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REPORT

'I. Introductory

oo ‘A Regional Seminar on Marketing of Fruits and
5‘‘:.._Vegetab’les’\':'hrouqhCoo};»fsaratives was held at Tokyo., Japan. from
-.17th to. 27th May, 1970, under the joint ausplces of the

-ICA Regional Offlce and Education Centre for South-East Asia’

; and.the Central Union of igricultural Cooperatlves of Japan.
The Seminar which was attended by observers and resource
persons was held at the Institute for the Development of
Agricultural, Cbopéféfibﬁ“in‘ﬁéia in. Tokyo. The countries
represented at the Semlnar were Ceylon, Indla, Iran, Japan,
Korea, Malaysia, Paklstan, the Phlllpplnes and Thailand.
Observers were from the BAQO, ILO and the- APO, USA and Japan.

- Lecturers and other resource persons were drawn from Australie,
Ceylon, Philippines, Japan and a’consultant\from the Asian
Development: Bank to present papers on spec1allsed subJects at
the wvarious sessions:of the Seminar. ‘

- Mr.. X. Fujimoto, Chief of the Internatlonal Department
of . the Central Union of Agricultural Cooperatlves, Japan, while
welcoming the delegates and observers to- the Seminar, stressed
the need for continued collaboration between the ICA and the
CUAC in organlslng 301nt actlvities from year to year. He
méntioned the gradual thfflng of. enphas1s in the seminars
jointly organlsed by,the-two:agenc1es towards mq;g,technlcal



subjects and added that the Commodity Conference and the
Regional ‘Seminar- were the  two examples signlfylng th1s trend.
Mr. M.V. Madane, Joint Director (Technical Assistance
‘and Trade) of the ICA RO & EC, welcomed the observers on
~behalf Of. the ICA and explalned the background efforts which
"led'to the organlsatlon of the two act1v1t1es in Japan this
year., He thanked the CUAC and its leadership as well as the
past and present Managing Directors of the IDACA for their
active collatoration in organising the joint activities in
Tokyo. Mr. H. Togawa, Maraging Director of the IDACA, welcomed
‘the delegates to the Semlnar and exnresseo the: hope that the
deliberations would lead to more nractlcal results in’ the
field, . He added that IDACA was always happy to welcome the
delegates from Asian vountrles and prov1de thém fa0111t1es
available in the Instltute.‘ R R

RIS S

,Il,' Present Pos1tlon 1n the Reg;on

The deleqates attendlng the Semlnar ‘reviewed the
present 9031tion conternlnc the marketlng of fruits and
vagetables in. their respectlve countr1es ‘and hlghllghted some
of the problems they are fawlng in developlng this actlvity.
A number. of . deleqatec also mentloneu the development
programmes which they 1ntend to undertake for strengthenlnq
the marketing. activity 1n thlS f1eld " The follow1ng is a brief
sunmary of tbe factual p0>1t10n 1n the oountrlea represented

at..the Seminar.

1. - Ceylon

. . l The organlsatlon of fruits and veaetables marketing

ﬁl‘ln Ceylon was baseo on the overall programme formulated by the
v'government The Ceylon agricultural Producers Cooperative

Sccieties Union, Whlch is the apex organisation of cooperatives

producing fruits and vegetables was providing transport and

marketing facilities both on a wholesale and retail basis.



Sixteen per cent of the total vegetable production in Ceylon

‘was at present marketed through cooperatives. The Federation
also prov1aes agricultural inputs and credit to the producers
of frults and vegetables. , _

The 000perat1ve organlsatlons in Ceylon are facing
severe competition from the merchants who not only buy from the
4;£armers but also ensure delivery of ‘the produce by giving
advances to the producers before the crops are harvested There
was also a lack of proper management with the cooperatlves
Anmarketlng flUltS and vegetables and their pricing structure
was not ﬂeared to competitive business. There was a lack of
pub11c1ty effort and the secondary organlsatlons expected to
‘ undertake these ‘activities were rather weak. There was a lack
-of markttlnc and intelligence services for the cooperatlves.
_There were also too many societies in Ceylon doing thls
aut1v1ty and most of them were functlonlng as uneconomlc units.
~ The eonsumer "QOperatlve societies’ Lnlons are not at ‘present
,’hanallng perLShables.‘f? S '

B - wa mentioned that' the Government of Ceylon had
app01nted a Royal Commission to enqulre 1nto the problems of
the coonoratlve movement and suggest measures aimed at future
development and it was expected. that_the recqmmendatlons of
- the Commission, when implemented, &ould,lea& to the effective
| r;organ;satlon ‘of thée movement. - | -

23 ,' Indla

_ Tha nortlﬂultural 1nduqtry ‘in Indla, although spread
all over the ﬂountrv, 'is not yet organised in most of the
places, As almost all varletles of fruits and vegetables are
produced, there was a big potentlal for developlng effective
- production and marketlng to nutrltlonally supplement the
diet of the large pgpulatlon., At Dresent only 20-25% of the
fruits and vegetables were marketeq»by local producers whereas
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- almost 50% was handled. by private traders. There was a
+.great difference in the price paid tc the producer_and the
price charged by the trader from the consumers;’ Due to lack
of an organised institutional structure, marketing activity
had not develcped to the extent_pogslble. There was a
marketing . cooperative at the National level as well as
federations at the State level.  HMarketing cooperati#es at the
district or sub-district level provide marketing facilities.
 Some of the multipurpose cooperatives undertake marketing of
- produce for their members. & few specialised cooperativés
‘have also been crganised for marketing of. fruits aﬁé
vegetables such as bananas, oranges, apples, etc.

- There were quite a few good examples of cooperatlves
shandllng fruits. and veaetables and they were also engaged in
thair export.. AS the returns to the producers were much
higher, in respect of horticultural crops and vegetables;
it was possible to organise successfully. cooperatlve activity
in the country provided sufficient incentives and a531staﬁce
“were .assured to. the producer.. The lack of adequate gradlng
processing and cold storage facilities haveﬁaddcd many
difficulties to the present marketing activity. The délegate
from India felt that asghorticultural production needed
special faczilities for grading, packaging, prqceséing ané
marketing, it was necessary tc have specialised types of
cooperatives for this purpose. India has a number.of small
processing units for fruits and vegetableq, and there are
plans for developlng large scale plants in the country.

3. - -Iran

Iran was a large fruit growing country and.a wide
variety of fruits and vegetakbles are produced under the
different -¢limatic conditions prevailing in the northern and
southern parts of the country. Cooperatives in Iran were
‘multipurpose institutions undertaking various activities for



thé benefit of farmers. A4part from credit, some marketing
facilities are being provided by rural multipurpose
cooperatives under the general guidance of the Central
Organisation for Rural Cooperatives of Iran.. Thg activities
extend to storage as well as grading and packaging. Efforts
are being made to develop communications and transport
systems with a view to facilitate effective marketing of
ééricultural produce through urban centres. The export of
ffruits and vegetables is being undertaken by cooperatives
fhrough'a number of centres established in Teheran, Isfahan,
'LShiréz,'etc.aiTh@ CORC extended credit to producers until

- last year but now the work has been transferred to the
'?ngrlcultural Cooperative Bank of Iran. There was a yearly
review by a Committee concerning the problems of

cooperatlve bu51neso.

.4;‘,1, Japan

i+ The marketing of 1”rul't:.) and vegotables as well as
“axportg by cooperatives dre.handled under the general
supervision of the National Marketlnq Federatlor of :
tAgrizultural Cooperatives of Japan (Zenhanren).' The ‘activities
at the national level are coordlnuted by Zenhanren which also
"Organlses direct. marketing through some Gf 1t distribution
centres, .'The Prefectural Federatlons at the prov1nc1al
~level alsoc. have tnelr marketwhq outletu for the beneflt of the
producers  and the multlpuroose cooperatlve soc1et1es.

lMarketing by the, POODeratlves is done through two

- . methods, one of which is th rough uncondltlonal consignment

- and the other through condltlonal marketing. With a view to
chlev1ng economies. of scale aﬂd ‘ncrea51ng bargalnlng power,
the system of planned markctlnq and mool accountlng is
followed: This enables the natlonal and the prefectural
marketing organisations to sell products at the various
terminal markets and other centres‘in a balanced manner

.



.ensuring the deiiVery of stabie quantifies of prbdhce and
~assisting in the stabillsatlon of prices. Thelmain aim

of . the marketlng structure in Japan is to enable the small
farmer to obtain advantaces which normally would accrue only
“to’ large producers. This is Lelno dore by 301nt marketlnq
of the produce in the most efflvlent manner . .

There is a verv:.effective link betweeh the marketlng
and fhe,productlon‘of-these ommoditlos at various centres
~in Japan. The market intell 1cmnce and. market research
services provided by the National and Prov1ﬁ01al federations
.. enable ‘the multlpurpose cocperatives to plan productlon of
certain categories of fruits and vegetables‘on an organised
basis. There are extensive grading and c'toragwe‘ facilities
throughout the country for these products an¢ a few v
processing plants have also been establlsied for convertlng
the orlmary produce into marketable commodities. With a view
to unsurlng a continuous sunply of fruits and vegetables
throughout the year, green house production has become ‘a very
mcommov pracflce in Japan and it is nCW‘p0551b1e to produce
- a large variety of fruits and vegetables in the winter
months; Tha system of rotating thepgrops,arodhd the year has
also been developedvtaking into’corsideratiOn the supply and
demaﬁé position in the markets. The rotation of the _crops
as well as acreage is ohanqeé from year to year accordlng
to the ‘market situation, . ' )

‘ The farm block system developed for ensurlng efficient
production ha .helped the cooperaflves to be very '
eoﬁSiétent in ensuring smooth marketing a0t1v1t1es on a
continuing ha31s.' The ﬁhanging food habits of the people in -
Jdpan an€ the consumptlon of non-tradltlonal types of frults'
and vcgetabres has_glvop a great flllp to the production of

fruits in the country.
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+5.°  Korea

| The Republic,of Korea is a big,producer;bf apples and
of a Variety of fruits and vegetables. However,’the
'.proportlon of marketlnq through cooperatlves was rather low.
Most of the fresh vegetables and irults are sold in the market
:dlrect to the consumers. -Aerlcultural cooperatlves have
establlshed marketlng centres in five .major cities of the
‘country where wholesale trade is undertaken in competltlon
‘w1+h the prlvate traderu.‘ Althouch there were a few storage
’faC111t1es they were a smail percentage‘of the total demand
in respect of storage,‘gradinq and'processing. ExCept for
the apple growing cooperatives in theféehtfal part‘of the
. country, specialised cooperatives have notvbeen developed
for handling various fruits and vegetables. Transport,
packaglnc and standardization have ‘also not been very much
developed although efforts are being made to develop
domestic and international trade through the National
Agricultural Cooperative Federation. | -
6. Malaysia

Malaysieihas a number of tropical fruits which are

s0ld both in the domestic as well as foreign markets. The
‘acreage uhder fruits and vegetables is insignificant
compared tc the vast arcas.covered by commercial crops like
'rubber,_coconut, malmoil, etc. Most of the fruits were
‘seasohal in nature and owinc to the lack of .storage facilities
it was not pdssible.to sell them round the year. Vegetable
gardens were not very developed and the choice vegetables
vwere»pqt available in plenty. Some vegetables such as onions,
‘ garlie and tomatoes,were_imported,on;a large scale. The
climate was not suitable for most of the popular varieties of
fruits”except in some areas in the Cameron Highlands. Popular
‘tropieal'fruits such as pineapple are processed and exported
bto‘é'hﬁmber of countries. The cooperatives hardly play any
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role in this operation except in Southern Johore where direct
marketing of pineapple is undertaken by cooperatives. However,
there was potential for developing fruits and vegetable “
marketing through cooperatives in Malaysia. There was also
not much development in respect of grading, transportation,
market research and intellidence. The cooperatives lack funds
to undertake marketing activities of thlS nature. The
delegate from Malaysia stated that there was a need for
,A.ﬁeveloplng a wheolesale market,'such as the one organised by
Zenhanren in Tokyo. Tbere was also a lack of adeguate
cooperative retail outlets which could‘efﬁect;vely market

fruits and vegefables,
7. Pakis tan o
| Paklutaﬂ had a varlety of frults and vegetables but
most of the commedities are sold ‘resh in the markets
nearest to the producing centrns.m riost of the fruits were
seasonal and a few items are procéésed to meet the domestic
demand. Grading is dcne only by reta;lexs_and marketing
hasvnot been organised very efficiently1eﬁéﬁvin the'private
sector. The agents wére\difectly cénne"ted with the:
~ producers and had a command over tﬁe produce even before the
produce was harvested. In each district there were three
to four markets which provided an outlet for selling fruits
;vand vegetables by the farmers. Owing to the lack of proper
transport and communication fa01lltxos, it was.not possible
to market the produce at the best possible centres.
Paékaging, storage -and grading had not so far been organised
by cooperatives. The West Pakistan Consumer Cooperative
Society which is at present organising cooperative‘Super
markets plans to organise processing and marketing activities
for fruits and vegetables also. Pakistan has regulated
markets which restrict the freedom of private tradérs to
market produce at their discretion and ensure - fair prices
to the farmers in the disposal of their agrlcultural produce.



8. - pPhilippines’

Philippines was a major producer of tropical rruits,
80 to 90 per cent of which were sold fresh direct “in the
market. There were two canning factotles which produce their
own raw-material, such as pineapple. A few international
'companieS'have agreements with local companies for producing
' tropical crops on a commercial scale. This has ensured
constant' supply of fresh fruits to theliﬁternatiOnal
| companies such as Delmonte. The delegate from the Phlllpplnes

" mentioned that there was a great scope for developlng

marketlng of troplcal fruits throuqh cooperatlves in the
'country. C , ' ‘
The present pattern of oroduc1nw vegetables is mainly
kthrough home gardens, rotation, w1th cereals and on a
‘commercial scale. There are limited soe01allsea facilities
for gquality control, nawkaglnq, atorage ard transport and
most of the packaging is done in bamboo baskets. There is a
‘severe competition from private merchants.::Mention was made

\or the Greater Manila Terminal Fooﬁ Mafket oostlng Uss 27
:'mllllon and which is being éevelooed on an area of 120 hectares.
It was hoped that the creation of th1 market would greatly
_a551st the development of marketlng of frults and vegetables.

'9': N Thalland

Many varieties ef.fruitS‘are~preduced'in-Thailand,
most of which are trobiéal. The climate which is warm and
‘humid prevents the fruif .from lasting for a longer period and
‘%the hahdling'cf“suéh fruit is.therefore very difficult. The
P;cooperat1ves which have created faC1lltleS for marketing of

“cereals have not- yet ventured into the fleld of fruit and
»vecetable marketing on any 51gn1f1cant scale. ' There is a
reluctance tc handle perlshable 1tems, slnce there is keen’
'competltlon and so much risk. Mention was made of the
establishment of the Natlonal Marketlng and Purdha81ng
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Federation in Thailand which is expected to be in a position
to undertake marketing of agricultural produce including
fruits and vegetables at: a future“date; '
'10. 7 hustralia |

) Australla was a blg producer of a varlety of fruits
vand vegetables and 90 per cent of the frults were sold by
_seven cooperatlve organlsatlons. Almost the entlre quantity
of dr:ed frults were sold by cooperatlves, as also 98 per
'cent of plneapplc. There were exten51ve fac111t1es for
_proce531ng of citrus fru1ts and plneapple. The prices for
“the commodltles marketed are fixed by the Natlonal Boards
”created for various commodities and - the producers cooperatlve.
arranges for the packaging and delivery of the frults to the
markets. Cooperatlves have stalls in city markets on an
1nd1v1dual basiss’ In respect of apples and pears, although
'the frults are’ produced by cooperatives, the export is
legulated bv ‘the Boards created by the government In
.respect of vegetables the cooperatives in. Australla handle
a very small’ ner”entage of the total wvelume marketed They
also have a few prOtesslno facilities .for vegetables. The
fﬁrmers do not get any special or concessional credlt from
any coooeratlve ‘agency "and have .to. obtain . thelr f1nanc1a1
requlrements from normal ‘banking agenc1es. Proce551ng
cooperatlves, “howevér, get:concessional flnance from the

Reserve Bank of Australia..:

11, Remarks by, Observers

The ob ervers from the As1an Product1v1ty Organisation
and the UN/FAO made a few openlnc remarks on behalf of their
respect1ve organlsatlons and mentjioned the areas in which

o spec;al 1nterest has been taken by . thelr organlsatlons for

A'lmprovlnc productlon, proce551ng -and marketlng of fruits and
.‘yegetables. “The' representatlve of the APO. made a special



mention of the Agricultural Division established in the APO
in 1966 and added that a number of projects aimed at providing
agricultural inputs to farmers are keing initiated through
‘'his organisation... The representative of the FAO referred to
‘the special interest of the FAC in cdeveloping agr1cultural
*pﬁedugtion:gpxoce351ng and marketinc in respect of all the
cemmodities'includinq fruits and vegeatables and emphasized
fhe-need on the part of Cooperative_organisatiéns for
_deveioﬁingmthe necessary cagracity and*orgaﬂisational structure
fof under£aking rhe production and marketing of fruits and
vegetables, Ee added that FAC would be willing to offer

technical assistance in the avove fields.

111; planned Production for Effeetlve Marketlng

e . g x—-——
T L R L e R I R I e T

L At present, marketing Df frults and vegetables was
based malnly on the surplus available from out of the total
production by agricultural producers. The cooneratlve
.organisaticns; by and ‘large, nnqaaed in SUuﬂ marketing
activity have 80 far attempted the merketlnq of the produce
in the markets nearest to their ’coonerat1Vea; The only
.exceptions in ‘the Region were in reopect of Jaoan and
Au@tralla which have a hlqh*v developed mar&etlng and market
oriented  production eystem for fruits and vecetables. The
other countries in the Region huve & long wavv+o go 1n
reaching the required standards’ whlch are a pre-condltlon to
effective marketing in respect of an] of the aqucultural
commodities. ‘Thieg being the case, the Semlﬁar devoted
considerable attention to the qaestlon of organlsed production
with a view to developinc effective’ mdrketlng.

SR K1q921 Dlstrect Veg_tﬂdle urowers Ccoperatlve Union

_ BefoLe the question of. proﬂuc+1on was" dlscuosed two case
studles were presented- one on a cogoperative in the Kige21
dlstr;ctvof Uganda and the other of a cooperative marketing
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organisation in Ceylon. The.experiehces of the,Kigési
District Vegetable Growers Cooperative Union‘presented at the
‘Seminar related to the organisation of marketing of
vegetables in the most effective maﬁner{ The production of
;non—Jndlgenou vegetables in Kigezi distrlct, which was
started in 1914, has been growing steadlly and the local
1nhabitants cdeveloped a taste for these varletles.v A
vegetablefsoheme initiated in 1951'provided a spring—board
for initiating cooperative marketing act1v1t1es through the
-above. organlsatlon.A In 1961, the Department of Cooperative
Development a551stcd in the formation of a cooperatlve for
this purpose and the membershrp Of'thls organlsatlon was
recorded to bé’grdwingwfrom-year'£6WYear. Later in 1965,
the-Kigezi Union started operating through its seven primary
societies. The ﬂenentrallqatlon was attempted malnly with a
view to leldlng responsibility for buying, gradlno,
packaglng and other serv1ces. The main features of the
working of these organisations ‘was that they marketed top
quality vegetables and provided extension serv1ces,
agrlcultural inputs and other facilities in order to achieve
the targeted quality productlon. Agronomic'practices were
introduced which resulted in systematlc crop rotatlon,
disease control and education of farmers. Quality control
was strictly enforced ahd detailed grading,byeprimary
societies as well as additiohal grading control before
weighing and buying was introduced. The Union steff also
~hecked the qrades while buylng the oroduct from the primary
soc1ety.M The rrlmary societies were ass1sted 1n developing
their aeeountlng and bock-keeping systems. The pricing
nolicy was aimed to adjust prices to those of competing
xrops in orﬂer’to'encourage prodﬁotion_of the desired.
vegetables. The Union, in a very few ceses} had to ask the
drimary societies to accept a lower price'OWing to
Iluctuations in market prices. 1In case of over supply. the
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society always gave the option to the prodﬁcer to sell the
excess quantity to the society at a reduced rate. The

- -government 3551sted thlS process by declaring. vegetables as
controlled commodities ‘which automatiecally restricted all
the, transactlons throuch licensed dealers. The Union has a
modest pub11c1ty eampaian through pamphlets., exhlblts.
newspapers and radlo.

2. The Palugama "L gkpup" Scheme

The Palugama "Llnk-up" Scheme in Ceylon (also known
as the Udapalatha “"Link-up" Scheme) con51sted of providing
the credit needs of the farmers both for productlon and
;sub51stence purposes, the 6eterm1natlon ‘of the credit needs
‘fof the producers sufficiently in advance{ the 1ssu1ng of
Avloans in kind, the delivery of the produce to the societies’
tcollcctlng centres through a marketlng agreement, and the
‘_adJugtment of the sale proceeds agelnst the credlt of the
'”3001et1es and the members throuch a systematlﬂ llnkage

ﬂamong the financing and marketing agenc1es. In ‘other words,
'the "llnk up" scheme was hased on a hlGh degree of cooperation
amonc the ‘cooperatives as well as of the extension department
.of the government. The resistance prov1ded by the private
, treéersfeou1d be met only because of the effective
f ceerdinetioﬁ of these agencies. The'link—up scheme was an
attenpt to bring together all the ferces operatlng in the
fields of production and m:rketlng. The scheme also relied
on educatlon’of the members, credlt'on personal security,
‘and eff1c1ent ‘management through a commlttee The whole
process of marketlnr was supported by an eff1c1ent system of
gtollectlon and transport of vegetables to the marketing
centres. The funds for the operatron were prov1ded through

the Peomle‘p Bank.
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3. An Example from Japan
To providée a basis for discussion on the question of

planned productlon for better marketlng, the Seminar was also
given an opportunlty to visit the Yalzu City Aqucultural
Cooperatlve Soc1ety and study its varlcua fac1llt1es., In
addltlon to thls, a reference document was also prepared on
the worklng of the soc1ety with spec1al empha31s on the needs
of productlon p1ann1ng for better marketing. ‘The 5001ety has
attempted planned productlonvthrough the_organlsatlon of
commoditywise grﬁﬁps of producers wifhin'the socieiy and by
installing- 1mportant facilities for oradlng, coeling and
storage. -A very thorouch ﬂommoultyw1se production planning
programme - undertaken by the society has resulted not ‘only in
production of uniform eommodltles but has. also assisted
mapketingJOPe:atiens'in fruits and veqetables;-;Theghr A
»ﬁcq@mgd;tywiseigroups of producers, th:ogqh.the_assistance
provided by the specialised management, have been. able to
“effect planned distribution of varlous kinds ‘of veqetables
.on the ba51s of the skills and 1nterests developed by the
n@mbers. ' _ L : - :
The &elegates5to the Seminar were‘ih general
agreement concerning the nee&ffOr”planned»productionffor
effeetive marketing. On the basic of .the examples discussed
at the Seminar, the delegates felt that no cooperative
marketing activity-wo@ld be meaningful unless the first
consideration was given to the question of targeting a
market . Unless the cooperatlves aim at a partlcular market,
'1nvest1gate requlrements concernlng quantity, quality,
standards and specifications, they would not be able to make
any impadtgiq‘aipew market. The competitors in the field,
their capacity toc sell as well as their weaknesses will
have to be thoroughly analysed by the cooperatives if £hey
were to be successful in such a competitive se£ up. It was



emphas1zed that most of the markets for these commodities
were buyers markets. . .

- The Semlnar felt that the cooperatives must
therefore attempt a planned production of -the commodltles
whlch_they want to sell in the domestic as well as the
ﬁoreidn markets. Planned production could be undertaken
through the reorganisation of farming patterns, establishment
of farm blocks, modernisation of production techniques,
improvement of seeds and the supply of suitable agricultural
fnputs. Tt was felt that unless the cooperatlves are in a
position to supply produce of the requlred quantity and
quality, it may be futile from a long-term p01nt of view
to attempt the: ‘marketing of products which may not contlnue
to hold the market in the face of competltlon from suppllers

of superior ‘qualities. -

4.>Extens1on and Role of Government:

: The delegatec dlscussed the questlon of - planned
productlon in the context of present capac1 ty and:resources
of the cooperatlves in the Reglon. It was felt that for a
planned. productlon of frults and vegetables the” cooperatlves
would need adequate credlt as well as agrlcultural inputs
from the natlonal or secondary organlsatlons. ‘The question of
adequacy of credlt was dlscussed 1n ‘the llght of requirements
of. the producer for productlon and consumptlon purposes. The
delegates were of the view that inadequate credit is more
harmful than no credit, and production credlt -should
therefore include credit for the day-to-day needs ‘of the
producer. Experiences from many countrles were narrated
concerning the practice of private traders who can make
 “advances to producers before the harvesting season. If the
‘-cooperatives were to advance adequate funds to the”farmers

"“for all:their needs, it may not be necessary for them to

seek financial accommodation frombthevtraders. The extension
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services available through government departments or similar
agencies should be availed of by the cooperatives and an
effective coordination Shoula'be developed between the two
'-with a view to achieving timely production of the desired
commodities. The cooperatives should also coordinaﬁe their
extension activities with those of the government by timely
supply of seeds, fertilizers as well‘as adequate irrigation
facilities. '

IV. Facilities Required For Effective Marketing

1. Storage and Grading

The Seminar delegates discussed at considerable
length the question of providing gfading facilities to the
producers of fruits and vegetables. A basis was provided
by an example taken from the Yaizu Agricultural Cooperative
Society as well as the Chiba Prefectural Economic Federation
of Agricultural Cooperatives of Japan. It was felt that in
o:&er to obtain maximum eccnomic benefits for the members,
the produﬁe'marketoﬁ by them must be brought to the
marketlnﬁ centres in the graded Form rather than in bulk. The
nre-graaed cormoditics would have ‘a better chance of
obtalnlng ;alr prlf'ec than those in bulk.' Quallty control
'and gradlng fac1llt1es should be made available both at the
 ”level of the' prlmary soc1ctv as well as at the secondqry
:“organlsatlono. These facilities will certalnly help in

ilncrea51ng the commerc1al value of the product.

2 Proce551nq

. The delegates were of the opinion. that processing
facilities by cooperatives in the Region were far from
adequate and were not sufficiently modern. The example of
.the Leeton Cooperative Cannery Limited in Australia was
presented as a case in point for discussion. It was felt that
processing activity undertaken by this cannery was
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successful mainly Yecause of the close relationship
developed between the producer and the processing organisation,
theé contractual obligation agreed to between the two
parfies, the fixation of a minimum price for the fruit
delivered by the producer,.and ehe willingness of the
cooperative to absorb surplus production during peak seasons.
The Seminar felt that with the ever-changing eating and
buying habits of the people in the Region, there will be
a gradual increase in the demand for processed fruit and
vegetables and so the cooperatives should now take this
opportunity of entering this field so as to gradually build
up their capacity to meet the expected demand. It was felt
that the processing activity should be undertaken on the
basis of a deliberate policy to process gquality goods in
quantities determined by the requirements of specific
markets. On the hasis of a market analysis of the area in
a%hieh'the products are to be sold the proéeSSingfactivity
ehoﬁid be undertaken after ensuring a conStaht eﬁpply of
'raw;hEterials and rationalising the prodﬁction prooess. In
other words, a very close relatlon ship between the producer
i’ané the’ ‘processing unit must ‘be developed and a contractual
obllmatlon rmust be placed on the partles concerned
Processing activity undertaken only with a view to
dlSpOSlna of ‘the surplus will not be effective but. also will
Tnot operate on an’ economic basis. The Semlnar dlscussed the
questlon of utilising the idle cap301ty in the proce351ng
plants and ‘suggested: that in. order. to av01d '
under-utilizatioen, a thorough- study must be made of the
rotation of crops in different parts ‘of the country and of the
,avallablllty of supplwes from various sources.l~W1th proper
Dlannlng it should be posglble to. max1mloe the utilisation of
the capac1ty for p*oce elﬁg ‘seasonal ctops. . Where more than
one crop is harvested it. may.be necessary’ to store: one of
them before the more delleate and perlshable commodlty



is processed. In orcder to maintain an efficient operation
on a contlnulng basis, the processing unit should have a
,strong llnk w1th the producers through an effective
 fransport and communication system, which will ensure the
formulatlon of a realistic time-table for the delivery

of the produce to the processing centre.

. The Seminar also discussed the possibility of
v101nt ventures among cooperatives and other o¢rganisations
so as to develop technical know-how and undertake production
of frults and’ vegetables on a commercial scale. The Seminar
squested that the ICA should assist in exploring the
4p0851b111ty of establﬁshlng such ventures.

VBJ,COOQ_xathE Dlstrlbu*;on ugggg

“While dlSCUSSlng tne fac111t1es necessary for
“effective marketing operations, examples of agrlcultural
cooperatlves in Japan were examined. The. delegates also had
‘an. opportunlty of visiting the wholesale centre for fruits
‘and’ vegetables established by Zenhanren in Saltama
IPrefecture near Tokyo. The spec1al:features of the
'marketing‘faéilitiesﬁestablished by cooperatives in Japan
‘were 'baséd on the principle of a clearcut division of
‘responsibilities at different levels. . There was no
‘overlapping in the functicns and the rationalisation of
‘distributioh of commodities through the central wholesale
markets in Japan was planned on the basis of a network of
'ﬁérket‘intelligence throughout the country..
“" "7 The marketing activities at the village. level
involvéd'planned production and shipment, grading and
packaging,'joint marketing on the basis of poeling account
system, packaging, storage and workshop facilities. At
the'prefectural level the organisation prepared.estimates
of future demand and supply within the prefecture, organised
pﬁoduction on the basis of the estimates and regulated the
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shipments. They also prescribed the standards, organised
the transport system, established distribution centres
within the prefecture, established cold storages and
operated the central wholesale markets in the prefecture.
At the narienal level the organisation estimated ghe total
demand and rationalised the system of production and
shipment, not 6h1y regulating the marketing of produce
through the eehtrai wholesale marketbbut also organising
exports. "‘ |
. - The Central ‘Organisation had an extensive market
research and 1nformat10n network on a nationwide-basis. It
had d;strlbutlon centres in each of the large cities and
operated the'ﬁhblesale market mentioned above. Extensive
reeearch'wes undertaken to analyse the data received from
‘various sourcee”as well as from the prefectural federations.
The success of the Japanese marketing system was mainly due
to the close coordination among the various agencies and
the very effective communication system developed by thel
agriculturalvcooperative movement . :

| The delegates felt that with a view to developing
_en effective marketing system in their respective countries,
Jit was necessary to establich market intelligence facilities
..and to undertake exten51ve research. There was also an
urgent need to reorganwse the marketlng structures in
‘order to link the marketlng centres with the produc1ng
centreq for whlch transport and communication facilities
must be effect;vely linked. While creating the facilities
for various'marketing operations, care should be taken to
see that the capacities created for grading, processing
and péckaging should be fully utilised. The question of
nechanising the grading and other operations should be
dealt with taking into consideration the resources avallable
within the movement as also the problem of surplus labour.
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. The delegates dlscussed the Zenhanren system of
(marketing w1thout resortlng to auctlons. It was felt that
this system not only. ellmlnates mlddlemen, but also ensures
the dellvery of quallty products at the appointed time to the
prlvate retallers, consuner cooperatlves and other
institut 1onal groups. if proper storage and pre—packlng
facilltwes are available at such centres,‘lt should be
'poss1ble for marketing organlsatlons to obtaln hlgher
returns for the producers. The delegates, however, cautioned
'that such a centre must be . suoported by effective market
research’ and 1nte111gence. The poss1b111ty of 1ntroduc1ng
’cooperatlve products throucn bazaars was dlscussed and it was
felt that thls should be dene onlprhen organlsed marketing
act1v1ty had not been developed The bazaars could be used
only to dlspose of the surplus at the nearest outlets.
‘However, 1n order to develop an erf1c1ent rarketing function,
the cooperatlve must aim at creatlng marketlng facilities
of 1ts own and representing its producers at the terminal
markets in each cities. The Seminar. also stressed the need
for developlng institutional marketlng by cooperatlves.

o rr‘he _practice prevailing in certaln countries in the
Reglon of regulatlon of markets by governments was discussed.
It was felt that 1n order to avoid malpractlces by prlvate
traders and to encourage the opon uuctlon of the produce
brought by t e producers in the central market , the
governments snould be lequested to regulate the markets for
fruits and vegetables where they have not already ‘done so.
It was mentlonec that regulatlon of markets in respect of
, certain commodltles have helped the farmers ‘to obtain higher
‘returns. In the llght of experience in regulated markets for
:other;items, efforts should be made to include. fruits and
vegetables’ into the regulated market system.



Discussihg the system of unconditional consignment
and the pooling account system in Japan, the delegates felt
that unconditional consignments was the most acceptable form
of contract between the cooperative society and the producer
in the prevailing circumstances. As the cooperatives were
ensuring the distribution of produce by the members through
ceutres offering the most favourable terms, the producer was
not llkely to lose anything through the system. The pooling
account system also enabled the society to operate on a
large- scale and to influence the flow of commodltles in the
:market Most of the cooperative organlsatlons in the Region
" were also functlonlng on the unconditional consignment basis
. although 1n a few cases outright purchases had been effected.
The ‘Seminar devoted con81derable attentlon to the
Aquestlon of returns to the producer v1s—a-v1s the ultimate
prlce pa1d by the consumer. It was felt that as the marketing
cooperatlve soc1et1es were representatives of the‘\
agrlcultural producers, it was their respon51b111ty to obtain
the maximum.prices for their members, for the produce sold
by them through the society. While marketing cooperatives can
attempt to ‘eliminate the profits earned by the mlddlemen by
llnklnnghQ production centres with the consumer markets in

‘7”metr0politan cities, it was doubtful whether they would be

in ‘a pos1t10n to control the prlces at ‘the retailing centres.
A questlon was raised whether the agrlcultural cooperatives
should not take into consideration the interests of the
consumers whlle fixing the prices for agrlcultural
commodltles marketed through them, It was felt that there -
were many factors: beyond the reach of the agrlcultural
cooperative organisations which operate in determining the
priCe structure and it may not be possible for these f
cooperatives to pay as much attention to the interests of the
consumers as that of the producer members. |



Vi Operational Technigues

Flnggcial Asgects of Marketin g

: The Semlnar dlscussed the aspects of marketlng
‘frults and vegetables in the context of the financial
1mp11cat10ns which. normarly follow £rom such operatlons.
Considerable time was. also devoted to ‘the questlon of
stablllsatlon of prlces and p0551b1e compensatory measures
against’ prlce fluétuatlon The dlSCUSSth on general
'financial -aspects was' besed on a case study from the
Phlllpplnes on the ‘working of the Atok Cooperative Marketlngi
Inc., Wthh is one cf the flve actlvely operatlng vegetable
growers cooperatlves in the Mounten prov1nce of the

Phlllpplnes.;~ SN _ z
. The cooperatlve which was engaqea in providing

'agrlcultural 1nputs as well as marketlng of fruits and
Ivegetables of - the members has been gettlng technlcal as
well ‘as f1nanc1al a551stance from the Agrlcultural Credlt
Admlnlstratlon (ACA) Zor productlon and marketlng under
the ACA Cooperatlve Flnanc1ng—Market1ng Scheme.' ACA also
a551sts the cooperatlve in importing Irish potatoe seeds.
The vecetables are sold by the soc1ety to local buyers, to
truckers, mlddlemen and to some cooperatlves and the
Greater Manlla Termlnal Food Market (GMTFM) :

The case study brought to the: notlce of the
delegates the dlfflcultles faced by the cooperatlves in
marketlng the vegetabJec in view of the w1despread influence
of the local traders who normally advance loans before the
harvestlng seacon.'_There were many<ways‘of marketing but in
nany ‘cases m;ddlemen dominate. Even Wheredthe marketing
activity was'orgahised by cooperativesyoh.abcollective
oasis, the scheme was nct effective. The:major difficulties
laced were that the figures for receivables from vendors
>r retailers who obtained the,vegetables on credit were
unsatisfactory. Substantial deductions were made for



alleged spoilage. The cooperatives failed to sell
‘'substantial portions of the deliveries of the members and
had also not repaid the loans received from the ACA. There
was also the question of mismanagement in the organisations.

The GMIFM was organised to stabilise prices of
farm produce and to introduce quantitative and qualitative
improvements in food production with a view to raising the
incomes of the rural population. To achieve this aim, the
facilities in the market were designed to provide a
Gonvenient outlet for agricultural food products}‘to assure
the farmers a reasonable return and prompt payment, '
minimise spoilage, eliminate undesirable practices and
promote better quality production. The Atok Cooperative
Society and the GMTFM had entered into an agreement under
which specified quantities of cabbage and Irish potatoes
were delivered to the terminal market. A guaranteed floor
price was given to the society on behalf of the members if
the actual selling price was below the agreed guarantee
price. The marketing costs for goods marketed through
private traders were rather high and the GMFTM attempted to
eliminate the excess costs.

The delegates felt that the ACA Cooperative
Financing-Marketing Scheme was peculiar to the conditions
prevailing in the Philippines and might not be suitable
in other countries, except with some modifications.

The group devoted considerable attention to the
question of government participation in the financial
structure of the cooperatives, Examples were given of the
practices in different countries, such as government '
subsidies, loans as well as participation in the equity
capital. The delegates felt that as far as possible efforts
should be made to raise the capital from the members |
themselves. However, with a view to raising adequate funds

-



for various development activities, it might be necessary
in certain countries for the governments to assist the

: cooperatives in some other form. Assistance could be through

_ subsidies for various activities including management
subsidy, loans for various development purposes} grants for
construction of facilities etc. Some delegates felt that
the loans should be given to the cooperatives through the
,normal banking channels and not through the government
although exceptions may have to be made in certain

,countrles.
As regards government’ partlclpatlon in the equlty

capltal, there was a divergence of opinion and some of the
delegates did not see particular advantages in such an
arrangement. The Seminar, however, recommended that
wherever possible, the cooperatives may invite the
government to participate in the equity cap;tal if the
government is so willing under its normal deﬁelopment
policies. Care should, however, be taken:to ensure that
the government share capital be graduallf withdraWn and
the members themselves be sncouraged to 1ncrease thelr own
contrlbutlons. Although government contrlbutlons to the
equlty'capital«might be necessary. the goéernmehts should not
exercise contr0120ver the normal democratic functioning of

the cooperative organisations.

2. Pricing

'-The'Seminar felt that'tﬁe cooperatives should not
"~ overlook the fact that they have to functlon in a
competltlve ‘set up and thelr bus1neus act1v1t1es must be so
formulated as to be able to functron‘eff1c1ently and without
causing any loss to the organisation, ‘Care shouid be taken
' to see that the member is not put to dlsadvantage as in such
a situation the cooperatives are bound to lose the loyalty
of their members. The delegates,ﬁelt that with a view to
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minimising the hardships of the members, the marketing

' cooperatives ehould give a greater proportion of advances
 to the members towards the produce to be delivered by them
to the society. There should also be a short time lag
between the time of delivery and its marketing and the
‘period of reckoning for pooling purposes should be as short

-as possible.

3. Guaranteed Floor Price

Various practices concerning guaranteed floor
prices were discussed and it was felt that when the
producers follow planned production according to the
cooperative marketing scheme, the cooperatives should be
| able to offer, with government support, a guaranteed floor
'ﬁﬁrice to the producer for all his produce solé by them.

‘The price sc paid should not, however, result in over-supply
~and productlon of inferior quality. Such a guarantee
vshould always be related to the guality of the produce. In
no case should such ‘a scheme be allowed to disturb the

' eguilibrium of supply and demand. in the market. |

4. Price’Coﬁpensation Scheme in Japan

The cuestlon of ensurlng a minimum price to the
producer .was alao discussed in the llght of the present
v practlces in Japan under the Veqetable Price Compensation

. Scheme Wthh was explained to the delegates by a

representatlve of the Ministry of Agriculture and Forestry,
Government of Japan. The scheme incorporates the
establlshment of concentrated vegetable producing areas and
Vof a stablllsed marketlne system with a view to ensuring a
'steady aupply cf vegetables in big cities. Some selected
varieties of vegetables are covered by this scheme which is
‘appiicablebto‘fivevareas in different parts of the country.
 The scheme is.based on a demand prospect prepared annually



five years in advance by the Mlnlstry of Agriculture and
Forestry, on the basis of studles and certain’ assumptions
concerning acreage, soil conditlons, quantltles to be
produced and on estimates that the cooperatives involved
in the production of these vegetables should reach more
than two-thirds of the total quantity marketed. The
guidance for intensified production is provided through a
Coordinator with whose assistance modernisation schemes
and production plans are worked out. ' The Ministry of
Agriculture and Foréstry subsidies one-third of the costs

of introducing new production techniques,

‘ The a1m of the price scheme is to alleviate the
hardshlps faced by the producer when there is a decline

in the prices of vegetables and also to prevent decrease

,1n the planted acreage under the vegetables. The amount of
‘compensatlon to be provided to the farmer is given out of a
fund known astthe Association of Vegetable‘Production and
Marketing Stabilisation Fund, which was established in 1966.
The scheme:is applicable to onions, cabbages, Chinese
cabbages, carrots, cucumbers and Welsh onions, which are
produced in designated producirg areas. The fund has been
established under the Vegetable Production and Stabilisation
Law. Twenty-five per cent of the contributions are made

by the cooperative farmer members, twenty five per cent

by the prefectural government and the remalnlng flfty per
cent by the national government The guaranteed price
level is fixed on the basis of the sales price in the

past years at the Central Wholesale markets in each
designated consuming area, and is calculated by multlplylng
the unit value of the volume dellvered to the market. The
unit value of the price compensatlon is normally the
equivalent of 80 per cent of the price difference between the
quaranteed price and the average actual market price. The
scheme does not cover the quantltles which are not shipped
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to the market. However, consideration is now being given to
- the introduction of a scheme under which some compensation
will be provided for the discarded produce which may be
necessary as an effective meaéu:e to restore the market
price. ' |

The delegates welcomed the introduction of this
scheme and felt that such stabilising measures should be
taken wherever possible by cooperative organisations to
‘ensure a steady income to_the'farmer as also to assist

- in developing planned production of quality vegetables.

VIi. Prcmotioneal Measures

 _1.7Market Research and‘Intel;;gendé

The Seminar discussed the need for brgénising
‘effective market research activities and building up an
efficient market intelligence service with a view to
increasing efficiéncy. It was felt:that in the absence
cf a support_activity of this nature,.markétingborganisations
will not bé}gble to model their marketing practices on
modern_businessrlines. Market:research was necessary to
identify:the potential markets, to. identify the commodities
to be marketed;'to‘obtain specific information on the
quantities and qualities desired by the targeted markets,
and to-ehsure a steady supply of analytical data on the
day-to-day market situations. ' There must be an effective
combination of the market intelligence and market research
services within the organisation.

However, it was felt that the cooperatives
themselves mqy:nqt be able %o undertake market research on
an éxtensiyé'scaié owing to the limitation of funds and
‘personnel . The delegates felt that the government or
government sponsored agencies should undertake market
research which could be used by all agencies interested in
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marketing of fruits and vegetables. Thevexperience so far in
the field of market research and intelligence by government
agencies was far from satisfactory and it was felt that any
such research to be undertaken in future should be concerned
with the problems which are ot dlrect relevance to the
marketing of fruits and vegetables, Even if research is to
be undertaken on fundamental problems it should have
practical applicability. The pricrity areas should be
identified before any research is undertaken by the
goverrnment agencies. A commodity by commodity approach was
perhaps the best approach in determining the problemvareas
for research, as it is otherwise difficult to identify such
areas. There should be a very effectiye communication
between research agencies and the agencies which are to
make use of the research results. The organisations
responsible for research shculd be able to advise tne
cooperatives and other agencies opvthe methodoloéy of
utilising the findings of the research studies;

. The delegates also felt that in addition to the
research undertaken by the government or such other agencies,
the cooperative federatlons at the, natlonal or prov1nc1a1
levels should have thelr own research and market
intelligence departments on a commodlty basis. The
cooperatives should consider this act1v1ty as an essential
part of their normal functions and should try to set aside
a certain percentage of their net,proflts for the purpose.
The Seminar felt that at least some quantum of the
profits should be allocated for research. -

2;‘Advertisinq

The Seminar also discussed the utility of
advertising for the various products to be marketed by
cooperative societies. Although there was a general
agreement that advertisement normally assists in increasing



demand in the market, doubts were expressed whether a general
advertising campaign would bring beneflts direct to the
cooperatives alone. It was felt that the advert1s1ng should
be based on quality aspects of the products to be marketed
by cooperatives and the products to be' so advertised should
. be easily identified. People are inclined to buy

advertised products and the cooperatives should take
advantage of this trend,

- As cooperatlves were likely to be short of funds
for,advertlslng;on a big scale, it was suggestedythat the
national organisation should assist their affiliates in
undertaklng advertlslng campaigns. It was also felt that
advertlslng 1s a hlghly technical job. and . Should be
ﬁundertaken by quallfled persons. Training fac111t1es
- should. also. be develcped by natlonal federatlons for
personnel engaged in advertising. The -delegates also
discussed a few aspects of advertlsing in ;elation to
export.marketing. It was cuggested that the cooperatives
should take advantage of the advertising campalgns by

rade promotion agencies created by the government Some
gdelegates felt that it may be necessary to undertake
\advertlslng campalqns in the domestic market w1th a view
i to. empha5121ng the importanze of certain varieties of
fruits and vegetables and o-omotlng the consumptlon in the
country ‘of other varletles

3. Training of Personnel

The requirements of.treining'feciiities for
personnel"engaged in production ané’marketing of fruits
and vegetables was discussed in the context of the
experlences from the agrlcultural cooperatlves in Japan. The
present training practlces in Japan at the primary
agrlcultural cooperatlves as well as'at the prefectural
and national federatlons were explalned to the delegates
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,_and the dlscu551on centred round the tralnlng and the
nature of act1v1t1es of the farm advisers employed by the
primary SOCletleo. It was noted that most of the farm
adv1sers had technical knowledge concernlng the various
aspects of production of fruits and vegetables and ass1sted
in selection of the key products, identification of key
crop producers and in the preparatlon of productlon plans.
“They also assisted in field operatlons and advised on the
marketlng practices on a contlnulng basis. The
hact1v1t1es of the farm adv1sers were coordlnated by the
extension offlcer of the Government of Japan. It was
’explalned that ‘whereas the exten51on offlcer assisted in
'respect of general plannlng and development of agriculture,
[the farm advisers: a531sted the member s 6f the cooperatives
1n evolv1ng spec1f1c productlon and marketlng patterns.
Tralnlng fac111tles for farm adv1sers are conducted at the
Aprlmary level as well as at the prefectural and national
levels. ~This was supplemented by on—the—Job tralnlng through
Tattachnent of trainees, as apprentlces, to the societies
wh;ch had ‘made considerable progress in this. fleld

.. The delegates empha51zed the need for evolving
tralnlng programmes ‘geared to the actual needs of the
'producers and- suggested that a very effectlve coordlnatlon
ought . to he developed between the various agenc1es at
different levels with a view to making use of the
personnel trained to the maximum_extent;;_The question of
evolving a pool of experts to,work at various levels was
discussed. However, it was.feltvthat as-the farm advisers
are employees of respective cooperative societies, it may
- not be possible for develop;ng a cadre for this category
»of personnel, but tﬁe system followed w1ll normally depend
;'cn the conditions prevalllng in dlfferent countrles. A
p01nt was made that hlghly gualified persons worklng at
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secondary or higher levels of organisation should also be
sent for field work from time to time.

4. Collaboration between Agricultural Cooperatives

and Consumer Cooperatives

One of the subjects which came up repeatedly
during the discussion was the question of collaboration
between the agricultural producer cooperatidés and the
consumer cooperatives with special reference to the
marketing of fruits and vegetablesl Emphasis was often
laid on the need for develcoping marketing after taking
into consideration the requirements of the consumers. In
other words, the marketing of produce by agricultural
cooperatives ought to be based on the requirements of the
market. There was general agreement that the agricultural
cdoperativés should produce fruits and vegetables Which can
be marketed to the best advantage of the producers.
Simultaneously, the Seminar emphasized the need for develop~
ing a directvrelationship between the producers and the
consumers cooperatives for the delivery of fruits and
végetables under an agreed formula between the two
organiSétioﬁs; The discussion on the subject towards the
end of the Seminar was based on examples given from the
' Japanese Cooperative Movement. -

It was pointed out that there are a few noticeable
cases of collabération between the agricultural producers
cooperative and the consumer cooperatives. .However, such
collaboration was of recert origin and the total volume of
trade involved through such collaboration was of a marginal
nature. While the Seminar emphasized the need for
developing'such’colléboratioh, it was felt that there were
several difficulties in =volving an agreed formula
acceptable both to the producers as well as the consumers
' cooperatives. The most important factor in the process
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was the question of price in respect of which there is
likely to be a conflict of interest Between the two
dréups; However, it- was felt that the questlon of prices
, could be resoclved by negotlatlng the price structure

1on the basis of current market prlces and taking into
consideration. the averages over a perlod of tlme. If in
~'BOmé: cases the agrlcultural cooperatlves have to accept a
slightly lower price or the consumers cooperatlves a
slightly. higher prlce, it was felt that the ellmlnatlon
of _expenses normally incurred for the serv1ces of the
-brokers .or wholesale agents may bring, in the ultimate

w;,analy51s, greater beneflts both to the producer and the

fconsumer.ﬁjv v v
- . The Semlnar, therefore, commended the example of
~collaboratlon between the agricultural cooperatives in
~.-Japan and a few consumers cooperatlves for consideration
~ i by other movements in the Region. It was also emphasized
--that the organlsatlon of wholesale dlstrlbutlon centres
sughlasvthe:one organlsed by Zenhanren in Teokyo would be
an . effectiﬁe _way of developing such collaboration. Through

- such: centres the producing cooperatives would be able to
dellve; agreed quantltles of fruits and vegetables to
representatlves of consumer cooperatives-on a continuing
bas1s ensurlng ‘both steady supply and quallty goods at an
agreed price. ‘ o Ve ,

, : The delegates were of the. oplnlon that for an
effectlve collaboration between the two types of
organisations it was necessary to have a proper planning
at both points of'the marketing and purchasing operation.
The consumers cooperatlves should be able to purchase
adequate quantltles of fruits and vegetables from a
produc1ng organlsatlon with a view to ensurlng a proper
planning of the requlred varieties and quantities at the
productlon end, and unless the consumer organisations



themselves are properly organised and are able to determine
their requirements sufficiently in advance, it will not
be possible for the two organisations to develop effective
collaboration. ‘ :
The delegates also suggested that more information
on cooperative marketing in different countries should be
made available through the Information Bulletin and other
publications of the ICA Regional Office and Ed?cation
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' 17th May, Sunday

REGIONAL SEMINAR ON " MARKETING OF FRUITS AND VEGETABLES THROUGH

10,06 a.m,

1100 - 1130

1130 - 1300

Afternoon

18th May, Monday

19th May, Tuesday

COOPZRATIVES", TIKYO, JAPAN

17th to 27th May 1970

PROGRAMME

- s - -

-1 - Inauguration
Tea Lreak
2 Orientation on Marketing Structure of

Fruits and Vegetables in Japan
{

Free
¥ Visit to the Yaizu Agricultural Cooperative
|
] v Society, Yaizu,

Visit to the Coperative Derishable Product

20th May, Jednesday

21st

May, Thursday

0930

1030
1045

1200

1400

1530

1545

1030

1045
1200

1400

1530

1545

1730

itholesale Centre, Tokyo

3 Presentation of Background papers by
participants

Tea Lreak

Iresentation of background papers (contd)
Lunch Break

Fresentation of background. papers (contd)
Tea Lreak

Presentation of a Case Study on "The Kigezi
District Vegetable Growers Coop Union, Uganda”

Zhairman Mr M.V Madane

¢ Intrwduced by Mr G.R,Spinks,
Marketing Specialist
FAO, Bangkok.

Cooperative Marketing of Vegetables and
Fruits with special reference to the
Palugama Link-up Scheme, Ceylon

Introduced by Mr C.J.R.Pogollagama
: 3enior \sst.Commissionex

. . Colombo,
Discussion



[\

22nd May, 1970, Friday

0930 - 1030 4
1030 - 1045

1045 - 1200

1200 - 1400

1400 - 1500 5
1500 - 1545

1545 - 1600

1600-1730 &

23rd May, Saturday

0930 ~ 1030 7

1030 = 1045

1045 - 1200

Need for Planned Production for Effective
Marketing of Fruits and Vegetables - Presen-
tation of a Case

Chairman -~ Mr Shiro Futagami
Introduced by Mr Yukio Uchida, Chief,
Farm Guidance Section
Yaizu Agrl, Coop Society
Yaizu, Japan
Tea l'reak
Jiscussion
Lunch l'reak
Marketing Facilities for Fruits and Vegetables
and the role of Cooperatives at.different

levels in providing facilities

Chairman Mr G;R;Spiﬁks,’FﬁO; Fangkok

Introduced by Mr Masao.Nakata

Chief ," Vegetable Section
Fruits and Vegetable Department
Zenhanren, Tokyo,

Discussion

Tea I reak

Group discussion on Bession No, ‘4

Processing Facilities required for improving

marketing conditions and for disposing of
surpluses and the role of cooperatives at
different levels in establishing the processing

-facilities - Fresentation of a Case

Chai rman Mr bLogollagama

Introduced by Mr B.,G.Lowe
General Manager
Leeton Coop Cannery, Leeton
A\ustralia,

Tea Break

Discussion



23rd May (contd)

1200 - 1300
1300 - 1400 8
1400 -. 1500 9
1500 - 1515

1513 - 1615

24th May, Sunday

H
25th May, Moinday

0930 - 1030 = 10.

1030 ~ 1045
1045 - 1200 11
1200 - 1300

1300 - 1400 12

Lunch break
Plenary on Session No .6

Operatimal Techniques in Fruits and Vegetable
Marketing by Cooperatives - "bncondltlonal Consignment
and Fooling \ccount System" -

Chairman Mir S.T,Sundarmn
Introduced by ir Kazuo Kizawa
Chief, Planning Section
Zenhanren, Tokyo
&

Mr T Ishhbashi

Chief, Horticulture Dept,
Chiba Prefecture Zeconomic
Federation of Agricultural
Cooperatives, Japan,

Tea Lreak

Discussion
Free
Operational Techniques in Fruits andiVégetable'Marketing

by Cooperatives - "Financial \snectsibr Marketing
Qperations and Management"

. Chairman - N Mr V .G.Furanik

Introduced.by Dr V,U.Quintana'
: ’ ' Director, Agrl Coop & Credit
Institute, Laguna,
Tea 'reak
Group Jiscussion on Session No,10

Lunch Freak

Market Intelligence and Research Services and Advertising
facilities required for fruits and vegetables marketing

- including export, and the role of Coops at different

" levels
Chairman Mr I .G.Lowe
Introduced by Mr Zdward Chobanian

Asian Development Bank,
Bangkok , /



25th

1400

1430

-

1630
1100
1115
1215

1315

14060

1430

1445

1545

1645

May (contd)

- 1430

- 1445

- 1630 13

— e . gl e s e e e o S

- 1030 14

- 1100
—-1115
- 1215 15
- 1315

- 1400, 16

- 1445
- 1545 17

- 1645 18

- 1715

Discussion

Tea break

Plenary on 3ession No.1l

Compensatory measures against price fluc-

tuations by cooperatives with special

reference to Japanese ixperience

Chairman Mr < Chobanian

Introduced by Mr Satoshi Obara, Chief,
Vegetables & Flowers Section
Ministry of Agriculture and
Yorestry, Tokyo.

Discussion

Tea break

Group discussion on Session No,12

Lunch break :

Collaboration between consumers coopera~
tives and Agricul tural Cooperatives

Chairman Mr H Nickramasinghe
Introduced by Mr Shiro Futagami
Deputy Director, ICA RO & EC
New Delhi,
Discussion

Tea Ereak

Plenary on Session 15

Types of Personnel needed for Fruits and

Vegetables Marketing and Contents of

- Training Programme for the Marketing,

Personnel

Chairman -~ Dr V,U, Quintana

Introduced by Mr K Tsutsumi
: Farm Management and
Agrl, Folcy Department,
Central Union of Agricultural
Cooperatives, Tokyo,

Discussion



27th May, Wednesday

1000 -~ 1200 Visit to &atinnal Mérketing Federation of
Agricultural Cooperatives, Tokyo,

1200 ~ 1400 lunch break

1400 ~ 1500 19 Final Flenary Session

150G - 1515 Tea Break

1515 =~

1700 Final Plenary Sessign (contd)

Closing of the Seminar



~ REGIONAL SEMINAR ON " MARKETING OF FRUITS AND VAGSTABLES TUROUCH

Ceylon

India

Iran

Japén

1,

COCPARATIVES, TOKYO, JAPAN
17th to 27th May 1970

LIST OF BARTI JIPANTS

Mr tlarshadeva Wickramasinghe

“Deputy Commissioner for Coop Development
PO Box 419
- Colombo,1l

Mr Jai Lihari Lal Khachi
Chairman, il P ,5tate Cooperative Union

Saw Mills Luilding, Lakkar lazar,

Simla,l

T Mr G K . Sharma
‘Manager, Foreign Trade

National Agricultural Cooperative Marketing
Federation, J 44 South £xtension 11

New Delhi 49 :

Mr V G .Puranik
Jdirector, Processing
National Cooperative Development Corporation

_‘C'56 3outh fxtension 11
- Mew Jelhi, 49

' Mr Jameshwar Dash

Joint Registrar of Coop Societies
Covernment of Crissa

_ Phuvaneshwar,

NMr Mehdi Hendisi

. Member, Board of Directors

Central Organisation for Rural Cooperatives
357, Fahlavi \venue
Teheran, lran

Mr : Kiyoshi Tateno
. Fruits and Vegetables Department

Zenhanren,
5, 1 chome, Otemachi, Thiyodaku, Tokyo,

Mr K Tsutsumi
Farm Managementand Agrl. Folicy Department
Central Union of Agricultural Cooperatives
Tokyo, Japan,



Korea

Malaysia

 Pakistan

Philippines

‘Thailand .

10,

11,

12,

13,
14,

15.

16,

17

Mr Lee Juk Hoon

Seniar Officer,; Foreign Trade Department
National Agricultural Cooperative Federation
75, 1 ka Choongjong ro, Sudaemoon ku

Seoul, )

Mr Kim Seong Ki

. Assistant Chief, Foreign Trade Department .
.National Agricultural Cooperative Federation

Seoul, --

Mr 3.7.Sundaram

10, Jalan 12/14,
Petaling Jaya,

Mr Cheong Chong Shing

Senior Copperative Officer

Department of Cooperative Development
Ipoh, Ferak, ’

. Mr M Arulandan
- Malaysian-Cooperative Insurance Society

36 Ampang Road, Kuala Lumpur,

Mr Hasan Knhan
Managing Jirector
YJest Fakistan Cooperative Consumer Society Ltd

. PO Model Town, Lahcre,

Mr-Hamid Ahmad
- (ieneral Manager
~¥est Pakistan Rural Supply Cooperative

Zorporation Ltd
41/A, Empress Road, Lahore, West Pakistan

“Mr Narciso dJeomampo

Lecturer, College of Agriculture
University of the Philippines

College, Laguna. Philippines

Mr Kahn Chuvarnon

: Kg; Chief, Farm Froduct Marketing, Coop
‘Division, Department of Credit and Marketing
Ministry of National Development

Fangkok,



OL3RVERS

F.AO. 18 Mr G.R.3pinks
Marketing Specialist
Food and Agriculture Organisation
Fhra %tit Road, Bangkok, Thailand

AP.O 19 Mr Amnuay Israngkul
Agricultural Programme Assistant
Agriculture Division
Asian Productivity Organisation
Aoyama Jaiichi Mansions, 4-14 A\kasaka
8 chome, Minatoku, TOKYO, Japan

I.L.0, 20 Mr S Kaite, Director

AR 110 Tokyo Branch
Room No, 0503, 5th Floor, World Trade Centre Puilding
5, 3hiba Hamamatsucho, 3 chome
Minato ku, Tokyo, ;

U.3.A, 21,  Mr Donald M Taylor

I Western Wheat \ssociates

c/o Mmerican Embassy
Tokyo, Japan,

JAPAN soias 422, -0 Mr K Fujimoto

S AR Chief, International Department
Central Union of Agricultural Cooperatives
5, 1 chome, Otemachi, Chiyodaku, Tokyo. Japan,

IDACA 23, Mr H Togawa

Managing Director

Institute for the Development of Agrl Cooperation in
Asia, 24-9, 6 chome, Funabashi cho

Setagaya ku, Tokyo,

C 24, Mr R Okada

Adviser, IDYCA, Tokyo,

b
RESAURCE PERSONS 25, wr Zdward Chobanian
Asian Jevelopment Lank, Accelerated Rural Development
“mpac, Frime Minister's Office
Jusit, Langkok. Thailand

26, Dr V.U, Juintana
Director, A\gricultural Credit and Coop Institute
University of the Philippines
College, Laguna, Fhilippines
27 Mr C,J.R Bogollagama
Assistant Commissioner for Coop Development
PO Fox 419, Colombo.l Ceylon

28, Mr b .G, Lowe
General Manager
Leeton Cohoperative Cannery
Leeton, M3, Australia



~ICARO & £C

2‘9""\ : -

31‘?5"

. Mr Shiro Futagami " Course Leader

Deputy Director, Zducation Centre

..‘InterhatianaI“CooperatiVe Alliance

Regional Office:ard: Education Centre for SZ Asia
43 Friends Colony, New Delhi, 14

Mr M.V Madane -
Joint Director, TAT : ‘ ; _ .
ICA Regional Office and Education Centre for'SE Asia

~ New Delhi.14

Mr A .Ganesan .

Personal Secretary to the Regiorial Director

~t

ICA Regional Office and Zducation Centre for SE Asia

" New Jelhi, 14



