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Initiated by IFAP in 20023 f 261 f FIF NXYSNRQ 2NAI VA
bankrupted in 2010 |

The programme continued with tddationalFarmer§Drganisations
(NFO$%, onein eachcountry

Budget (20072012): US$ 2,1k
I (2007#2010) Financially supported by IFAD, AGRICORD/AGRITERRA an

I (20102012) Financially supported by IFAD and the Dutch Ministry of
Economic Affairs, Agriculture and Innovation

I (20122016) Pending

Strategic research support by three members of AGRINA{EliRAean
Alliance on Agricultural Knowledge for Developnjient

WAGENINGEMN UNIVERSITY
A Wageningen UR The Netherlands i  WAGENINGE N DEE
A NRI/University ofsreenwichc UK D

A CIRAD France @ cirad
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Main objectives:
i wSaSkNOK &dzLJLI2 NI G2 yIF aA
strengthens their capacities to formulate feasible,

evidencebased propositions for better policies and

Institutions, based on a focussed advocacy agenda on
smallholder market access

I Bridging the gap between the research community and
VEIEGA2YEFEET FENXYSNBQ 2NAI YA
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RESEARCH COMMUNITY FARMER ORGANISATIONS
A Research institutes tend to focus A NFOs are interested in findings not -
on peerreviewed academic SO much in research methods, and
outputs (focus = methods) and need newspapers, not academic
less on how findings can be journals
made relevant for development A NFOs contract
practice researchers/consultants, when
A Researchers are more interested linked to their shoriterm
in mid/longterm studies (advocacy) priorities
A Funding generally for pre A NFOs often lack capacity to access
defined research issues: little existing research results
flexibility to adapt A NFO do not prioritise own budget
A High stafffee rates for external researchers

mited real experiences with institutional
UKIFIG STFSOUA@YSte ONARRIS GK
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The European Alliance

wose-iizs)  ESFIM activities

[a

A. COLLABORATIVE RESEARCH
(90% of total budget)
A Research priorities defined by NFO:

B. COMPARATIVE RESEARCH

Part|C|patory workshops address crltlcal
O2yaiNFAyula FT2NJ AV f s “ " _ Resolving the

Local researchn key issues contracted by NFO @SS se i LI TR0,
.4 n207"  Collective Marketing

BaCkStOppi n@y AG RI NATU RA (LEI y CI RAD’ N - : b : 7 p . .’i :v:_v INCENTIVE STRUCTURES THAT REDUCE THE

TENSIONS BETWEEN MEMBERS AND THEIR GROUP

Giel Ton |LE Wageningen UR]
July 2010

(10% of total budget) i

A Overarchlng desk studies and policy briefs:

Riskinsurance Models
InnovativeFinancial Models e )
Market Information Systems N ——

different contexts
i iences have been ‘build’

Incentive Structures in Collective Marketing .

mud l ies with members and non-members e.q. related with »

\
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y & Anticipating Side-Selling
ﬂ & Coping with Working Capital
Constraints

@ Differentiating Services between

The core function of this website is to provide information on tensions that producer groups face and make Members and Non-Members

them searchable. We have developed a reference framework to help in searching through the various

tensions. We have called this the Collective Markgting "Tensions” framework. B Distributing Profits

) ) ) i . ) i & Fair Pricing
After this table you will find a special search funcion, which you can use to search the various categories of
tensions in relation to your specific queries and find experiences from practice which may offer practical & Quality Assurance
solutions. 5 Task Delegation and Supervision of

Professional Staff

The Collective Marketing “Tensions” framework

1) Fair pricing The members expect that a fair price will be negotiated on their behalf by  Tags
their organisation. The-group’s-stronger-bargaining-position-sheuld-translate -————aroms sevices Tavance Pavment AR
into better terms than members could have negotiated on their own. This B | 1
. e oty O lVIa Bulgana Centralization of

creates the need for a mechanism that creates transparency in price

A contracting with buyers Coffee Contact
determination.

infarmating of huvare Contractual

www.collectivemarketing.org

| - | ; 2 In consignation Indonesia Latvia Qi Seeds I
. quality requirements, v



