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The International Center for Tropical Agriculture (CIAT) is a not-for-profit organization that conducts socially and
environmentally progressive research aimed at reducing hunger and poverty and preserving natural resources in
developing countries. CIAT is one of the 15 centers funded mainly by the 64 countries, private foundations, and
international organizations that make up the Consultative Group on International Agricultural Research (CGIAR).

CIAT also receives funds for research and development services provided under contract to a growing number of
institutional clients.

Information and conclusions reported in this document do not necessarily reflect the position of any donor agency.



ASARECA FOODNET (Association for Strengthening Agricultural Research in Eastern and Central Africa)
FOODNET is ASARECA’s post harvest and market research network for East and Central Africa. The network was established
in 1999 and focuses on market analysis studies, market information, agroenterprise development, and related business
development support services. FOODNET works in collaborative partnerships with research and development partners
from the public and private sector.

Catholic Relief Services

Catholic Relief Services was founded in 1943 by the Catholic Bishops of the United States. Their mission is to assist the
poor and disadvantaged and promote development of all people and to foster charity and justice throughout the world.
CRS operates on 5 continents and in over 90 countries. CRS aids the poor by first providing direct assistance then
encouraging these people to help with their own development.

CIPASLA

Cipasla, an inter-institutional consortium that fosters sustainable agriculture in hillsides, was founded in 1993 and is
based in Pescador, a village in northern Cauca department, located in south-western Colombia. In its first phase, Cipasla
included twelve public and private agencies and its structure involved a support committee consisting of community
representatives. Cipasla’s agenda encompasses community organization, environmental education, soil and water
conservation, integrated crop management, marketing and agro-industry. Several CIAT projects have implemented research
activities in this region, which is considered to be a pilot site.



CIDA

Canadian International Development Agency’s mandate is to support sustainable development in developing countries to
reduce poverty and contribute to a more secure, equitable, and prosperous world. The Agency’s work is concentrated in
the poorest countries in Africa, Asia, and Latin America. CIDA’s program is based on the Millennium Development Goals,
to which it contributes through four key areas: social development, economic well-being, protection, conservation, and
management of the environment and governance.

DFID

The Department for International Development (DFID) is the part of the UK Government that manages Britain’s aid to poor
countries and works to reduce extreme poverty. DFID’s work aims to bring people out of poverty through programs that
settle conflicts, increase trade and improve health and education.

IDB

The Inter-America’s Development Bank was established in 1959 as a development institution with novel mandates and
tools. The IDB is the oldest and largest regional development bank. It is the main source of multilateral financing for
economic, social and institutional development projects as well as trade and regional integration programs in Latin America
and the Caribbean.

IDRC

The International Development Research Centre (IDRC) is a public corporation created by the Parliament of Canada in
1970 to help developing countries use science and technology to find practical, long-term solutions to the social, economic,
and environmental problems they face. Support is directed toward developing an indigenous research capacity to sustain
policies and technologies that developing countries need to build healthier, more equitable, and more prosperous societies.

SDC
The Swiss Agency for Development and Cooperation (SDC) is organized and funded by the Swiss government and operates
by financing programs both directly, and in partnership with, other agencies to countries around the world.

USAID

The United States Agency for International Development is an independent federal government agency that aims to further
America’s foreign policy interests in expanding democracy and free markets while improving the lives of the citizens of the
developing world. USAID supports long-term and equitable economic growth and advances U.S. foreign policy objectives
by supporting: economic growth, agriculture and trade; global health; and democracy, conflict prevention and humanitarian
assistance.



ISBN 978-958-694-090-0

CIAT Rural Agroenterprise Development

Good Practice Guide 3

Identifying Market Opportunities for
Rural Smallholder Producers

C. Ostertag, M. Lundy, M. Gottret,
R. Best and S. Ferris

T T oo o i Al s T
igerefineod
Supported by the CGIAR

FcaT

Canadian International  Agence canadienns de o
I * Development Agency  développement intamatianal Cﬂﬂﬂda

WEE IDRC 3k CRDI

sy

=== 4 (=)USAID

L
(T L By ‘;l-
L AN RO M T POE YOS N T SHD COOP IR T A
RN ik LA S B SRR ¥ L DO L 7'5.%_' g1 —

i




Centro Internacional de Agricultura Tropical
International Center for Tropical Agriculture
Apartado Aéreo 6713

Cali, Colombia

Fax: +57 (2) 4450073

E-mail: c.ostertag@cgiar.org

CIAT Publication No. 353
ISBN 978-958-694-090-0
Press run: 500

Printed in Colombia
February 2007

Ostertag Galvez, Carlos Felipe
Identifying market opportunities for rural smallholder producers / C. Ostertag, M. Lundy,

M. Gottret, R. Best and S. Ferris. -- Cali, CO : Centro Internacional de Agricultura Tropical (CIAT), 2007.
110 p. -- (CIAT publication no. 353; CIAT Rural Agroenterprise Development. Good practice guide 3)
ISBN 978-958-694-090-0

AGROVOC descriptors in English:
1. Markets. 2. Farmers. 3. Small farms. 4. Small enterprises. 5. Rural development.
6. Marketing. 7. Value added. 8. Market research. 9. Marketing techniques. 10. Profitability.

Local descriptors in Engllish:
1. Agroindustrial development. 2. Productive chains.

AGROVOC descriptors in Spanish:

1. Mercados. 2. Agricultores. 3. Explotaciéon en pequena escala. 4. Empresas pequenas.
5. Desarrollo rural. 6. Mercadeo. 7. Valor anadido. 8. Investigacion de mercados.
9. Técnicas de mercadeo. 10. Rentabilidad.

Local descriptors in Spanish:
1. Desarrollo agroindustrial. 2. Cadena productiva.
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VI. Centro Internacional de Agricultura Tropical. VII. Ser.

AGRIS subject category: E20 Organization, administration and management of agricultural
enterprises or farms /
Organizacion, administracién y manejo de empresas agricolas o fincas

LC classification: HD 9014 .07

Copyright CIAT 2007. All rights reserved

CIAT encourages wide dissemination of its printed and electronic publications for maximum public benefit. Thus, in
most cases colleagues working in research and development should feel free to use CIAT materials for noncommercial
purposes. However, the Center prohibits modification of these materials, and we expect to receive due credit. Though
CIAT prepares its publications with considerable care, the Center does not guarantee their accuracy and completeness.



Page

Preface (76 kb) vii
Acknowledgments (76 kb) viii
Introduction and Background to the Guide (131 kb) 1
Purpose 1
The Guide’s General Structure 2
How to Use this Guide 4
Section 1. Marketing Concepts and Forming a Market Research Team (311 kb) S
1.1. Marketing Basics—What is Marketing? 6
1.2. Understanding the Context of the Smallholder Rural Producer 9
1.3. Meeting the Marketing Challenge 12
1.4. The Market Chain 13
1.5. Value Addition 14
1.6. Marketing Strategies Based on “Risk Assessment” 15
1.7. Forming the Market Research Team 16
Exercise 1.1. Mapping an Extended Product Chain 17
Exercise 1.2. Visioning a Value-Added or Processed Product 19
Exercise 1.3. Defining Market Growth Strategies for a Project Area 20
Section 2. Designing and Conducting a Rapid Market Survey (361 kb) 22
2.1. Defining Market Research Objectives 23
2.2. Defining Market Research Strategies 25
2.3. Developing a Market Research Plan 28
2.4. Collecting Market Information 37
2.5. Analyzing Data and Preparing Product Option Report 41
Exercise 2.1. Determining Research Tool Requirements 44
Exercise 2.2. Questionnaire to Study Product Purchasing Conditions 47
Practice 2.1. Observing Product Categories in a Supermarket 50
Section 3. Assessing and Selecting Market Options (420 kb) 52
3.1. Establishing Appropriate Evaluation Criteria 53
3.2. Characterizing Market Options Using Summary Matrices 55
3.3. Defining the Second Market Option Portfolio 65
3.4. Final Evaluation of Market Options by the Rural Community 66
3.5. Defining the Final Market Option Portfolio 71
3.6. Preparing the Final Report 72
3.7. Preparing for Enterprise Development 72
3.8. Conclusions 73
Exercise 3.1. Agronomic Characterization of a Crop 74
Exercise 3.2. Marketing Characterization of a Product 75
Exercise 3.3. Agroindustrial Characterization for a Processed Product 77
Exercise 3.4. Designing a Product Card 79
Exercise 3.5. Preparing a Timetable for Final Evaluation with a Rural Community 82

Practice 3.1. Survey of Decision Criteria for Crop Selection 85

iii


CIAT
This publication has been divided into sections to facilitate downloading.
Please click on the links in blue to access each section.


Identifying Market Opportunities for Rural Smallholder Producers

Page

Appendices (113 kb)
1. Format for Preparing a Production System for a Crop 89
2. Financial Profitability Model for a Product: Example of Lulo 93
3. Format for Ranking Market Options 97
Glossary (120 kb) 99
109

Bibliography (124 kb)

iv



Contents

List of Figures

1.
. The market chain

O 0 N O Ul d WNIN

Selection of market options based on three levels of selection/discard

. Market links extend beyond the intervention area

. Planning steps for a rapid market survey

. Profitability analysis: “gross margin” for beans in Uganda

. Graphic interpretation of the financial rate of return

. Format of a product card with information on a market option
. Product card for uchuva (cape gooseberry)

. Market facilitator, discussing product options with farmers

List of Tables

1

oo U~ WIN

11

. Marketing variables or the marketing mix
. Product-market growth matrix
. Sources of secondary information
. Initial survey questions to establish contact information
. Key questions for each research strategy
. Quality aspects of grains, fruits and vegetables
. Matrix format for a questionnaire on purchase conditions
. Market survey checklist
9.
10.

Planning matrix to determine research tools
Screening procedure for the initial set of market options

. Suggested structure for the rapid market survey’s final report
12.
13.
14.
15.
16.
17.
18.
19.
20.

Agronomic characterization matrix

Livestock characterization matrix

Agroindustrial characterization matrix

Marketing characterization matrix

Profitability gross margin analysis for cassava processing in Ghana
Financial characterization matrix

List of activities for planning and conducting an evaluation meeting
Checklist for conducting an evaluation meeting

Example of a table used to present results of an evaluation meeting

List of Boxes

1.

Questionnaire for a supermarket produce manager

Page

13
24
28
60
63
67
68
68

15
29
31
32
32
33
35
36
43
43
56
57
57
58
61
61
69
70
71

34



Identifying Market Opportunities for Rural Smallholder Producers

Carlos Felipe Ostertag

Corresponding author, based in CIAT headquarters, Cali, Colombia. Dual Colombian/United States of
America National.

Senior Marketing and Business Administration Officer, Rural Agroenterprise Development project.
E-mail: c.ostertag@cgiar.org

Mark Lundy

Based in CIAT headquarters, Cali, Colombia. United States of America National.
Senior Research Fellow, Rural Agroenterprise Development project.

E-mail: m.lundy@cgiar.org

Maria Verdnica Gottret

Based in CIAT headquarters, Cali, Colombia. Bolivian National.
Senior Research Fellow, Rural Agroenterprise Development project.
E-mail: m.gottret@cgiar.org

Rupert Best

Based in FAO offices, Rome, Italy. British National.

Senior Technical Advisor for the Global Forum for Agricultural Research.
E-mail: rupert.best@fao.org

Shaun Ferris

Based in CIAT headquarters, Cali, Colombia. Dual British/Australian National.
CIAT Project Manager, Rural Agroenterprise Development project.

E-mail: s.ferris@cgiar.org

Vi



	CONTENTS
	Preface
	Acknowledgments
	Introduction and Background to the Guide
	Section 1. Marketing Concepts and Forming a Market Research Team
	Section 2. Designing and Conducting a Rapid Market Survey
	Section 3. Assessing and Selecting Market Options
	Appendices
	Glossary
	Bibliography




