis,
particularly to do wath the necd 1o conduct further research on clientisation, or customer
relationships:

how have they developed?”
how can they be encournged”
what is the importance of interfocked transactions (inputs and eredit)?

what is the role ol farmer and trader organisations, such as those in Awisa, Nehirn,
Offuman?

- 8 & @®

A concern ansing from the [FCSP workshop held in Sunvan in 1998 (10-11 September)
concerned the role of farmers’ associations and their potential o increase farmers’
bargaming power, It 15 unfikely that bargaining power can be increased, but the importani
ol chentisation may rest in assurimg agncultuml services, particularly market access and
outlets throughout the season.

s In the project now being reponied, the research hypothesis was tha the importance of
the lack of timely, available, reliable market price information can be obviated or
mitigated by cooperative buver-seller client relationships.

1.2.4  Institutional constraints: AGSSIP

A major formal sectoral institution with which recommendations must be consistent is the
proposed Agricultural Services Seclor Invesiment Programme (AGSSIP), This derives
from the Sector Investment Approach to developing on inlegrated programme of
government and donor expenditures, in this case for the agricultural sector in Ghana. The
public sector will provide an enabling envifonment for the private sector to boost
agricultural production, processing and exports.

Mamr elemeanis

The major elements of the AGSSIP cover policy reforms, institutional reforms and
investmenl programmes for:

* improving access 10 markeis and promoting the production and expont of selected
commodities,

facilitating sccess o agricultural technology;

facilitating and increasing access 1o rural finance,

providing rural infrastructure and utilities; and

building institutional capacity.

Wide stakeholder participation has been underiaken prior to and during the preparation of
the AGSSIP proposal. Final approisal by donors is planned 1o be underiaken in October
1998,

The focus of the strmlegy will be geared towards making agriculture aftractive as a
vocation and contnbuling substantially to food security and notional income. The SIP
approach is predicated on the full mvolvement and coordination of the activities of all
sectoral stakeholders. MOFA is charged with the specific responsibility of increasing
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contact at all levels with private trader and producer assocmtions for inputs and outputs to
ensure that future policies and programmes are as effective as implementable in supporting
private incentives and capabilities.” (p. 45).

Decentralisation and participation policy 15 the GOG strategy o ensure panticipatory
development in the country. Decentralisation transfers hitherto diverse central government
responsibilities 1o the District Assemblies within one administrative unit. The Distnict
Assembly 15 the planming authonity, charped with the overall development of the distrct.
MOFA’s activities will also be decentralised. The Regional Agricultural Development
Authority is headed by the Regional Director of Agriculture. The RADU s role is 1o
supervise, coordinme, monitor and evalumte all agricultural development programmes in
the region.

The District Director of Agriculture is the admimisirative head of the [Distnict Agricultural
Development LUnit, which will become a Department of Agriculture of the District
Assembly. The District Agncultural Coordinating Committee (DACC) should be formed
with & mandate 1o address all issves of the Accelerated Agnculturnl Development and
Growth Strategy 1n o holistic approach. The Distnet Agrnicultural Coordinating Comnutice
model seems to have worked well in Wenchi: “The DACC has proved ttself w be an
effective means of ensuring  stakeholder mvolvement” (Department for  Intermational
Development. 1998a). However, it has its limitations, including replicability. Owverall
administrative capacity of MOFA is regorded as weak, and this, if true, would surely be a
constraint to decentralisation.

Two recent articles have emphasised these constraints in practice. Firstly, according 1o
Larbi (1998} the design of decentralising reforms need to be sensitive to the operational
context and capacity of the institutional structures, and implementation needs © be
planned and manaped. In the case of health services in Ghana, the capacity of the
administrative centre was considered w be wo weak to perform 115 integrating,
coordinating and monitoring rale effectively,

Secondly, in coastal areas of Ghana, District Environmental Management Committees
were found 1o be falling short of the role envisaged by government, having minimal real
impact at village level (Porter and Young, 1998). The authors added that Ghana faces
enormous difficulties in securing popular participation.

The lradittonal lrading system

It is acknowledged that the traditional trader is present in all the food lines as the main
intermediary of the marketing chain. *The svsiem ol operation of these traders in their
respective food lines should be studied to enable interventions that would facilitate and
mike their activities more efficient. Consideration should also be given to possibilities of
assisting them 1o increase their level of operation.” (p. 61-2). Strengthening of
entrepreneurial skills is considered crucial in order to develop the necessary business
skills, not only for traders but also for farmers, Physical market infrastructure needs (o be
managed and improved.

Creation and strengthening of existing (voluntary) traders pssociations needs emphasis,
particularly in relation to their use as vehicles for marketing development and marketing
extension work. The potential of such orgenisations should be tapped 10 maintain quality
starlards, manage physical infrastructure, keep markel records, plan and develop
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appropriale projects, collect revenue, serve as a channel for education, communication and
information purposes,

Nucleus oulgrower scheme

The nucleus outgrower scheme s is heing practised in the oil palm industry is to be
ttroduced mto non-traditional agricultural produets | fruits, vepetables, cashew nuts and
maize) to facilitate the Export Diversification Programme. ‘The scheme proposes the
identification and selection of satellite farms in strategic locations for the various crops,
These should be assisted 1o butld a strong farmers cooperative which would be further
assisted to secure credit facilities and purchase inputs in bulk. The scheme would facilitste
the dissemination of new technologies and morketing,” {p. 81-2). The scheme is also
envisaged as the basis for the Programme for Sustainable Food Security and Employment

Markel information syslems

Market imformation gathering, analysis and dissemination should be strengthened. Market
information should be disseminated in the local markets through the use of billboards,
public address systems. marketing associations, in addition to the present system of radio
and newspaper advertisements

The Ministry of Food and Agniculture (1997) is more explicit sbout improvements to
agnciltural marketing and information systems. In Section 3.4 Marketing and information
(pp. 15-16) the recommendations included:

to study current agneultural marketing practices and remove exploitative elements;
extend the use of radio o broadeast information through public-private enterprise
collaborstion;

o provide production and market information to farmers' associations  through
fortnightly bulleting of MOFA or District Assemblies,

Vegelable crops

Vegetable crops constitute one of the seventeen prioritised commodity programmes of the
1996-1998 Medium Term Action Plan (MTAP) of the National Agricultural Research
Strategic Plan (NARSP) of the National Agricultural Research Project (MARP), initisted
1 1991 It has been suggested that the currenit NARP should be continued and the present
MTAP should be extended (o five vears. Continuing sctivities will include research on
non-traditional crops  covering  the  production-consumplion  continuum,  including
international markets. “Our strategy s to enhance expor! diversification and help alleviate
the poverty of the populiace. especially the rural population.” (p, 69).

1.3 Visits fo research sites and the project area

L.A1  Preliminary visits

The field survey was preceded by two preliminary visits to Ghana and the survey area by
the principal investigator in Wye College and the local collaborator. The first visit in
September 1998 was intended 0 establish contacts with officials in the agricultural
system, thal is, civil servants, researchers and others in non-formal organisations, [t was
also 10 seck local literature on vegetable markets and development strategies, establish
contact with local arganisations and familiarise the project ream with the decentralisation
of decision making in development policy 10 Region and District level
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The second visit in January 1999 was o select targel areas, test and initiate the data
collection instruments. Discussions were held with Distnict Directors of Agriculture and
their officials that provided guidelines for the selection of the villages for the survey itself.

1.3.2 Workshop

A third visit was made by two members of the Wye team in July to attend the workshop
with project stakeholders and hold further discussions with stakeholders.

1.4 Brong Ahafo Region

Brong Ahafo Region (BAR) is in the mid-western part of Ghana, within the forest-
transition agroecological zones. Sunyvani, the Regional capital, is about 2 hours north-west
of Kumasi, about 6 hours by good tarmed moad from Accrn. The Region is rich in
agricultural land and is well known as the principal producer of the main staple food crops
of Ghana, namely maize, cassava and plantain, s importance, however, is not restricted to
staple Tood production. The production of horticultural crops on a commercial basis is
widespread. The main vegetable crops grown are tomato, garden egg, okro and pepper.

1.4.1 Project districts

The level of production of vegetables vanes from one District to another, OF the thirteen
Districts i BAR, Atebubu, Nkoranza, Wenchi, Sunyani, Techiman and Dormaa Districts
are those that are well known for producing horticultural crops in commercial guantitics.
However, the remoteness of Atebubu District from the other Districts compelled us 1o
exclude it from the survey.

1.4.2 Selection of field sites

In consultation with District officials of the Ministry of Agriculture, ten villages were
selected from the five Districts for the survey, In Wenchi District, Awisa was selected
mainly because it was on the main road and access was not a problem. Akrobi in the same
Distriet had proximity to Wenchi, the District capital, as an advantage while Badu, the
third village selected for the District, was in a remofe area with the road leading to the
village untarred. All three villages produced a mixture of vegetables. Tuobodom and
Tanoboase in the Techiman District and Manso in Nkoranza District were chosen mainly
because tomato constitute the major vegetable that is grown, Tuobodom also had a largely
unsuccessful tomato farmers” association.

Abesim and Fiapre in Sunyani District both had the advantage of proximity to the regional
capital and they represented additional variety in the sense that they offered opporiunitics
for peri-urban horicultural production.

Dormaa District was selected for the survey mainly because it borders Chte D'lvoire and
enjoys opportunities for cross-border trade in horticultural produets., Duasidan and
Benckrom villages in the [Dhsiniet were chosen because they produce mainly for the
Abidjan market in Cate [lvoire. In addition, Duasidan was remote from the main
Dormaa-Cate D Tvorre road,

1.5 Field survey methodolagy
1.5.1 Daia collection

The use of purposive sampling permitted identification of the Districts and villages where
there might be replicable cases of enhanced marketing practices. Within the sclected
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villages, convenmence sampling was used under supervision of the field research team.
Convenience sampling is a non-probability technique that has the advantages of reduced
cost and ease of sdministration. Because the selection of the sampling units is usually lefi
te the enumerator, selection bins is u serious potential problem (Malhotra, 1999).
Howevet, this was considered 1o be unimportant for this project, because the purpose was
qualitative rather than gquantitative, ie to identify enhanced marketing practices. It was not
the intention, nor is it permissible, 1o make population inferences from the sample.

Four skilled enumerators were employed locally in Sunyani and trained for the
implementation of the questionnaires. The survey was done under the supervision of the
local collsborwtor from ISSER. University of Ghana ot Legon, and a research assistant
employed by the NGO Technoserve. The field research team accompanied the enumerator
team from one village to another until the survey was completed.

Table 1.1 Distribution of farmers by village and District

Village No,of  District No, of  Percent of
Farmmers Farmers Farmers

Awisn 16 Wenchi 16 205
Akrobi 8
Badu 12
Abesim 12 Sunyani 24 19.7
Fiapre 12
Tuobodom 4 Techiman 24 197
Tanoboase [
Maonso 14 Nkoranza 14 11.5
Benckrom 12 Dormaa 24 19.7
Duasidan 12
Total 122 |22 00,0

Table 1.1 shows the distribution of farmers interviewed by District. It was decided that o
mmimum of § and a maximum of 12 farmers should be interviewed in each selected
village. The maximum was exceeded in Manso village because it was the only village
selected for the Nkoranen District. A total of 122 farmers were interviewed.

1.5.2 Data analysis and presentation

Data were entered in Ghana (ISSER. University of Ghana, Legon) and checked at Wye
College, University of London. They were analysed using descriptive statistical
procedures of the SPSS programme. Inital results and potential recommendations were
presented and discussed at a project stakeholder workshop in Sunyani, BAR in July 1999°,
and a workshop st Wye College in July 1999° and again at o seminar at the University of
Reading in December 1999" Among the issues discussed at the Sunyani workshop was
the representativeness of the sample during which farmers acknowledged the credibility of
the data (see section 2.1.1).

: ‘Improving Informational Constraints’, workshop held in Sunvani, Hromg Ahafo Region, Ghana, § July
1989

! *Information in Vegetabbe Markets i Gihana — o preliminary repont’, Poole, M0, (1999), paper preseiied st
the warkshop “lmproving Smalllolder Market Access in Remole Arcas of Sub-Saharan Africa’, Wye
College, B-9 July

* ‘Murket Information and Access for Smallbolders in Sub-Sahanin Africa’, Poole, N0, {1999}, semimar
presented at the Depariment of Agriculisral and Food Fconomics, University of Reading, 6 December.
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2 CHARACTERISTICS OF VEGETABLE FARMERS

2.1  Sociocultural characteristics

This section descnbes the sociocultural charseteristics of the vegetable farmers surveyed.
The major characteristics of the sample are pender, age distnbution, level of education and
houschold size.

2.1.1 Gender

Both men and women grew vegetables in the survey srea, Mo conscious efforts were made
o interview male and female vegetable farmers. Almost 25 percent of vegetable farmers
interviewed were females while a little over 75 percent were male (lable 2,1 ),

Tabile 2.1 Gender of vegetable farmers

Gender No.of  Percent of
[armers Fuarmers

Male 03 76.2

Female 29 238

Total 122 [ATAR
Gender”

Morie men are Envelved with the prodiction practices than wamer, b there is differentiation in the
prodection and arvesting practives. The whole househald @ fovedved (o vegpetatle production, b
the man hay Cowneeship” of the emterprive. Weanen gre offen proferred for harvesting, and
souredimes are give e fob of negotiening with the flavarially femalal tradees. The women agreed
that the general balanes of geader invalvement in production is SIS0 arenwomen,

fir Darmiana Disteich, where if war said emphatically by farmers and fraders that the gender division
way RN senfwienen, HeosT rg,l"nrn:' prmﬁmrfrm work It done f'l_l.' mert Ji iy conridersd thay women
dre rof bl fo wnderiake the ploafzally demarmling ard more sophisticared production pracrices
anch @i slakieg e lomatoes for sale v Cdre D Tvalre. I particalar, wodren are ol siegng erough
to wield the sefiocks frd are weed there. However, women are frvalved In the production of atfer
vegelablies,

The role of women depends on the tvpe of crop, and the aonvitien wader constderation. Gender
|-|;.||||,r.; g :'r.l'.lln tiriid Jr.raﬁ .rpn'JﬂJ A eledr Jmf‘l’d‘t‘.‘-‘.ﬂnﬂ Wiy Frpr'.rrg gr'l.-r.ll r.i.-pr mEn are ,:rgrl;.lr:lg _ll_'rrc!ﬂ.rl
el Bl wtieedt e Bl defuen aid

" Rigorous basesline data on gender differentiation and commercial orlentation of vegetable production are
ned available, The historienl view is that vegetable frming has been lurgely o femabe aclivity in mos
Crhanaisn farming communities. However, the involvement of men in commencial vegetble production has
been increasing in recent years. Ashitey et al. {1994) reported thay vegetable crops traditionally were grown
by womén, but that men had shified o vegedable farming, particulasly commercin] production of garden
egg and tomato, Warburton amd Lyon (1%55) attribuie an undocumented but acknowledged increase in male
participation in vegetable production fo the ircreasingly commeercial environment. Lyon { 1997F also sugigests
that in recent years male unemphisment hns stimilated this increasing invalvement in commerclal arming,

Thus, bath men and women are involved in commercial production, with an increasing participation rate of
woung men in commercial production.

" Workshop Report, July 1999
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1.2 Age

Comments are ofien heard that farmers in Ghana, particularly cocoa farmers, are old,
(generally over 50 years) and that the vouth are not attracted to farming. However, from
table 2.2, o majority of vegetable farmers, 62 or 50.8 percent of the sample, were in the 20-
35 years age group. There is evidence of considerable new entry particularly by voung
men, although it has been reported clsewhere that the young male entrants to lomato
pmdu:;tinln aim rapidly 1o gain financial capital and move on o other income-generating
activities

Table 2.2 Age distribution of vegetable farmars

Age group Mo. of Percent

[ yenrs) farmers  Of formers
< 20 i 4.9
Hy= 35 6l 0.0
36 - 50 51 41.8
50 + 4 33
I'otal 132 L0

Male farmers in the sample were vounger than female farmers.

2.1.3  Educational level

Education enables the farmer 10 comprehend extension education and to digest and apply
information better in farming activities and in the marketing of farm produce, Literacy and
numeracy are important skills in appreciating the importance of and in maintaining
records. Higher levels of literacy and numeracy are likely to be associated with a more
commaercial orientation

The level of education of vegetable farmers in the sample is shown in table 2.3,

Table 2 3 Level of education of vegetable farmers

Educational level Mo, nf Percent
Farmers  of farmers
Mone 12 98
Primary 23 | B4
Middle/JSS T 63,1
Secondary a g2
Total 122 100.0

Only 12 of the vegeble farmers interviewed did not have any form of education, A
majority of the vegetable farmers, 6.1 percent, had attained the middle school or junior
secondary school level of education, 1t is the most basie level of education that a person fs
expected to attain in order 1o qualify for the most basic white collar jobs in Ghana. Thus,
at that level a farmer should be able to communicate, read and keep basic records either in
English or in the local langunge

" Dorward, P. (1999) Personal communication, arising out of DFID Project RATI0 (Sociveconomic
Methadologies of NRSP: Development of Farm Masagement Type Methods for Improved Needs Analysis).
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For rural communitics in S5A, the reported level of education among the vegetable
farmers was high'"

Male larmers were more likely than lemale w have been educated o middlefjunior
secondary or secondary level. No relationship was found between age and level of
education.

2.1.4  Houschold membership

Household size gives an indication of labour availability in farm families and consumption
demand, Large houscholds tend to have better access to family labour lor farming
activities. The national average houschold size is about 4.5 persons. In the sample, only 30
percent of vegetlable larmers belonged to households whose size ranged between 1-5. The
high number of people mm the houscholds of vegetable farmers was typical of farm
households in Ghana

Table 2 4 Household size of vegetable farmers

Number of people No.of  Percentof
farmers  Farmers

1-5 17 03
6-10 43 35.2
11-15 14 11.5
16-20 12 9.8
Chwer 20 16 13.1
Total 122 1000

As expecied, there was a pesitive association beiween household size and age: the 20-35
vear age group of farmers were from smaller houschold, Older farmers were associated
with larger houscholds and more diverse agricultural production

Houschold size was not related to gender of farmer, level of education, level of other
income or propensity 1o rent land,

" This finding is not inconsistent with other work. In her study of agricubural information in Ghana, Carter
identified morked regional differences within the country concerning levels of litesncy and educatiomal
aitainment. For her sample, of farmers in the nerth of the country, only 6% of group members interviewed
had attended high school for 2 or more vears, compared with 33% in southern Ghana (Carter, | 999)
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3 VEGETABLE PRODUCTION AND OTHER ENTERPRISES

3.1  Introduetion

This section of the report describes the resource base of vegetable farmers with respect 1o
the availobility and use of Jand, production svstems and input use. Reference is made ot
the end of the section to other agricultural enterprises and income soorces additional 1o
vegetable production

3.2 Land

321 Tenancy

As shown in table 3.1, 90 vegetable farmers owned farm plots. This represents 7318
percent of vegelable furmers in the sample.

Tabie 3 1 Ownership of farm plots by category
Mo, of Mo, of Hushand  Wife  Family  Others
plots farmers
23 + i 11
|8 I 4 [
28 | r, 6
2 4
I 9

f

1T ]
4 4

LTI S o

I
|
I
1) 0

The remaining 26.2 percent either rented the plois or used plots belonging to hushand or
wife or the entire family. The most significant of these categories is family ownership
where 29.5 percent of vegetable farmers indicated that they farmed family-owned plots in
addition to their individual plots

Most tomato plots are owned either by the hushband (18 percent of the sample), father (14.8
percent of the sample) or wife (5.7 percent of the sample). The pattern of ownership of
vegetable plots is the same for the other vegetables. However, combinations of other forms
of ownership has the highest proportion for all vegetables, ranging from 13.1 percent of
the sample for garden egg growers 10 279 percent of the sample for tomato growers

321 Distance from village

Unly 5 percent of farmers travel on average less than | km to their plots. About 49 percent
of vegetable farmers travel between 0.5 10 25 kilometres to their plots of land, while more
than 15 percent travel 5 km or more on average to their plots (tble 3.2)
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Table 3.2 Average distance (km) from plots to centre of village

Distance Mo, of Percent

{km) farmers  of farmers
< | 5 4.1
| -=3 54 443
J-<5 43 35.2
5-<10 16 ER
10+ i 25
Missing | LI
Total |22 10430

3.2.3 Renting

[t is significant to note from table 3.3 that about 50 percent of vegelable farmers rented
land. Of those who rented land 23 (18.9 percent) rented less than 2 acres while another 29
(23.8 percent) rented 2-5 five acres, and 10 farmers rented more than 3 acres.

Female farmers and older farmers were significantly more likely to rent land than male
farmers. Age of male farmers did not affect the likelihood of renting land.

Table 3.3 ‘How many acres of land do you rent?

Meres Mo, Percent
. offarmers of farmers
None ' i) 49.2
<2 23 18.9
Y25 269 231.8
5-=10 9 74
10 + 1 0.8
Total 122 100,00

3.3 Production of vegetables

1.3.1 Vegetables species

Tomatww was the most widely cultivated vegetable, followed by goarden egp, okro and
pepper (table 3.4). Onion, cabbage and lettuee were also cultivated, but 1o a limited extent:

Table 3.4 Frequency of cultivation of vegetables

Vegetable No, Percent
of farmers  of farmers
Tomato 08 B3
Garden epg 15 61.5
Okro 56 459
Pepper 47 385
Omion 9 7.4
Cabbage 2 1.6
Lettuce 1 < |

332 Production arcas

In all the Distnicts, tomate was the most popular vepetable. This was followed by parden
cgg. okro and pepper respectively. Arcas cultivated of individual crops reflected their
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popularity: tomato was also the vegetable grown in the largest aren, followed by garden
egg. vkro and pepper respectively (table 3.5). All but one farmer grew other crops in
addition 1o vegetables (scction 3.4 below ).

Table 35 Area of vegetables cultvated by households in 1998

Moximum Mean Sid.
iocres)  (acres)  deviation
Tomato 40 214 4 .57
Garden egg 20 1.09 2.08
Pepper 6 .54 | .0
Cikro 4] [i48 8]
Total vegetables 47 4.85 570
Total other crops 50 7.70 7.56

Total vegetable production by the sample is presented in table 3.6

Table 3.6 Scale of production — all vegetables
Areu of vegetables  No. of Percent

(agres) farmers  of farmers
<2 23 IR0
2-=<5 59 484
5-<1D 30 246
10+ 110 B2
Missing | 0.8

Gender and level of education did not affect seale of production, but farmers in the age
group 20-35 years were more likely to produce on a larger scale than were farmers in the
age group 36-30 years. There was no asspomtion between scale of production and whether
or not farmers rented land.

133 Production mativation

Exactly 50 percent of vegetable farmers in the sample were inlerested in vegetable farming
because it offers them regular income. Another 13,1 percent of the farmers cultivated
vegetables because of profitability. Thus the income and profit motives are the driving
force behind vegetable cultivation in BAR. There was only limited evidence of interest in
medium or long-term capital gains rather than regular imcome generation (1able 3.7):
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Table 3.7 Reasons for producing vegelables

Reason M. Percent
~_of farmers  off farmers
Profitahle 4] 13.1
Regular income 6l 50.0
Irregular but large income 2 1.6
Other 2 1.6
Combinations 41 2.8
Missing I < |
Total 122 1.0

Table 3.7 .1 Reasons for producing vegetables®

Reason No. Percent
of farmers  of farmers
Profitable 35 45.1
Regular imcome 110 128
Irregular but large income 14 11.5
Crher 2 1.6

* values include multiple responses
3.4 Inputs and irrigation in vegetable production

141 Inputs

Vegetable production in BAR is relatively intensive. Elsewhere it has been reporied that
soil fertility is under threat, and disease and pest infestation increasing due o serial
monocropping, induced by reputation effects of successful villages and the marketing
systems which favours product specialisation'', Seeds, fertiliser. agrochemicals and
irrigation water are important in the relatively intensive production systems. In particular,
the type of seed psed is important in determining the gquality of the product and consumer
acceptance. [n most cases the source of seed supply also determines the quality of the seed
used in production.

Inputs '™
In Abesans there 18 some use of organic manure, from poultry droppings, but atherwise, Tirmers are
highly dependent on the purchase of agrochemicals

Seed merchants and agricultural stores were a source of inputs {sceds, fertilisers, and
agrochemicals) for 65% of producers (table 3.8). Seeds were saved from previous seasons
(38%). and also sourced by producers from fellow farmers (26%).

" These issues are the subject of rescarch by the DFID-funded Imegrated Food Crop Systems Project
(IFCSP), Sunyani, Ghana (RGG30), with which the current project hos been linked

2 Workshop Repart, July 1999
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Table 32 8 Irmigation and sources of input supply”

Source Na. of Percem
— fermers  of farmers
Seedagricultural merchant 74 4 8
Seed saved from previous crop 46 7.7
Inputs from a fellow farmer 32 26.2
Inputs from trader 9 74
Inputs from Cite ' Ivoine ] 9.0
Inputs from public seotor sources s 49
Water supply other than minfall 102 LEN

* velues include multiple responses

A greater proportion of large scale vegetable farmers (the 35 percent who grew more than
5 acres) sourced their inputs from a seed merchant than did the smaller scale farmer. but
the difference was not statistically significant. Small-scale producers used a wider mnge of
APl sources.

Some W of farmers (in Dormaa District) sourced inputs (sceds) from Chte D' Ivoire
{(CDI} — though they did not always sell 10 CDL Traders were only a source of seed for
only 7%, and agricultural extension services and the agriculture department were cited by
only 3% of farmers

Traders from Togo were prominent in some villages, and traders were recorded also from
Burkina Faso, { Traders from Cote IVlvoire were also cited as a saurce of new information
ahout crops and varicties)

342  Irrigation

Water supply is eritical for vegetable production. particularly, in the dry season (table 3.8).
A high proportion of farmers (84%) had access 10 sources of irrigation to supplement rain-
fed production, ranging from stream water, commonly pond and imgation, 1o occasional
boreholes and flood irrigation water. Nearly 60 percemt of vepetable farmers relied on
ponds and rivers as sources of water for irrigating their vegetables. Over 12 percent of the
sumple used buckets 1o draw water from wells and dugeuts for irrigating their vegetables.
About 10 percent of the sample used water from small sireams while 16 percent of
vegetable farmers used other unspecified sources of water supply and snother 3,3 percent
used 0 combination of sources

3.5 Production of other crops

Maize, cassava, yams, groundnuts and beans were the main non-vegetable crops grown by
vegetable farmers. They are all mainly staple food erops

Only 27 (221 percent of the sample) of the vegetable farmers also cultivated cassavn. The
area ranged from (.50 to 8 acres. Cultivation of cassava was small scale as 24 out of the 27
vegetable farmers cultivated between 0.5 10 3 acres,

On the other hand, |14 vegetable fanmers (934 percent of the sample) also cultivated
maize. The screage of maize cultivated ranged from 0.5 10 50 acres. Thus maize farming
appears fo be a major activity for vegetable farmers. There appears to be o skewed
distribution of vegetable farmers in the acreage range in favour of small-scale maize
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production. About 55 percent of vegetable farmers cultivated up to 5 acres of maize. The
remaining farmers were evenly distributed in the remaining acrcage range (6 to 50 acres).

The other crops did not appear in any significant proportions in the vegetable furmers’
plans. Only 14 (11.5 percent of the sample) of the vegetable farmers grew yam in areas
ranging from 0.50 to 4 acres. Another 5 vegetable farmers (4.1 percent) grew groundnuts
in the same range as for vams.

3.6 Income from other sources

Vepgetable farmers earned income from a variety of other sources. These were mainly from
other crops, livestock, firewond and charcoal, hunting, ete’’, The most significam of these
was from other crops where mpize and beans featured prominently. Incomes from maive
were reported to range from C30000 to C3.15 milhon for 95 farmers in the sample.
Almost one-half of vegetable farmers (48 percent) made eamings from cassava (up 1o C2
million }. Only 13 vegetable formers (11 percent) eamed income from beans (up 10 C3.24
million

Only 34 vegetable farms (about 30 percent) eamed income from livestock, the mast
significant being from sheep (8.2 percent of farmers). Other forms of livestock included
ducks, poats, pigs, and poultry. In general. carnings from livesiock in 1998 ranped
between C40000 to C1.2 million. While one farmer each was involved in
lirewood/charcoal activity and bee-keeping, two were involved in hunting. Income from
lirewood was about C8000 while that for hunting and bee-keeping average about C300000
in 1998, Remittances did not constituie a major income source for vegetable farmers. Only
9 farmers received reminances from outside the village in 1998 and this ranged up to
C500000

Reporied total income from other sources is shown in table 3.9, Over one-quarter of the

farmers in the sample carned other income on more than Cl million. The maximum
recorded was C4.27 million,

Table 3.8 Income from other sources
Income range Percentage
(cedis) of farmers
< 500000 40,2
SN - < 1000000 23.8
1 OO - =< 2000000 13.1
2RO (23
Missing 0.7

" The exchange e at the time of the survey was approximately £1 = C3800
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4  MARKETING OF VEGETABLES

4.1 Experience in markefing

The number of years in which a vegetable farmer has been selling his produce was
assumed to be a proxy of his cxperience in vegetable marketing. Toble 4.1 shows that
almost 20 percent of the vegetable farmers surveyed had less than 4 vears experience in
vegetable marketing, Ar the other extreme, 328 percent of the vegetable farmers had more
than 10 years expenence in vegetable marketing.

Tabie 4 1 Experience in vegetable marketing

Years of Mo of Percent

experience  farmers  of farmers
I-3 23 189
4-10 3 467
=10 41 318
Missing 2 1.6
Total 122 L 000

Years of vegetable marketing experience were related 1o level of education. That is 1o say,
new entrants since 1995 onwards were less well educated than the farmers of longer
standing in the vegetable trade

No relationship was found between age and entry into the market; that is 1o say, producers
of all age groups sccounted for the entrants since 1995, and new entramts were not
significantly younger than those with 3 or more vears of experience.

4.2, Destination markeis

Vegetable farmers sell to clients from far and near the point of production. They sell 1o
itinerant traders in the village, traders from the same region and traders from urban centres
in other regions. They also sell 10 o combination of these clients, as indicated in figure 4.1.
The estimated relative importance of differemt channels is indicated by weighting of the
lines.

Figure 4.1  Vegetable ma rket channels in Ghana
WHOLESALER DISTRIBUTOR
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Varetal differences in markel chains"™

The tomato chan is different — shorler than garden égg and the sther crops because of the higher
petishability. There are more local waders and more extensive use of relay markets for garden ogg

anid the kess perishable vegetables than in the tomato trasde

Table 4.2 shows the wide range of local and national market destinations from which
buyers came, and also highlights the imporiance of Accra as the single most important
destination of the vegetable trade from BAR

Table 4.2 Destination markets®

Ohrigins of traders Mo, of Percentage
Farmers  of farmers
Accra KR 721
Village T 54,1
Kumasi 68 35.7
Brong Ahafo Region 7 57.4
Crther domestic markets Al 2%
Togo 21 7.2
Cote D'lvoire 0 74

* values inchide multiple responses

Other Ghanman markets cited included Aflao, Bolgatanga, Ho, Koforidua, Takoradi,
Tamale and Somanva. Other destination markets were the neighbouring Francophone
countries of Togo and Cdte [V Ivoire.

4.3 Production and sales of vegetables

4131 Production volumes

Table 4.3 indicates the approximate production volumes that were produced in 1998",
These data must be treated with caution because of potential problems of recall and lack of
standardisation. Most vegetable farmers produced up to 50 cratesbags of the major
vegetables in 1998,

H Warksip Repors, July (909

"* Standardisation of units is problematic {Lvon and IFCSP Team, 1997):
tomato autput is sald in wooden crates of foo sizes, of nppproximately 35-60 kg, and TO-80 kg
garden egg s sold in sacks of two sizes, 33-40 kg and T2-82 kg

pepper and okeo, commercinlised on o smaller scale. are sold from fermes oy difTerent siaed contalners,
but quantities in the markets sre standardised volumies of ‘rubbers” or black plastic buckets,

Ghani Coumtry Repon - Pooale, Seini and Heh 5



Table 4 3 Preduction of vegetable (crates/bags) m 1988

Crates/bags Percentage of farmers producing:
Tomaio  CGardenegg  Pepper Okro

1-50 35.1 332 4.0 36.7
30=10} 194 14.7 3.2 4.0
101-150 0.8 4.0 |6 1.6
I 51-2(H} 4.9 16 (1.0 (LAY
201-250 33 32 .0 0.0
251-3(H) 24 (0.8 .0 1
FH+ 4.1 (8 0.0 0.0
Wlissing 21.1 41.7 61.2 56.9
Total 100 LML) | (0 03 10K0.{)

Ower 33 percent of vegetable farmers produced this range of production (up to 50
crates’bags) for omato, garden egg, pepper and okro. For tomato, and garden egg 29.2
percent and 8.7 percent of the farmers produced between 50 and 150 erates'bags,
respectively. Fewer farmers produced in the higher range of production for tomato and
garden egg while for pepper and okro, production scarcely exceeded 100 crates/bags.

432 Marketed volumes

Table 4.4 indicates that vegetable production was highly market-oriented. In 1998, sales
were quite vigomous. For tomato, 64 percent of the farmers made up to 20 sales in the vear.
Ihe proportion of farmers moking sales declined as the number of sales incresse
Likewise, there were fewer sales for pepper and okro than for garden epg, and also for
okro than for pepper.

Tabie 4 4 Number of sales of vegetables in 1998

Mo, of sales Percentage of farmers selling:
Tomate  Garden epg Pepper Okro

1-10 320 |89 11.4 3.2
11-20 320 26.1 13.1 8.9
21-30 10,7 1 0.6 49 0.8
31-50 13.8 1.2 24 0
50+ .6 9.7 32 |.6
Missing 1.9 27.0 4.8 85.2
Total 1004 | 000 100.0 100.0

Table 4.5 gives an indication of what was sold out of the production of vegetables for
1998, The pattern of guantities sold appears similar to the quantities produced (table 4.3),
Ower 55 percent of tomato farmers sold up to 100 crates/bags of tomato compared to
almost the same proporiion thal produced this mnge of tomato, Similarly, 47 4 percent of
garden egg farmers sold up 1w 100 crates’bags compared to 479 percent who produced
that quantity of garden egg. Similar comparisons can be made for pepper and okro and
between other ranges of production and sales, This seems 10 suggest that almost every
vegetahle thal is produced was also sold Evidence of a strong commercial orentation
among farmers in the sample was intended by the purposive approach of the research.
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Table 4.5

Quantity of vegelables sold in 1998 (crales/bags)

Percentage of farmers selling

Raps/crotes

Tomato  Garden epp
130 R 335
$1-100 | 8.6 13.9
101-150 8.1 4.0
151-200 49 1.6
201-250 4.1 32
251-300 24 (.8
=300 4.0 (.8
Missing 21.3 422
Total 1000 (LLIXE

Pepper

1.6

3.2

1.6

RN

0.0

0.1

RN
3.

| (.00

Okro

167
1.2

1.6

1.0

.0

(5

(.00
.7
1010

4.3.3 Marketing scason

The months of major sales of vegetables in toble 4.6 showed variations between the

vegetables, For tomato, the months December through April were the major period of

sales. A second but shont penod of sales was June/luly. The period December to April can
be considered as minor or dry season sales while June/luly is the rainy season sales, These
two major seasons of lomato sales conforms (o the bi-modal rainfall pattern in the survey

area.

Tabie 4.6 Manths of major sales of vegelables in 1988
Months Percentage of farmers selling:

Tomate  Garden epg Pepper Okro

Jamuary 82 Ny 0.0 25
February 13.1 0.8 3.3 4.9
March b.h 1.3 4.1 .6
April 113 £2 .8 0.0
May 4.1 3.7 41 4.9
June T4 1.6 0.8 23
July 432 9.0 4.1 49
Augusi 0.8 4.1 4.1 (IR
September 2.5 4.1 5.7 33
October 1.6 4.1 41 0K
November 4.1 0.0 4.1 |.6
December 13.0 1.6 2.5 |.6
Missing 18.0 434 1.6 566
Total 1000 100.0 100.0 104).0

Cilkana Country Report - Poole, Seini and ek



Figure 4.2 Sales periods for major vegetables (%)

1 Okro

O Pepper

B Garden egg
B Tomato

FESLP ISP PLP S F

lTomato sales were spread, albei unevenly, throughour the year. For garden egg, the major
period of sales was March to July. There did not appear 10 be a clear period of major sales
for pepper and okro as sales were more evenly distributed throughout the year. This is
attributable 1o the less perishable nature of the two commodities and that both are easily
amenable to drying and storage. In fact. there is a greater demand and a higher price for
both vegetables when they are dry than when sold fresh. It is significant to note, however,
that sales ol the major vegetables do take place throughout the year. reflecting the vear
round demand

434 Guide prices

Price data, like quantity data. need to be treated with considerable caution, but have
comparative value. Prices recesved by vegetable farmers also varied markedly from one
vegetable 1o another as shown in table 4.7

Tabie 4.7 Minimum and maximum prices of vegetables in 1988

Vegetable Price in cedis (C) (crate or bags*
Range of mmimum  Range of maximum
prices prices
Tomate S000 - SIHHG0 20040 - 270000
Garden egg 1000 - 24000 6000 - 100000
Pepper SO0 - T0000 1200 - 200000
Okro M) - 1ROOO OO - 360000

* exclodes outliers

The minimum prices received by tomato farmers varied between C5000 and C40000 (per
crate'bag). However the most {requently occurring minimum price (mode) for tomato was
C10000 which was citedd by 23 percent of tomato farmers. On the other hand the maximum
price received by womato farmers ranged from C20000-C270000 per crate/bag with the
mode being C60000 which was declured by 139 percent of the vepetable farmers.
However, for a majonty of vegetable farmers (573 percent) the maximum price for
tomato i 1998 ranged between C2N0-RO0000 per ernte/hag.
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It was reported in the July workshop in Sunvani that tomato prices can fluctuate from
CS0H)-3 10000 per crale of 70 Kg.

For garden egg muimum prices varied between C1000 and C24000. The maximum price
for garden cgg ranged between CHMWR) and C 100000 with the farmers randomly distributed
within this range without a clear mode. However, 37 percent of the farmers felt that the
maximum was between C20000 and CE0000, 42.6 percent of larmers did not answer the
relevant guestion,

Pepper had similar ranges of prices 1o garden egg with the exception that the highest of the
minimum price range for pepper is slightly higher (C30000) than that of garden ego. Also,
63.1 percent of farmers did not answer the relevan! question.

Clkro has the lowest price ranges for both minimum and maximum prices.

Prices and qualiy "
Tormato prices can Nuctuate from C5000-3 10N per crate of 70 Kg,

The Cdte [3"lvoire expenence s mieresting: rade 15 much more qualicy orented. The rraders visn
farms and select the product 81 the farm. The outpul from the whaole village is then sssembled at the
village centre for regruding on a scale of 1-3 Quality standasds and varietal specifications are
demmanding. and the grice for grade | fomatoes i3 op 1o three times that for the worst grade. Traders
masnitor production and there is a high gualits of interaction and collaborstion throug o)

Aveay from the border, the domestic trode is choracterised by bulkier packaging, which is delivered
by iraders 1o farmers belore harvest, and collected aflerwards. Traders commented that “the fammers
harvest, and then you zed 1o Accra and discover poor quality produce af the bsttonm®. There is a lnck
of inspection on=farm thit 5 in part atiributable 1o procedures, and also made more difficuli by the
form of packaging. Abo, there is always 0 market ouwllet for poorer guality peoduce. The
profiabilicy of trading depends on fhe finnl margin farm-Accra, which s heavily influenced by
transport costs.

" Workihop Repowi. July J999
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5  BUSINESS STRATEGIES AND MARKET KNOWLEDGE

5.1 Record keeping

In spite af the relatively high level of basic education of vegetable farmers in the survey,
only 47.5 percent of them indicated that they kept some records. Significantly more male
farmers kepy records tham femuies (p = (0020), There was po association between level of
education and, nor age and record keeping

Of the respondents who did not keep records, the reasons suggested are shown in 1able 5.1

Table 51 Reasons for not keeping business records

Renson No.of  Percentage of
farmers farmers
Tedious exercise 7 57
|t is not important 20 | 6.4
Mon'l know how to 13 0.7
Don’t know why 19 15.6
Chher reasons ] K
Missing 1 25
Total 4 o 4]

5.2 Market knowledge

5.2.1 Current price information
As shown in table 5.2, 49 percent of farmers said that they had very good knowledge of
market prices while about 37 percent had some limited knowledge about vegetable prices:

few vegetable farmers (9.8 percent) had no knowledge al all about market prices of their
product

Table 5.2 ‘How well do you kmow market prices?’

Level of knowledge No.of  Percentage
Farmers  of farmers

Very well 6l 492
Mot very well 43 69
N at all ¥ 0K
Missing 5 4.1
Total 121 10010

Most farmers obtmin knowledge about current market conditions (supplv, demand and
market prices) from the traders. Traders, neighbours and friends, and visits to markets
were the main information channels. Radio was of little significance a¢ a source of
information. and only 2 farmers cited the extension services as 4 source of such
miormation.
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Table 5.3 Sources of knowledge about current market conditions*®

Source of knowledpe No.of  Percentape
FFarmiers of farmers

Traders a3 5.6
Meighbours & fnends i9 2.0
Visit to market 23 18.9
Radio | (] 8.2
Extension services 2 1.6
Other sources | (.8

Felom ' know ar all about marker prices” 12 08
Missing 14 11.5
Total 122 100.0

* walues include muluple responses

5.2.2 Use of radio

About 55 percent of the sample said that they listened to the radio evervday. Another 37.7
percent said that sometimes they histened to the radio, Only £ farmers (6.6 percent) said
that they never listened 1o the radio. Nevertheless, as noted above, radio was of minimal
importance as @ medium of current information about supply, demand and prices. This
implies that information content of radio programmes on vegelables is either very low or
non-exisient.

Table 5.4 Frequency of radio listening

Frequency No.of  Percentage
Farmers  of farmers
Every day 67 549
Somelimes 46 177
Never 3 6.6
Missing 1 0.8
Total | RLIXT

5213 Knowledge of new crops and new varieties

Enowledge on new vegetable crops and on new varieties of the vegetables came mostly
from fellow farmers, s revealed in table 5.5, Traders also constituted a sigmficant source
of knowledge aboul new crops and new varieties. Farmers who cited various sources cited
most frequently other farmers, and then other traders. The extension service was cited in
more than a quarter of the responses.

Table 5.5 Knowledge of new crops and new varieties”

Source of knowledge  No, ol Percentage
Sapiers  ofjermers

Fellow farmers 58 47.5
From traders e 3h.1
Extension officer i3 27.0
Research station l 0ns
Other sources R .6
Missing 3 4.1
Total 122 [ (100

* walues include mubliple responses
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524 Information sharing

Information appearcd to be widely shared among producers, but less so between producers
and traders: only [2.3 pereent of farmers said that they did not share information on crops
and prices with other farmers, and 213 percent said that they did not share such
information with traders

5.3 Strategic responses to information

5.3.1 Production strategies

Knowledge about historic market conditions enables agricultural producers to plan their
planting and harvesting activities 1o avoid low market prices. In the sample, indeed, 98
farmers (803 percent) indicated that they actually planned planting and harvesting
operations precisely for the purpose of avaiding low market prices (table 5.6},

Early and lante planting were the most favoured stratepies Multiple stratepies were cited in
20 responses. Disaggregating the multiple responses rised the importance of changing the
combinations of vegetable and non-vegetable crops grown. Staggered planting was a
common “other’ answer suggested by respondents, as was also monitoring current price
trends in the market.

Table 5.6 Farmer planting and harvesting stralegies®

Strategic response No.of  Percemage
e Farmers  of farmers
Change combination of vegetables grown 22 18.0
Change to non-vegetable erops 5 4.1
Early planting 15 28.7
Late planting 27 2.1
Other 34 279
f da not plan my planting and harvesting 2 213

activifies o avoid low markel prices
* wnlues include muhiple responscs

53.2 Varietal chaice

A number of factors may influence the choice of the variety of crops cultivated by farmers
Ideally, production possibiliies match consumer demand. Sometimes market
ntermediaries specify the vanety, Other factors such as neighbours, the extension service
and better prices for certain varicties influence farmers’ choice.

Ihe relative strength of these factors is indicated in ble 5.7, It shows clearly that first,
price. and second, traders exert a high level of influence on vegetable farmers in their
choice of variety, This makes sense as that can guarantee them a market for their produce
at harvest time, The lack of influence of the extension service in the choice of vegetahle
varieties grown is worth noting. Among “other’ responses. perishability was a commaon
answer, producers choosing varieties thit were hard and maintained a good physical
appearance. High yield was also cited as a factor, as was suitability 1o the local soil and
rainfall regime
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Table 57 Factors influencing choice of vegelable vaneties®

Factor Mo, of  Percent of
_ fnFrmeTs [armers

Better prices for certuin varietics HY 36.6
Traders' requests 51 41,8
Meighbours f 4.9
Extension service i i3
Oiher i3 270

* values include muluple responses

Knowiedpe of current market prices is not a decisive factor in cultivating vegetables
because ripening is a natural process’ | and storage (at least for tomato and garden epg) is
not feasible. However, knowledge of current market prices 15 a decision tool for price
negotiation, and scquisition of such knowledpe is an important marketing strategy. In
some cases, cash needs force farmers 1o harvest even when prices are low, In other cases,
farmers desist from harvesting if prices are too low, either out of pigue, or because low
prices may render harvesting uneconomic

A tona] of 75 farmers (61,5 percent) indicated that they have never refused 1o harvest their
produce because of low prices, However, 47 (armers (38.5 percent) said that there were
occasions when they decided not to harvest their produce because of low prices. For 11
percent of the sample, this had only happened on one occasion. but for others, the
[requency was higher (1able 5.8):

Table 5.8 ‘How many times have you decided not to harvest because prices are
low?

Frequency No,of  Percentage

farmers of farmers

Never 75 61.5

| — 5 times 26 21.3

More than 5 times (11 4.8

Missing 15 12.3
Non-harvesting'"

The daim suggesting that mavbe 40% of formers ot one simge or another decide not 0 harves ther
produce because of low prices enused interest among the public sector officials. Farmers
commented that losw prices mesnt thad 0 was betler mol 1o incer the high costs of harvesting. This
applied particularly 1o tomsta, [nthe case of garden cgg. it is necessary o harvest in order 1o ensure
contimisd productismn, bul the harvest s semetimes discorded. The costs of harvesting &re not
inconsidereble. All Farmers unilise hored labour @ some stage during the year, because family lgbour
boitlenecks occur of peak production times. Fumily labour i costed by the farmers, bul not paid,
and it was said that no farmer relies entirely on family [wbour, Hired labour bins 1w be paid ‘on the
sl

'" Use of cocon fungicides has been identified as o production strategy to induce ripening in FESTMIAE D
market prices. It is nol knoswn how sadespreadl 15 the practice. 11 does pose significand healih threnis
® Workshop Reporr, July 1998
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6 NEGOTIATION, REPUTATION AND TRUST

6.1 Negotiations for vegetable sales

Vegelable farmers may negotiate with traders for the sale of their crops individually,
collectively with members of their family, or collectively with other farmers in the village
or nearby villages. They can also do so through a negotiating committee, particularly when
the farmers are arganised into 4 group or some form of asseciation or cooperative. They
may use o combination of negotiating methods

In 1998, most vegetable farmers negotiated for the sale of their vegetable collectively, thar
15, with other farmers and through a negotiating commitice (fahle 6.1), This implies a high
degree of interaction between wvegetable farmers. However, farmers also showed a
tendency to negotimte either individually or collectively with family members A small
number of farmers replied that there were no effective negotiations, but that traders
dictated prices.

Table 6 1 Mode of negotiation of vegetable prices®

Mode of negotiations No.of  Percentage
farmers  of furmers
Collectively with other farmers 44 40.2
MNegotiating commities 48 39.3
Individually 21 172
Collectively with family members I8 14.8
Combinations 13 10.7
“Traders thelate prices” h 49
Missing 8 b.6

* values include mubtiple responses

Negofiating commuttess™

In Sunyani and Abesim, where negotialting commitiees aperaie on {armers” behalf, they comprise
both men and women, The il hoc “loose associations” serve the purpose of negotioting with traders
about prices. The ability o organise and exercise bargaining power depends on season and the
balunce of supply and demand, In Dormaa, if i the trader who decides the price. and some do %o on
the basis of peefinancing production, because farmers need both production ond consumpeion credit
from somewhere. Negotations are conducied in French, and producers are paid m lvorian CUIrEncy

The lose wssoctations of producers are fragile, and face problems of defection and free-riding when
supply outsinps demand. Lenders of negotinting  commitiees are lso  sccused of agrecing
preferential individun terms ot the expense of group members

Farirery  cummeniy

“The prablem with farmers” growps o that absentec farmers can infilirate wroups and become
leaders and direct the grougps Groups sometimes do nol work because of mistrust among farmers,
some of whio engnge i direct negotiations with iraders at the expense of gronp interests. Farmers
tend 1o hove little aseraction with iraders and are more individual st

Table 6.2 shows that almost 55 percent of farmers negotiated prices for their vegetables al
the house. Negotintions in the market place, where o farmer might be considered 1o have
less bargaining power, and in the field were less frequent negotiation locations

" Workvhop Repuart, July 1999
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Table 6.2 Place for vegetable pnce negotiabions®
MNegotiation place  No, ol  Percentage
farmers  of fanmers

~ Al the house 70 04 R
In the field 24 [9.7
In own village 17 13.9
Al the market 15 12.3
Oiher 14 I1.5
Missing 4 1.3

* el e lude rnu|1|F|!I|.' TR SCS

In two villages farmers reported different negotiation sites. In Awisa a number of farmers
cited the chiel armer’s house as the site of price negotiation. In Tuobodom, collective
negotiation at the Court House was an important phensmenon

Although there was evidence thal negotiations aboul maze purchases were sometimes
made by telephone (in Offuman, where a satellite telephone had recently been installed),
negotiations on vegetable sales were reported never to be undertaken by telephone.

6.2 Traders and product delivery

In respect of the competitiveness of the producer-buyer transaction, farmers” perceptions
of the frequency of visits made by traders varied with the traders’ origin. Farmers’
perceptions were that traders from most of the major markets made visits 2-3 times per
weck.

Figure 6.1 Farmers’ perceptions of the frequency of traders’ visits
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The number of traders who came 10 buy vegetables each week varied markedly between
miarket destinations, OF the 68 farmers who answered the question with respect o traders
based in the village, about 87 percent for them felt that most local traders numbered
between 1 and 5 per week. Likewise about 37 percent of the 63 farmers who answered
estimated that between | and ¥ traders came from Kumasi 1o buy vepetable each week in
1948,
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With respect 1o Acera, about 92 percent of the 73 farmers who answered the question
estimated that between 1 and 10 traders travelled to their villages 1o buy vepetables each
week. The csumate for traders from local markets in BAR was between | and 6 traders by
90 percent of 32 farmers while from other markets in the country the estimate was 1-3
traders per week by only 12 farmers who answered. As many as 39 farmers answered the
question with respect to traders coming from outside Ghana. They estimated that between
| mnd 13 traders came from owside Ghana per week 1o purchase vegetables. These
estimates scem o confirm the relative importance of the sources of traders discussed
earlier. Mare farmers thought that traders from Acera visited most frequently, emphasising
both the importance of Accra as the major destination market, and also a higher level of
competition than among traders from other markets.

On the combination of vegetables traders purchased during their visits. more than one-
quarter of the farmers said that raders always bought more than one type of vegetable in
their visits. More than half said that traders did buy more than one type of crop, while

fewer than twenty percent said that traders bought only one type of vegetable crop during
their visits

Figure B 2 ‘How often did traders buy more than one crop™

Alway s
i 8%
Sometimes
5%

As shown in table 6.3, a large group of vegetable farmers (almost 50 percent) delivered
their produce to the traders in the field. Delivery at the house was also quite popular
(almost 30 percent). In such cases, the harvest will normally have been done the previous
day. Almost 20 percent of the farmers physically delivered their product in the market
place. This point of delivery may be less popular because it involves transportation and the
associated costs 1o the farmers. Other places of delivery, such as roadside. were used by
10.7 percent of farmers. with the responsibility for transport again that of the farmer
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Table 6.3 Foint of delivery of vegelables in 1998

Place of delivery  No.of  Percentage
Farmers  of farmers

e thie faeld T7 GER
Al the house (! 0.0
In the market 15 12.3
Al the roadhesd | (4

* values include mubiple responses

6.3 Reputation and trust

6.3.1 Frequency of disputes

Issues of confidence and trust in the relationship between vegetable farmers and traders
relate mainly to payment of farmers for their produce. As shown in table 6.4, 21 percent of
farmers reported that they always had problems being paid by the traders while another 56
percent often encountered problems. Only 23 percent said that they never experienced
payment problems.

Table 6.4 Do you have problems being paid by the traders?

Frequency No.of  Percentage
farmers  of farmers
Always 26 21.3
Sometimes ollen b3 55.7
Mever 28 230
Total 122 AL

The incidence and frequency of payvment problems was not associated with structural
variables such as age, gender, scale of vegetable production, and level of other income.
Better educated farmers encountered more frequent problems than less educated farmers,
but the difference was not statistically significant.

6.3.2 Sources of disputes

Delayed, partial and non-payment by traders were prominent reasons, as shown in table
6.5, Partial payment was often associated with ex post bargaining problems: on occasions
traders reduced prices after the sale was nepotisted and concluded, and sometimes there
was insuflicient money to pay for the produce at the negotiated price.

Concern arising from lack of standardisation of product quality was also a significant

source of disagreement between farmers and traders. There was not a comparable scale of
disagreement about quantity, although problems of quantity standardisation were present.
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Tabie 6.5 Sources of problems with traders®

Source of problem No of  Percentage

- Farmers  of farmers
Delayed payment 45 369
Partial pavment 57 46.7
Non-payment iR inl
Argument over quality 22 18.0
Argument over quantity 8 .

* walues imclude multiple responses

6.3.3 Disengaging from exchange

When asked whether farmers chose not 1o scll their produce 1o o trader, almost half of the
respondents (38 farmers) said that on oceasions they had chosen not to sell, OF those who
chose not W sell. most did 50 because they did not trust the traders, while others felt the
price was too low (table 6.6):

Tabie 6.6 Reasaons for not salling to a particular trader®

Reason Wo,of  Percentage
Farmers  of farmers
Do not trust them 40 328
Low price 31 254
{ do nol choove not o sell i) JL6

¥ valies include multiple responses

6.3.4 Clientisation

Regarding repeal dealing, over one-quarier of the sample (28.7%) seemed to have
sufficient confidence in the trader with whom they dealt to maintain o long-term client
relationship. One-third of respondents (32.8%) said that sometimes they sold to the same
trader cach year, However, more than one-third of respondents (38 5%) said that they
never sold to the same trader from vear to vear (table 6.7)

Table 8.7 Years of dealing with the same traders*

Years No.of  Percentage
farmers  of farmers
3 5 205
3-5 18 148
5+ 19 15.6
Missing 13 10.7
f mever deal wich the same tricdery 47 83
Toral | X3 L0

Of the farmers who dealt with the same trader each year, approximately 40 percent had

been selling to the same trader in the past 2 vears, while 30 percent of them had been
dealing with the same trader for between 3 to 5 years. The remaining 30 percent of the
farmers had been dealing with the same trader for over 5 vears

6.35 Lack of clientisation

Various factors account for the reasons why farmers did not sell to the same trader | table
6.8)
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Table 8.8 Reasons for not selling 1o the same trader

Reason Nocofl  Percentage

farmers  of farmers
They fail 1o comelare unreliable 22 &0
| accept the best price offered 16 13.1
I do not trust them I i
| sell to the first trader 10 amive 4 74
Other/various reasons 5 4.1
Not applicahle 50 484
Totul 122 | ()i

Incentives to farmers w0 engage in repeal dealing with particular raders were not
pronounced. Mistrust was not cited by many producers as a reason to switch buyers.
Rather, the reasons were predominantly circumstantial in nature: unreliability referred 1o
failure 1o arrive at the farm, or failure to arrive in due time. Under such circumstances,
producers sold opportunistically to whoever came or whoever offered a good price.

6.4

6.1

Trading™

Farmers trust the local traders more and enjoy a more cordinl relationship, and tend 1o engage in
repent dealing with local traders 1o o grester extent. They tend to secure better prices from the
traders: Tfrom Accra, Most local traders give some prefinance in the form of food, clothing and
paying hospital bills. Farmers can also sell in the local morkets, but never in Acera

Accra traders are ol 8 dissdvaniage in that their level of information s lower: they know less about
actual supply conditions in particular areas, whereas local traders are in the sres, and can respond
more effectively to local supply conditions. With the Acera traders, the farmers are less willing to
compromise on price, and end up securing higher prices. Accra traders are also disadvantaged
imasmuch as they must buy something to justify their returm home. The lack of repeat dealing is
problematic - information problems are rmporian

Interlinked product sales, credit and input supplies

Credit to producers

The use of credit by farmers was insignificant. In 1998, only 22 farmers in the sample
{ 18,0 percent) of vegetable farmers accessed credit facilities, Of these, 16 farmers received
credit in cash. Agncultural inputs were unimportant. Sources of credit were various,
mainly informal, and the involvement of banks was negligible (1able 6.9):

* Workshap Repori, July 1908
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Tabls 6.9 Cradit. kind and sources
Credn No, of Percentage
farmers  of farmers

Kimcd

Cash [ 3.1
Fertiliser 2 | 6
Agrochemicals ? | &
Cither s | b
Kource

Neighbours f 4.0
Trader & 4.9
Famuly 3 4.1
Bank 3 2.5
Oither . 1.4
| did not receive credit 08 K03

6.4.2 Credit to traders

U the other hand, the practice of selling produce credit by farmers to traders on credit
was very common. An overwhelming majority of vegetable farmers (114 or 93.4 percent)
acknowledged that on occasions they gave their produce to traders on credit

6.5 Risk factors

There are a number of nsk factors in vegetable production and marketing. These include
low prices, Muctuating prices. lack of knowledge abouwt prices, few traders and lack of
alternative markets, cheating by traders, lack of water ete. The ranking of these risk factors
in order of importance 15 given in figure 6.1 :

Figure 6.3 Relative importance of nsk factors

100

ol | il ] .
I 1 ki | T Ny
iy s I . I I I
* . o :.-. l'l 5
'I | I|

B Very Impartan M Quiite important B Slighily important O Mot imporant at all

Crhana Country Report - Poole, Seam and Heh 40




It is not surpnsing that low prices were the major preoccupation of producers. After low
prices, vegetable farmers were most worried about cheating by traders, which was the
most important risk factor for 88.5 percent of farmers, Lack of a competitive product
market and poor curreni price information followed. Fluctusting prices were of lesser
importance. Poor access to input and credit markets was cited as the next most important
risk factor. Production factors such as discases, availability of water and soil quality were

relatively unimportant. Again not surprisingly, post-sale factors - poor ronds and lack of
transport — were also unimportant 1o producers.

6.6 Marketing improvemenis

Finally. when invited to suggest ways in which vegetable marketing could be made better
and easier, farmers’ responses fell into a limited number of categories”' . Answers recorded
here are those n addition to stalements sbout reducing costs, improving prices and making
buying more competitive by increasing the number of buvers (figure 6.4):

Figure 6.4 Marketing improvements — number of responses®
ED

R L
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*a=122

Processing was rated highly as a means to increase market outlets. Secondly, there was a
strong expectation thal government intervention might improve praducers’ positions. This
applied in cerlmin cases o agroprocessing: the government should set up a processing
industry; government should also buy vegetable products in bulk and encourage vegetable
exports. Subsidies 1o producers were specifically cited by a small number of producers.
There were indications that credit and inputs supplies were wanting, and that there were
potentinl improvements 1o the functions of storage, transport and packaging of produce.
Finally, improvement to the payment system was cited by a small number of producers:
institutional mechanisms were sugpested to ease the payment problems, register buyers
and encourage cooperation in marketing,

! At this stage, 1 mensure of interviewer bins was noted. There was a high response e CONCErning stafe-
managed export support in infervisws conducted by one interviewsr.
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7  CASE STUDIES AND INTERVIEWS
7.1 The Offuman case: a successful farmers' organisation

T.1.1  Introduction

The Offuman Garden Egg Farmens” Association was established through Tom Ahima, the
1987 national best farmer. The leadership role played by Ahima was formative, as was to a
lesser extent that played by the [ate chiel of Offuman, who was also 4 garden egg farmer
Ahima currently plays a minimal role. However, the group is still strong and there is in
place n dedicated executive.

T.1.2  Origin of the groap and factors for its formation

Garden epg had been produced in Offuman for some decades, but nol on commercial basis
until in 1987 when Ahima and his wife brought some seeds from Yendi. The popularity of
the crop in the Offuman area 15 due o Ahima’s interest in helping other farmers in his
hixme area 1o make a living out of the vegetable. He and his wilie started & quarter of an
ncre farm that vielded so much that they convinced other farmers in their chureh o go into
commercial garden egp production, He first started with seven farmers whom he helped
with ploughing, cultivation, chemical and fertiliser application, transplanting and other
extension services. Gradually more farmers were attracted 1o the project leading to
saturation in the surrounding markets of Wenchi, Techiman, Sunvani and Kumasi, To
alleviate the marketing problem, national radio announcements were made which antracted
buyers to Offuman from all over the country

Currently garden egp production has become so populor that there is no home in and
around Offuman thit does not grow the crop. In order 1o diversify, farmers are gradually
moving into tomato production that s equally lucrative. At the peak of harves)
(November) there are about 100 1o 15 trucks loaded with garden egp leaving Offuman for
Accrn, Tokoradi. Cape Coust und other destinutions in the country each harvesting day.

T13 Group exceulives

As more farmers were afiracted to the project, the executive positions of the group
comprising the chairman, the secretary, the treasurer and the organising secretary were
nstituted. Their primary function is 1w regularly negotiate for prices whenever buyvers
come, The orgamsing secretary is the one who informs the other executives about the
arrival of buyers

14 Group composition

The Association comprising of about 400 members has more women than men, in the ratio
of 3:2. Though their ages range between 235-40. the men happen to be on the younger side.
The group comprises people within about 510 km radius of Offuman. The average land
stze culbivated 15 about 2 acres. There are those who hold about 6-10 acres and others
cultivate as hittle as half an sere

7.1.5  Setting of quality standards

Quality standards are set by farmers and traders together. Farmers always mike a
conscious effort to produce what the final consumer desires. However the traders also
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make suggestions to farmers about quolity stundards and other requirements. These
standards are derived from consumer complaints and from what is grown elsewhere. For
example, the original parden egg brought from Yendi had some black markings.
Consumers prefer their garden epg plain, and this has led to selection against the marked
parden ege. In order to preserve their reputation as high quahity producers of garden epp,
the farmers make sure that they introduce their fellow group members to any new
improved high quality seeds they have come across, This enables the high quality garden
egg o be produced in large quantities in order to maintain their reputation and also o
attract large number of buyers 1o the aren.

T.1.6  Group lunclions

The main function of the group is that of price negotiation with garden egg buyers from all
over the country. Whenever the buyers come from Acera and elsewhere, the executives sit
with them, negotiate prices. and come to a consensus belore asking the farmers to harvest.

In some vegetable producing towns and villages where such formal associations do not
exist, some individuals volunteer to negotiate prices on behall of others. Some of the
problems that have come to light in such villages and towns are that, those who volunieer
to do the negotiations sometimes (if not always) accept lower prices for others in return for
higher prices lor their own produce. In Tuobodom, for example, it came to hight that some
tomato [armers even approach buyers on the way before they get to the town, giving them
mformation on availability of supply, which undermines the farmers® price negotiation
effiorts. Nothing of the sort was found in Offuman because the executives who hargain for
prices on behall of the group are very committed to the group.

Apart from price negotiations, the group also negotiates for tractor services, beating down
prices 1o the level affordable by each member of the group. The executives also inform
traders about the quantity of garden egg that they can obtain from the area and based on
this the traders bring the right size and number of bags and vehicles.

The major factor that has kept the group together is marketing (to markel cooperatively
and also o have market power), but they also thought that belonging 1o the group gives
them some sort of security. The group members realise that it 1s only through their
executives that they can send messages 1o Acera and elsewhere, informing buyers about
supply. Those who do not have the ability to talk prices are covered by the group.

T.L.7  Trading relationships

The group does well to foster a good relationship with buyers, but sometimes these buyers
are guilty of default of payment. Some buy on credit and do not return 1o the village any
more. Some defaulting traders ask relatives or friends to buy on their behalf, as they
cannol return to the village.

The Offuman Association deals with other trader groups who are so well organised that,
no farmer could by-pass them to sell directly in the markets. Traders sometimes inlluence
farmers to go behind other farmers to harvest when agreement on prices could not be
reached. Some traders also try to break the collective commitment of the group in order 1o
deal with individual farmers directly, Traders sometimes trv to lure individual farmers into
harvesting quantities in excess ol what they (farmers) can store cffectively. The farmers
are obliged then 1o sell all harvested produce, which brings down the price. This
Jeopardises the activities ol the group, but in general the Offuman group is so strong that
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such occurrences are infrequent

TLR  Inputs, credit and information exchange
Traders bring 1o farmers for cultivation the seeds of a particular variety they ore interested
in. A trader may sometimes give 8 production loan to & furmer, which places an obligation
on the farmer to deal with that trader alone. Farmers still mamtnin the ownership of their
farms in the face of huge cash injections by iraders.

From the waders, farmers oficn obwin “informal’ mformation such as preferred vanetics
and knowledge of market factors such as planting times and types of garden egg grown in
other production areas. The Association executives inform buyers about estimated level of
supply so that traders can bring their vehicles and bags according to supply conditions.

.19 So what is the success story?

Training in production technigues

Mr Ahima stated categonically that the success story of the group began from the day one.
The farmers were organised and truned on nursing and transplanting technigues,
especiallv cultivation in lines,

fnput supply

They also recommended and brought the appropriote fertiliser 1w the village so that
farmers did nol have to travel out of Offuman to buy their inputs. Farmers now are so
experienced with garden egg production that they do virtually everything by themselves.

Results. commercial enterprises and infrastructural developments

The successful nke-off of the group, coupled wath the popularity of garden egg in the ares,
have led 10 opening of shops 1o sell to farmers fentilisers and other agrieultural inputs.

Imitially, Offuman had only twe vehicles plying Wenchi and Techiman. Now, garden egg
farmiers own about six tractors and numerous commercial vehicles.

New buildings have sprung up as a result of commercial production of garden egg.

More than 100 members of the Association have made enough savings and travelled to
Europe and America to seek economic advancement. In general, the standard of living of
the members has increased appreciably resulting in a happy society

Trying 1o dentify the extent 1o which Ahima as an individual influenced the group, it was
found out that, he set out to do extension work 1o help his own people by setting an
example. Hence farmers from the area drew considerable motivation from him.

[t is in no doubt that members of the Offuman Association have benefited a lot from
belonging to the group. Some of the sources of this benefit were found 1o be:

cooperative and convenient input supplics;
varietal improvement;

cooperative product marketing;

o ready market with remuncrative prices;
increased bargaining power,
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s an executive to negotiate prices on behalf of all group members.

It is 1o be noted that finencing production is not a function of the Association, Farmers do
not receive any formal production loans, whereas elsewhere (i1 is asserted) farmers think
that anybody who organises them should provide them with money for their farming
activities.

Replicability 7

With the advent of the nanonal, regional, and District best farmer awards, farmer groups
can be organised around these award winners and other prominent farmers. The nucleus
Farmer madel has been propossd as a memns for stimulating group development. However,
1t is worth noting that Ahima pul some resources and his skills in farming at the disposal
of the group. Therefore the success of any such groups will al least deperndd on an
individual or two committed to the course of farmers.

7.2 The Tuobodom case: an unsuccessful tomato farmers' association

T.2.01  Inteodsction

In Tuobedom, it was realised that farmers would only market cooperatively if their
production requirements were mel as a group, There have been several attempis in
Tuobodom by different agencies 1o form farmer groups, all of which proved futile. The
provision of finance was the rationale, summarised by a woman farmer who said “you can
only get formers together when vou promise (o give them loans, we have made several
aftempis to orpanise ourselves but have failed”,

T.2.2 Functions

In the first place, the Techiman Rurml Bank started the group by giving the farmers
production loans. The group collapsed when the loan was not forthcoming. The Tuobodom
people also complained bitterly about the inability of IFADYS Rural Enterprise Project
(REP) to fulfil promises made to the group, The REP offered a two week period of
training to the group with the promise to:

e provide production loans;
o [ind markets for their tomato,
« provide pumping machines {or irrigation purposes.

Failure o keep those promises led to the collapse of the group.

7.2.3 Group coherence?

Currently every tomato farmer deals singly with itinerant buyers. The problem associated
with this is that becouse the farmers compete among themselves to sell their produce, they
‘go all out’ to meel traders on their way o the village, offering to sell o them. This
attitude has a penerally downward effect on prices. About 8 month before the date of the
case study interview, the former executives of the dismantled group contemplated putting
a committee in place to negotiate prices with itinerant traders on behalf of all farmers in
order to stop the vaned prices prevailing in the same town

In spite of the negative experiences of cooperative activity, the people of Tuobodom
acknowledged the need to come together and market eooperatively in order to obtain all
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the supposed benefits. They stressed that what they are Iascking it the source of inspiration
which they could not find in the formal agencies. As one member said, there is no
commitment on the part of the members towards the group, Also the expectation from the
group 15 mainly financial. They also agreed that they have a problem arpanising
themselves, the nature of which is strictly attitudinal human,

7.3  Traders and their relationships with farmers

Traders were interviewed in the Dormaa Distnct, Techiman District, Sunyani District, and
Makola market in Acera. Two traders also attended the workshop in July, at which one
producer was also related to a trader,

731  Cross-horder trade: Dormaa District

There were virtually no differences in the conduct of business in the domestic markets
visited. In Dormaa District vegetable marketing was different because of the cross-border
trade in the area. The high quality standards set by the Codte I Ivoire market were manifest
in a stronger trading relationship between farmers and traders: A reason adduced for this is
that before uaders can meet the high guslity sundards of demand in the Céte D' Ivaire
market, they need to monitor the activities of these farmers

Vanely

The variety of tomato semt across the border is of a higher quality: more rounded. uniform
in size, firmer and with a longer shelf life than the variety that is mainly sold in Ghanaian
markets.

Packaging, grading, handling

The packaging to Udte D"Ivoire is different from that in Ghana. Packaging is done in three
different grades on the farm. The traders again open the boxes and regrade at the assembly
point, before finally labelling the boxes with the appropriste grades. There are three
different grade points of packed fresh tomuto into Céte [VIvoire. The highest grade is
about three times more expensive than the immediate grade that follows. This is an
incentive for both the farmers and the traders 10 stick to the quality standards set by the
Chte [V Ivoire market

Linlike the bulky wooden boxes used in packaging and transporting tomato in Ghana, the
Cdte [YIvoire tomato is packaped in smaller size cardboard boxes with the grade clearly
labelled. These boxes are lighter and easier 10 handle by the traders themselves

Prcing

Unlike for produce sem o the Ghanaian markets, Céte [ lvoire buvers establish prices
based on weights and grades. There are weighing scales on the farms with which farmers
weigh thewr produce 1o determine price, given the grades. The flexibility associated with
this is that, even ot the farm gote any quantity can be bought, unlike in the Ghanaian
markets where the unit is either a box or a bag full of the produce. Farm gate prices are
based on the prevailing prices in Cte 13 [voire, information that the traders — apparently -
are willing 1o provide

Clientisation
There is o great deal of repent dealing stemming from the fiuct that the traders are locally

based, ie do not travel from outside the region or even the District, 10 buy these vegetables
across the border. The traders almost always buy from the same f{armer, unless the
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farmer’s harvest cannot meet the trader’s requirements for the day,

Campliance

There are solated cases of breach ol contrsel. where traders {after providing production
loans and other Nnance) lose the harvest because the farmer had sold 10 somebody else, In
most cases the traders provide these resources again in order to maintain a good trading
relationship, though there have been some cases involving the police. In order to minimise
the incidence of default by producers, traders bear in mind approximate dates of harvest,
and go to the farms to make sure their boxes or baps are filled.

Traders are very happy about the absence of problems on the frontier, especially on the
Ivorian side, and the lucrative nature of the eross-border vegetable trade.

7.3.2 Local market trade

There seems 15 a closer relationship between the farmers and the rural itinernnt trader or
the resident trader than with traders from outside the area. Local traders are mostly aware
of harvesting periods, because they know when farmers do the planting. That is why most
of the local traders, unlike the Accra traders, said they always are able to procure their
supplics and therefore do not buy other vegetables. The rural itinerant traders are restricted
to their District and are also very loyal 1o the farmer in ther locality and are therefore
better informed on planting and harvesting times. Farmers visit these nearby markets with
their own produce and receive vital information on prices and supplies prevailing
elsewhere. Rural itinerant traders also get information from these farmers about produce
availability and prices al the farm gate.

133 Traders' perceptions

Default by farmers

While farmers complained that traders default on payment (buying on credit and never 1o
retumn), traders disagreed with this notion, and said that farmers do not release their
vegetables on credit. Even if they did, they followed the traders to the market, stood by
and collected his‘her money after the trader had made sales.

Traders said that farmers sometimes cheal, but are quick 1o say that some are very relinhle
and are able to fulfil their promises. Whenever farmers renege on their promises, the
traders lose not only the harvest, but some alse lose packaging materials either because the
farmers have destroved them or discarded them after selling 1o the highest bidder.

It was alleged that farmers do not anly breach contracts or destroy boxes belonging 1o the
traders, but also place very low quality produce (damaged, over- or under-ripe) at the
botiom af the containers, which the traders only realise when they reach their destinations.
This normally results in losses due 1o low retail prnices, Lack of inspection at the farm gate
(el the case for cross-border trade) may be due to a number of factors:

o the packaging is so bulky that it is nearly impossible to inspect and repackage after
farmers have harvested and carted to the assembly points;

¢ the traders do not have any problems with selling the poor quality/rotien vegetables
especially to ‘chop bar® owners and other consumers, or use surpluses for seed
extraction, and so do nol spend the extra time and energy to inspect the quality of the
produce;
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o the lack of sinct quality regulations in the resh produce trade,
* the perishable nature of the produce does not allow for much postharvest handling.

Meanwhale those traders involved in cross-border irade have found solutions 1w these
prohlems:

they arc almost always on the farms duning harvesting;
produce is regraded at the assembly points,
they follow a three grade guality standard ( for tomato);

they use packaging that s casier 1o handle and also buy only less perishable tomato
virieties.

Although they criticise the larmers, some traders olso blame fellow traders for
nefficiencies and imperfections. They complained about varied prices offered by their
colleagues. because they do not have any means of bargaining collectively.

Trade with Accra

Traders from Accra deal on commodity lines with producing centres all over the country.
Barriers to entry are stronger in Acera markets than the District markets The strength of
the long-distance traders, especially those from Accra, lies not in collective bargaining
power, for they prefer to operate individually at the farm gate, but in the barriers to entry
created by the tader commaodity associations.

Chentisation between Accra traders and farmers 15 reduced compared with the local trade
in vegetables, Accra itineran traders tend to deal with different farmers on each visit
They seem not 1o be conversant with times that produce is available or ready to harvest,
and they make journeys without having prior knowledge. Unlike those close 1o producing
centres, they are not able to time their sourcing accurately snd may travel 1o production
centres without getting what they wanted. They move to nearby villages on the basis of
local “tip-offs’, but *‘most of these informants only deceive them'.

In the event that a trader buys other vegetables instead, the association for which she 15 not
a member, she must resell. The subsequent transfer of ownership almost always is
transacied below the farm gate price. For example, if an itineramt tomato trader buys
garden egg because she did not get tomato, she will sell 1o a member of garden egp traders
association, most al the time at a loss

Muost traders deal with different farmers on each visit. In most cases the reasons why
itinerant traders do not deal with the same farmer is because their regular farmers may not
have produce during their time of visit, or if they do not visit as scheduled. Accra traders
tend 1o vary their sources more frequently. One Accra trader from Makola said, *1 do not
buy from the sume farmer because of previous disagreements, and I also move around in
search of the lowest priced farmer’. A Kumasi trader buying garden egg from Abesim
said, “We know the season and therelore come 10 procure whatever we want: we do not
come while produce 1% not in season’

Garden egg stinerant traders said that they tend not 1o deal with the same farmers because
the supply chain is slightly different from that of tomato, There are resident traders who
normally buy these less perishable vegetables und sell to incoming traders from Kumasi
and elsewhere. This longer chain is also found in producing 1owns close to major markets,
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where resident traders buy from farmers to sell either in the nearby market or to incoming
traders.

Interdocking markels

Traders who hiave been dealing with farmers for long periods provide production leans.
Mosi of the time the request comes from the farmers themselves, Traders have lost
substantial amounts of money through this pesture, but this does not deter them from

providing these facilities. Other payments made to farmers include those for health. food,
and clothing.

Apart from the Ivorian traders for whom a specific variety of tomato is produced, most of
the traders selling in Ghana do not specify, but just recommend or suggest the preferred
twpe or vanely consumers from a particular market (locality or tribe}. Choice of variety is
solely ot the discretion of the farmer. As a trader put it “the farmer most of time selects his
own varieties, through experience; they know what is good and what will be bought,
though we sometimes make supgestions”.

Negatiation

Traders always try 1o negotiate price with farmers, but say that most of the time they do
not succeed in bargaining up their prices since farmers are spid 10 be adamant when it
comes o price negotiation. However, traders are able to influence farmers with whom they
have a long-standing supplier relationship, but even if farmers do nol compromise on
prices. The farmers tend to pre-determine their prices during periods of glut or shortage.
l:ven where farmers are not well organised os a group they at least tend 10 negotiate prices
together. But no matter the nsking farm gale price, traders say that conditions outside the
farm pate determine the final price: the quality and quantity of vegetable supplies: supply
levels in the retail markets; and handling charges from the farm pate (o the retail market,

Evidently the presence of traders from loge and Cote IXIvoire affect farm gate prices
since these traders are willing to pay higher prices to farmers 1o get the produce.

Losses incurred by traders

Therefore, the trader is not sure of the final price until she gets 1o the market and finds the
state of the vegetables and conditions previmling in the market. Favourable conditions
mean higher prices, but sometimes the traders even sell below the farm gate price if
conditions in the market are not favourable, According 10 one interviewee, *We have had
instances where groups and individuals tried to help stabilise tomato prices but the nature
of the vegetable market does not permit this”,

Several factors contribute 1o truders making losses: transport accidents which all wraders
acknowledged 1o be o source of worry, mainly come from the conditions of the vehicles,
and vehicle breakdowns. Thell and tampering occurs during retailing. Since there is much
more concentration in wholesaling than retailing, the wholesalers deal with several
retailers. Problems affecting wholesalers are delaved payments, refusal to return packaging
material (boxes) and somelimes disappearance of retailers who buy on eredit. In general
the relationship with retailers is cordial. The rewailers perform a very important function
for the itmerant traders who sometimes transfer ownership to retailers who finish selling
before paying the itinerant traders. The retailer and the wholesaler may operate in the same
or different markets. Some retailers sell directly in the wholesale market 0 consumers
whilst others move 1o other markets or different locations in the same market
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8 DISCUSSION AND RECOMMENDATIONS

8.1  Highlighted findings

An account of the important characteristics of and imperfections in the BAR vegetable
system is given below, and significant points ane summarised in table B.1. These
comments are formuilated primarily from the viewpoint of farmers. Traders, however, are
important market stakeholders whose own business strategies are constrained by
informational imperfections. The relationship is one of interdependence because
asymmetrics of market information, power. and risk-bearing at certain times during the
season fend w disfuvour traders, especially those who are hused outside the production
Arca.

8.1.1 FProducer characleristics

It is unlikely that the sample was representative of smallholder agriculture in Ghana
generally, However, consistency with other research and validation of the results with
stakeholders supponis the assention that the sample is not atypical of the commercially
oriented vegetable sector. Regarding sociocultural characteristics, the structural features of
the vegetable system are not o problem in general. A potential gender bias leading 1o
enhanced participation by male farmers is probably attributahle to traditional household
roles (subsistence production, reproductive and labour roles) and differential access 1o
educational opportunities, rather than to specific characteristics of the vegetable system

8.1.2 Production and marketing systems

Vegemble production in BAR is a relatively sophisticated and intensive enlerprse,
Evidently production conditions can always be better, rainfill mare plentiful and better
spread. costs lower and retums higher. However, access to production resources is not o
major constraint to farmers. The findings indicate that the entry barriers faced by farmers
are not specific to the vegetable system, nor can they be overcome by sector-specific
intervention,

Production constraints and marketing systems for the four major vegetables vary from one
product to another; seasonality and physiological characteristics of production, Fipening
and perishability impose serious rigidities on production and marketing decisions,

Marketing and business strategies of farmers are generally unsophisticated and passive.
Fellow farmers and traders are important sources of information aboul market prices,
notwithstanding the empirical guestions about ssymmetry and accuracy of information
Local networks are also imporant for sccessing market knowledge sbout new crops and
vaneties. Overall, there was greater willingness to share information with other farmers
than with traders, and limited access w exopenous information sources

The potential of the wrading svstem to deliver credit and inputs to farmers is largely
unexploited. A major finding is that secure client relationships between farmers and
traders are mostly undeveloped. Farmers frequently advance produce 1o traders on credit
and often experience ex post payment problems. The costs of transpon imperfections such
as poor roads, availability of transport and traffic accidents are bome by traders - except
where credit is advanced by producers 1o traders
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Coordination mechanisms 1o mitigate uncertainty and enhance clientisation can overcome
the major informational imperfections in the marketing system. Although there is limited
formal cooperation, collective action also has a potential role to improve market
coordination.
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Table 8.1

Factors influencing strategies of incumbent vegetable farmers, BAR

Resources

aatural and climatic conditions
production  condinions are favourable, notwithstanding sensonal factors which
conatrain water supply, cultivation, harvesting and marketing
factors of production
fnnd tenure takes various formes including female ownership und control, and renting
15 widespread
soil guality and water availability outside seasonal constrainis are nod limiting factors
inputs and credit
the production system is iaput-intensive in fespect of agrochemicals, potentially
compromising long-ieem susininability
production is dependent on farm-saved seed, cither by the mdividual producer or by
netighbouring farmers; seed quality and vasietal choice therefore are compromised
fiermers argued Uit availability of seeds, fertilisers ansd pesticides ts a construim
use of credit fo firmers is very restricted, and only rarely provided by formal sources

Personnl
attitudes,
aptituces
mnd
attributey

External
DpPOrTI ek
and
COTSTTAINIS

personal characteristics

there is evidence of incrensing participation rate of men, and stgpestions thal young
male entry is temporary, with preater use of rented land

female farmers apparenily nre disadvamaged by traditional sociovultural factors
wenlth and diversity of income saurces

considerable heterogeneity exists in the scale of vegetuble production and in the level
of diversification into other forms of agriculural production

considerable diversity exists in levels and sources of income, age and household size
bevel of management skills, market knowledge and experientinl learning

anly hall of farmers consider that they are well informed about current market prices
maost furmers adagpt production and harvesting strategies sccording 1o historie price
information and their own price expectations, but fewer than half keep records

risk management and cooperative tendencies

collective action by producers is an important potential mecharnism 1o increase levels
of market know ledge, enhance group solidarity and establish bargaining power
collective negotiation and ‘loose associations’ permit opportumism by free-riders
mistrust of traders by farmers bs pervasive - and sometimes mutual - and centres on
default on the terns of exchange. particularly payment problems

farm sales of produce on credit are panly impefled hy cash needs, but both farmers
and irnders engage in anremunerative exchange 1o maintain the cliem relstionship

product eharacteristics
commodity-specific marketing constraing production patterns and trader activity
grading, quality control, standandisation and packaging are gencrally deficient
improvied vertical coordination and better incentives through ¢lientisation ENCOUHEEES
superior production practices, grading. quality control, standardisation and pockaging
for the Francophone (especially Cdie D' Ivaire) matket

physical infrastructure
roads and transport are o direct constraint to traders, but anly indirectly 1o farmers
who bear extra costs where produce is advanced 1o traders on credit

policy environment: incentives and constrain s
exsentially free market and unregulated {with the exception of the transpon system)
potential over-useabuse of agrochemicals Is a source of hazard and unsustainability
the extension role of local MOF A is limited 1o crop-specific knowledge
farmers have unrealistic espectitions of public sector intervenfion

orgamisations, institutions snd moarket conditions
ohstacles to collective action in production and mirketing functions can be mitizated,
for example by exploiting the potentinl of the nucleus farmer concept
market power slnfis during the season creating farmer-trader interdependoncics
infrequent visits hy traders reduce clientisation and competition at first buyer stage
informal networks dominate the provision of inputs, information and credit
there is litthe use of radio and other formal communication medin
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B.1.3 Public sector functions

Public information services are not important, excepl a5 a minor source of information on
new crops and new varicties. There is no evidence that there is current public scotor
aclivily in marketing extension or nuning in improved business practices. Although public
sector involvement is limited, nevertheless farmers expect the stale to mitigate their
marketing problems. The public sector and other formal organisations are lik:t:r' 1o be the
best source of impartial information on business and marketing, such as record-keeping
and choice of alternative market outlets.

8.2 Conclusions and recommendaftions

Vanous approaches and roles have been identified for private initiatives, NGOs and
sectoral assocualions, commercial interests and local public sector authorities. However,
expectations of local government should be consistent with local capacity and should not
be raised unrealistically because of decentralisation. Recommendations and issues needing
further research are highlighted, specifically about the collection and provision of market
knowledge and contractual arrangements to overcome significant informational and other
imperfections.

8.2.1 Market knowledge strategies

The findings support other empineal research that the primary channels for the provision
of price and marketing mformation (o producers are informal networks, However, current
levels of market knowledge are judged 10 be sub-optimal for ecfficient exchange.
Acquisition of information requires active strategies of searching and recording. Farmers
can use their own sources ol historic price information if they keep records from one year
to the next, but 11 is evident that this is not a popular strategy.

Free-flowing informal networks of commumity-sourced information are invaluable.
However, friends and neighbours alone cannot deliver new, accurale exopenous
information on changing consumer preferences, new technologies such as varietal
development, techmgues for enhanced sustainability, current market supplies and prices
and alternative markel opportunities, New information sources are required.

Recommendation: fraining to build human capital

Sources of farmer training abow record keeping, business management and
active informaiion acquisition should include formal extension :rmmm af local
public sector, NGOs and established farmer organisations™. Training in
business principles should be integrated into scheol curricula. Relatively high
tevels of literacy and the reported ‘information famine® highlight the fraining
apporfunity. Farmer frn.‘mn_e sheuld also  embrace health, safety and
sustainahility murcprr

Regarding acquisition of exogenous information, the potential use of radio and the value
of satellite telephones were evident. New communieation media are increasingly available,
and will serve to enhance reliable client relationships. Communities and associations need

* Other DFID-funded résearch has gemernted n manual for Paricipatory Farm Manngement [ CGialpim,
Dorward and Shepherd, 20003, A similar approasch could be adopted for posti-harvest management practices.

Y Use of locally generated materials and the potential of the NGO sector for delivery of educational
materials nre dealt with in depth by Corter {1995
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1o be made aware of the polential of private mvestment in telecommunications such as
satellite telephones.

Recommaondabion focal FM radio for information acguisition and disseminalion

The commercial FM ‘Radie BAR' should be considered as a potential
dissemination mechanism for both daily current price information and other
muarket knowledge, Expert comment from traders about market tremds would
serve fo add context to the data.

MOFA showld collect current price information in destination markets thai can
be disxeminated by the local radio.

Given adequate advertising safeguards, sponsorship by commercial inpur
suppliers is a potential means o provide funding.

Although existing market information patherng and dissemination process of the PPMED
of MOFA are weak and small in terms of coverage, collection of sgrnicultural market
information i a clear responsibility of the MOFA under the AGSSIP proposal. Incentives
for Radio BAR would be to increase "lisinership” and listener satisfaction. This proposal is
closely aligned with the (AGSSIP) recommendation 10 extend the use of radio o broadceast
infarmahon through public-privale enterprise collaboration

The Regional Director of Agriculture (BAR) commented favourably on the proposal about
information collection and dissemination, emphasising that Radio BAR might need 1o be
‘conscientised

8.2.2 Vertical trading relationships

Additional sources of market knowledge include mutual information exchange between
farmers and traders. Enhanced information sharing between otherwise competing marker
stakeholders requires either a high level of trust or new mstitutional mechanisms to
restructure incentives towards the adoption of joint business stralegies.

Given trust, client relationships are an mstitutional mechanism to provide market services
and reduce uncertainty. Under current conditions, uncertainty is pervasive, clientisation is
uncommon, traders are not the expecied source of inputs and credit, and producers (and
sometimes traders) either run high marketing risks, or must mcur considerable transaction
costs W overcome informational imperfections. Under conditions af pervasive mistrust,
formul contracts are an alternative institutionnl mechanism 1o create information, reduce
transaction costs and to interlock information, input, eredit and output markets™

What follows is wnitten in part from a UK perspective. At least in UK law, an agreement
need not be written for it 10 be legally enforceable. Contract law is used in two important
ways: use may be made of the remedies which the law provides il something goes wrong,
But contract law is more commonly used to regulate the relationship between parties to an
agreement (Beale and Dugdale. 1975)

" The suggestion of instituting written contriets to mitigate mistrust wis made independently by farmers
who were discussing potentinl mechanisms for improving marketing in the paratlel seminar in Tanzania
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= planning primary obligations in a sales contract, such as the item, price, delivery date,
terms of payment;

# formulating mechanisms by which these primary obligations may be adjusied;

& establishing rights of the parties in the evenl of unaveidable conlingencies,

The use of written standard form contracts may fumish two major advantages over verbal
agreements. The first is the planning purpose: it may be that the greatest value of standard
contracts is o reduce uncertmnly by specifving the terms of an agreement by which
performance can be measured. Reducing uncertainty will reduce some of the transaction
cosis faced by both farmers and traders. Certain risks reman, but their meidence on
different partics is made clear also by the terms of agreement.

Second, adoption of written agreements may boost the informal economic institulions {in
the Northian sense) of business attitudes and ethics. That 15 o say, the express (and maybe
implied) contractual terms will serve to provide clarity that in fime may lead parties to
adjust their attitudes accordingly and create a business climate more conducive 1o open
exchange. Thus. moral obligation rather than the force of law may obtain. In the long-
term, trust would be created between buyers and sellers.

A third point to note is that expectations of the remedial use of contract law should not be
exaggerated in the event of non-performance. 1t may be preferable that certain *unwritten'
trade norms and customary law come into play rather than for parties to have recourse to
the remedial use of contract law. Hence the importance of developing moral obligation,

The sum of these advantages will lead to inereasing client relationships between farmers
and traders, thereby overcoming some or many of the imperfections in market
coordination identified in the research, and potentially in other economic sectors and
developing countries

Recommendalion: feasibillty sfudy of nsfituting written buyer-seller confracts

A voluntary register of fraders and farmers with cerfification of identity is
envisaged, at the Regional or District level. The voluntary characteristic may
serve fo limil remt-seeking, maintain cooperation and freedom of association. fu
any event, compulsion may be infeasible. A standards form contract specifying
price, quantifty, payment ferms and possibly delivery dates would also bear
authentication of the agent’s fdentity using the certificate of registrafion.
Contracts could be disposed of on fulfilment, but may also serve as a database
Sor impraved market monitoring by farmers.

Registration could be annual. The holder of the regisier would probably be
MOFA. Enforcement af contract performance could be referred to the carrent
associations, customary and judicial awthorifies, Independently, MOFA's
sanction would be deregisiration of affenders. It iv not envisaged that offenders
would be barred from exchange, but by deregistration offenders would lose
aunthentication of trustworthiness.

Formalisation of business practices is consistent with the UK Government's policy o

improve business procedures and enhoance ocal institutional performance. The former
Regional Director ol Agriculture (BAR) reacted Favourably 1o the proposal on contracts,
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indicating that Districts already had registers of farmers, and that traders’ associations
already existed, The RDA has since been transferred to Ashanti Region.

Further research is necessary to design and test the feasibility of implementing written
contracts. Research should dmaw on experience with specification norms in the
horticultural export sectors (eg pineapples) and in which smallholders already participate.
Moreover, advice needs 1o be luken on Ghanaian contract law, criminal liability and the
law of tort. Research should embrace the current formal types of business and contract.
This includes the sale of. or the supply of goods on credit, the terms of contracts
(particularly the cerainty of terms, express and implied), the transfer of property, the
performance of contracts, and legal and other remedies,

823 Trade with Francophone countries: enhanced vertical coordination

The trade with Cdte D" lvoire, primarily of 1omatoes 15 a significant example of enhanced
production and marketing practices, and appears o be substantially different from the
domestic vegetable system. Trade is much more quality oriented, apparently giving full
due to consumer preferences. The traders visit and select the product ar the farm, and
regrade at the village centre, Cuality standards and specifications in respect of product,
production and packeging are demanding. and price premia are significant. Traders
monitor production and there is a high quality of interaction and collaboration throughout.
Offuman and the Francophone trade are illustrations of "best practice”,

Recommendation: further research info enhanced business praclices

A better understanding of the structure of incentives underlying the cross-border
trade with Cote D'lvoire and Toge requires further research. In this respect
traders assume more significant functions as suppliers of goods and services to
Sfarmers,

Further research 15 needed to understand better the cross-border trade out of BAR, in
particular the {low of incentives from final consumption 10 producers underlying the
production and handling quality premia. Research into consumer preferences in the major
Ghanaian markets and possibly neighbouring Francophone countries s necessary to
identify the potential for a vegetable system of higher quality and greater innovation.
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9 APPENDICES

9.1  An evolutionary perspective on agricultural marketing in West Africa

9.1.1 Colonial era

Respect for the complexity of agricultural markets and commercial acumen in West Africa
has a long history, According o Barrett (1988) the history and thriving nature of West
African markets distinguishes the region from the rest of Africa. Functioning markets were
reported by Arab travellers as early as the ninth century AD, and the exisience of extensive
Saharan trading networks linking West and North Africa precedes the period of European
colomsation. Trading - including slave trading - was an important activity to a number of
European nations in the precolonial period, and the West African trading predisposition
wis almost legendary. Portugal, the Netherlands, Denmark, England, France established
political and economic dominance by turns in different areas. Whether or not local markets
preceded or resulted from longer distance trade is a moot paint still.

*Gold Coasting” was the early colonial era phenomenon whereby local trader-assemblers
were advanced funds and became accustomed 10 turn over the capital two, three or more
times in the interior belone rendenng account to their foreign rading masier at the coast in
export goods (Jones, 1974). Writing before the structural adjustment era, Jones noted that
"a dominant theme in the economic history of tropical agriculture during the past century
is the increase in exports resulting from the response of African suppliers o increasingly
altractive overseas markets....” (p. 5.

The historical intricacies of Ghanaian trade have been revealed, in the case the role of
landlords and brokers in the cattle trade through Kumasi, by Hill (1966), and for
fooderops, by Southworth, Jones and Pearson (1979),

Baver (1991) asserted that in West Africa, a high proportion of the population is engaged
in trading and transportation activity, and not just primary economic activity. Small scale
and widely dispersed production. long distances, poor communications infrastructure,
profitable arbitrage opportunities, abundant labour, little capital, few alternative gainful
activitics conditioned an economy in which tertiary activity was prominent. despite the
state of underdevelopment as measured by other conventional criteria,

Bauer interpreted trading as distinctly favourable to development, Writing of the 1940s
and 1950s, he argued that the West African phenomenon - and Ghanaian in particular - of
trading activity facilitated the development of the production {and export) of major
commodities: cocoa, colton, groundniuts, kela nuts:

‘In all of this, the role of traders was crucial...... The traders made available
consumer goods and production inputs and provided the outlets for the cash crops.
Their activities stimulated mvestment and production..... Countless people in
trading and transport often performed the services usually associated with capital-
intensive infrastructure. For instance, human and animal transport, the contacts
between the numerous traders, and long chains of intermediaries were partial but
effective substitutes for expensive roads and communications systems’ (p. 189-90).
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Hill"s analysis of the development of the Ghanaian cocoa industry is another seminal piece
that acknowledged the important role of trading activity in the development of the West
African economy

9.1.2  Intervention in agricultural markets

Cantrol and wmxation of long distance trade in Africa had been well-established benefits of
traditional authorities long before Furopean occupation. However, an  important
charactenstic of West Afnican agriculural trade in the colonial period that was to persist
with calamitous results into the post-colonial period was the creation of marketing hoards.
Jones argued that the rationale for intervention in agriculiural trade through the creation of
markenng boards was always clouded (1987). Revenue generation for the colonial powers,
secunng strategic supplies during WW [1, raising farm incomes, and other reasons, were
all possibilities.

The West African Control Board, established by Britain in 1942, was the first board in the
region. Export crops were the main target, but the management of the strategic stocks of
fooderops came to be seen as advantageous, particularly where there was a vociferous and
growing urban population. Monopaly domestie, or fooderop marketing boards, developed
as a means of stabilising the prices of domestically traded goods, usually grain and other
staple commodities (Arhin, Hesp and Van der Laan, |985). Prices were fixed and the
boards had monopoly powers, sometimes within specified areas, snd private trade in
particular crops was prolubited. Activities imcluded intervention buying, storage and fixed
prices. Prices were often been the vehicle for implementing government policy on regional
development and equity through pan-termitonal pricing and the belief in just prices’.

Marketing boards were sometimes sel up as 8 response 1o a perceived lack of marketing
facilities such as processing and storage Infrastructure. There were comples administrative
and technical problems associoted with market management and price fixing, and there
was a common problem of parallel markets (Jones, [987). However, West African
marketing boards rarely assumed the function of monopolising trade in fooderops that was
characteristic of East and Southern Africa, such that ‘informal’ trading activity retained its
historic pre-eminence.

9.1.3 Research in the 1960-70y

Paucity of information on the organisation of food erop marketing had not prevented
politicians and administrators advocating state intervention on the basis of preconceived
ideas. Common prejudices about market imperfections concerned: a) o basic lack of
arganisation of physical market places, and of geading and standards; b) ‘imperfections’
rooted in African society, notably the exercise of kinship relationships that acted as a
disincentive to commercial activity, ¢} inadequate demand, because of the importance of
the subsistence economy; and ¢ inadequate infrastructure - poor market places, storage
facilities, and transport. Exploitation of the ‘uncommercial producers’ by a marketing élite
through restrictive practices were held 10 be commonplace, This view has been widespread
and influential in policy terms (Holtzman, 1989). Other arcas where it was felt that
governmental services could improve the functioning of the market system were the
regulation of contracts, grading and standards and market conduct, the provision of
financing, and the collection and dissemination of market information.

To test these prejudices, imporant studies of staple food marketing in tropical Africa were
conducted in the 1960s (Jones, 1972). Jones® field research in Kenya, Nigeria and Sierra
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Leone was intended to provide o definitive account of “price formation, including market
information, channels of trade. bulking, transporting, preservation and storage, contracts,

financing. risk bearing. traders’ margins, restraints on trade, weights and measures, quality
standards, fees and taxes, and arbitrage among markets’ (p. 21)

He traced the geographical specialisation in production (commented upon by Lyon) as
resulting from the advantages of scale economies in buying, reputation effects, the
provision of supporting services such as: food and accommodation for traders, adequate
space for buying, assembling and storage, transport services, packing focilities, and the
greater fund of markel information. Certmin large fluctuations in prices he attributed not 1o
lack of information but to interruption of physical flows of goods. He did not regard
security of contract as a problem, and the lack of grading and standardisation was much
more of a problem to the statistician than to market participants.

Jones argued that in the markets studied, price information was widely known to all
market participants, but not from formal information sources:

‘public information services were penerally lacking. and crop forecasting was
almost non-existent. Nevertheless, wholesalers and assemblers seem 1o have no
difficulty in learning about prices in the markets where they customarily trade and
they frequently also know what prices are in other markets' (1974: 16).

The lack of facilitalory institutions in the research areas such as grading, standardisation
and pricing were overcome principally by establishing a set of trading partners. These
relationships were of a personal, kinship or ethnic basis, characterised by mutual interest,
manifest by sharing of information and resources. Brokers and commission agents were
also important institutions for providing information, acting as guarantors and
consummating exchange.

OF the relevant policy implications, Jones disagreed with the orthodox position that the
central provision of market information would be relatively easy and cost-effective:

‘It is not easy to judge how seriously this unanimous advocacy of regular market
news services should be taken. Certain knowledge of prices and supplies is
essential ...t is equally certain, however, that knowledge of opportunity for profit
15 mot enough; there must also be the means to take the opportunity” (p. 260},

Physical remotencss and no altlernotive sale outlets, even in the presence of good
information. is one factor that consirains farmers”™ bargaining power and is important by
definition to the rural poorest.

Jones found insufficient evidence to support the allegations of widespread market
imperfections, and did not propose extensive state intervention. The general thrust of the
analysis was 1o rely on the existing private marketing system, with a faciliating and
repulatory role for the government. He did not reject the possibility of government-
supported news services, He proposed departments of marketing, whose role admittedly
would be more [acilitating than regulatory, stalfed with able economists-administrators,
including a market research unit 10 serve both public and private users. Market place price
data would be recorded, supplemented by supply and demand information from
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cooperating traders and agricultural officers Dissemination media for market information
would be newspapers and radio

he investigation by Southworth, Jones and Pearson (1979), conducted at the height of
state involvement in marketing, marked further guestioning of the conventional wisdom
about the exploitative nature of marketing. The formal attitude to marketing was described
by Timmer (1983; 151-152):

The lubels ‘middleman’ and ‘speculmor’ almost universally carry negative
connotations or actual opprobrium. The tendency 15 100 widespread to be attributed
wholly to a bad press. In fact, markets do not always function in the best interests
of a broad cross section of society, especially in poor countries where
communications and transportation  facilities are poor, markets are highly
segmented, and access for marketing participants is greatly restricted, sometimes to
particulor ethme growps. Highly unequal financial bargaining power is often
brought 1w the exchanpe relationship between seller and buyer, In short, the
efficiency and economic gains potentinlly avmlable from svccessful market
coordination of a society's food system are an empirical issue, not a matter of faith
and logic, Because the public image of marketing is so negative, especially in most
developing countries, it s important for the food policy analyst to determine how
effectively marketing institutions and marketing agents are performing their dual
roles of transforming commadities in time, space and form while reflecting relative
whundance and scarcity through the price signals communicated to producers and
CONSUMETS.

The study by Southworth, Jones and Pearson was concermed with food markets in the
Atebubu district of Brong Ahalo in Ghana. It was undertaken in the late 1970s as part of a
broader project investigating the efficiency of domestic agricultural and food marketing in
Africa. It remains a classic example of the approach to market analysis under the
traditional SCP paradigm. This market study is also interesting from a policy-history
perspective, undertaken before the era of market liberalisstion, At that time the
development orthodoxy still promoted widespread public intervention into the operations
of agricultural and food markets. Viewed from this perspective. this study could be seen as
a pre-cursor of the lLiberalisation movement the results challenged the prevailing
perception of the traditional Ghanaian food marketing system as exploitative and
mefficient.

Cuestions investigated concerned the following elements of the market system structure
and conduct:

difficulties in estimating production and marketed quantities;

location of the first point of sale;

different ways farmers sell the vartous erops;

the degree of commaodity specialisation in wholesaling;

the tendency towards ethnic domination of wholesaling,

gender concentrations in different forms of trade;

the role of traders’ orgamsations or 'companies’ and their internal organisation:
the means of establishing contacts between farmers and traders;

the necessity of visual inspection of agricultursl produce;
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s price discovery mechanisms;
= availability of price information,
® he role of brokers.

The wnters were sanguine aboul the results: “The market system for food crops in
Atebubu District is not perfect, but it is sufficiently competitive to prevent traders from
reaping excess margins’ (p. 193). Buyers and sellers were many, they were price takers,
information levels were “adequate to obviate collusion” but *could certainly be improved
upon’, and entry was free,

%.1.4 Changing perceptions of market performance

The policies of the new governments in the post-colonial era to the development of the
agricultural economy were formed on the basis of assumptions that marketing svstems
were ‘inefficient, disorganized, unresponsive and oligopsonistic’ (Southworth et al., 1979:
157).

Jones (1984) summed up the previous two decades of rescarch:

“The notable finding of recent research into private marketing of agricultural
products in tropical Africa is that most of what was said about these markets a
generation ago was wrong, but the word seems to have taken a long time to get
around. Alncan markets are not disorganized, Alrican farmers arc not unfamiliar
with commercial activity, and African farmers do not respond perversely to prices.
MNor are African farmers improvident. Most marketed food crops are grown by
farmers who sell only pant of their crop at harvest, holding the rest for their own
consumption, lor operating expenses, and for seasonal price rise. African farmers
know what current market prices are and rarely are limited o only one or two
prospective buyers. Private marketing is generally competitive and affords farmers
a rather high share of the consumers’ dollar while assuring supplies to urban areas
ot reasonable prices. This is all the more remarkable when account is taken of the
physical obstacles that private merchants must overcome....” (p. 117)

He cited obstacles such as low population densities, poor roads and transpont services,
language and cultural barriers. minimal specialisation in food crop production, atomistic
and ill-educated trading communities, and poor market place  infrastructure.
Notwithstanding, “Students of private marketing systems in tropical Africa in the 1960s
and 1970s have been impressed with how well they operate despite these difficulties of
space, demography and technical development” (p. 1171

Nonetheless, among the imperfections 10 which Jones referred was the lack of reliable
information on crop supplies and requirements. Moreover, the ability of market
participants to respond to trading opportunities required both market access and financial
resources. West African traders have developed various arrangements to overcome
problems of information and response through trading partners, couriers, letters, posted
mformation, and brokers.

Jones argued that the collection and dissemination of crop data 15 costly and unrelisble.
Price data are “easy to learn’ and the collection and dissemination data on the general level
of prices was feasible. Public collection of daily price data, however, was l|};el}' o be
costly and ineffective, and dissemination untimely. Traders, brokers and agems would be
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the best way to obtain reliable information aboul different prices. Trading partnerships, in
fact, were the main source of information for troders, as well s 8 means of market access
and guaraniee agmnst opportunism (cheating)

It is worth noting that Jones' commuents about the effective and efficient organisation of
trading referred mainly w inter-trader relationships. On the one hand, he commented that
farmers are not unfamiliar with commercial activity, and know what current market prices
are, rarely are himiled 10 only one or two prospective buyers. and receive a rather high
share of the consumer price.

O the other hand, less attention was given to the producer-truder interfoce. Elsewhere,
producer marging have been compared unfavourably with those in others geographical
regions (Colman and Young. 1989). For example, Pinstrup-Andersen (1997) asserted that
*As a result of inefMicient markeis and poor infrastructure, the cost of bringing food from
the producer to the consumer 1s very high in many low-income countries, particularly in
Africa’ These generalisations warrant further investigation, especially where production is
remole,

Other analysts also adopt a more reserved position on the producer-trader interface:

"Market conditions can typically be assessed fairly readily by buyers and sellers within
localised market areas, but knowledge of price and volumes in other markets is ofien
available o only a few people and closely puarded by them. Farmers and small traders
with good private communications systems 1o other markets can thus realize sizeable gains
from arbitrage opportunities. The uninformed farmer and small trader are then at o relative
bargaining disadvantage’ { Holtzman, Martin and Abbott, 1988 40)

Wenner (1993 ) agreed that developing countervailing bargaining power of small producers
vis-a-vis wholesale traders and processors, and improving market information throughout
the chain are important areas whereby needed reductions in transaction costs can be
schieved. They concluded that research is needed to explore the most effective balance of
private and public sector involvement in the dissemination of market information.

9.1.5 Changing perceptions of state intervention

In reviewing the options for the provision of marketing services, Jones concluded that a
national trading company buill around existing marketing boards could contribute
effectively 1w increasing inter-market arbitrage and integration. However, the evalving
experience of state involvement during the [980s continued 10 be discouraging. These
crificisms levelled against private traders came to be directed with even more force at the
marketing boards which had been envisaged as the solution to the problem of exploitation
of smaltholders by trading intermediaries. On the whaole the performance of marketing
boards was a gloomy one, and foodcrop marketing boards faced more problems than
expont marketing boards { Arhin et al., 1985),

In particular, pricing policy problems for fooderop marketing boards were made maore
acute by the need to take into account the relative factor price changes, inflation, the prices
of substitute crops, production costs varying over wide arcas with different production
practices. The cost of marketing board and policy failures and inefficiencies has been
enormous, contributing greatly 1o the crises that precipitated structural adjustment.
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The need for reform of the operations of marketing boards, if not of the whole concept, has
been imegral (o adjusiment polices. Reasons advanced by Jones (1987) to explain the
persistence of marketing boards in the face of extensive criticism, were that institutional
inertia prevented change, boards were still perceived as a means of maintaining political
stability and national unity, they could still have an éfTfective role in mitignting disaster,
and they might still serve as a vehicle for targeting assistance 10 the poor. Reducing the
scope of intervention was necessary, according to Jones, but there remained tasks that
might still properly be the role of state marketing departments emerging from refurbished
markeimg boards: ‘A sk af unparalieled mporiance is the provision of public
information._." {1987 393) He envisaged data on areas cultivated, crop conditions, size
and timing to harvest, movements w0 markets, and prices in major terminal markets,
collection and dissemination of which *would be o relatively simple matter” (p. 393).

Abbott among others reviewed the reasons for undertaking reform of marketing and
related services to agnoulture in Afnca and the need to move towards more competitive
marketing svstems {19871 He argued that reform would entail reducing the role of the
boards, but retmining a professional unit located ot an approprnate place mn the public
administration with responsthility for mamtmning, among other things, market information
services, While expertise was considered to be a constraint, other resources such as
finance and infrastructure with which to fulfil this role were not mentioned.

As adjustment and liberalisation pohcies were being adopted i many developing
countries during the 19808, Reusse (1987) loresaw a stralegic role for the stale in
improving market information fows. He argued that improvement in marketing
transparency was probably the most important single element in promoting a competitive
markeling svstem. Citing FAO recommendations, he envisaged the collection and
dissemination of national market news at different points in the system. information on
grading effects. stocks and export performance

He was optimistic about the results of this provision. Appnsed ol these data, plus informed
discussion of the reasons of the current supply and demand balance, and possible future
trends, farmers and traders would be able 10 manage stocks and release supplies onto the
markel in optimal fashion. Dissemination of such market intelligence would have two
further positive effects: it would case the anxicties of consumers and calm the price
climate in the evenl of scarcity, and also constrain the power of the oligopolistically-
inclined market participant.

Reform of agricultural marketing has formed an important part of structural adjustment
policies, adoption of which has been so forcefully urged by international institutions. Kydd
and Spooner (199) reviewed the arguments underlying the need for reform of the
agricultural sectors of many Sub-Saharan countries, and explored the linkages between
structural adjustment policies and the liberalisation of agricultural marketing, They
identified Ghana™* and Tanzania as strong reformers, and Zimbabwe as a weak reformer
They foresaw an enhanced role for the private sector, including the provision of market
information (p. 70}, but also envisaged that governmenis would need 1o be instrumental in
developing an active and competent private sector, with an important rale in ensunng a
free flow of market information (p. 75, 77).

* Ghann's example has recenly been upheld as 4 cnse ‘consistent with international development goals'
{Department for litemmtionil Development, |9#0Rk: 1)
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Yao (1991) also reviewed the background for reform, the pressures for change, and issues
about the iming sequencing and pace of reform. They identified different patterns of
reform, from the redefinition of parnstatal roles through a range of more radical changes
including abolition. The nature of the policies being adopted depended partly on the
assumptions about the capacity of the private sector 1o respond and the estimate of risk of
failure in unprofitable markets, the importance accorded to social or ‘public’ objectives
such as stockholding), the existence of scale economies, and the danger of an emerging
privatised monopoly.

They argued the case for selective intervention, identifying three broad groups of
reforming countries for whom palicy preseriptions should be tailored differently. Much of
SSA they judged to be ‘Type 3 cconomies’ in which reform would necessanly proceed
slowly, and the adjustment process would be the most costly, complex and difficult to
manage. One of the priorities for such countries would be to Tocilitate the development of
information networks (p. 7).

Evidently there is no general view about the role of the reformed state in information
provision for the agncultural sector. According to DFID (Department for International
Development, undated), whether or not a country has a public information system and
statistical service in place to transmit price and planting information at the appropriale
level is one element in deciding what is the appropriate role of the state.
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9.2 Formal survey: producer questionnaire

Date: s ERumerilon ... s e
Horticultural Market Information Constraints, Brong Ahafo

Household Questionnaire

E’ll]ugu District...

Miles 1o tar road.............. Miles Ly nearest 1.-|:|cphﬂm.
Respondent’s name:......oviviin. S e S e T T

Section | Household [r.l:.m:l_cdl:]nn

1. Gender

2. Apge (years)

3. What level of education have you completed?

4. How many people live in the household?

Section 11: Resources

5. What is the average distance from the vegetable plots to the centre of the village?
6. How many plots belong to:

7. How many acres do you rent?

E. How many acres of vegetables did the houschold grow in 1998 (fill table below)?
9. How many acres in lotal of other crops did vou grow in 19987

10, What year did you start selling vegetables?

I 1, How many different sales of vegetables did vou make in 19987

| 2. Why are you interested in vegetable production?

13. How much money did the houschold eam m the 1998 season from different
vepetables?

4. How much income was earned in 1998 from other sources?

15. Where did you get inputs such as fentilisers and sceds in 19987

16. What type of irmigation water do you have access o7

17. To whom did you sell horticultural products in 19987

Section [11: Information strategies and market knowledge

1B. Do you keep records of your business (e.g. inputs, purchases, crop sales, credit, etc)?
19, If not, why not?

20, How well do vou know about the prices in the market?

21, If you know, how do you leam about supply, demand and market prices?

22, How do vou learn about new crops and new varneties?

23, Do you normally share information on crops and prices?

24. How often do you listen 1o the radu?

25, Do you plan vour planting and harvesting activities 1o avoid low market prices?
26, If so, how!

27, What factors influcnce the choice of varieties that you grow?

2B, Have you ever decided not to harvest because prices are low?

29, If s0, how many times?

Section IV Reputation and trust

3. In the 1998 season how did yvou negotiate the sale of erops?

31 In 1998, how many traders came each week for purchasing vegetables?

32. How often in 1998 did traders buy more than one type of crop?

33, In 1998, where did you negotinte prices?

34. In 1998, where did you deliver the product?

35. Do you have problems being paid by the traders?

36. If yes, why?

37. Do you ever choose not to sell 1o a trader?

Litana Country Report - Poele, Seinl and Heh (i3]




38 If ves, why?

39, Do you sell to the same traders each year”

40. If the same, for how many years have you dealt with this‘these traders?

41, If nost the same, specily reasons:

42 In 1998, did you get credit?

43, If ves, in what form?

44, From whom"

45. Do you ever give produce 1o a trader on credin?

46. Please mnk the following risk factors in importance:

47. How do vou think that marketing your produce could be made better and easier?

8.3 Case studies of successful producer organisations

* Ongins of the group and conditions enabling its formation

s Organisational style and *constitution’ - if organised
Socioeconomic composition

Group functions

Vertical market linkages (o iraders

Range of product, infrastructure, policy and market conditions
Perceived advaniages

Long-term group expectations

9.4 Traders' interview schedule

Name, gender

Location

The size of their operation

History of business development and accumulation

(How) do you cooperate with other traders”

Do you always buy from the same farmers?

Do vou provide credit services to producers?

Do you always find the produce that you want”?

Do you sometimes buy other goods if you cannot buy what you want?

Do you ever suffer losses through transport accidents?

Da you ever suffer losses due to low retail prices?

Do they specify quality and varnicial characteristics?

Do the farmers ever cheat you?

Do you ever lose your packaging materials”?

Do you ever go back 1o a farmer and (try o) renegotiate prices because of problems?
Do you ever decide not to buy from a particulor farmer?

(How) do you cooperate with retailers?

What are your sources of market information about prices, demand charucteristics?
What changes would improve your business?
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