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Propositions (Stellingen) 

1. Vertical marketing systems (VMS) are a more appropriate marketing scenario than 
conventional marketing channels (CMC) when aiming at soil conservation (this 
thesis). 

2. The time horizon of the strategy of the marketing channel leader is a significant 
factor for farm soil sustainability (this thesis). 

3. It is possible to reconcile efforts to increase the profitability and competitiveness 
of the agricultural sector while improving the management of natural resources 
(this thesis). 

4. Environmental hazards in small-farms in less developed countries are often 
difficult to control by regulatory approaches only. Marketing mechanisms seem 
well suited to deal with these hazards because of the economic benefits that help 
offset investment and effort devoted to land conservation (this thesis). 

5. Government intervention aiming at soil conservation in small farms in less 
developed countries will be better achieved by focusing on the improvement of 
the marketing environment of small farms (this thesis). 

6. A full understanding of the different aspects of soil management is vital for the 
formulation of appropriate policies towards sustainable farming (this thesis) 

7. Increased environmental concerns in consumer markets and growing urbanisation 
in developing countries imply that markets are increasingly driven by demand 
rather than by production issues (ISNAR, 1998). 

8. Reduction of tariff barriers for forest products could, in the long run, raise 
stumpage values, which may increase the economic incentives to invest in more 
efficient wood processing and in better management of production forest in 
tropical timber producing countries. 
Barbier, E.B. (1996). Trade and environment relating to forest products and services. Paper 
prepared on behalf of the ITTOfor the 3rd. Session of the IPF, Geneva, 9-20 September 1996. 
Nordtrdm, H., Vaughan, S. (1999). Trade and environment. WTO's special studies. Geneva. 

9. Income growth, while being a necessary condition for allowing countries to shift 
gear from more immediate economic and social concerns to more long run 
sustainability issues, is not sufficient to reverse environmental degradation. It 
must be accompanied by adequate environmental policies. 
Nordtrdm, H., Vaughan, S. (1999). Trade and environment. WTO's special studies. Geneva. 



10. The factors that have led Colombia to being a major drug exporter are not only 
economic and geographic factors but also social, political and cultural factors. The 
Colombia state has been weak and unable to guarantee basic individual rights such 
as education, health, work, justice, etc. This has driven society towards 
individualism, where individual well-being prevails over the society well-being. 
Thoumi, F.(1999). Lucha antidrogas: en busca del tiempo perdido? 
http://www. analitica. com/vas/1999.12.4/intemational/l 0. htm. 
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Abstract 

The study examines the contribution of vertical marketing systems (VMS) over conventional 
marketing channels (CMC) in stimulating small-farms towards the adoption of sustainable 
agricultural practices (ASAP). An analytical framework is developed involving a method for 
measuring ASAP, an econometric model for testing the influence of marketing and other factors 
on ASAP, and a multiple-goal LP model to evaluate the impact of CMC and VMS on soil 
sustainability. The Cabuyal watershed, a tropical hillside area in Colombia, is selected as a case 
study. 

The study leads to the conclusion that VMS are a more appropriate marketing scenario than 
CMC when soil conservation is the objective. VMS channels pose lower risks and are more 
long-term oriented, crucial factors for farm soil sustainability. The conclusion points to a need of 
policies oriented at improving small farmers' access to markets and institutions, while supporting 
the establishment of processing plants, cooperatives and other VMS institutions. 
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1 INTRODUCTION AND AIM OF THE RESEARCH 

1.1 Introduction 

Farm production results in an impact on the natural environment as it is associated with the use of 
resources such as land, water and air. The deterioration of the natural environment as a result of 
farming is particularly acute in less developed countries as, in most cases, their development 
policies are heavily focused on the agricultural sector (Peattie, 1995). This deterioration has been 
more severe in marginal and environmentally fragile lands such as tropical hillsides (Reining, 
1992; Ruthenberg, 1980). Market distortions are at the core of several of the causes of 
unsustainable farming. Market distortions, such as limited access to market services, inadequate 
and distorted information on demand and supply changes, limited access to working capital and 
excessive transaction costs are likely to mislead farmers into adopting unsound decisions on 
resource management. This research explores the relevance of marketing mechanisms in 
correcting market distortions while, at the same time, promoting the adoption of sustainable 
small-farm production systems. In particular, the research centres on improvements to the 
marketing channel that would enable the delivery of signals that lead resource-users towards 
sustainable farming. The central hypothesis is that vertical coordination in marketing channels 
makes marketing systems better equipped to contribute to the adoption of sustainable farm 
production systems. 

The area used for this study is the Cabuyal watershed, an Andean small-farm peasant 
community in southern Colombia. The site is a CIAT1 pilot study area selected to examine 
adequate solutions to unsustainable agriculture in the tropical America hillside regions. The 
watershed is a marginal area with poor infrastructure composed of semi-commercial small farms 
that average 3 ha. Soil erosion is the most critical environmental concern. Major crops are coffee 
(intercropped with plantain), cassava (for starch production), beans, maize and sisal, in that order. 
Crops are rain-fed (biannual precipitation) and irrigation is uncommon. Farm produce is 
traditionally commercialised in local markets through middlemen while contracts with 
wholesalers and cooperatives are less frequent. 

The impact of economic and marketing activities on the natural environment has been an issue 
of growing importance over the last half of the last century. In the post-war period between 1945 
and 1970, food consumption increased dramatically in the world. The main causes are related to 
population growth in the developing world and increased wealth in the developed world. Western 
consumers, in particular, enjoyed the increasing wealth without reservation. Consequently, 
demand for agricultural products from developing countries increased substantially. For 
developing countries as a whole, the annual expansion rate of agriculture during 1980-90 was 3.1 
percent (FAO, 2000). This growth in production was due largely to increasing amount of land put 
to the plough (use of marginal land and irrigated areas, and forest clearing) and improvements in 
productivity (increasing use of new varieties and high-energy inputs). Output growth in the 
agricultural sector brought about resource degradation, pollution and health effects caused by 
inappropriate farming practices and the overproduction of food and export crops (FAO, 1991b; 
Odelman, 1991; Lutz & Young, 1993). Aiming at the expansion of production, to cope with the 
growing food (and foreign exchange) needs of rapidly growing populations, the pace of 
modernisation of the agricultural sector seemed to be linked to increases in adverse 
environmental effects. 

Concerns for the sustainability of production systems and marketing tasks emerged first in the 

1 The International Centre for Tropical Agriculture (CIAT) is one of the Consultative Group on 
International Agricultural Research (CGIAR) centres with headquarters in Colombia. 



2 Chapter I 

1960s and they have been growing since then (Kotler, 1997; Henion, 1976; Earth Summit, 1992; 
Meulenberg and Schifferstein, 1993; Peattie, 1995). They have evolved from concerns on the 
polluting externalities of economic and marketing activities on the natural environment to 
concerns over impacts on human health, people's welfare and animals' rights. New trends point 
out that marketing not only must efficiently serve consumer material needs, but it must also 
consider the environmental costs of serving these needs and wants. Marketing has contributed to 
the current environmental crisis, because of its central role as a driving force behind the 
unsustainable growth of (over)consumption (Peattie, 1995). But, as it is part of the problem, 
marketing is also part of the solution towards sustainable development. 

Moved by social concerns, several countries started updating their policy frameworks to 
consider environmental regulations. Marketers started to recognise the validity of respecting the 
environment by introducing environmental criteria. Although some industries resented 
environmental regulations in the beginning, new marketing strategies turned out to be the answer 
to the challenge of environmentally minded consumers. These new strategies are directed at 
optimising production methods (e.g. ecological produce, less waste, less artificial processing), 
marketing activities (e.g. biodegradable packing, recycling), or/and in developing sales and 
promotion strategies ('cleaner' food, environmental labelling). Examples are found in timber 
from sustainably-managed forests; organic food from sustainable farming systems; in the energy 
industry where low or no-lead gasoline and solar powered devices have appeared; and in other 
industry sectors where low-phosphate detergents, alternative aerosol propellents, low-litter 
packaging and emission control systems have been introduced. As costs may be passed to the 
consumer, marketers have also optimised production and distribution costs to keep their products 
competitive. They have looked for better distribution alternatives by opting for more efficient and 
low cost transportation and allocation schemes. The interactions between marketing and 
sustainability could be broadly grouped into six aspects: 
• making marketing activities more friendly for the environment 
• developing marketing strategies and marketing systems for ecological produce 
• responding to the demands of environmentally conscious consumer groups, by changing 

product range, by changing production and processing approaches, and by innovative public 
relations campaigns 

• stimulating individual consumers, environmentally conscious or not, to purchasing 
environmentally produced/processed food 

• using environmental considerations as a unique marketing attribute for certain products 
• using marketing systems to influence production behaviour 

In the agriculture sector, the influence of environmental concerns is observed in several 
examples: organic food production (e.g. in vegetables and other staples); food processed products 
promoted for their low or non-chemical content (colorant free), healthier food (low-fat) and food 
with taste (natural flavour or with designation of origin). Other examples are the 'go green' policy 
reforms in the agrochemical business (see the case of the German Schering Group in Peattie, 
1995). Marketing systems have also been developed for the delivery of ecological produce and 
marketing strategies have been established to promote their consumption. These examples 
illustrate how marketing mechanisms stimulate marketers to adopt sustainable 
production/processing systems and encourage consumers to demand ecological 
produced/processed products. Success in these cases depends on the clarity of the transmitted 
market signals and marketing support. Market signals, such as market news, market risks, quality 
request and market services, influence the opportunities to perform channel functions effectively. 
In the case of high-quality food, producers perceive that health, taste or resource concerned 
consumers are willing to reward chemical free food (i.e. quality) with premium prices. If, in 
contrast, the market is sending signals of aesthetic perfection requirements, producers might be 


