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The European Alliance

EEIG/GEIE on Agricultural Knowledge
for Development

Initiated by IFAP in 2007, a global farmers’ organisation that
bankrupted in 2010

The programme continued with ten National Farmers’ Organisations
(NFOs), one in each country
Budget (2007-2012): USS 2,1k

— (2007-2010) Financially supported by IFAD, AGRICORD/AGRITERRA and CTA

— (2010-2012) Financially supported by IFAD and the Dutch Ministry of
Economic Affairs, Agriculture and Innovation

— (2012-2016) Pending

Strategic research support by three members of AGRINATURA (European
Alliance on Agricultural Knowledge for Development):

WAGENINGEN UNIVERSITY

* Wageningen UR — The Netherlands WAG ENINGE NN

* NRI/University of Greenwich — UK G
e CIRAD - France écirad
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The European Alliance

EEIG/GEIE on Agricultural Knowledge
for Develop:

Main objectives:

— Research support to national farmers’ organisations that
strengthens their capacities to formulate feasible,
evidence-based propositions for better policies and
institutions, based on a focussed advocacy agenda on
smallholder market access

— Bridging the gap between the research community and
national farmers’ organisations
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RESEARCH COMMUNITY FARMER ORGANISATIONS |
* Research institutes tend to focus * NFOs are interested in findings not
on peer-reviewed 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 e NFOs contract
practice researchers/consultants, when
e Researchers are more interested linked to their short-term
in mid/long-term studies (advocacy) priorities
* Funding generally for pre- * NFOs often lack capacity to access
defined research issues: little existing research results
flexibility to adapt « NFO do not prioritise own budget
* High staff-fee rates for external researchers

ed real experiences with institutional
effectively bridge the gap between these different ‘institutional

cultures’,
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o) ESFIM activities

A. COLLABORATIVE RESEARCH
(90% of total budget)

* Research priorities defined by NFO:

— Participatory workshops: address critical a
constraints for smallholders’ access to markets S SRS UL H AN S

— Local research on key issues contracted by NFO s s S« EIL LT S tion
. oo ¢ c=a7”  Collective Marketing
- BaCkStOpp|ng by AGRINATURA (LEI, CIRAD, NRI) AT |\ “g¢ %, INCENTVESTRUCTURES THAT REDUCE THE eeRuey

TENSIONS BETWEEN MEMBERS AND THEIR GROUP

Giel Ton |LE Wageningen UR]
July 2010

B. COMPARATIVE RESEARCH
(10% of total budget) b e St

access urban markets or theprocessing industry. Bulking can
be done through different modalities and by different type of
. . . . g actors, likg{aidd{]e—rr:n and:r'::;rs. prnﬂc(es;ing companies,
. state marketing boards or collective marketing arrangements.
* Overarching desk studies and policy briefs: il T
working capital [trade finance), and requires a cost-efficient
[ way of organisation and control of transactions.

- R i S k I n S u ra n Ce M 0 d e | S Supporting collective marketing arrangements

The present researchwants to improve the capacities of col-
lective marketing arrangements, like cooperatives, producer
- . - associations, village enterprises, etc. to resolve the chal-
— I n novatlve FI n a n cla I IVI od els lenges of collective marketing in face of competition. It want
to document strategies and practices that organisation have
developed in time and that have been effective in empowering
smallholders in markets.

— Market Information Systems R ———

different contexts
Successful collective marketing experiences have been ‘build’
organisational assets that make their life easier. They regu-

— Incentive Structures in Collective Marketing e e e e 0 ar

www‘e.ﬁm.org modalities with members and non-members e.g. related with  »

\
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1. Fair pricing

m

Search collective marketing challenges 2. Qua l|ty assurance
Search collective marketing ch l

3. Working capital constraints
% yV =/ g cap

4. Side selling

‘¢’ 5.Disposing of profit
- -

4 -
The core function of this website is to provide inf
them searchable. We have developed a reference

® 6. Services to members and
tensions. We have called this the Collective Mark @
After this table you will find a special search fund .. non-mem b ers

tensions in relation to your specific queries and fi

solutions.
The Collective Marketing “Tensions” framew "1 1 7. Ta Sk d e legati onh a nd su p e rViS i on
1) Fair pricing The members expect

their organisation. Tht-groupsswrorgervorgammmg-puormomoroaTetrarmroce
into better terms than members could have negotiated on their own. This
creates the need for a mechanism that creates transparency in price
determination.

www.collectivemarketing.org

| - | 3 2 In COT\SIQHBUOH Indonesia Latvia Ol Seeds l
[ | quality requirements. o

Additional services Advance Payments

BOI IV I a Bulgana Centralization of

contracting with buyers Coffee Contact

infarmating of huvare Contractial
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woce ) ESFIM activities

A. COLLABORATIVE RESEARCH
(90% of total budget)

* Research priorities defined by NFO:

— Participatory workshops: address critical
constraints for smallholders’ access to markets

— Local research on key issues contracted by NFO
— Backstopping by AGRINATURA (LEI, CIRAD, NRI)

www.esfim.org

Resolving the
Challenges of
Collective Marketing

INCENTIVE STRUCTURES THAT REDUCE THE
TENSIONS BETWEEN MEMBERS AND THEIR GROUP

Giel Ton |LET Wa IR}
Juty 2010

Collective marketing and competition
Smallholder farmers are -by definition- scattered and, there-
fore, generally there is a need to bulk their produce in order to
access urban markets or theprocessing industry. Bulking can
be done through different modalities and by different type of
actors, like middl , processing i
state marketing boards or collective marketing arangements.
This bulking has a strong logistic component and a need for
working capital [trade finance), and requires a cost-efficient
way of organisation and control of transactions.

Supporting collective marketing arrangements
The present researchwants to improve the capacities of col-
lective marketing arrangements, like cooperatives, producer
associations, village enterprises, etc. to resolve the chal-
lenges of collective marketing in face of competition. It want
to document strategies and practices that organisation have
developed in time and that have been effective in empowering
smallholders in markets.

Best practice solutions to common problems in
different contexts

Successful collective marketing experiences have been ‘build’
organisational assets that make their life easier. They regu-

Larly fine-tune their internal management and transaction
madalities with members and non-members e.g. related with »

\
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EEIG/GEIE on Agricultural Knowledge
for Development

15t National Workshop:
Defining priorities

2"d National Workshop:

thematic deepening

Consultancies

Member consultation
' process

ESFIM
Collaborative
Research

1}

Advocacy events
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EEIG/GEIE MAQI:"‘;;J::;me . .
esearch focus in collaborative research:

diversity with flexibility

Philippines — FFF:
Malawi — NASFAM:
Kenya — KENFAP:
Madagascar — CPM:
Uganda — UNFFE:

Electronic Commodity Trade Market institutions

——

Services to

NAADS rural advisc farmers

Benin — FUPRO: Maize sector policy,

Costa Rica — CMC: Farmers” markets; Food sovereignty legislation
Bolivia — CIOEC: Preferential policies for collective marketing

Peru —JNC: Taxation of cooperatives; Government procurement
Uruguay — CAF: Cooperatives i volicy

Organisation for

marketing
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Way forward?

* Research Support Funds, available to NFOs exclusively, for contracted
research that provides evidence to help inform and refine their advocacy
strategies

* Budget for NFOs to facilitate these research proposals, including the
necessary participative processes of policy generation and targeted
advocacy

* Funds to exchange experiences in regional, continental and global
networks of farmer organisations

* Budget for backstopping and strategic research support

» Thereis a growing coalition of (currently 15) national farmer
organisations and three regional farmer organisations interested in
deepening and scaling-up the ESFIM approach
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Thank you!

http://www.esfim.org
http://www.collectivemarketing.orqg

giel.ton@wur.nl
Financial support:
"(_'ﬁ}gx"g ¥
Ministry of Econom *3‘& : JL 'FAD
3 Agriculture and Inny g":?el:lgo!mh: gl;va;ggot

AcriCorpD r
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~making the connection

value chains fot transforming smallholder agriculture


http://english.minlnv.nl/portal/page?_pageid=116,1640354&_dad=portal&_schema=PORTAL
http://www.cta.int/
http://www.ifad.org/
http://www.agricord.org/
http://www.esfim.org/
http://www.collectivemarketing.org/

