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AGRICULTURAL MARKETING - ITS CONTRIBUTION 
TO A PROGRAMME OF DIVERSIFICATION 

by

Garnet James
Marketing Economist,

Guyana Marketing Corporation, Guyana.

INTRODUCTION 

The sixties have brought with them the realisation
that rapid economic development in developing countries
necessitates the efficient combination of factor endow-
ments in the respective economies. Agricultural develop-
ment is therefore the stepping stone to the growth of an
industrial economy.

And so there has been serious planning in these
countries - how to increase the productivity of the agri-
cultural sector and thereby increasing Agriculture's share
of the gross domestic product. The main objective is the
increased production especially of foodstuffs for local
consumption. The past three years have shown that outside
Latin America, the implementation of development projects
has begun in Ethiopia, Libya, Sierra Leone and Turkey.
Interim plans designed to help lay the basis for future
development have been drafted and implemented by a few
countries.

The underlying trend of the current development
programme is that most of them are comprehensive, meaning
that they include estimates for the private as well as the
public sector of the economy. With the exception of
Latin America, in most of the other countries the main
reliance is on public investment.

Because of this trend we find that Agriculture
is given its proper place in relation to what contribution
it makes to the rate of growth of the economy.

Agricultural development in this context to a
large extent is geared towards the export of surplus produce
as a necessary measure to earn foreign exchange needed to
finance industrial projects. With guaranteed markets
or gradual rising prices of the commodities exported, there
is smooth sailing as regards the priorities and expectations
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of the programme. This is not, however, the results. There-
fore, emphasis is also being placed on production for the
local market.

Here is where agricultural marketing has its vital
role to play. Its importance, however, isn't usually realised
by the planners. Evidence to support this could be had from
the financial allocations made by the public sector towards
the organisational structure of marketing.

To stimulate agricultural production for local
consumption, farmers have to be assured of a guaranteed minimum
price and most of all a market for their produce. It is
from this premise that programming of agricultural develop-
ment should start. Do we have a market for the planned
crops? Can the harvested produce reach the consumer at a
reasonable price? Do we have the structure or agencies by
which the end product of production will reach the consumer?
When reasonable answers can be found to these questions the
planners are on the correct path towards solving the problems.

Marketing has been neglected because of ignorance.
At this stage, we can define agricultural marketing in
technical terms.

In its widest sense, agricultural marketing entails
all the operations involved in the movement of food and raw
materials from the farm to the final consumer. These are:

(a) handling of produce at the farm;
(b) kind of marketing agencies in the production

areas (i.e. Cooperative Societies);
(c) initial processing;
(d) grading and packing to maintain and enhance

quality and avoid waste;
(e) pricing;
(f) market information and forecast of supply

and, demand conditions;
(g) storage;
(h) packaging - presentation of the product to

satisfy consumer preferences.

With this conceptual framework, marketing is made
more meaningful. The analysis eliminates bias and prejudice
originating from the interests of different individuals and
groups, and most of all gives .a clear understanding of the
relation between different marketing activities. There are
specific characteristics of each produce to be marketed,
yet the analytical approach still lends itself to each
particular need.
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So far I have tried to show the emphasis now
placed on planning as regards agricultural production, and
the neglect or near neglect on the marketing aspects of
development.

Why Diversification is Necessary 

The slant of agricultural planning is towards
diversification of the one or two crop economy which is
a legacy of colontal rule and exploitation. Primary pro-
ducers have found that since 1945 commodity prices have
been falling i.e. cocoa, sugar. Attempts at international.
agreements to cushion the effects have been made. At the
same time, food imports into developing countries are
increasing at an alarming rate.

Let us take Guyana as a model. For sometime our
two main agricultural crops have been sugar and rice. Today,
these are faced with problems of rising production costs
and therefore strong competition on the world market.
The Commonwealth Sugar Agreement has lessened the damaging
effects as regards the former.

Rice production, in Guyana increased by 15 per cent
over the 1959-64 period. An increase of 16 per cent of the
acreage under production was the principal method of
increasing aggregate production. The underlying problem
is the high cost structure of the industry, resulting in
the inability to complete successfully on the world market
as regards price and quality.

Our agricultural policy is therefore by necessity
based on a programme of diversification - the cultivation
of other food crops such as coffee, cocoa, citrus, bananas,
and also livestock production. Any such programme demands
adequate information on agricultural production, prices,
and other relevant data, a study and clear cut policy on
import-substitution and among other factors an efficient
marketing system. This paper attempts to show how efficient
marketing services can stimulate agricultural production of
diversified crops and assist in reducing the large import
bill, and provide local consumers with the food they need.

Programme 

(A) Our experience has shown that with a guaranteed
price, processing, and a channel of distribution coffee
production has increased considerably since 1947. Most of
all the farmers' incomes have risen by 48 per cent over the



the years. The coffee producing areas are North West
District and Pomeroon. About 200 families are engaged in
the cultivation of this crop.

Table 1. Coffee production and marketing 

(thousands) 
Acres under

Year Production
Quantity
Reaped
(lbs.)

Purchases Price Received by
by Guyana farmers per lb.
Mar. Corp.
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1960 2.8
1961 3.0
1962 3.0
1963 3.0
1964 3.1
1965 3.1

800
1,000
1,000
1,400
3,000
4,217

22 - 28ct

145 40 - 58ct
236

As the above table shows, farmers received over
the period (1960 - 1963), between 22t to 28ct per lb. for
coffee beans. It is rather significant that with the
establishment of the Guyana Marketing Corporation and
the processing of local Liberica beans into instant coffee
that both the yield per acre and the average price per lb.
increased. The minimum guaranteed price offered by the
Corporation was primarily responsible for setting the
price pattern. The role of a central marketing agency in
a developing country will be discussed later.

Today, the importation of imported instant coffee
is prohibited: Domestic demand is met by Guyana Instant
Coffee, which is processed in the U.S.A. The retail price
of the local product is cheaper than the imported brand.
In the widest sense, marketing concerns the preferences
of the consumer. In this case, the consumer benefits
as the price per jar is cheaper and most of all stabilised.

Table 2. Processing of Local Beans (lbs.) 

Year Quantity sent to
be processed

1964 46,600
1965 156,800

Instant Coffee
received

13,605
46,101

Export of raw
coffee

132,381
43,175.

Licences are granted for the export of small
quantities of raw beans. Permission is given after a care-
ful study of market requirement and the anticipated pro-
duction over the particular period.
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Table 1 pointed out that the central marketing
agency does not purchase all the produce marketed. This is
unlike the practice of the Jamaica Coffee Board. Purchases
are made of the required quantities for processing. The
Central agency is in a strong position to ensure that
adequate supplies of instant coffee are available at all
times. The consumption pattern comprises of an urban demand
for instant coffee and a rural demand for locally ground
coffee. Overall consumption of coffee has risen considerably.

(B) The coffee project having proved successful, a
preliminary survey has been completed as regards the pro-
cessing of cocoa beans by a firm outside Guyana. With our
policy of a guaranteed minimum price to farmers, processing,
and a central distribution channel, import § of cocoa powder
could be restricted, and a local market could be found for
our cocoa beans.

(C) Success of any programme of diversification depends
on the marketing techniques used. The Ministry of Agriculture
has encouraged farmers to increase the acreage under citrus
cultivation. Production over the period (1960-64) has risen
from 12 million lbs. to 25 million lbs. The 1966-72
Development Plan acknowledges the need for proper marketing
facilities before further extension could be economically
feasible.

It is proposed that the Guyana Marketing.Cor--
poration acquire the.nedessary equipment to clean, dry and
apply. flavour-seal to our oranges so a to reduce the rate
of deterioration, and make. possible the organising of an
efficient distributive system which will be effective in
times of scarcity and glut.

Flavour-seal is an exclusive, scientifically
formulated protective film applied to fresh fruits and..
vegetables at the time of packing. It improves appearance
and saleability, retards shrinkage, reduces decay and at
the same time. allows .retaining of the natural flavour.
Cost of construction Of storage space and purchase of
equipment is estimated at $112,000 W.I. It will be capital
investment which will yield an estimated net profit of
$20,000 W.I. per year. The benefits to be accumulated from
the introduction of this marketing service are:- .

(a) .waste will be avoided - many farmers do not
pick:their'oranges in times . of.glut;

(10) it ensures the provision of a distributive
system - areas of scarcity could be served
with fresh fruit;



247.

(c) the farmers are provided with a market
and a reasonable price for their produce; and

(d) incentive is provided for the increased
production of citrus.

Diversification in this respect depends on the
availability of appropriate marketing services to handle
the farmers' produce. It is imperative that we make use of
natural resources, fertile soil, availability of land for
extension. Import-substitution will become a reality as
regards .the importation of citrus fruits and juices.

As regards coffee, cocoa, citrus and tomatoes, I
have tried to illustrate how initial processing - one of the
ingredients of an efficient marketing system - could make
its contribution to the country's programme of diversification.
To ensure that the projects succeed there must be close coordination
between the agricultural planners and the marketing agencies.

(D) The efficient marketing of pork products is
necessary if pig rearers are to be given the incentive to
expand their operations. The Guyana Marketing Corporation
has as one of its many units a Ham and Bacon Factory which
was started in 1955. There has been an upward trend of
the number of pigs slaughtered over the past four years.

The factory is particularly geared to handle the
white species, which is suitable for the production of ham
and bacon. The plant supplies 18 per cent of the domestic
demand for ham and 99 per cent of the market requirements
for bacon. There is a considerable need to increase local
production of ham so that import substitution could be
effective in this respect.

The refrigeration plant is now being rehabilitated.
Also with the successful installation of a pair of smoke
boxes, it is hoped that imported ham will cease to be on the
market within five years.

Attention is now being given to the packaging of
bacon, so that consumers will be able to obtain their supplies
more readily from the retail outlets of the Corporation, or
from other commercial supermarkets who purchase at wholesale
prices.

A considerable amount of pickled pork, dry and
salted is imported. The D - Plan envisages an increase in
the pig population, and is, therefore, essential that the
marketing facilities be provided so that a ready market
could be found for the farmers' pigs.
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The major obstacle of this aspect of our programme
of diversification is the marketing of stock feed. Feed
is 80 per cent of the total cost of production of one animal.
It is essential that cheap balanced rations are readily
available to the farmer if the production of lean pork is to
be made more attractive.

B. G. Stockfeeds Ltd., the principal manufacturers
of stock feeds in the country has made public their plans to
build another factory to manufacture increased quantities of
feed.

It will be necessary that marketing channels for
distribution be established in pig rearing areas, so that
the products could be readily obtained.

(E) Unlike commodities such as coffee, cocoa, tomatoes
and fish where possible solutions have already been found
for market development, the most difficult problem facing
us is the processing of raw milk and its distribution.

Imports of milk products comprise 15 per cent of
our food import bill. In a country with wide savannahs this
is an unhealthy state of affairs. The Milk Pasteurisation
Plant which is a unit of the Guyana Marketing Corporation
at the same time dumped 34 per cent of its intake of milk
in 1964 due to the inability to handle the quantities
received because of several factors such as the low
quality of milk received at plant site.

To arrest this state of affairs, in 1965 $220,000
were spent on the installation of factory equipment for the
production of butter and cheese. Also, cooling facilities
at the main points of milk production are now being installed
so as to improve the quality of milk received at plant site.

It.has been suggested that sterilised milk should
have been given priority to pasteurised milk. The reason
advanced is that the tropical climate conditions do not
suit the production and distribution of pasteurised milk.

Other by-products produced by the plant are
chocolate milk, ghee, ice-cream mix, and cream. It is
estimated that with the installation of the new equipment that
the plant will now process one million gallons of milk per
year. Even if this was achieved, there is still a large
untapped market for milk products.

It is however, essential or desirous that Guyana
develops a dairy industry. The present D - Plan gives
considerable attention to this aspect of diversification
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which provides ample scope for income substitution. The
quantity of milk products imported (1964) was 15,026,000 lbs.
Before any substantial impact could be made on the production
side, the marketing problems have to be solved.

The Milk Plant accounts for 58 per cent of the
deficit of the Corporation. This is due to the high cost
of processing and also the increasing cost of distribution.
If the dairy industry is to be a successful part of our
programme of diversification, I again -submit that the marketing
services have to be given serious attention.

In most developing countries it is necessary
for Government to take the initiative in assisting the
fishing industry to develop fish marketing. Considerable
emphasis has always been placed on increased production
without parallel development in wholesale and retail marketing.

The role played by my Corporation is that of a
fish wholesale operation supplying retail outlets and bulk
users of fish such as government institutions. This function
is very necessary to improve distribution and provide an out-
let for bulk fish supplies other than through the tradition
small-scale fish traders.

Over the years, private enterprise has made a con-
tribution to the marketing of fish at the wholesale level.
Our retail facilities for handling, processing, and short
and long term storage, are non-existent in some cases. If
bottlenecks are to be avoided at the production and wholesale
sectors, immediate and urgent attention must be given towards
the establishment of cold storage facilities in markets and
the use of scales for retailing purposes. This is a general
problem. It has been suggested that the G.M.C. provide a pilot
service in retailing marketing of fish so that supermarkets
and municipal bodies may be given a chance of emulating the
techniques that ensure that the consumer receives a good
quality fish.

(F) We now turn to the marketing possibilities of
other produce which do not lend themselves to initial pro-
cessing. In this category we have ground provisions (yams,
eddoes, sweet potatoes), pumpkins and plantains. Here is
one of the most fertile fields of diversification as the quantity
of produce grown at present, with the exception of the last
two named, are insufficient to supply the home market. Sweet
potatoes are imported from St. Vincent and Barbados in times
of scarcity.

The problems as regards the increased production of
these commodities are many. It is in the marketing of these
crops that the weaknesses of our internal marketing system
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are laid bares A survey carried out in two areas where
40 per cent of the country's produce are grown shows that the
farmer adopts a policy of "now or never" as was described.
The Marketing Division which is now under the aegis of the
Guyana Marketing Corporation offers guaranteed minimum prices
and a market for their produce. To the farmer, however,
the Corporation is a last resort.

In times or scarcity, he sells to the husker or
higgler, and in times of glut he expects the Corporation to
purchase his produce whether they are in a marketable
condition or not. This is a hangover of the system which
was used to encourage the grow more food campaign during
the war period.

The problem is however, somewhat intricate as the
husker is not solely a wholesaler who purchases direct from
the farmer. He also finances the farmer, and therefore
purchases a large quantity of his stuff "on the trees".
He ensures that in times of scarcity, when his profit
margin widens, that he can obtain ready supplies.

The operation of this system places a burden on
the consumer who is forced to pay high prices for produce.
If the marketing system is to be efficient, and moreso,
if areas of scarcity are to be served by an efficient dis-
tributivp system, the.central marketing agency must purchase
a large quantity of produce and wholesale to the higgler.

It has also been found that the farmers themselves
contribute to the glut of any particular produce. Though
special guaranteed prices are offered to encourage the
cultivation of such crops as blackeye peas, peanuts, and
cabbages, few farmers do make use of the opportunities
offered. This is sometimes due to past experience of a glut
period i.e. cabbages when the cultivation of this crop caught
on as a fashion. Everyone starts planting - the market
is over supplied - the husker is absent in times of plenty and
therefore most of the crop is lost.

An efficient marketing system, in this case, and
in most of the others have to be complementary with a well
equipped and working extension service of the Ministry of
Agriculture. As was mentioned before, these crops are not
grown in large quantities to warrant or make necessary, 'a ban
placed on the importation of say, cabbage. There is need for
better coordination between production and marketing.

However, with the gradual use of such marketing
techniques, as grading, packaging and crating, much of the
harvest whether in times of glut or not could be moved from
areas of plenty to areas of scarcity. It is, however, asking
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much for every individual farmer to grade, package or crate
and then transport their produce to the purchasing points.

Change is the dominant factor of marketing, but
the use of modern techniques is usually rejected by the
farmer, either as costly or difficult to adapt to local
circumstances: The formation of Marketing Cooperative
Societies is therefore the solution to the problem.

Success in this field has been limited to crops
which have proved successful under a programme of diversi-
fication i.e. coffee. It is also felt that non-perishables
are easier to market.

Conclusions 

(1) Central Marketing Agency - in any given developing
country where Agriculture is becoming commercialised the
establishment of marketing channels becomes necessary. The
pattern followed should be one whereby the farmers either
singly or as a marketing cooperative society sell to whole-
salers who have adequate storage and transportation facilities
to ensure the distribution of produce.

A central marketing agency which is designed to
protect the interests of both of the farmer and the consumer,
should be the pivot of the marketing system.

(2) The Marketing System - should ensure that the cost
of handling the middlemen or higglers is economical. This
will ensure that fair shares are reaped by the farmer and the
consumer. In most instances the husker or higgler is respon-
sible for the high price paid by consumers for perishable
produce. This practice restricts demand.

(3) Investment in Marketing - in most developing countries
Planners allocate appropriate funds available for agricultural
development, and fail to include adequate funds for market
development. If agricultural production for the local consumer
is to provide a decent wage to the farmer, capital investment

in market development is necessary. It is suggested that for
every $15m allocated by the public sector for agricultural
development, one million dollars must be so allocated for the
establishment of adequate marketing services. This includes
capital for the promotion of secondary industries using the
raw material obtained from the production side of Agriculture.

(4) Central Governments and Marketing Agencies in developing
countries should also invest in research projects such as studies
of national consumption patterns and the nutritional aspects of
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local foods. Market information made available from these
studies will assist in stimulating demand for local foods.

(5) A programme of diversification should be complementary
to a marketing system which offers incentives for increased
production such as guaranteed prices for farmers produce.

(6) Agricultural Marketing Agencies - should insist
on the use of modern techniques of marketing such as proper
grading use of crates and packaging.


